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ABSTRACT 


The purpose of the study was to present Ingersoll Rand Technologies with a proposal to 

support the expansion of their network into Angola, to provide Ingersoll-Rand with a 

deeper insight into the Angolan marketplace, and to support the corporation to grow as 

an African business. In order to expand their business into pan-Africa, Ingersoll Rand 

needed to understand how to do business in Africa and partner with suitable trustworthy 

distributors who were already established in Angola. 

The study worked collaboratively with Ingersoll-Rand, and had a twin focus on delivering 

not only the analysis and results required, but also the local knowledge required to be 

successful in those markets. A study of the industrial machinery manufacturing industry 

in Angola was undertaken in order to identify competitors and potential distributors they 

may wish to partner with. The study conducted an analysis of local distributors to 

determine their suitability as potential partners and as a base to grow the local market 

for products in the future. The study also reviewed local techniques for the way in which 

business is conducted and provided Ingersoll Rand with an insight into those. The study 

supported Ingersoll-Rand in creating a clear foundation on which to grow their African 

business. 

In the conclusion of the study, a marketing strategy for Ingersoll Rand outlined the 

recommended marketing mix that the company should use for Angola. The products that 

were recommended were focused on mining, oil production and manufacturing with no 

adaptation. The target market for Angola was described as global industrial companies 

with operations in Angola and major Angolan national companies that prefer to make 

capital investment decisions based on quality and support in remote regions rather than 

cost savings and short term bargaining. Pricing for Angola was determined by considering 

where the bulk of products would be procured for Angola, and the number of 
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competitors in the market. Ingersoll Rand will not be able to skim the market due to the 

presence of established competitors, but may be able to penetrate the market due to 

their economies of scale and their proximity to the market in relation to competitors, 

which reduces shipping costs. Distribution recommendations focused on container 

shipping due to the proximity of a major commercial harbour in Luanda and the 

efficiency and affordability of the method, as well as the fact that most of Ingersoll 

Rand's customers are heavy industrial and have the capabilities to ship containers. DHL 

was identified as the favoured freighting partner for Angola due to their longstanding 

relationship with the company and their expertise in the market. 

Ingersoll Rand is advised to focus on the development of a strong distributor network as 

well as the direct interaction with major corporate clients in Angola in order to reduce 

the risk of entering the market and to utilise the knowledge that local operators have 

gained in the industry locally. The goal of this strategy is to gain a market presence in 

Angola in a relatively short period to deliver products and services at a lower initial 

investment level. 

Angola was found to be a suitable international target market for Ingersoll Rand South 

Africa with a lot of potential as a key market for the business. 

ii 
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OPSOMMING 


Die doel van die studie is om 'n voorstel aan Ingersoll Rand Technologies voor te le wat 

die uitbreiding van sy netwerk na Angola ondersteun, om 'n dieper insig in die Angolese 

mark aan Ingersoll Rand te bied, en om ondersteuning aan die maatskappy te verleen 

om as Afrika-besigheid te groei. Voordat Ingersoll Rand sy besigheid na Pan-Afrika kan 

uitbrei, moet hy egter verstaan hoe sake in Afrika hanteer word en moet hy 'n 

vennootskap vorm met geskikte, betroubare verspreiders wat reeds gevestig is in Angola. 

Die studie is in samewerking met Ingersoll Rand uitgevoer en het 'n tweeledige fokus: die 

aanbieding van die ontleding en vereiste resultate aan die een kant, en die voorstelling 

van die plaaslike kennis wat vereis word ten einde in daardie mark suksesvol te werk te 

kan gaan, aan die ander kant. 'n Studie van die nywerheidsmasjinerie­

vervaardigingsbedryf in Angola is onderneem om mededingers en potensiele 

verspreiders met wie Ingersoll Rand moontlik 'n vennootskap kan vorm, te identifiseer. In 

die studie is 'n ontleding van plaaslike verspreiders uitgevoer om te bepaal of hulle as 

potensiele vennote geskik is en te besluit of hul/e moontlik as basis gebruik kan word 

vanwaar die plaaslike mark in die toekoms vir sy produkte ontwikkel kan word. Plaaslike 

tegnieke waarvolgens sake bedryf word, is ook in die studie in oenskou geneem om 

Ingersoll Rand te help om insig in die tegnieke te kry. Die studie kan deur Ingersoll Rand 

gebruik word om 'n duidelike grondslag te le waarop die maatskapy sy Afrika-besigheid 

kan ontwikkel. 

In die gevolgtrekking van die studie word 'n bemarkingstrategie vir Ingersoll Rand in bree 

trekke uiteengesit, wat die aanbevole bemarkingsmengsel wat die maatskappv vir Angola 

moet gebruik, insluit. Met die produkte wat aanbeveel word, is daar gekonsentreer op 

mynbou, olieproduksie en vervaardiging sonder dat enige aanpassings vereis word. 

Angola se teikenmark is beskryf as bestaande uit globale nywerheidsmaatskappye met 
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bedrywighede in Angola en uit groot Angolese nasion ale maatskappye wat 

kapitaalbeleggingsbesluite neem verkieslik op grond van gehalte en die mate van 

ondersteuning wat in verafgelee streke gebied kan word in plaas van op grond van 

kostebesparings en korttermyn bedinging. pryse in Angola word vasgestel op grond van 

waar die oorgrote meerderheid produkte vir Angola verkry kan word en die aantal 

mededingers in die mark. Ingersoll Rand sal die mark nie kan afroom nie, omdat 

gevestigde mededingers reeds in Angola sake doen, maar hy kan die mark binnedring as 

gevolg van sy eie skaalbesparings en nabyheid aan die mark in vergelyking met sy 

mededingers, en kan dus verskepingskoste laag hou. Betreffende die verspreiding van die 

maatskappy se produkte word houerverskeping aanbeveel weens die nabyheid van 'n 

groot kommersiele hawe in Luanda, die doeltreffendheid en bekostigbaarheid van 

hierdie metode, en die feit dat die meeste van die maatskappy se klante in die 

swaarnywerheidsbedryf is en oor die vermoe beskik om houers te verskeep. 

DHL is as die voorkeurvragvennoot vir gebruik in Angola ge'identifiseer vanwee sy 
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