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B TR T 

The import nee ot th hwn.tn re our · 111 the a hi em nt vi tr.ltPgy < hw 11v • '" 

the rvice riven c:onCJmy world\ 'id h,, I rOlwht dr,m1.11i h.m~P 111 tlu ,,y 

organi7,ltion r I t with their •mplov<'<' 111 opcr.1ting PnvirorHIH'Ill 1 ,. tlw ,.,w,,: 

ctor hc1~ 't n tel l i ch.m 'C c h.tr.lc h~li1 d by h1ght•1 

t kehol er group . Comp.tr •d to the P·'"' tlw gov rnnwnt ,111d donor ·"'' II'"" 

i\illing to inject tuncl in lo · m.1~ ing p.1r.tc;t.tl.lf.., ,mel (li.,IOIIIPI" ,lfl• .tl o """" 

demalldin . Internal lllrlrk(•11ng llc1 .., lll'l'll Hlt•ntllled ,,., kl'~ to .tddn•"""'g tlw. 

chall nge. Ho e'w-er, ther' Wet n 1-.nowll r sc r h on int mal rnark •tin~ pr.H tic,.., 

in Kenya. Ill tucly ought l cl I nnin th tent to which KPI pr.HIHI' 

internal mark trng f-urther it ou•ht toe t.tl li h thP chall n, r. rNI h 'k.Pl in till' 

pract1r of internal m;:trk \ tllg. 

Thi Wcl de criptiv tudy drHI the populatioll of intc•r .,t included .Ill the '1.1-

KPLC ..,,,,(1 in ,urobi r gi 11 . I h • rP p,u h<'r ._,\lllplc•d I 00 Pmplovt•c•., tt..,111g 

proportion 

stru tur 

traliliPd r,md Ill c;c1 mpling 0.11.1 w,1c, roll •t tf'cl uc,rng ,1 •,r•tnl 

UC tinllnclire Whi h WolS cl<llllllli . terC'U U lllg the drop illld pi( k l.tll'l 

method Seventy- ev ·n ot th <lmpl d n1ploy ompl ted th qu.>s t ion11o~itr•. 

nalyzed u ·in 1 d ) cri pi iv . 1.11 i. tic su h c _ 111<'<111 c rf'<;, I rcq uc•nc I<' ,11t.f 

litndard vidtion and prl' nl d in tc~blP., c-lllclch,ut . 



he ·tu I lmm I ut th.tt n plo • ~ .11 KPI C ~u1 •r.1ll • h•c I th.tl th 

ha 

I he 

ot I ht•rn ell cl '(II J 1111 •d I 'J II I IIIII' 

' re th only lwo cl'>l <"I lhcll W 1 • prclc li U I I 'Ill' ,JI ITI <. llu 

tudy • I o tound lhclt Kl I. '«'II r.lll • .Ill .1 •c•r.tgc c omp.111 111 til 1 r.1 tu r >I 

intern I n1ark ling. 1o I 01 Ill • iiiiPrtl.ll 111.trh: llllg PI nu•nl """' <1111\' p1.1< 1ur•d to 

some • I nt. KPI 

train1n l.mnlll' c ncl c rllrnl cliHI m.llltWP-111 111 Ill tllod lc 1 r•nrplo•r·t· 

empo rm(!nt. ll 1 rlorme poorly 111 tlr • r1r •t~s o rc .-ml '>)'<>l<•rn, lllllllv.rl""'· 

organization ulture < nd r crullnH nt .ullon oth r c re 1 . 

The me in ch lleng lcl P I y m, n,lg mcnt whil ~ Jll'<l< ti ing llll!'fll.tl 111.rrlr•1111;; 

includ.c, in uttic 1 nl rp<;our , p )() r corn mu11 i c .1 11 on, ln11 f , 1 Ul 1 , 1' y, j unrc 11 ., 1 " > 1 l11 · '" g 

con uh on their needs, Ia k 1 own r hip m ng 1.111, m ul.1r tr,lillrlls~ .uull,,, I 

of c prdi al y tem lo I oo I .1.11f mor.llt' dillOn thero,. 

Th r" e rrll r r onm1 ncl I th ru < cl tor K I C lo illl r vr it ovN.lll inlt 111.11 

m rk lmg 1 rogrtlln to in 1 h ' •mployP . ' con tid n 

recommend d conllllll lli r.ltin to th • l'lliJ love c; ol intt•rtrl!'cl t h.tng« ·., ·""' 

conti nually 011 ulting with th • mploy e on th ir n rd hPiorc irnpl<·n11 nt.tiH>tl 

Ill • help i111pr0\ ( lh ~ CUm Ill rcllillg. f fcllllillg IH ds dS (' '-,lllf Ill ,lJ1d lt'lll 

mod1fic tion er .1l..,o r collllllCrHh d 

I)( 



CHAPTER ONE 

INTRODUCTION 

1.1. Background 

Or niz lion rating in • d .'llilmtr. .mrl ra idly cl nginv. n 1iron111t 111 IIH• 

rtul lore 01 lube~lizdtion • r • lu11dt~m tllall llangmg th n-11 11 • <liHI tlw 

l'llertll <lY of Oill thing !It nh.ltdl, 2002). Ac ordin to John 011 .rnd .~choir· 

(:!002), the i1111 a 1 of •lob.tl11.1lton, ullortttcttion 1. hnolog ' and r.1pid lt.urgt· "' 

the bu 111 • •11vironmc:nt c n no longl'r I> i 'nor d. In there Pnl J>.l t .md vith tl11• 

dlvent growth in in onnc lion t hnolo y the way of dorng thin'S hac; h.HI to 

change, a lib rali7ation ,111d incr a ing cu tom r em ncJ r os' ,, lllrlJOr < llc~llc>n!\1' 

to bu in s. I utur urviv I ot any or ,mization is no longer gLh r( nt 'rd (,~ c 11.111!\" 

ratlwr than . l hi lit)! i the orcl r of th 'day ([i enhc rdt, 2002). To urvivc in <,lJ( h .111 

cnvironm nt, or "anizc Iron n d to focu on lrategi the l d .11 with thr 

en iront1P.11t.1l hall •mw . (t\n o il <llld ' c.Donn1 II, I ~0) 

1r.1teg ccor ing to john on and - hole · (2001) can be n <. th tll.ll< hrnr- ol 

th • r ource n actrvitie oi an org. nizalron to lh n ironm 111 in whi ·h 11 

opcrat tr gy 1 u ed to iv direction on how orgc niationc; I w rclLW lht'ir 

r '>Ollrc s to m lh ir obj lrve , nci how they v ntually ex rut til tr.lle•w. \ 

trate 'Y 1 th r forP c a ood strctl gy wh n it. su <I! ., lui, 

otlt rwr P th tr tc y 1 u Pie .. 8..-lrtlell , nd Gho hell (2002), •mph.l izc this point 



' •hen th 'Y .1y th,ll P ople • r ell tlw fu•,1rt Ol • Irate 1 ) ,mcJ IIMI til!' knm lr•d ~"· 

• nd lh g IH.ral rlltitudc Ol 11 OJ le < r . tft key 1,1 tors in l'll.thlllll\ 1111' 

ucc · ot n tr .1tc 

fh llllp >rt< llC"' Ol th' fllllll,lll I(' Ollr C' in th ,l hi '\elllCilt Ot tr,lll'g • o!IJI'I II f' Ill 

the F' IC dn <'II C< C 1101\l ' ~ 01fd idP fl,t hrou •Itt drrlllltltH c fl,lfHW Ill tl11 • ,1 

org. niz.ltion · rel.1te ith th ir mploy e -- lot of org n1z.11ion h.JVP. tound" Ill' 

m dtin, in the t rm competiti C' trategy a they com Pte forth h a1tc;, 11111111 .uul 

drec m ol ception. I 1 opl . (R,utl<'ll ncl Gho hal, 2002 . For 111. r•v ..,,,, 11 ,. 

111d u t ri th • qu.1ltt ' ot C'rv i c. dC'Ii red to u tomcrc; i do Ply ml.ttl'd to tlw 

pertornl,lll ol tiH' PmployC'L'- rl11 i 111 re o b .c. u th two ,trc intPrl\ iltt•d • 111 

mo 1 ..1s it' nut po c;ibl to _ CfJclr.ll th rvi e from lh • ervi ' prov1dP1 (l'.rv11•·. 

ltJC ~) . t\ UC h, tft hUilltlll ltl tnr Cr\111101 hr OVC'f'CIIIj1h ;tt;l/('d ill .1 <.,<'fVil f' 1111111 It 

Mot NVI ." pr durt1011 proc ""<' require the _ rvi or•;lrliZ.tiH>II'<. o 11 pr•t 'ir llllll'l 

pro I e lgnlficant input to th ervice ro lu lion f r th I tr. 11'lrl( tiOII Ill I )(• 

,111 fy1ng . 

IIi h Olll Ct rvi ' involv lllllllerou . C'llCOUill r I I C'll tit Cll IC lllCI<, .1111 Ill If' 

erv1c pro •idcr. r h t rm "monPnl ot truth" 1 u d to lti~hliAhl thP llllport .II H {' , 1 

n ·ou1H r b tv.e " cu totn r .111<.l th ~r i ' rro idt>r. I o 'I lock ( 1 'J'H,, 1'1• . c, 

) 

2 



" ... \ 0(1/(/ ·'Y tfl.tt Ill r · ivecl Clttalil}' h n .rliLPC/ ,If tilt• "m '"' 111 n 

trut!J ... , \ IH 11 tire t'f\'iC<' /)f \ tcf'r .111c/ tile• t'I\'ICI' c 11 tc llll'l c nit 111 t "" 

clllOI/1 r. It i the "'" tile• fll(J/1\ .1/10(1 ,llfd tiH• tooh C'lllfllrJ) l'c//w 1/1(• ''"" ' 

f('/JH s ut,lli\ c ,)l)c/ tiH• r /l'' t.tlh 11 .rnd hP/I.t l(}t ol tl11• c ,,,.,, 1d11• It 

log til r\ illcreaU•tll · ''' •cl•li't'lvpruc.c"··." 

Thi quo1.1tion imm diatf'ly rnakc · .tpp. rc•nt th link bPtw n . Nvi e nJ,u·kr!tillt! 

and the c•rv1c provid r. VVith it~ O\ •n pr.opl .1s pt1rt >I til . JHIHiu t 111 ,., H ,. 

bu.,1ne can c llorcl divor it._ U tollH!r COilttl I lllploy P frolll tiJr li1111<., 

rnarl.:eli 11 trateg . Manc~grr h.w th rc pon ihility to cornntunic.tt to Jlw 

I'll piOyC 011 Whr\1 the lirtll j<; lf)'illg tO riC hiCVC ill th tll,lr~t'l pl,ll ~ tllld to lllif•lll 

lhern lOWc)r lh II' •d Of Cll tOilH'I in tiH' dilf 'I' ~ Ill lllarkC'I '>l'giiH'IIl<., II llcl'> chrl<,flfl 

to rve (Lovelock, 199 ). 

