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This document is a part of the ENN COVID-19 
Learning Series (www.ennonline.net/
C19LearningSeries). This series comprises:

1.  A survey report outlining the results of a survey 
collecting information from ENN’s network on  
topics still underrepresented within the available 
learning regarding the COVID-19 pandemic and 
nutrition services in low- and middle-income 
countries (www.ennonline.net/C19LearningSeries/
ScopingSurvey). The results of this survey informed 
the following work. 

2.  Four case studies and a synthesis document, 
focusing on the role of entrepreneurs in supporting 
nutrition and health services during the pandemic.

 –  Case study 1: Western Stone Enterprise, a 
woman-led business that produces peanut paste, 
sesame paste and other value-added agricultural 
products in Kenya (www.ennonline.net/
C19LearningSeries/CS1).

 –  Case study 2: Adeck Juice Bar, an all-

natural smoothie bar run by a young entrepreneur 
in Dar es Salaam, Tanzania (www.ennonline.net/
C19LearningSeries/CS2).

 –  Case study 3: Sky Brands, a food 
processing company specialising in biofortified 
products in Zimbabwe (www.ennonline.net/
C19LearningSeries/CS3).

 –  Case study 4: Solvoz, an open-access  
digital procurement platform connecting 
humanitarian organisations and local suppliers 
(www.ennonline.net/C19LearningSeries/CS4).

 –  Synthesis report: a short summary of the key 
learnings from the four case studies relevant 
for nutrition practitioners (www.ennonline.net/
C19LearningSeries/CS_synthesis). 

3.  A report of practitioners’ experiences of the 
impact of the COVID-19 pandemic on the number 

and demographics of people accessing nutrition 
services in low- and middle-income countries 

(www.ennonline.net/C19LearningSeries/
Practitioner_Survey).
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customers are people from middle-income and slightly 
higher-income groups, such as nearby office workers 
and businesspeople interested in healthy food options, 
such as his mango strawberry smoothie or yoghurt 
parfait with no added sugar. As a business supporting 
good nutrition, Adeck is a member of the Tanzania 
Scaling Up Nutrition (SUN) Business Network.1 

This is the second case study in a series of four, 
focusing on the role of entrepreneurs in supporting 
nutrition and health services during the COVID-19 

pandemic. We hope that these stories can help highlight 
how nutrition practitioners and organisations working 
in the nutrition sector and social entrepreneurs can 
support one another in meeting the nutrition goals of the 
communities they serve.

Adeck Muganda started his business in 2018 selling 
fresh juices and smoothies from his home in Dar es 
Salaam, Tanzania. His business ethos is to provide 
nutritious natural products with no added sugar to form 
part of a healthy diet. Although it proved challenging at 
first to convince customers of the value of his product, 
Adeck used social media to share information on the 
importance of a healthy diet, positioning his fresh fruit 
smoothies as a nutritious alternative to commonly eaten 
sugary drinks and snacks, such as soda and cakes. 
After successfully navigating his new business through 
its first year, Adeck decided to scale up his operation 
and opened a commercial location – known as Adeck 
Juice Bar – in the city centre in 2019. His main target 

Background

Adeck Juice Bar in the city 
centre of Dar es Salaam

1  https://scalingupnutrition.org/sun-supporters/sun-business-network/ 
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Adeck Juice Bar’s fresh fruit 
smoothies with no added sugar
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As a strategic businessman, Adeck took stock  
of consumer behaviour in response to the 
pandemic and realised that his customers had 

shifted to a new lifestyle of home-based online 
purchasing. He made two key adaptations to his 
business in light of this shift. First, he scaled up 
electronic ordering so that customers who were now 
home-based could order via a mobile app (WhatsApp 
Business) and created partnerships with two food 
delivery companies that delivered his products by 
motorcycle within a 30-minute radius. Second, he 
initiated a social media campaign through Twitter and 
Instagram that incorporated information on the 
importance of good nutrition and regular exercise for 
health and a strengthened immune system.

He also used his social media platforms to disseminate 
information on how to prevent the spread of COVID-19 
in line with the latest public health guidance from the 
Tanzanian government. He invested time in researching 
information on behaviour change that could support 
customers through the pandemic. For example, he 
searched for information on how good nutrition can 
support immune function and other advice on how to 
stay healthy. 

