
 Côte d’Ivoire – a market where results   
matter more than promises

INB.bio turns demand into steady profit

Languages

70%
French 


(official, business

language)

61%
Dioula 

(used as a

second language)

10%
English

Religion

43%
Islam

34%
Christianity

19%
Traditional 


beliefs

Population


32,7 million

Urbanization

~49%
(16 million in cities)

Life expectancy


62.3 years

Côte d’Ivoire in numbers

Major cities and their potential


Abidjan*

Bouaké*

Korhogo 

Daloa 

San-Pédro

Yamoussoukro

* Key launch cities:  

Abidjan and Bouaké

Internet and social media in Côte d’Ivoire.

Where to find customers?

Internet

penetration

39,6%
12,8 million

Mobile

connections

144%
46,4 million SIMs 

Social

media

23.4%, 44% of 
adults

7,55 million

Social networks

7,55 million (23,4%)
main channel

for nutra sales

2,1 million (6,5%)
Age


25–44

1,6 million (5,4%)
Used for


work

1,18 million (4%)
62% women,

aged 25–45

249k (0,8%)
young


audience

PESTEL analysis

Politics
Elections 2025 spark discussions 
– local protests are possible. But 

in recent years

everything has been stable, 

business is running, and 
international investors are 

entering

Economy
GDP growth ~6.3%. Agriculture 

(cocoa, cashew, palm oil), 
industry, and oil and gas exports 

drive growth. Inflation is low 
(2.9%)

Society
Real nutra customers are people 

50+, who often

face joint issues and 

hypertension.

This group


trusts natural remedies more 
than “synthetics”

Technology
Internet is accessible to almost 
40% of the population, mobile 

connection at 144%. Government 
digitalization program expands 
internet in cities and rural areas

Environment
Recent droughts


create risks for cocoa yields,

the backbone


of the

economy, and may affect


export volumes

if conditions


don’t improve

Law
Nutra = dietary supplements. 
Registration with Ministry of 
Health, French labeling, and 
quality certificates required. 

Procedures are lengthy but clear

Income of the population and informal economy

~55%

(≤800 USD/months.)

Low income

~35%

(800–1600 USD)

Middle class

~11%

(1600 USD+)

High income

(mainly in Abidjan)

Informal income:

65.3% of the workforce is 
employed in the “gray” sector

share of GDP attributable to the 
informal economy – 38%

How do people earn:

part-time jobs (construction, transport, hotels)

trading in markets

family micro-businesses

remittances from the diaspora

Conclusion: the main segment is affordable and mid-range products; 
premium is aimed at wealthy areas of Abidjan.

Our competitors in the

Ivory Coast market

Ubuy
international brands (NOW Foods, 

Solgar)

Jumia.ci
largest marketplace, customer 

trust

Shake Protéine
local sports nutrition brand

Ivoire Proteines
local sports-pit-retail network

Edmark
MLM, detox and weight loss

Iron Man Supplements
sportspit via Instagram/

WhatsApp

Most online purchases are paid by cash on 
delivery

Weaknesses

LIMITED LOGISTICS
Delivery outside major cities is difficult

REGULATORY BARRIERS
Complex registration and 
certification procedures

Risks


POLITICAL FACTORS
2025 elections may cause instability

COUNTERFEITS

Popular products are quickly copied in 
the market

Opportunities

WEAK COMPETITION
Few international nutra brands present

GROWING DEMAND
Supplements for joints, energy, and 
heart health are rapidly gaining 
popularity.

Strengths

COD DELIVERY
Cash on delivery builds trust

TRUST IN NATURAL PRODUCTS
Natural ingredients in the composition 
inspire audience trust

SWOT analysis INB.bio

Key opportunities for INB.bio
Côte d’Ivoire – a market where people trust natural remedies 

and value real results

Recommendations for successful launch:

It’s best to use real-life stories from actual people and clear explanations of what the 
product is, for and how it works. User reviews and a clean visual style build trust. Promotion 

works best through word-of-mouth (WOM) in WhatsApp and Facebook groups.

Cities for launch

Abidjan and Bouaké, 
where online shoppers 

are most active

Payment format

cash on delivery, 
increases trust

Products

ocus on supplements for 
joint health, energy, and 

heart (50+ audience)

 Promotion channels


Facebook and WhatsApp

Pricing strategy

affordable and mid-range 
products; premium only in 
affluent areas of Abidjan

Дивуар en