According to Lov •lo k (I 1 6), tltP ellort ol th 01 •.uti7.ttion to wll ih \ 1.,io11 .uul 

llll'-. 1011 to its lllploycc I giVIIlg crvi (' C'lllploy ·: tiH' lr.lllllllg, rlUthorlly ·IIIII 

upport requir d 1 r th uc:c s ot tiH• org.miz.ltion o.1ls is wh.ll is r lc>r1Pd to,,., 

trl!NrMI nt, rketin •. In .ul of trivin • lo c 011trol f'tnplov<' ,..,, l>eh.tvior, lllctll.l'~''' 

hould b l worl..lllg 10 upport 'lllpluyre ... Ill their lr -.k I rlt'lillg cl'\ ( 0.1 IH!'> .rllcl roll • 

m del to help 1he latt r le fl tiv • and Pill rent. 
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1.1.1 Internal marketing 

A cu IC 111 ~ r-ori Ill d I'll ironn Ill OIIC•fl r ult<. fr Ill clll it I '111c I ITI.Hhl tirH' t'tHit•,l PI 

lfliPHlrll lll::tf~ 1111~ I Ill )II' lh,lll ,1 lt,ll '!-t , II rPplt' ('Ill.., 1111ort I I C hclll tf' till• .tlllt' 

Of rill CHI',IIIil,llic ll h protnolitP lilt' rirr11 , 111f II ( 1\11 • lr tit • 

mploy s (G org , I c ~0). Tlw imporlclll ol int 'r.1tin tit • intPm.tl 111.1rl t•litll! 

on cpts into th url'.tllilalion i b,, •d upon th< u tom r-oric•~tl •d fl''' fWt 11 ,. 

inh •rc•n t in the 011 • •pi ot intc rn.1l rn.1rk ling. An .nh.m · •d ll <,f' of u . lllllll'l 

ori ntc~t r on wilhin lhr finn 1 a k .y lrm 111 I ading 1 

nhan cl cu tom r 1ti c:~ction, .llld in rf!a over II perfwm,Hl " o t tlw 111111, 

ltrlll.., ( Jr . !liP, PI .11, I 'J' ~1 ) 

lilt ma_l marketing hcl he 11 rib d <1. the impl<'lllCillatiOil O( cl fllllll,lfl II' Pill! I' 

rn na 1 rnent philo ophy bas on , marketing pPrc;p • live ( .or 'P a11d Grotuwh, 

1989). The internal m.1rketin lc I . thilt the intern~ I market i hr l moti ,,llc·rl lllr 

rvi mmd drw wh r "rn, rk ling like" dcliviti r'll'e u I intern. II ( .rr>l'tll, PI 

, I ( 19< ), die; u. llw r tn(lrl 1111g .1cti\i1ie in I rrn of promotio11 nt I olh tlu• 111111 

, nd II rvic o(tcri ng . Mane • lm•nt 111 prvicr i nd u I rie I hc>rPio1 <' nrt•cl to 111.111 r •I 

cu. lnmer onent.tion to it: emplo • ,1 c 111 ,Ill'> ol imptl tin~ tlH• qu.1lit ''' tl11• 

firm nd it . rvic . ouq ut . lilt is c "PP idlly illlporlcHlt in tiH• 'if'f i • linn 1111 r• 

th y cc1nnot a. il 1 dil r nliate th 1r rvice on tllP bc1 i · oltn r I 

ol th outcom r nd r d to the u tomer (Gronroo , 1983). 1 hry r 



th rnt< n ihilit' ot til • N 'i oiiPIIIl'~ tncre.l" , th •r • i wc•,tt r "''"d '" p.t 

• llention to the dclclil ol rvk • d •liv •r (Bow ll ,tnd h11 icl r, I 'JBH) 

iv 11 fh . i111angibilit I 0[ Sf!(\'j( (' ... , flltlflcJg 11)1 'fll ifl 'o 'fVi e ifldtl ... (f i('<; ltrJ tl fll(lfl' 

lirnit d n oi ontrol over the er tc P'- ein 1 rovicled. 1\11 int rn.ll n1.1r~ l'tillP 

philo ophy, v hi h I II<' impor l.tllC ol uo;totm r ot ir>nl.ll ion, Crill It Pip 

employee to r ro niz that 111 m .. n~ in tc1nc , th tr output ic. k •y 111 pPtc ,., r•d 

qu<1lity. In oth r words lhP hut 1.111 tlonnanc f the t•mployP ..-; nt.llf'ft,JIIy h.tpP., 

lh · ervice OUICOill 11cl hen I> 0111('<; 1 art >f the linn' prndu I ( oll'efll', t'l .tl, 

1994). 

1 h a urnptio11 ot an int mal markPtin philo ophy i th.ll int •rn,tl C' . c lt.tll!tt'" 

betwe 11 the org.:miz lion n 11 employ e grou mu 1 • op r<lling cllc•< ltv •l y 

(ore the orgc t)l7ation t1n b ucccs ful in c~chievittg goc1l re Jarclttt tlw r• "'"'"' 

market · (Georg , 19 0). To b mor< c;pccifi , Gronroo (I 981) c;t,ttP.-. '"'''111.\l 

market in is now ono;icl red • 1 rrr qut~>it' for o:,uc ro:, ful e tc mal 111.1rl rl1111~ to t;tkt• 

pi ce. A cu tom r-orientPd l11lo ophy could have <1 mor ignifi c1111 imp.H 1 on .1 

tmn' t rn.1l mark ling if thctl philo oph ' PrP p< rntP,Jted throughout tlu• 

organization 

lntern<'ll marketing i base on the notion of mploye c custom 3 r . II .1in1" .tl 

sugge ling to the manager how to e1dopt mar eting toolo; aiHI c;tr<11t·pi"" to 
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tnlll llli ell • m >re II II I ( I \ itt. I lllplo , '(' I r .lr h th ir ( 01\ l'lllS. II I HJI' •• 

an th ir loyalt ' and nlltc in their OllllllilttH'IIt to ,. IIPilt "c 1 ic I' to 1', 11'111.11 

< u IU1111! f (l',lllll '1'>, 1001 ). I II• dt•fllll''- llllt•lll.tlln.ukt•lllll~ .1 .. 1111' llll'olll ol ·II pi ' 1111: 

the philo ophy nd pr.tct1ce ot m. r '( ting to p' pic\ •ho . rvt> tPm.ll n .... tonu 1 

that the b t os 1 lc people can I rct.linr.d and rvill lo thr l> '>t work po.,.,il,lr•, 

It 's relativPiy n w on ept 1><1 d on .1 rpc,(',lr ·h that < ncludr~d th.H 'it n plo •r•pc., 

re not happy with th ir job , e t .. m,ll ell tomer will not b upp •rmo"l in thl'il 

mind·. Resc rcher ht~ve tenc.J d to .t •rc>e th.ll at1 ti d intc1nal cu tOllll'l" .m " 

critic. I prerPqui. ite> to th • l1 o;l,1c1ion o f tiH~ xt mal ·u.,tont!'F (I O\t loc , 1 c c (,) . 

t\ccorcfing to Jobn 11 cllld ' lllOllr ( I< 8 'i) , the \01 pi of inte111,tl lll.llll'lllll{ 1 

based on the beli 1 that th rnr loy .., need thr rgc 111/,Hion .1 muth .1s tiH• 

organization ne d th m c ncl that the lllc n<w menl under t nd I hat lh c1 tploy<'C''> 

.1re 1110 I v luabl Sf't in th firm . 1\\ c nj.1l.t (2002), st t s that\ ithout productiv" 

l'mployee , the organization i nothin • .111d Gill d nothin 

ucce fa tor i to recogniz th' im ort, nee of livin • u to the lJc.tomr.r ' 

e ectation . It i dl o imp rtant to und rst,md lh,ll ther i .1 po itive < onPI<llion 

bet!\' en . tlli tymg mtern. I ru IOillN cllld me t1n e I •rn,1l custolllC'I'" IH'C'd" 

Employee who ar not hilppy with th C'ir JOIJ c r not . pe t cl to trccll c'xt .rn.d 

cu tomers differently (PalnPr 200 1). Thi illlplie a link between tirm'c; c;uccc sin 

th market and the finn' int rn I m.trkcllll pracllre 



1.1.2 Brief History of Kenya Power and Lighting Company 

The Kenya Power and l1ghting company (KPL() wa 1ncor orat d in 1922 a the 

East African Power and Ltghting Company <EAP&l). It became the Kenya Power and 

Lighting Company in 1983. The majority shareholder of PLC i the Government o 

Kenya and 1ts instttu ions while the rest 1s owned by the Pri ate shareholders 

through the Nairobi tock e change. Before the major re tructuring of the Power 

ector m 199 , KPLC managed II the country's power generating stations on behalf 

of the government. 

In 199 , the restructuring proces separated the funct1on of generation rom tho e 

o tran mi sion and distribution. The Electric Power Act 1997 created the regu latory 

environment for the restructuring o the sector. KPLC, wh1ch owns all transmission 

and distribution assets, buys el ctrici in bulk from the generating companies for 

transmi sion, distribution and retail to cu tomer The KPLC' re pon i ilitie are to 

en ure utfietent tran m1 ton c paci to meet foreca t demand, operate and 

maintain distribution net ork and to ensure satisfactory delivery of eNice to the 

customers. 

Th oi KPLC 1 guided y the v1 ton 'to achie e the\ 'orl cia 

ualit eNice bu me enterpri e o a to be the fir t choice u lier ot electrical 

n r v in a competitive orl " (K n. a Po ·er ltghttn r:m, no I . t 1e111ent, 



timulate motivation and n hu ta m hrou h ut the organiz ion y guiding 

acti ilie , behavtor and pro iding a en o common de tin . Th u me ot KPLC 

therefore ts defined y it mi 10n, h1ch i to el iciently transmit nd di tn ute high 

uality elec nci hroughou Ken •a a Co t efect1 e arill , to chte e the highe t 

tandards oi customer service and to en ure the company's long term technical and 

inancial viability. 

To achieve the objective of the vision and mission, the org nization em arked on a 

bu ines re-engineering proces through the Integra ed trengthening Project. Thi 

invol ed radical re-thinking and re-destgning of he company' proces e to achieve 

dramatic improvements in cntical contemporary me sure of per ormance uch 

cost, u lity ervice nd peeu. A lot of efion was geared to ' rd im roving the 

systems, processes and organizational structure, but little attention was given to the 

ta f aspect. 

Over ti e however, it has become pparent that it is not enough mer ly to re-

engineer the yste , proce 

the ork it elf. ccordin 

and strudure ·ithout focu mg on 1 e eo le who do 

to rgyri (1999), a u ines n that doe not 

incorpor te the m n tor ch1ev111 11, 1 incom lere and may e u ele 1\PLC a a 

· r ice ctor i 1 c d ith tht challenge. Th ualit) oi the .en tC oiler b th i 

ery es ential er 1 e ro tder ha been u tioned bv rhe cu torner ' ho hav 

ecome more .o hi ticate and demanding Cu tamer com laint hav increa e 



e ignore till ew letter, t\pril 00 ). On the oth r han onorni and 

politic I change ha e continu d to po a m j rocur ment 

proce e which ha r ulte to emotrv ted st f " ho re m de to provi e 

ervrce wrthout the re uir d e ur ment (l~ t fnc Stand r , 18-05-04). The e are 

the i ue th t would c II for PLC to con id r intern I mar~ trng a w y ot 

culti ting a te tTl of ell-moti te t f who hr r the right attitu e to ard. their 

work One of the mo 1 rmport nr chall nge facir g man, gers rs the creation oi c 

conte. t ·ithin hich mploye ieel rnotivate and ' illing to ct in order to 

achieve the go I of the organiz tron (Mw njala, 2002). 

1.2 The R ar h pr blem 

For a long time, KPLC operate in a relativelv tab I en ironment a monopoly in 

the energy s ctor, it h enjoyed both the gov rnment n the donor community 

up ort. Cu tamer hav I o en le dernandrng, and the organrza tron h d not 

felt the need to provide quality ervtc rher wa no rgnificc nt dem nd or · 

measure of the quality ot the services provide nor for the le el ot e ficiency in the 

deli ery of the service. 

In the recent p t how ver, a lot o change h ve taken place in the environment, 

servrng a a m jar wake up call tor thr very e entia! service provider. The political 

Ioree c re up in ann indicating that the Government will not ontinue to inject 



mone into ara tatal that Vlo ill not u t, 111 h 11 _ l 'e D il 

12-01 03) . The donor community who, tor • long t11ne h b en the bigg st 

supporter of the energy ector h given •ery onerous condition lit1es it th y re to 

continue to fund the sector. 

On the other hand cu tomer ha e be ome more i cernmg an emanding. They 

not only expect excellent, high ual•ty and atfordable ervice~, thev al o expect 

high level of ervice (Kenya power nd L•ghting Financial Statement,2001). For 

example they want their bill to be ent in tine, and incase oi compl int , th 11 

prompt and efficient re pon should be o fer (Njoroge, 2003). Ener y b ing a 

very important infrastructure in the economic rowth of any nat1on, the need to 

provide affordable, con i tent nd sale power supply 1 no longer n option 

In the service sedor, quality i clo ·ely rei te to employee erformance. An 

essential feature oi any successtul organization i motivated employee . Thereior , 

the an1tude of an em loyee toward her/hi place of work and the extent to whi h 

an employer is able to motiv te employee rn y have direct effect on the quality 

of service otfered to custo ers. One of the most important challenge facing 

managers is therefore the creation of a context within which employees feel 

motivated and will act in order to acl11eve the goals of the org nization (Mwanjala, 

2002). 

Ill 



Con idering the strong relation hip bet\ een the internal marketing and xternal 

marketing, nd al o noting th· t it i al111o 1 impo i le to parate ervice lrorn it 

provider, internal rn rketing 1 one ot the str t that an organiz tion c n u e to 

cquire an retain a competi ti ve e ge. Thi i r11or o ec u e it i one of th things 

that are not easily co ied y another organ1z, 11011 making the cornpetltlv edge 

ustainable (Argyris, 1999). 

Several studies have been conducted on marketing in reference to the cu tamers in 

dilterent organizations (e.g Mwaura, 2002, M rna, 2001 and Njoroge, 2003). 