Adeck Juice Bar had only been open for six months 
when the COVID-19 pandemic struck. When 
restrictions came into effect, Adeck began to lose 

customers as nearby office workers transitioned to 

The problem

The response

home working and avoided the city centre. With reduced 
foot traffic in the area, Adeck realised he needed to pivot 
and adapt his young business if it was going to survive.

A social media post from Adeck Juice Bar promoting 
COVID-19 advice

A photo from Adeck Juice 
Bar’s social media (left) and 
one of their healthy snacks 
(above)
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When customers expressed a reluctance to consume 
cold beverages containing fresh foods due to concerns 
about food safety and hygiene in relation to COVID-19, 
Adeck responded by sharing short videos on social 
media showing the safe preparation of his products. 
Customers responded well to these adaptations, and 
although business has yet to return to its pre-pandemic 
levels, Adeck has managed to keep it open throughout 
the ongoing pandemic. To make his business more 
resilient, Adeck plans to invest more in his own delivery 
service and increase social media engagement.
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Lessons learnt

Conclusion

Adeck’s experience navigating his business 
through the ongoing COVID-19 pandemic offers 
valuable lessons for nutrition practitioners and 

policymakers on the value of innovation. Although his 
customer base is generally higher-income, Adeck’s use 
of social media to influence his customers towards 
making more nutritious food choices provides an example 
of a social and behaviour change communication 
approach that capitalises on multi-modal, transmedia 
approaches to reaching and engaging with the growing 
number of people in low- and middle-income countries 
who use the internet, have a smart phone or interact 
with social media. This approach is especially relevant 
for targeting young people, who are highly engaged with 
technology and social media. For example, using social 
media platforms to share nutrition and health information 
in the form of Instagram stories, reels and videos is 
effective and engaging, as Adeck demonstrated with his 
videos on hygienic food preparation. 

Social media also has the potential to negatively 
impact on nutrition outcomes by facilitating the spread 
of misinformation; a plethora of nutrition information 
is shared on social media, much of it by unqualified 
people. This is true globally and not just in Tanzania. In 
Adeck’s experience, weak links between entrepreneurs 

Adeck’s innovative use of social media and online 
ordering highlights how technology has changed 
how people access nutrition information and food 

in low- and middle-income countries as mobile 
technology has become widespread. Although his 
market is primarily middle-income and higher-income 
groups, similar approaches could be integrated into 
nutrition programming for vulnerable groups. Integrating 
engaging social media into social and behaviour change 
communication campaigns around improving nutrition 
offers the opportunity to reach a much larger audience. 
As Adeck has demonstrated, creating social media from 
a perspective of appealing to customers rather than 
targeting beneficiaries may be a more influential 
approach to behaviour change. Scaling effective 

nutrition interventions ultimately depends on 
beneficiaries’ level of interest in engaging with the 
intervention; the use of a playful and appealing approach 
to social marketing can help to generate interest. The 
use of online ordering systems linked with delivery 
services is another interesting approach that could be 
adapted for nutrition services to enable a more dynamic 
response to disruptions. As the private sector dominates 
food sales and is highly influential within food systems, 
entrepreneurs such as Adeck have many valuable 
experiences to share with practitioners in the more 
traditional nutrition and health sectors that could help to 
inform effective approaches to the delivery of information, 
programming and services, leading ultimately to the 
improved nutritional status of populations.

and nutrition technical bodies make it difficult for those 
leading food-focused businesses to access nutrition 
information that has been technically validated by 
national bodies. For example, Adeck felt he would 
have benefited from accessing nutrition information 
through existing nutrition technical focal points and 
platforms in Tanzania to share on his social media, but 
he did not know where to find this information or who to 
contact. Bridging the gap between nutrition practitioners 
and businesses is an important step towards 
improving nutrition knowledge and awareness among 
entrepreneurs and their customers.

As mobile technology becomes near-universal, mobile 
applications provide a growing opportunity to connect 
nutrition organisations with beneficiaries and reduce 
barriers to accessing and delivering services. Adeck 
rapidly shifted his business model to overcome the 
challenges presented by the pandemic, switching to a 
mobile app to facilitate online ordering and deliveries. 
His use of motorcycle delivery services linked with 
mobile ordering is an important example of how existing 
local transport networks can be harnessed to reach 
people with essential goods and services, particularly  
in urban and peri-urban areas where traffic and access 
are a challenge.

More information about Adeck Juice Bar can be found on social media accounts  
on Twitter and Instagram: @adeckjuice & @bellasroti
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