NJOroge (2003), did hi re earch on customer' perception of service quality with 

the focu on the external cu tamer. In hi stu y NJorogr (2003), recornm nded the 

need to focus on internal marketing - a w y to enh nee customer ati faction. 

G1ven that Internal customers have to be ati tied in order to effectively rneet the 

need of external customer , KPLC needs to focu it attention to thi en . It i 

however not known through any revrous re earch studies whether companies in 

Kenya and particularly KP C, practice internal marketing. This study therefore 

sought to fill the g p by seeking the an wer to the folio ing re earch que lions 

1. To what extent doe KPLC pract1ce int rn I marketing? 

rr. What challenges oe KPLC face in the ractice o Intern I Marketrng? 

11 



1.3 Objectives of the Study 

The objective oi thr tudy were 

1. To determine the tent to •hich KPLC r tic intern I mark ling 

2. To e a lish the challen 

marketing. 

1.4 Importance of the Study 

faced y KPLC in th pr ctic ot Intern I 

The result o th1 s tudy i e pected to be u5elulto rh rollowing 

1 The KPLC- in under tc n ing the importance of internal m rk ting in the 

im rovement of it pertormance. 

2. The takehol r -Who wil l e intere te on the perforrnanc o the firm 

pecially wh n makin investm nt deci 1ons. 

3. The Government an other iin nci I in tltution who h v financi I 

interest in the firm 

4. O ther iirrns m the erv1ce in u try h ' cons1denng mtern· I marketrng 

as a major competitive edge tool 

5. Other chol r and re archer who me y use it tor reference. 

12 



2.1 Introduction 

CHAPTER TWO 

LITERATURE REVIEW 

In th1 chapter the de inttion an component o tnternal marketing ll e een 

discu sed. The conceptu I framework of internal m rh.ettng is also pr nted an 

di cu sed. Thi review of the l1tN ture seek toe mine the exi ttng Itt rature out 

mternalmarketmg an i enti - intormation gaps 

2. 2 Internal marketing 

The internal marketing conce t emerged fro eNice marketing c nd it m in 

concern as to get everyone who wa involved in ervice encounters - the front 

line or con t I taff - to per orm better in the interaction with cu tamer 

(G ummesson, 2000). 1 he u age o t the concept ha e tended beyond 1 ts trad ilion I 

iield and i now acceptable in II kind ol organiz tions. In intern I m rketin , the 

internal m r et con i t of the employe s tn the organ1z tion an ccor 111 to 

theones ot u lity management, employe are internal cu tomer lo one anoth r. 

Gummesson (2000) su1 marize his 

"An employ e's abilicy to influence and satisfy the needs of oLh rs inside the 

organization ts considered an ntecedenL to external customer satisfaction. Only if 

imernal cu tomer relationships work, can the quality of the outcome be excellent, 

thu creating ali fied, or even better, delighted external customers". 

IJ 



One of the mo t basic de inition o intern I marketing i according to Cahill (1991) 

as cited by Berry an Parasuraman (1996), internal market in 1 i attracting, 

developing, motivating and ret inmg qualtlted employee through JOb-produ t that 

satisty their needs. Internal marketing i the philo ophy of treatin employ e a 

customers-indeed, "wootng'' en loyee .. " and the tr tegy ot hapmg job 

produds to fit human need·". Thi definitior em ph ·ize the tmportance or 

atistying employee ' needs in order to attract, develop, motivate an retain the best 

qualified personnel and it has a strong inrlux of human resource thinking. 

Some definitions of the concept emph tze cu tomer-con ciou ne s among the 

employee uch as the one given by Gronroo (1994), which ay · that "internal 

market of employees i best motivated for service mindedness nd cu tamer­

oriented performance by an ctive, marketing like appro ch, where a vanety ol 

acti •ities are u ed internally in an acttve, marketmg like and coor inated way". 

Other definitions emphasize on the under t nding of the firm's mission and 

objectives among employees. Johnson, et al (1986), who define it as "service firm' 

ef arts to provide all members of the organization with a clear under tanding of the 

corporate mission and objectives and with the training, motivation and evaluation to 

achieve the desired objedives''. 

Recent efinttions of the concept stres the purpose of enhancing ervice quality. "It 

is a strategy for developing relationship between staff across internal organizational 

boundaries. This is one so that staff autonomy and know-how may combine in 
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opening up knowledge generating proces e th t halleng anv int rn tivrne 

that need to e change . The urpo e ot thi c cti ity i 

e ternal m rketing relationshi (Ballantyne, 2000). In urn, th deiinition 

indic te th t tntern I marketing i philo o hy or the men gem nt or 

comparatively large service organization , wher ernploy e are viewe a 

cu tomer market and with the overall obj ctive ot nhanong the er ic qu I tty. 

2.2 The Need For Internal Marketing 

Employees in ervice industries, e pecially th ront-line personnel, have an 

irnr ediate e feet on cu tomer ti faction. It i in this context th t the concept ha 

been intro uced. B ed on this vie , Gronroo (1983) uggests th t orgamzations 

hould ado t intern I marketi g in order to ttr ct, retain and ma e mployee 

behave in a e ired 1 anner. He claim that intem I marketing shoul be i wed a 

a manageri I philo ophy that h trategic s w II tactical implication throughout 

the firm n its various function . Tl e proc ss of internal m rketing i not, 

according t Cahill (1996), an end in rtself. The overall purpo e of thi philosophy i 

to becom tter at marketing on external m rk ts. Ktriri (2004), et phasizes the 

ervice tri ngle which inclu es three pillars; th company, ervice provrder and 

cu tomer . Internal marketin involve the com any and the taff who are the 

ervice provtder and it's airne at en bhng pron i es. Interactive m rketing it volves 

the staff who are the servrce provider nd the cu tomers and it's aimed at keeping 



promi es. ' herea t rnal m r etin in ol ' e t rn I cu t m r nd th 

company an it 1s aime at m king promise . (Kiri• i, 200·1) 

Payne (1999), ugge t that the urpos of intern I marketing activities i "to ere te, 

at lea t, a t ble orkforce, ith re uced absenteei n I bor turnov r nd, 1 

best, a workiorce with high level ot morale, initi tive andre pon 1bility, committed 

to customer ervice". In order to attain the ov rail obw tive of 1ntern I marketing, 

rhe firm nee s to create an internal environment i 'hich the em loyee 

a de ired way facilita ted by act1ve and inter-tunction I ctivit1es (Gronroo , 1983). 

There 1s no 11 pie nswer to the ue tion ot ow to enhance pro u tivity and 

quality and how to obtain committed employee . However, it i im ortant to obtain 

a basic underst nding of what motivates and wh l atisfi s employ sat their pi c s 

of ork in or er to alter or iniluence employee beh v1or (Wright and Mol n er, 

1989}. 

2.4 The Strategic and tactical Levels of Internal Marketing 

The intern I marketing proces can be realize t two different levels: at trateg1c 

and at a t ctical level. The objecti e of internal marketing process is, at trategic 

level to p ve the way for an internal milieu, which enhance customer­

con ciousness, sales minde ness and work motivation among employees. Thi is 

accomplished through sup ortive management method , personnel policy, internal 

tr ining policy, planning and control procedures and the organizational cult ure. 
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The objective of internal n rk tmg proce at a ta tic I I v I is th ingle marketin 

ettort to the employee . 1 hi obje ti e i based on th tollowin rinciple "Th. t 

the personnel are the lir t n rket ol er ice Company, n un er t nding among the 

employees •hy they are expected to perform in certain w y, an acceptance 

among the employees o the service and activities of th comp ny, a tully 

deve loped and internally a cepted ervice and working in orrn tion ch nnel 

(Gronroos, 1983). 

Management Methods 
lhe objedive ot rn nager ent rnetho r to create n internal r latronship, which 

enhances customer con ciou ne nd work motivation mong employees 

Gronroos 1996). The im ort nee eing to create an communicate the company 

sp irit to all employees tor the goo otthe customer. The rn nag ment etho have 

to e tho e that motivate employees an emand a ecentraliz tion of the eci ion 

makrng proces through em o erment. This i needed in ord r for front line 

er onnel to be able to make their own decisions during th ervice encounter. 

n gement method in rhi re pect hould be such that the m nagement is 

underst nding of the employee working situation nd takes n active interest in 

upporting employees in their work (Gronroos, 1 996). 

The management should be a le to lead the employees to be rnoti ated and 

committed to their work through em owennent and a career y tem that provides 
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con1r rtment nd growth. Accor ing to Finnigan (1 83). th h llrn rk ot the dr er 

sy tern is it flow policies i.e, the movement ol peopl up n out oi the 

organization. People r recruit for po 1tion the t are p lied out with pli it, 

det iled attention to duties an right . E er po rtion i linked to c r er I 

that every 'Orker has the opportunity lor ome u rd mohilrt~. Thu the firm 1 in 

eftect offerin n employees not just a jo uta cc reer ell. 

Personnel Policy 

A motivating personnel policy need to be logic I and just in nature. If there 1 an 

a sence of such a policy, it is likely th t internal marketing e forts become fruitless. 

This starts with job de criptions wh1ch are customer-oriente s oppo to 

tructural rigrd ones, which have a neg tive outcome on the flexi ility of th ront­

l1ne personnel (Gronroos, 1996). Ac ording to Argyri (1999), job de cr iption 

e cribes the task c nd dutie pertormed, material u ed nd the rndchinery 

o erated, th formal interactions with others required and the supervision grven and 

received. Finnigan (1983), cites that rn JOb de cri lion they r ust be clear a out the 

job requirements and also about the ort of per on they are looking for. So in trying 

to match the person nd the job, the job description must consider the nowledge 

based on edu ation, kills rei ted to specific jo , e perience which i farnili rity 

acquired from havm done somethrng repeatedly or atleast once before and iinally 

the person lity. Per anality is the found tion for developing interest nd growth and 

will trongl rnfluence then otivating tactors (Argyris, 1999). 
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Service encounters b tween front-line r onn nd th cu torn r are ,1 n tural 

part of everyday life in he ervice in u trv In lh e encountPr , lront line r onn I 

have an extra ordinary o portunity too t in in ormation r garding the ne d ot the 

customers, the quality ot deli ery proc s an the cu torner exp riencetl pro ucl 

quality. The key i sues her are the recruitment 

organ1zation Recruitment include tho pr ctices and ctivitie 

organ1zation with the primar puqJo e oi identitying an 

the 

rn d on by the 

tlr cting porenti I 

employees (Argyris, 1 999). The nature and e tent of a recruitin elfort d en on a 

multitude of factors, includin kill level require , state of I bor m rket and general 

economic conditron nd the image ol the em Ioyer to the outsrde com unity. rhe 

goal 1s to elect and hire eo le who will most effectively im lement trategie 

ucce sfully (Fmnig n, 1983). 

Training 

In every firm there is need or internal train1n olicy, whrch irn to mot1vate the 

employee in their work. Continuing prate sional development is needed, and 

hould not only cover technicalitie of the work it el , but more importantly the 

cu ltivation of customer relations (C hill, 1996). Rarely re the iront-line per onnel 

aware of their importance as marketer nd their impact on the long ten benefit of 

an organization. However, it houl be noted that a uccessful internal training 
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licy i not the onl n " er to n organizat ion' nd 

mana ement r ethods hould I o up lement it 

John nd Cr ne (1994), cite th t Lr inmg i specific to the n e of the organ•z tion. 

It he lp people to perform etter in job either through improving their fit with job 

requirements or through creating etter iit with the over II tr, teg1 , philo o hie 

and culture of the organiz tiona whole. Training n velopr ent proces es re 

cone rned with influencing people to contribute more to the org nization. Training 

houl be applicable to perfon c nc in a current or nticip ted job, relati ely 

com let 1n its coverage ot riou job re uirement an ttici nt rn a co tlben tit 

en e (Argyri , 1999). 

Planning and Control Procedures 

ervice encounters between tront line er onnel and cu tamer re natural part of 

everyday life in the service industry . In the e ervice encounter the frontline 

per onnel h ve the great opportunity to obtain inform tion reg r 111g th need ot 

the cu tomer and the desirable level of quality. Motiv ting, pi nnmg and contro l 

proce ur should aim at enabling th1 ~nowledge . However, II too often thee 

natural ren ezvous between the organization and the cu tomer are amaged by 

efecti ve organizational sy tern (Gronroo 1983). 
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2.5 Internal Marketing at tactical Level 

The objedi ·e of int rn I m rketing on the ical I I i "to II rvice , 

up orting serv•ce (u ed a mean oi con etition), and ingl, 

marketmg etfort to the em loyee . fhi objecti e i on th tollowm 

princ1ple · that the er onnel are th f1r t m r et ol the erv1ce company, an 

under tan ing mong the em loyee why rhey r e ecte to p rtorrn in a cert 111 

way, an acceptance mong the emJJIO ee o the er ' ICe an ctiv111 ot th 

company, fully eveloped and internally acce ted service an working 

information channels (Gonroos, 1983). 

In the service ector, quality is clo ely relate to employee performance. An 

e ential eature o ny ucce ful organization i moti ated employee . Therefor , 

the ttitud of an em loyee tow rd her/hi pic c ot work an th extent to which 

n mployer • able to mottva e emplovee may have a direct eitecr on the qu ltty 

of the service of ered to the customer . One of th most important challenge 

facing managers is the creation of a conte t wtthin whi h employees eel motivated 

and will act in order to achieve the goals of th organization (Mwanjala, 2002). 

2.6 Internal Marketing and Organizational Culture 

The topic of organ•z tiona! culture is importdnt to the tudy o internal marketing 

and vice ver a. For service tirms, tn particul r, the existence o an ppropnate 

culture i key element (Webster, 1992). A customer oriented environment offer 
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result from the internal mark ting endea ·or. Intern I m r eting is more th n cl 

strategy, it represent ettort to change the vatu and lief ot n organization by 

promoting the •rm an its products and rvice to em loyee (George, J9CO). 

The marketing literature on culture provide_ a d finilion imilar to that vailable in 

orgamz tional beha ior Org nizational culture has b n etin d as th p ttern ot 

hare values and ellef that help in ividual under tancl organ•z tion I 

functioning and thus provide them norms for behavior in the organization 

(Deshpande and Web ter, 1989). To succes ully mtegrate ny m n gem nt 

philo ophy 1nto the organizational culture, management must show it i aware that 

the health of the enterprise depend on the degree to which core group of 

employees ubscribe to nd hare a common et or belief: an value and re 

served bv the company' ct1vities. The mtegr tive element ot such an inner-

directe vis1on include po itioning ot a er i oncept, which it i ho ed will lead 

to low turnover, low training co ts and the opportunity to develop share goal nd 

value (George, 1990). 

The Chie Executive Of icer (CEO), the leader o the organization, has the 

responsibility of integrating the management philosophy of internal marketing into 

the overall culture o the org nizat1on. In between the CEO and the service provi er 

there are a wide variety of mployees, both management and non- management, 

that impact, and are impacted by, the organizational culture. The employee's rank 

within the organization notwithstanding, it i critical that top management i 

successful in making everyone in the organization a customer in his/her relation to 

22 



other either in ide or out ide the irm (George, 1 90 It i still import nt that e ch 

of the e indi i uals recognize that they h c ' artt I cu tamer' beyond th 

ultimate con umer as r the philo o hy of intern I marketing. ( Gumme n, 1987 

pg. 2) ugge~that 

" ... e erybody should s e hunself as a cu tomer of colleagues, re eivmg products, 

documents, mes ages, ere. from them, and he hould see himself s a upplier to 

other internal customers. Only when the cu Lomers are satisiied whether external 

or internal - has a job been properly e ecuted". In ad ition it i as 1mportant to 

deliver high quality services to the internal cu tomer it is to deli er them to the 

external customer {G umme on, 198 ). gain, it 1 the respon rbtlity of the C 0 to 

e ta li h thi cultural value. 

2.7 ervic 

Early in the development of er\1 ices marketing nd management most ot the intere t 

and impetus carne from service indu trie uch as banking nd he lth care. As 

traditional service industries continue to evolve nd become more competitive, the 

need for effective services n nagement and m rketing trategie i ttll there .Now, 

however, manufacturing an technology indu trie uch as automo ile, computers 

and software areal o recognizing the need to provide quality ervice in order to 

compete efiectively. These companies re also realizing that large ercentage of 

thetr revenues and protits are coming trom the service (Palmer 2001 ). 
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In mo t indu tnes, provi ing uality ervice i no Jon r rmply an option r h 

quick pace of developmg te hnologres and incr a'>m om etition rn ke it dilli ult 

to g m trategic corn titiv dvantage through ph' ic I pro uct lone Plu 

cu torners are more and mor demanding; the not only pect xcellelll hi h 

quality good but al o expect high le el of en1ice along with them ohnson nd 

Schole ,2000) 

Considerable disagreer ent nd debate as to what con lltutcs ervice and whether 

service ' marketing is a drstmctive sub Jed area h ve ccompanied the incre~ sing 

intere t in the ervice e tor. Manv other ha e ought to develop definiti 

e cnptions of ervice y t no adequate agreed detinition h emerge . P lnt r 

(2001) argues that in re lity th re i a goods-servrce contmuum, with t ngible good 

on one end, where after the pur hase the owner owns n object as evidence o( 

purch e. On the other end of the continuum v e have the int ngil>le ervices where 

after the purchase the buyer le ves with only an experience and a feeling. 

According to (Palmer, 2001 ), servrce can be efined ~ the production ot an 

essentially intangible benefit, ither in its own right or a a signitic nt element ot a 

tangrble produd, which throu h sorTle form of exchange ti fies an identified need 

(Palmer, 2001 ). Service be in J benefit or activitie cannot be een, felt ta ted, or 

touched like products can (G ronroo , 1990). 

Payne (1993), defines ervice a an activity which ha some element of intangibility 

associ ted with it, which involve some interaction with customers or with 
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propert in their po·se ion and doe not r ul in .t tran· r ol o 11n r hip. 

Marketmg on the other han is a proce of p r eiving under tanding tirnulating 

and atisfying the needs of e pecially elected t rget m rket by channelmg an 

organization' re ource to meet tho e need ·. Marketing is thu a process of 

matching organization resource to the needs ol the market. Marketing 1 concerned 

with the dynamic interrelation h1ps between company' products, erv1ce , the 

con umer's wants and needs and the a ivit1es of the competitor . 

According to Lovelock {1996), the will1ngne nd the ability o manag rs in the 

service firms to respond to the dramatic change ffecting the servi e economy will 

determine V\ hether their ov n orgamzations urvive and pro per or go down to 

defeat at the hands of more gi le and ad ptive competitors. Amon the key issues to 

competing et edively in thi new and chc: llenging environment are kill in 

marketing trategy and execution - area in which m ny ervic firm hav 

traditionally been we k in. Marketing an b seen a a trateg1c thru t pursued by 

top management as ·et ot tundional act1vit1e performed by line manager or 

customer driven orientation of an entire organization (Lovelock, 1996). 

Strategy ma ing brings into lay the critical m n gerial issue of how to achieve the 

targeted results in the light of the org nizations situations and prospects. The task of 

crafting a trategy tart with a olid diagnosis of the company's mternal and 

external situation. According to Thomp on and Strickland (1996), an organization 

trategy con ists of the actions and busines approache management employs to 

chieve the targete organizational erfonn nee. Indeed, the essence of good 
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strateg m kir g i to uild arket position Iron nou h , nd n or niz lion 

c ble nough to produce succe stul pertorn1 nc d pit untore bl 

cornpetrtron n intern I ro lems. 

The ervic ector oi the economy r going through 

proportion 111 which e t bli hed ay of doin 

riod ot lmo t r olution ry 

continue to b hunted 

asi e. Around the world innovative newcomer of ering n v rd of service 

ha e uccee ed in markets here establi he com etitor h ve f il d to plea 

to ay' em n ing cu tomer (lo elock, 1996). 

2.8 Strategic Management and Capabilities 

Drtferent scholars h ve ined trategic management iflerer tly n olf and 

MacDonnell (1990), fine trategic management as a ystem tic ppro ch to a 

major and increa ingly import nt responsibility of general man ge111 nt, po it1on 

and relate the firm to rts environment in a ay which a ure its continued ucc 

and r ake it ecure from urpri e . 

Accordtng to Pearce an Robin on (199 , Str regie management i d tined the 

et ot deer ron and ction that re ult in the tormulatron nd 1111 lem ntatron ol 

plans designed to chreve company's objectives. John on an Scholes (2002) 

de ines trategic man ement a the irection and scope of an organization over the 
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long term, which ach1eves advanta ,e tor th, org niz tion through lis onllgurcliiOil 

or resource within a changing en Ironment ithin which it operate . 

The external environment in which n org nization oper ting c( n in flu nee it 

trateg1c development by creating both opportunitie and threat (John on an 

holes, 20021. But ucce sful str tegies are al o dE-pendent on the organ1zation 

having the strateg1c capability to p donn at the level that i re uir cl to perform for 

ucces . This is importa t because 1t a ·1st' m est blishmg if the org n1z tion' 

trategy continue to fit the e vironment in which it is o erating and thP 

opportunities and threats that exi t. Many of the issues of trategy develo ment are 

concerned with changing trategic capability better to fit changing environ1nent. 

A the environment changes, the firms mu t change their tr tegies so as to urv1ve. 

With each new str tegy, new capa IIi ties are developed. The adoptio ot a ynamic 

perspective on r tegic alignment necess1t"te a hi it in emphasis toward dvnamic 

capabilitie . Bartlette and Ghosh I (2002) argue that the org nization I rout1nes play 

major role in creating dynamic capa !lilies. According to them, routine provide 

the ability to build internal and external competencie in order to face rapidly 

changing environments. Capabilities are embedded in the routine of the 

organization and re not easily dOCUI11ented as procedures and thu are difficult tor 

competitors to replicate. 
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ccor mg to Pearce and Rob1n on (2002), e •en it c n orgc niz tion h, no 

out tanding com etencies nd ca abili ie , rnanag r till mu t tdilor tr t y to 111 

the firm's particular resources and p bilities. Th y i enti thre levels of trategy· 

namely the corporate level, busine level < nd function I level. One of the key 

1 ue in the corporate level is to give a cle r un er tanding ot wh t bu in s the 

organization i in and a cle r picture o the future o the organizatiOn. Thi i what i 

rererred to s the bu iness mis ion an trategic vi 10n. By develo in and 

communic ting a bu iness mi sion and · trategic vi ion. rn nagernent infu e th 

·orktorce with a en e o purpo e and persuas1ve r tional ior the company' 

future di rection (Thompson nd Stri kland, 1996). 

According to Thorn on and Strickland {1996), the functional level involve the 

implement tion an execution of the company's str tegic lans. One make or break 

determinant of ucce sful trategy implementation i how well the employee 

under tand it and hether or not they are illmg and equipped for il. Thi 

emphasize the importance of the people aspect in the succ s of ny str tegy. They 

argue that "comp n1es don't implement trategies peo le do" (Thorn on and 

Strick land 1996) Capable personnel are very important in giving the firm a 

competitive edge over rival in performing on or more critical activities in the value 

chain . Building core com etencies nd organizational capabilities that rivals cannot 

m tch is one o the best ways to out maneuver competition Oohnson and Scholes 

2002). 
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The org ntzation ca ability can e the leadin e ol tr t gic d lo ment in 

the sen e that ne o ortunitie plottin the 

organ1z lions ca bility m way tn whi h com t1tor tin diilicult to match or to 

copy Uohnson an chole 2002>. Thi re uire the or aniz 

the way they develo nd e loit c p bility. St1 tegic a ility i out rovid111g 

roducts or service to customers th t are v lued. An und r tandtn of what 

customers' value is the tarting point. Competiti e advantage would be chie ed y 

organtzation that are able to do thi b tter than their competitor and in the way 

that are ifficult to imit te. 

Figure 1 CO CEPTU l FRAMEWORK OF I TER Al MARKEll G 
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The conce tu I frame ork a o e how the ariou irn n ion ot interne I 

m rketmg as discus e earlier rn th 1s chapter. he tour dimen ion rnclud 

m nagement method , er onnel policv, Ire in in , control and culture. \c nag m 111 

methods encornpas employee motivation and e• powertn{'nt. The obJectiv· ot 

m nagement methods to create an internal relation h1p, which enh nc 

cu tomer con ciousnes and work motivation among employe s (Gronroos 1996). 

The management methods have to be tho e that motivate employee c nd dem n 

decentralization of the decision makmg proce s through empowerment. A 

motivating personnel policy n cd to be logical nd just in nature. II there • an 

ab ence ot uch a pol1c , it is likely that internal marketing eliorts become frUJtl 

hi starts wi th job escripti ons which are customer-oriented as opposed to 

tructural rigid ones, which have a negative outcome on the flexibility of the front­

line personnel (G ronroos, 1996). 

In every firm there is need for internal training o licy, which aims to motivate the 

employee in their work. Continuing profes 1011 I dev lopment is needed, nd 

·hould not only co er technic litie: ot the work •tseli, but more Importantly the 

cul tivation of customer relation (Cahill, 1996) ervice encounters between front 

line per onnel and cu tomer are a natural part of everyday life in the ervice 

industry. 
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In the e serv1ce encounters th front I ine per onnel have th re t opportunity to 

obtain information regardtng the needs ol the cu tamer and the de ir ble lev I 01 

quality Control procedures should aim at enablin thi knowledge. llowev •r, II 

too otten the e natural rendezvous between the org nization nd the cu tom r are 

dam ged by defedive organize tional sy tem (Gronroos 1983). 

Organization I culture 1 Important to the tudy ol internal1n rketing nd ic ver 

For ervice firms, in particular, the existence of an appro nate culture is a key 

element (Webster, 1992). A cu tamer oriented environment offer re ults from the 

internal marketing endea or. 



3.1 Research Design 

CHAPTER THREE 

RESEARCH METHODOLOGY 

This was a descriptive urvey i ed at etermining the extent to which internal 

marh.eting is practiced by KPLC. According o Cooper and chindler ( 1998), tudy 

concerned with finding out wh t, where an how of a phenomenon i a de nptive 

tudy, which i the concern of the current study. joroge (2003) and MIA ura 

(2001) have u ed the d ign in related tudte ucce full . 

3.2 Population 

The popul tion o intere 1 in this study included all the employees of KPLC in 

Nairobi Re ion. The omplete li t of all employees in KPLC in N iro i region wa 

obt tned rom the company' human resource ataba e a at June 2004 From 

the e record there were 80 employee in to management, 776 in middle 

m nagement and 1,916 in op rations, gtvtng total of 2,772 employee . 

3 . 3 Sample and Sampling Design 

A sample 100 employees w s studied. Given that members each station are 

homogenou this sample w s considered to be representative of the total 

population. The am le ize epends on the degree o confidence required for the 
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tudy. At 95% confidence level the stawtrc I , rr pie re uire , 83. Th rnpl 

of 100 as based on the un er tanding that rv n th r 1ethocl of ue ti nn ir 

admini tration 100% re on e rate wa going to be irnpo ible given nte , 

abstainer , and. those who may not have corn I te the u tionn ire a th en or 

the tir e allocated for ata co llection U rng the forrnul below (Coon r ar 

Schin ler, 2003), the researcher wa a le w rri e at 

95% confidence level· 

= pq/ a 2 

Wher: 

N = the ample ize 

aristical mple grven the 

Pq = mea ure of th ampl di p r i n (0.32 and 0.68 was u e to reflect the 

proportions of manag ment and operati nal taff in the population) 

a = tandard error of timat indicating th d ired I v I of 

a cura (u ing a con idence I vel oi 95% anclrnterval range o _ 1 0%) 

At a con fidence level of 95%, the st ndard error is multrplie by 1.96 to get the 

sam ling error- i.e +/-1.96 = 95 % contidence level ol population 

Thu,cr = 0.10/1.96 or 0.051 

The equation for the s rnple size is therefore: 

N = (0.32)(0.68)/ (0.051) 2 = 0.2176/002601 =83(in r edto100tot k areof 

non r pon ) 
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Proportionate stratified sampling design was used to ensure proper 

representation of the population as follows: 

I 
N 

--
Proportion (%) n 

Top Man gem nt 
80 3.0 3 

Middle 
Management 776 28 28 
Operational taff 

1,916 69 69 
Total 2,772 1 0 100 

Simple rando sampling method wa used to elect the rnple member . A 

computer wa u ed or the ran om sele 10n of re ondent . 

3.4 Data Collection 

Primary ata w s collected usin a emi- tructur uestionnaire (A endi 1 ). Th1 

was di patched to the o eralional sta f through their sectional he For the top 

and mi die management the ue lionn ire was dropped and 1 d I t 1 by th 

researcher. Pre-testing of the uestionn 1r w s one to determ111 th e cl rity ot th 

quesuons. The que tionnaire wa div1ded into three p rts. P r1 A con 1 ted ot 

general information qu stions or bio data, part B had 5- oint Li ert Scale uestion 

aimed at iden ti fy ing the extent to which internal marketing wa pr ct iced I KPLC. 

Part C consisted of questions on the ch llenge th t KPLC face in pr cticing internal 

marketing. Only top and middle management were required to re pond to part C 

que t1ons as th yare in charge of policy 11nplemer tation ( ee Append1x 2). 



I 

3.5 Operationalizing Internal Marketing dimensions 

In order to o erationalize the internal mark ting v ria le , the d t rr inant •er 

lefined a shown in the t ble belm. '. The que tionn ire u e the 5- oin Ltk :ort c le 

o mea ure the extent to which th v riable wer u ed by the firm Njoro 2003) 

waura (2002) h d use the Likert scale ucce tully in rei te tudi !>. 

anagement 
Methods 

2. Personnel 
Policy 

Operationalizing the Jnternal mark 

E panded 
Dimen ion 

Motivation 

Job Descri 

Recruitment of 
Personnel 

R I va nt I ue 

• elegate 
-Decision making 
• mployee l<~ke responsibility of their 

ions 
-Participate decision makin 

-R cognize lfort anti merit 
-[ nhance em loyee s If-esteem 
-Recognize accompli hmen 
-r ringe Benet its 
-Ph sical workin conditions 

-Reporting sy em is clear 
- nderstand \vhat is expected of each 

mployee 
-When to report/finish work 
-Provisi on o tools. 11 e uipm nt 
-Well understood tasks 
-What happens when you work odd hours 

-Job environment 
-Match task with ski ll s 
-Do you feel right for your jo 
-Are right procedure used to fill positions 

-Are the jobs advertis d 
-Do all people get e uaf opportuni ties! 

-Match ta k with pe1sonality 
-Open and posit1ve P rsonality 
-Team Players 
-Previous experienc in relevant field 

5 

Rele ant 
Q ue l ion 

nd 

4,5,6,7, 8, 9, 10, 
11, nd 35 

1 2, 13, 14, and 
16 

1 7, 18 and 19 



I 
I 

I 

panded 
Dimen ion 

Personnel Reward System 
Policy 
!continued) 

3. Training 

4. PI nning and 
Control 
Procedures 

ant I u 

-Performanc based 
-A pr isal lnteNiew 
-A hievement Based 
-Promotion 
-Job Enrichment 
-Is the tra111111g relevant 
-Do it enh nee performance 

Relevant 
Que tion 

20, 21,22. 
23 and 2l 

-Does it en ble me to ork in an pan of the 29, 30, 31, 
com pan 
-Does it help in me s N the customer b tt r 
-Do s it assist in underst nding the organiz tion well 

-Qu lity ssurance 
-Cu tamer Satisfa ion 
-Complamt Management 
-F Pdbac System 
-Frequent M · tings 

-!'-low to tell good worl.. from bad work 
Corredi"e measures 
Preventrve measure 

32, 33 and 
34. 

36, 37,38 
and 39 

5. 
Organizational 

j Culture 

-Values and Beliefs 
- e elopment of shared goals 
-Le dership Style 
-Are staff valued by th system 

25,26,27 
and 28 

- oes bmtom up 
ommunic tion exrsts. 

- Benchmarking both within and w ithout 

3.6 Data Analysis 

Thi being a de criptiv study, escriptive tatistic were u ed to na lyze the data. 

Frequency t bles were used to analyze p rt Awl ile data in part B w s n lyzed by 

use o mean cores tabulations, standar deviation and Pearson correlation. The 

data is pre er ted in charts and tables. Data on part C has been analyzed using 

frequency di tribution. he researcher used SPSS stati tical package and M Excel 

tools to analyze the data. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

... 1 lntrodu ti n 

fh1 chapter Is ith n ly i , finding an di cu ion or th re ear h 

11nding . The t for p n & 8 1 ummarized 1n de cripti •P like rneclll -

·core , percent ge , and tre uenoe nd pre ented in table •here propri t 

Open-ende uestion for part C have been analyzed an reported a n rrati e . A 

corre lation matn w s con tructed using Pearson correlation coetiicient to te t the 

1gni ic nee of di ference cross emogra hie at 0.05 ignificance lev I. 

4.1.1 Response Rate 

Out of the 100 respon ents I cterl random ly to particip te in th tu y, 77 

completed and returned the ue tionnaire . Thi is a re pon rate o 77% It i 

cornparabl to other re pon e rate of between 30% an 85% that ev r I 

researcher h ve reporte in their work (Matseshe, 1999; Njoroge, 2003) 

4.2 0 m graphi Profile f R pondent 

Thi section pre ents the analy i ot the demographic rofile of the re ondent . 

This inclu es, JOb level, terms ot service, level o educat1on, length o ervice and 

gen er. The re earcher feels that all employee group h ve be n adequately 



repre ented m the am le Ta le 1 elow shows th trihulion of r' on nts y 

e.nogr phic rofile 

Table 1: Rep ndents 0 m graphi Profil 

ob Level Count % 

1" op managemen 3 4% 

, ... liddl management 26 34% 

pperati<Jn >laff 48 62% 

~otal 7~ 100% 

~erm of Employm ent Count .., 
Permanent 54 70% 

rontr.sct 13 30% 

frotctl 7~ 100% 

Period or Service Count % 

Le,., than 5 year ... - 3% 

5-15 yf:'ars 56 73'Yo 

16-39yrs 18 23% 

Pver 30 yr 1 1% 

~ota l -- 100°/o 

Period of ervice Count % 

less than 5 year~ 2 3% 

5-1 5 year 56 -3% 

16-39 yrs 18 23% 

Over 30 yr~ 1 1% 

:rotdl -~ 100% 

level of Educati n Count % 

~t:!L, .ndary 5 6"/o 

~~·liege -n 56% 

Univf:'~i ty 29 38% 

~otal "'7 100% 

Gt!nder Count % 

Male 49 64°k 

I" mall:' 28 36°k 

~otal ?J 100% 

This table shows that the top management consisted of 4% of the sample this is 

in comparison to population proportion of 3% . Middle management consisted of 
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34% of the sample compared to 28% population proportion. Operational staff 

constituted 62% of the sample compared to a 68°/o of the population proportion. 

The response rate was higher in the top and middle management compared to 

the operational level. Generally, all the job levels were adequately represented m 

the sample and thus the study results portray representative opinions of KPLC 

staff in Nairobi region. The indings al o show that pro ortion of perm nent 

employee to centrad employee participating in the tudy w 70:30 Th finding 

were therefore repre entative of the both employee type as the ulk ot the 

employee at KPLC re permanent Table 3 shows that only 3% I work with 

KPLC or less th n 5 year . Majori 73% had worked tor the cornp ny tor b tween 

5 and 15 ye r , hi I only 1% had worked or over 30years. The summary 

establishes that all the respondents were educated to at least secondary school 

level, with 56% having college education while 38% had university level of 

education. This means that all were literate and could relate to the study 

instruments. The results how that there were (64%) male responden t camp red 

to 36% fe ale employees. Th1s clearly indicated the gender istn ution or the 

re pondents in the cornp ny. 

4.3 Internal Marketing Practices 

This section pre ents the core find1ngs ot the study. It has three su section . fh 

first sub- ection pre ents the internal marketing practices that were practiced to a 

'large extent' ba on the mean core . This is followed by the practi ces th t wer 



practiced to ' ome extent' and to 'a r all extent' A ran out o forty i ro id cJ "' 

each case. he econd su - e ion pre ent the fin ing y variou irn n ion of 

mternal marketrng inclu ing; management metho , per onnel policy, tr rnm,, 

planning an control procedure, nd organization culture a outlin d m ch pt r 

t •o. The thrrd u - ection outline the iindmg by demographics b d on th 

overal l me n core by terms of ervice, management le el, eriod of rvic , I 

of education nd gen er of the re pondent. 

A mean score of 4.5 would be interpreted as indicating that the particular 

element is practiced to a very large extent. A mean score that is 3.5 or more but 

less than 4.5 would indicate that the element is practiced to a great extent. A 

mean score that is 2.5 or more but less than 3.5 would indicate that the element 

is practiced to some extent. A mean score that is 1.5 or more but less than 2.5 

would indicate that the element is practiced to a small extent. A mean score that 

is less than 1.5 would indicate that the element is practiced almost to no extent 

at all. 

The aim o this ection i to establi h the e tent to which the v riou internal 

markeung practice were practiced ba ed on the mean score The extent ha b en 

outline on the ba i of 'great extent', 'ome e tent' and ' m II tent' 
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Table 2 show the internal ar eting element that are practiced to a 'great tent'. 

Onlv o variable qualified or this category namely: An under tanding or what, 

e ecte or one at work and Well efine reporting sy tern. They are r n ed 

number one (1) nd two (2) re pectfully 

Table 2: Internal Marketing Elements Practiced to a Great Extent 

Internal Marketing Elements Mean IStd. Deviation Rank 

~understa nding of what ts expected ol one at w ork 3 58 0 .89 1 

tv'-'ell defined reporting ~ystem 3.51 0.8 2 2 

Source: Research data 

The d ta in table 2 in icate that employees at KPLC generally feel that they 

understand what is expecte of them at work, (3.58) and there is a well- efined 

reporting y tern, (3 .51). There was more agreement bout the well-defined 

reporting ystem a indicated by the lower standard deviation (0.82) s compared to 

thc1t o understanding what i expected at work (0.89) . 

e t on the ranking were tho e elements of internal marketing that were practiced 

to ' ome extent'. Most of the variables under the study were placed in thi category; 

they r nked nUJ er three (3) up to thirty-one (3 1 ). See table 7 below. 
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Table 3: Internal Marketing I ment Pra ti d to a m E t nt 

nte rn ul Marketinu lcmcnt · h nd<~rd 
\1ca n Dev~t~ Rant.. 

Pos,;es,.•on of skills required to perform a task 3.35 0 89 3 

~now ledge oi employee,; on the :;en~tce they ot Pr 3.27 0.93 4 

Delegating dutie,; 3.2 1 094 5 

~ood • oord'natt• n bE-tween dep<~rtnll'nh 3 18 0 .84 6 

ramtng tha hPip · taff perf()rm bt-tter 3.1 1.02 7 

~upervi'>ion that crPates an envmmmPnl thcll PnnJurd~P' 'lllolity work 3.1 0 98 a_ 
~inng the nght people for the job 3 0.9 9 

~vstem that allow-. corrective mea ures when a mistak i dunE' 2.97 0.9 10 

Provi:.ion ot equtpments and matertal~ 2.95 0.87 II 

ollowms the nght procedure 2.91 1.02 12 

trrcltntn~ hdt help. tatf undehtctnd the goal-. or the org.~n•zatton .2.91 096 13 

~vstPm that provide, prevt>ntive mf'asure-. to c~vr,id m"takt>-. 2.91 081 l.J 

~utld tng team wurk 2.86 0 .91 IS 

iProvi .. um of good working u•nditinn~ 2 19 0.91 16 

~reliable teedbcld ystem 2.79 0.99 17 

~raming that keE'p ... taff updclled 2.78 1 18 

J5y:.tem that recognizes good work and bcld work 2 78 0.9 19 

Regular meeting to develop good communtcation and rru~t 2.77 0.94 20 

!)y tern where staff reports dtrect ly to on ly one per~on 2.75 0.96 ll 

Recogmze act.:omplt~hmenb ') -_ _, 
1 22 

a y dCCe , to manager .. 2 64 I 07 23 

JSy,tPm that aim, c1 rE-taining thP b!'st slatf 2.61 1.08 24 

Recogmtton ol job well d()ne 2.58 1 25 

mpowering ... tatl in 1he1r job~ 2 57 0.86 26 

f'v'<lndgers who walk the trllk 2.57 ' 12 27 

~rammg hal Po<Jbles ·tatllo bt! muhi 'killed 2 56 0 85 28 

Stall de.>velopm~nt 2.55 0.97 29 

Manage.>ment m thods that value employe.>es satt~fa~tion 2.51 07 30 

Alta h value to each job 2.51 0.95 31 

Source: Research dat.:l 

At the top of this category vere posse 1011 of killed required to perform a ta k 

(3.35), knowledge of the seNice the firm o fer (3.27), delegating o duties (3.2 1 and 

good coordination between department (3.18). O n the lower end we had taf 



e elopment (2.55}, rn nagement method that v lue employ e ti f tion (2.55} 

and value attached to job with (2.5 1) me n cores respe tiv ly. 

There wa more agreement among the talf on the extent to whtch orne elem nt 

were practiced than other a indicated evialion . The varic 

tth the lowest tan ard eviation 1n tcate n1ore agr ment e.g. Management 

methods th t val ue employee s ti faction, (0.7). Other llh lo tand rd devi tion 

include, tr ining that enable sta to be multi killed (0.85), ern owering 1 fat 

their job (0.86) Tho e with high tandard dev1 tion inclu ed manager who walk 

the talk(1.12), system that ai at retaining the est staff (1.08) an ea_v acce to 

managers (1 .07). Overall, the bulk ot intern I marketmg varia le fell 1n lhts 

category of being practiced to 'some e tent'. T le 4 show the tnternal mark tmg 

element that are racticed to a ' mall xtent' at KPLC. 

Table 4: KPLC Internal Marketing Pra ti d to a ' ma ll ext nt' 

l•u tcrn al Vlar]{etin u lcment. 
Standard 

Mean Deviat ion Rank 

<:;iving c11l persons equal opportunity while hiring 2 49 1.07 32 

Pegging promotion to pertormdncf' 2.47 1.1 33 

Dev lopment ol culture ol shared vc1luel> 2.45 0.94 34 

l'-ncourc1ge bottom up communiCation 2.45 0.84 35 

Treat employees a!> customers 2 42 1 36 

Allow room to learn trom mistakes 2.34 0.85 37 

Involve ~td ll 10 dec1s1on makmg 2.27 0.85 38 

nhance employee !>elf esteem 2.13 0.94 39 

Hdvmg ~dldr and rewc1rd -.y!>l m' th.JI dltrdCI>, rf'ldan dnd m11tivdt*' stdft 2 21 0.8::! _iO 

Source: Research data 
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The at le 4 e ta li hes the internal m rketin pr ctic 

KPLC. ing alary d re rd ystem h t ttr ct r t m 

the lo e t with mean core ot (2.21 ) rollowed b nh ncing 

2 .2 3) and involving t ff 111 d ci •on making (2 .27) Tit m "'n th 1 

not sati fied with the current st te of internal mark ting in 1 rm ot th 

1 pr tic at 

r n ing 

II em 

111 loy re 

element . 

It is al o interesting to note that the variable that was ranke I t 'h vmg lary nd 

re ard sy tern that attr ct , ret in and moti ate taft' lso h th lowe t tan ard 

deviation (0.82) in th s roup ot aria le 111 icatmg n ore gr ment mong 

employee . Other with low st ndard deviatton include, n our bottom up 

communication (0.84L llo room to learn trom r ist ke (0.85) 11 l involve staif in 

deo ion-making (0 85) 

This may imply that KPLC is r tieing more trad itional th n mo ern man ge ent 

method in relation to intern I marketing. The e re the elem nt th t need more 

ttention in the uture irn rover ent endeavors. 

4.4 Internal Marketing Practice Dimensions 

Th rs ection pre ent the dat the various internal rnarketrn rrnen ion 

outlined in chapter two. The e dimension include: M nag 111 nt method , 

personnel policy, tr ining, nning nd control procedure, organiz Lion I culture 

and a summary of all th s en ton 



4.-1 . 1 an gement m thod 

The aim o this sectron s to eros tabulate the ditter nt intern I m rketin 

pradice with the different c tegories of the respondent . M nagement method w 

viewed on two levels, namely empo rrnent an 1 oti ation. 

4.4.1a Emp werm nt 

Table 5 belo hows the exte t to which man gement method th t are gee red 

toward empowering employees are practic t KPLC from th viewpo int ot 

i ferent management le el . 

Table 5: M nagement meth d -Empowerment 

!Empo' crm tt Elem nt · 
Top Middle Operation 

Management Management Starr 
Delegating duties 4.3 3.5 2.6 

~ood coordination between departments 2.86 3 07 3.36 

~uperv1·1on that create) an env1ronm nt that encouraglb quahty work 3.43 3.07 3.11 

Easy acce,> to manager> 4.0 2 63 2.39 

mpo ring -.taff m their J C>~ 2.43 1.74 1.55 

Treat employees as customers 2.14 2.8 1 2.18 

Group Mec1n 3.2 2.97 2.7 

Source: R search data 

Accor ing to tab le 5 both the top managem nt and the middl man gement 

respon ents felt that delegation of duties wa u ed to large extent wrth mean 

scores of (4.3) and (3.5) respectively, wh ile the o eration fe lt it is only used to orne 

extent (2.8). On the issue of ea y access to managers the top management 

re ponded by aying it wa racticed to a I rge extent (4.0} w hi le the mi die 

management fe l t it as practiced to some extent (2.63) and operations respon e by 

saying 11 was practiced only to a small extent (2.39) 



iddle m nagement fell th I employee are treated a cu tamers to om 

(2 .8) whi le to man gernent n o erational t ff felt that this i pr to • 

' mall e tent' with mean cor of 2.14 and 2.18 re ectfully. It can I e on lucl cl 

m nt method ior e11powenng taft re at lea 1 practice to ·o11 

at KPLC. 

4.4.1b Motivation 

Ta le 6 b low how how anagement method that are geare to moliv tm 

employee are practiced torm the viev poinr of variou man gement level . 

Table 6: M nagem nt Method -Motiv tion 

Top Middle Oper ti n 
Molivation rlements Management Managemen t Staff 

PrcJvision ot good workmg condition~ 2 86 2 .93 2. 7 

Recogni ze accomplishments 3 14 2.44 2.8 

R c gnit10n of rob ell done 2.86 2.52 2.58 

~dnagers who Wdlk the talk 3.71 2.41 2.45 

~anag ment method that value employee 2 43 
·a t i~ l clC tJ <Jn 2.59 2.44 

~11.1ch Vd lue to each job 2.86 2.7 2.29 

Allow r(." •m to I arn lrom m• takes 2.86 2.26 1.86 

lnvol e ~taff in den;ion making 3.54 2 41 2.05 

nhance employee- sell esteem 3.0 2.41 1.98 

Source: Research data 

The re ult in table 6 establi h that most ot the motiv tion ractice re u d only to 

orne ext nl as most of them range between (3 .5) n (2 .5) mean score re pectiv ly 

among the difterent level of management. It i important to note howe er that there 

w ere iffering feelings between top management and operations on the i sue of 
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managers \'\ ho walk the talk, th op man ement 1 It it w pr ti to gr ,n 

e tent (3. 71 ) whil the middle m n gement nd oper tions felt it practrcd to 

-mall e tent with mean scores o C2 .41) an (2.43) re ectively. 

Top rn nagement telt that involving staff in decrsion making was ra iced to I rge 

e tent (3. 54) while middle management nd operations felt it w s practice to a 

-mall extent each with a me n score of (2.41) n (2.05) re edively. Top 

management felt that enhancement of employee el teem was pr cticed to orne 

e tent (3. 0) while the operation felt ll was practiced to a smal l extent (1.98). It can 

be concl uded that management r ethod for motivation are practiced only to some 

e rent. 

~A.2 Pe onnel P li 

Personnel Policy imension of internal m rketing w viewed o three level 

namely, job de cription, recruitment and reward y ern. The ta ulation for the 

above were as follows 

~.4. 2 job De ription 

Tab le 7 below shows the exten t to whrch ariou personnel policy elements ol 

mternal marketing related to job de cription are practiced at the erent 

man gement level . 



Table : Per nn I Poli -J b De ripti n 

Top Middle 0 r lion 
ob Description Elements Management Management Starr 

An understanding of what is expected of one dl work 3.71 3.26 3.77 

Well deftnPd reporting system 3 57 3.41 3.62 

Proviston o qutpments and materials 1.;'1 3.07 2.97 

system where s taff repor dtrectly to only on per on 3.0 2.52 2.85 

Personnel Policy -job description mean 3.24 3.22 3.30 

Source: Research data 

The findings of table 7 sho that generally jo e cription practice in KPI C 1 

practiced to a large extent. Top m nagement h a mean core oi (3. 1 l on the 

is ue of an understanding of what is expected o one at the place of ork indicating 

that it wa practiced to a great extent Operation staff al o ran ed it a betng 

practiced l a large extent w ith a 1 ean score of (3.77) while middle management 

had a score of (3.26) indicating practice to some extent. 

It can be concluded th t all the management levels ta f felt that KPLC practiced job 

de cription a an internal marketing a pect under ersonnel policy wa practiced to 

some extent leaning towards almo t to a large ext nt with aver ge mean scor s of 

3.24, 3.22 and 3.30 respedively a sho non tabl 7. 



-1.4.2b Re ruitm nt of Per nn I 

The data in ta le 8 e tablishe the diti rent mean core o the r pond nt t the 

various levels of managem nt on the a ect o recrui ment o p r onnel. 

Tabl 8: Per nn I P licy: R ruitment of P r nnel 

Per onnel Poli y lcment · 
Top Middle 

ration taff \\anagement \1anaeemenl 

Hiring the right people for the job 3 43 3. 15 2.17 

ollowing the right procedure 3.86 2.96 2.46 

~iving all persons equal opportumty while h1ring 3.57 2 48 2.23 

Group mean 3.&2 2.8 2.28 

Source: Research data 

The top man gement had mean core of (3.43}, middle management (3. 15) in the 

as eo of hirin the right eople for the JOb indic ting practic to some ext nt while 

operations h ci a core ot (2 .1 7) in icatmg only a small e tent r. ctice. Top 

management el t that allowing the nght proced ur during hiring was pr ct 1ced to a 

large extent while middle managen1ent felt it w racticed to orne ext nt (2. 96) 

and operation to a srn II e tent (2.46). G iving II persons e u I opportunity was 

practiced to a large extent as wa expressed by the top m n gement (3 57), while 

n idd le m n gernent nd operation telt it wa r ct iced to small extent, (2 .48) 

and (2.23) respecti ely. 

The employ e rating on the recruitment policy w s declining with decreas1ng level 

ot management aero s all the three variab les under study. Generally, internal 

marketing ractices related to recruitment of personnel were practiced to a large 

xtent (3.62) according to top management to orne extent (2.8) according to mid le 



management and to a mall extent (2.28) according to the operat 1ons in icm d 

b) the roup mean in table 8 . 

4.4.2 R ward Sy tern 

Table 9 below show the extent to which various rsonnel olicy element ot 

intern I marketing related to reward ystem are practiced at KPLC. 

Table : Per onnel Poli cy: Reward y te rn 

Re\\arcl tern Element Top Manag men! iddle <\1\anagement Operation 
Staff 

Sy tern that aims at retaining the be · t ~tal 2.86 2.33 2 67 

Empowenng staff in their jobs 2 43 2.74 2.55 

~tal1 de elopment 3.1 2 56 2.42 

lt>egg1ng promotion to performance 3 1 23 2.4 

Ha mg ::.alary and reward '!.Y tern 1 29 211 2 24 

!Group mean 2.76 2.40 2.45 

Source: Research data 

From table 9 top management felt that ta f develo ment was practiced to ome 

e tent (3.14) together with middle management with mean score of (2.56) while 

oper tion elt it was practiced to a mall extent (2.42). Generally it can be 

concl uded that to management felt that reward system as an internal marketing 

dunen ion wa racticed to some extent (2.76) w ile middle management and 

oper tions felt it w s practi ed only to 111 II extent (2.40) an (2 45) respectively. 

4.4.3 Training 

Table 10 establishe the way different level of management viewed the extent to 

wh ich training an internal marketing element was practiced. 



Tab I· I 0: raining 

Tr.uning lement 
Top \.1iddl 

Op ration "'\anagement \1\anagemenl 
p 1 n o1 skills requared to pertorm a ta~k 3 86 3 0"" 3.52 
Knowledge of employee~ on the servicP they ()Iter 343 3.11 3.33 
Traanang that help · stall understand th godb ot th 

3 57 organtJ:dtiOn 2.74 3.03 
Traaning tha keep taft updated 3.53 2.59 2.82 

Traanmg that enables ::.ta11 to be multi sl.alled 3. 14 2.33 2 62 

Gr~_e__ mean 3.51 2 76 3.08 

Source: Research d ta 

Table 10 above ho the extent to hich internal m rketmg element related to 

trau11ng are practiced as per the respondents o different levels of m nagement. The 

top management felt that some of the practice were pr" cticed to a large extent e.g. 

po e ion of skills required to perform a task (3.86), training th t helps talf 

understand the goals of the org nization (3 57) and training that keeps t ff updat d 

wi th technology (3.53). 

Operations taf also felt that po ses ion ot kill require 10 pertorm a l sk w sal o 

pr cticed to a I rge extent (3 .52). Majority ol the oth r element were practiced to 

·ome extent with the mean core ranging between (3.43) and (2.59) across the 

vanous levels o management. The middle management level however felt that 

traming that enabled staff to e multi-skilled was practiced on ly to small extent 

(2 33}. 

Cf'nerally, internal marketing in terms ol training is pr cllced to a large extent (3 .51) 

arcor ing to the top man gement nd to some extent accor mg to the mid le 

rnanagement an operations, with a mean score of (2. 76) and (3.08 respectively. 
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4.4.4 Planning and Control Procedures 

The data in ta le 11 haws how the different level o rn n gement view d intern I 

marketing practices relate to planning and control procedures are pra tic at KPLC. 

Table 11: Planning a nd Control Pro edure 

~Planning and Control Elemen~ rop 'v\iddle Op ration 
\1\anagemenl Management Staff 

!51 ,tem that allows orrecti e mea ur when a 3.29 
~r_·takt> is done 2.65 2.95 
~v tem that provid " preventive m ure to avoid 

3.1 -1 
~·~take~ 2.78 2.92 

~ r ltable reedbclck -,ystem 3 57 2.41 2.83 

~·. m that ll'n>gn izes good v.ork and bad work 300 2.67 2 85 

:croup mean 3.25 2.67 2.88 

Source: Research data 

From he fin ing in table 11 majority o the elements re practiced to ome extent 

ranging from (3 .29) to (2.67) across th three lev Is ot rn nc get ent. Top 

management f It that a reliable feed ck ystem w s bemg pr ti e to a large 

e tent (3. 57) while the mi le management felt that it was practiced only to a sm II 

e tent (2 .41 ). Therefore we can conclude th 1 planr ing and control 1 pr cticed to 

·ome e tent by KPLC. 

4.~.5 Organizational Culture 

Thi section shows the extent to which various elements of intern I marketing 

related to organization culture are practiced t KPLC. 



Table 1 : Org nizational Cultur 

Organi zati nal Culture Element · 
Top Middle O~ralinn 

\1\anagemenl ,\J\anagemenl St.,fl 

f.•ldmg team work 3.29 2.85 1..83 

:P"Sular meetings to develop good commun 1c dl1c.n dnd tru 1 3. 1 2.78 28 

ncourage bottom up communication 2.43 2.56 2 45 

['· elopment I culture of shared values 3 2.48 2 39 

!Group mean 2.96 2.66 2.61 

Source: Research data 

All the elem nt of organ1zation I culture ere practiced to ome e ·tent tth 

building team work being ranked highe t (3.29) by the to management allowed by 

the practice of regu lar meeting to develop good communication and trust with a 

mean score o (3.14) and development ol hared value at (3.00) both by the to 

management. 

Generally, internal marketing pr ctices related to organiz lion culture w r' 

practiced to "some e tent" at KPLC. 



~ -~-6 ummary of th lnt rna I M rk ting Dim nd r tud 

Table 13 below shows a umm, ry of the extent to which v nou ension ot 

1nternal marketing are practiced t KPLC. The table pre ent the group rnean core 

b internal marketing dimen ton . 

Table 1 ummar of Intern I M rk ting Dimen ion nd r tud 

Internal 'v\arkeling Dimension Mean Standard Deviation 

Pt>r-<Jnnt'l Pol1cy -job de:.cription 3 20 0 89 

trrainm.R 3.00 0 .94 

Planning and control 2.86 0.90 

~lclndgement methods-Empowerment 185 0 .94 

Pt>rsonnt'l Policy- recruitment 2.80 1.00 

Organizdtional culture 2.63 0.91 

:Aanag"'ment methods-Moti -a ion 1.50 0.92 

Pur.,onnt>l policy-Reward system~o 2.48 0.97 

Overall mean-score 2.8 0.93 

Source. R search dat;J 

Tab le 13 above shows that mo 1 of mternal marketing d11n n ion re practiced at 

le t to ome e ·tent at KPLC. fhe dimen ion that ere r ted a ove average 

mclude: personnel policy on jo de cnption (3.20), trainmg (3.00), Ianning and 

control (2.86), and management method that enhance em loyee empowerment 

(2. 85). The imensions indicatin average or below average perform nee inclu e: 

org nizational cu lture (2.63) n management methods on et ployee motivation 

2.50) an personnel policy on reward y terns (2 .48). 



II can be concluded th t KPLC in general practices intern I m rk ting o ly to om 

e tent ith an overall mean score of (2.8) with per onnel policy (job de cnpt1on 

3 10 and traini g 3.00 ranging the h1ghe t. till, a lot of i11prov ment 1 needed in 

the area of organizational culture (2.63), motivation (2.50), n re ar 

(2 48). 

4.5 Internal Marketing Practices by Demographics 

This section presents graph ically the differences in the practice of internal marketing 

at KPLC by demographics. The charts in this section re erived from the over II 

mean score of II variables under study in the part B o the questionn ire. Thi 

section also provide a summary of the orrelation between demographic variable 

and intern I n ar eting variables ( ee appendix 4) . he ca le u ed for the 

construction of the corre lation m tri x w s follow : 

lanagement level; top management (1) m1ddle manage ent (2) operation I staf (3) 

Terms o employment; permanent (1) Contract (2) 

Le el of educ tion; secondary (1 ), Co llege (2) University (3) 

Gender; Male (1) Female (2) 

4.5 .1 lnt rnal M rketing Pra ti b Emplo ee ' T rm 

Figure 2 be low shows the w y permanent and contract employees viewed the 

ractice of internal marketing vari les under study 

5.:' 



Fi ure 2: Emplo e ' erm of ervi e 
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Permanent Contract 

There was no notable difference et een the overall iew o perm nent n 

centrad ta . Thi mean that their v1ews on internal m rketing were r ther irnilar. 

In terms o correlation ( ee appen i 4), tern1s of service were signific nt ly nd 

po·itively correl ted to management level and gender. Thi means that the more 

enior an employee was in the management level the more likely they were to e 

permanent an the less likely they w re to be female . 

Tt e correlation ot terms of e ic \ ith education I vel negative but not 

- ~gn i ficant t 0 .05 le el . The intern I marketing pr ct1 e ri ble th I were 

po itively corre l ted to the ten s of ervice at a ignificanl level include. goo 

coordination etween departments, well defined reporting system and training that 

helps sta f to under tand organiz tional goals. The int rnal marketing practice 

ariables that were negatively corr I te to the ten of ervice at a significant level 

incl ude: eleg lion of duties, hi rin right people or the job, providing equ 

opportunity to II while hiring an sy tems that aim at ret ining the best stafi. 
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The implicatton ot the neg tive correlc I ton indicate th t contractual t tf ar 

ati fied with de legation o duties, nd rsonnel olicy on recruitn nt ot t, ff. 

They feel iscri tnate upon while p rm nent jo av il bl . Th y 

igntiicantly felt that the internal mark ting ractic rei te to coordin tron 

between departments, well efined reponrng y tern n training th t hel tt to 

understand organizational goals are racticed to great r extent th n the p rm nent 

staff did. 

4.5.2 KPL lnt rnal Marketin Pra ti 

Figure 3 hows the way employee at the three di ferent level oi m n ement 

de ed thee tent to which all the internal markettng vanables were pra ti 

Figure 3: lnt rn I Marketing by ' M nag m nt I 
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From Figure 3 we establrsh the ltop management were the most opt in i tic about the 

e ten1 to which internal m r eting variables under tudy were practiced at KPLC. 

Both mi le management nd operational taff indicated almost simi I r level . 



In t rm ot ignitic n1 correlation only tive rmernal m rk t111g v ria I und r tu 

ere significantly an negatively corr lat to the rn n gem nt le el. 

variable un er study w po itively correl 1 to the 1 n gement level t 0.05 level 

of rgnificance. The ive variable ere: delegation ol dutie , enhancin mployee 

elf esteem, allowing the right rocedure while hirin 1 giVIng all e ployee e ual 

op ortuni ty w hile hiring and ease of cce to man ger Thi mean th t th taff m 

the lower cadre ell that these el m rHs of rntern I marketing are r ticed to a 

le ere tent than thew y employee in the other 1 an ement level t lt. 

4.5.3 Intern I M rketing Pra ti by Employee 1 l ngth of ervi 

The data in Figure 4 est bli hes th w yen ployees who ha served KP C for varied 

period viewed the extent to whrch II the intern I marketing v nable were 

practiced. 

Fi ure 4: Intern I arketing b Emplo ' length of 
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In erm of correlation ee appendix 4) etght intern I marketing vari bl re 

1gr iii cant and positive! correlated to the len th of rvic . The vari 

delegation of dutie , an ching value 10 JOb no mall r hovv m II, enhr n ing elr 

e- eem, gt ing all per on qual opportunity while hiril g, y tern that dirn t 

retatning the best staff, pegging promotion to perform nee, a reliabl back 

-y·tem and systems that allow corrective measures wh n mistake ism e. None 

of the varia le under tu y regi tered ignificant negative correlation to I n th of 

-ef\!ice. Tht imply that longer erving employee were more likely to el that 

internal marketing practices relating to con trol y tem , personnel policy on 

recruitment and re \'ard system were practiced to grec ter extent at KPl C th n the 

those who had erved for horter ten11 . 

4. A Intern I \iarketing Pra ti e by Emplo e ' Gender 

F1gure 5 below sho the way employee of different e e viewed the extent to 

\\h ich II the internal marketing vari ble under study were practiced at KPLC. 

Figure 5: Internal Marketing b Emplo 'gender 
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al rated the internal marketing ra ice at KPLC li htly etter th t th f male 

·t t member . Thi me n that the f male re more critical nd en itiv to mt rnal 

m rketing practice . ll r ay al o 11 ly th t there r more m les at man rnent 

level than females. 

In term o correlation (see appen ix 4), twelve v ri were ignrti ntly n 

negatively correlated to gender, no ariable indicated ignificant po iti carrel tion 

to gender. This me ns that the female mdicated the e element ere r cticed to a 

le er extent than the male staf felt. The e practice were: delegation ot dutie , 

ttaching value to each job, enhancing employee elf esteem, recognizing 

ccompli hment , hiring the right o le, tollowing the right hiring roce ure, 

1 ing equal o portunities while hiring, ystems that im at retaining th be t taff, 

pegging promotion to perform nee, a reliable feed ack sy tern, y terns that 

pro ide preventi e mea ure to a oid 1111 take n y tems th t allo corrective 

me sures when a mist ke is rna e These indicate trong negative sen tit nt mong 

ier ales on internal market ing as ects related to e powerment, personnel policies 

on recruitment andre ard, an planning and control procedures. 

4.6 Challenges Faced by KPLC in the Practice of Internal Marketing 

In the followi n section the ch llenge taced by rn n gement in the i r lementation 

of rnternal m rketrng practice are re ented h challenges are a ed on the 

responses to an open-ended que tion that was su po ed to be an wered by tho e in 

management only. Findings are ummarized in the table below 
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Table 14: Chall ng Fa ed b KPLC whil pra ti ing intern I m rk ting 

T P Mtddl" 
Tot.ll l' I eng~ ~na :emenl M.tn~ "OII'nl 

Count Col<t. Count Col 'f. Count Col,_ 

n.uthcienr r~urce~ 0 O'A. 9 36"1. 9 28 
Poor communication/inadequate communicauon 3 431 s 20".<. 8 25 
Burt?aucr.~cy (red tlpe) 1 14''1. 7 28•4 8 ~5 

l..odc of effective con ... ulting- junto" are .. ~ .. umed mo~t ot the tim~> 2 29"/o 5 20'1. 7 n 
M don 1 feel ~!'V~ _to be own~r.. CJf Lh~ company 2 29% 4 16% 6 19 

rregular tnining 0 0'1. s 20'X. 5 16 
L.tc!.. of apprai...al <y!>tem ... Clack of prom•1tinn on merin 0 O'J. s 20% s 16 

O...partm"'ntllization reduce mter fuoctional eftkienc-y 2 29'' I 4 "1. 3 9 
Division! don't ea~i ly share the available information 1 14"1o 2 6"1o 3 9 

•tile re:-pect for each other 1 14'Yo 2 6"!. 3 9 
Budget allocation' technology not friendly/poor IT technolo~y 0 0~ 3 12"/. 3 9 

t()o.t ron trainblhigh co;t of electriCity 0 0' 3 12"- 3 <J 

d of cohe,ive top management team~ 0 0' 3 12'~ 3 9 

Purchasinglprocurt!ment involve ... lungrr rhain 0 0~ 2 e·~ 2 6 

No company wide marketing onentation 0 0% 2 B'Y. 2 6 

o~-ion phobia/no planning 0 o·t. 2 B"t 1 6 
I!L•cl.. ot <tall meetin~' 0 O"t 2 61. 1 6 

1~:wrt- don't beM much truit ... 1 
·~· 0 0"1. ' 3 

.• vork •ndependenlly trom th~ gowrnment 1 14 0 0 '1. 1 l 

nadequaU! transportlnon unitorm di,tributionlbad infr.Hruc-turt.> 0 0'1. l 4"1. I l 

lack of proper expo!.ure for the ro-operative~ lo other power 0 0% 1 4•t. 1 J 
rompany'' re>pon!'E! to get new cu.,toml!rs i~ low 0 0% 1 4•t. 1 3 

Source; Research data 

The main challenge aced by rn nagement whi le practicing internal marketing 

tnclude; insu ficient r sources, poor communication, bureaucracy, juniors not b in 

consulted on their needs, lack of owner hip feeling among staf, irregul r traintn 

and I ck of apprais I ysterns to boo t tat morale mong others. 

The challenges that face a greater pro ortion of to 1 anagement t ff include: 

Poor communication (43 %), lack o e fecLive consulting where juniors are assumed 

mo t of the times (29%), taff not feeling relieved to be owners of the company 

29%), departments don't easily share the available information (14%), little re ped 
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ror e ch other (14%), effort don't bear much rrutt (14%) nd ddt 

1nde endently from the government (14%). 

The challenge face by a greater proportion o mi die manager ent then top 

management inclu e; in ufficient re ource (36%), bure ucracy (red t p (28%} 

Irregular training (20%), lack of ap!Jrclr al ystems 1 e. lack of promotton on ment 

(20%), budget allocation on technology le ding to poor IT technology (12%), Co t 

con traints/high co t of electricity (12%) and lack ot cohe ive top rnantl rnent 

teams (12 %). Other challenge that are unique to mid le management but to a 

maller proportion than 10% inc I ude: procurement involves longer ch in, no 

company wide marketing orientation, deci ion habra/no planning, lack ot taff 

meetings, in de uate transport/non unitorm di tri urron/ba infra tructure, I ck o 

proper expo ure for the co-operative to other power company's and re pon to get 

ne" customer i low. 

It can be concluded that rnost of the challenge re pecific to m nagem nt level 

that is either top or middle anagement. Other chal lenges relate to the operating 

envi ronme t that is not within the management control. Some of the challenges can 

also be attri uted to blame shifting between the two management levels. Middle 

management blame top management for: bureaucracy (red tape), irregul r training, 

lack of a praisal sy terns, budget allocation to IT, lack of cohesive top management 

teams, nd deci ion pho ia. Top management I o seems to ttribute ome 
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ch llen~es to the mid le managem nt Such challeng include: poor 

communication, lack ot etfeoive consulting where junior are a· urned rno tot the 

ttrne , t f not feeling rel1 ved to be owner oi the comp, ny n little re p ct tor 

ec1 h o ther. It is important to note that top management did not consid r r ource 

in ufiictency as a challenge. 

63 



DISCU I N, 

5.1 Introduction 

CHAPTER FIVE 

N l ION AND R M Tl 

Tht chapter addresses the objective outlined in chapter one. The study ought to 

etermine the extent to which KPLC practice internal marketing. Further it ou ht 

toe tablish the chal leng s faced y KPLC in the practice o interne I marketing. 

5.2 Di cu ion 

B rtl ett an Gho hal (2002), em h size that people are at the heart of strategy an 

that the knowledge, experience and the general attitude o eo le are the k y 

factors in enabling the succe of any trategy. This re rch ought opinions from 

the employees of KPLC on the ext nt to which various intern I rn rketing elements 

are r diced at KPLC and the challenge aced by managem nt in practicing t e 

me. 

The tu y ound out that em loyees at KPLC generally feel th l they under tand 

•h t ts e ected of the t work, nd there is a well- e ined reporting sy tem. 

rhe e were the only two aspect th t ere practiced to 'gre t extent' t KPLC. An 

em loyee understanding o what i ex ected at work is highlighted in the literature 

in chapter two as one element that i neces ary for the enhancement of customer 

ori ntation ense in a service firm (Green et al, 1994). According to innigan (1983), 

the hallmark of the career system i it flow policies i.e., people are recruited for 

posit ion th tare spelled out with explicit, detailed attention to duties an rights. In 



1111 a ect KPLC ir tern I marketing 

tern. 

r onn I policy with a w II d tined r rtin 

The tudy lso ound that KPLC i gener lly n average com ny in the practic 

tn ternal marketing. Mo t of the intern I m rketing elements were only practic to 

some e ent. Ho ever, among the e ome leaned towar being racticed to a gr t 

e ent. The variables that ere leaning more toward lmo t ing pradiced to a 

'great e tent' inclu e; posses ion o kill require to perform t k, knowledg ot 

employees on the ervice they of rl delegating dutie I ood coordination betw en 

department I training that h lp taff perform better, su ervision that cr ates 

environment that encourage qu lity ork, hiring the n ht people for the job an a 

v~ tem th t llows corrective me ures when a mi take i done. They r nked 

number three u to ten. The e s eel relate to training, em owerment, ersonnel 

policy on recruitn ent and control nd planning procedure . 

The practice of these aspect to gredt extent is in agre ment with b ic defintttons 

of internal m rk ting in the literature. According to C hill (1991) a ited by Berry 

and Para uram n (1996), intern I rn rketing i attr cting, eveloping, mottv tin 

and retaining u li ied em loye through jo -pro uct that atisfy their n ed . 

However, the indings found out that oper tiona! staff and temale sta indicated th t 

variou a pects of internal marketing were being practice to a lesser extent 

compared to what those in other management level in icated. This means that if 
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he e employees are to play the role ot prom1 e en u ge ted by (Kinn 

.:004), there is need for improvement e pecially in the are oi em owerm nt, 

provision of e u I opportunitie in employment, hiring th rrght people nd 

elegation of uties. 

The internal marketing element that were practiced to a mall e tent wer , 

providing equal opportunity while hiring, pegging promot1on to performanc , 

development of culture of sh red v lues, encouraging bottom up communicatiOn, 

treating employees as customer , allowing room to learn from mistakes, Involving 

taff in deci ion making, enhancmg employee self e te m and having salary and 

rev.ard sy tem that attract, ret ins and motivate ta f. This means that employees 

are not ati fied with the current state of internal m rketing in term of the e 

elements. ll also implies that KP C is practicing more tr itional than mod rn 

manage ent methods in relation to internal marketin . his is in contradiction with 

the literature, which suggest that the purpose of internal marketing act1vitie 1s to 

create a workforce with high levels ot morale, initi tive an responsibility with 

commitment to customer ervice (P yne, 1999). mployees at KPLC almost feel 

iscriminated upon in matter of erformance-base romotion, equal o portunity 

ior all, involvement in decision making, treating employees as customer , and 

encouraging bottom up com unication. According to the literature bottom up 

communication helps managers to obtain a basic understanding of what motivate 
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an I "' hat atis ies employees at work in or er to alter or influence their 

(\ nght & Molander, 1989) 

tor 

G nerally, The dimensrons th t 1ere rated , bove average includ : er onn 1 poli 

on JOb description, traming, planning nd control, nd m n gement n ethod th 

enhance employee empowerment. The dimension indicating verage or elow 

a erage performance include: personnel policy on recruitment, organizational 

( ulture, and r nagement metho s on employee rnotrvation an per onnel policy 

on reward systems. 

The main ch llenge faced by rn na ement while radicing intern I rn rketing 

incl ude; insuf icient re ource , poor communication, ureaucr cy, junior not being 

consulted on their needs, lack of ownership among st (, irregular train in nd lack 

c 1 ppraisal y tern to boost taf morale among others. 

5.3 Conclu ion 

It can be concluded that KPLC ha fairly excelled in Internal mark tin by job 

Jescription, tr ining, planning and control and management method for employee 

Ptnpowerment. Stil l, a lot of improvement is needed tn the areas of rew< rd y tern, 

motivation, organization culture nd recruitment rnong other reas. 

-he challenges that faced management in the implementation of internal marketing 

rrograms ar ecific to management level that is either top or middle m nagement. 
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Other challenges relate to the oper ting env1ronment that 1 not ithtn th 

11 nagement control. 01 e of the challenges can I o e nri uted to lam 

hifting between the two managem nt level . Middle management blamed top 

111 nagement for: bureaucracy (red t peL irregular training, lack o apprai al sy tern , 

budget allocation to IT, lack of cohe ive top management teams, and dec1 1on 

phobia. Top 1 anagement blame m1ddle 1 anagement on IS ue such : poor 

communication, lack of effedive con ultmg where juniors are assumed most of the 

111nes, staff not teeling like owners of the company an little res ect tor each other. 

Top management did not consider re ource insufficiency sa ch llenge. 

The main ch llenge faced by management while practicing internal marketing 

rncl ude; in u ficient resources, poor communication, bureaucracy, juniors not being 

consulted on their needs, lack o owner hip amongst f, irregular training and lack 

of appraisal sy terns to boost staff mor le among others. 

5.4 Re omm ndation 

There i need or KPLC to im rove its overall internal marketing progr 111 to 

increa e the employee's confidence in the same. Since, KPLC employee are al o 

customers of the services of the company, their sentiments may also be indicative of 

or even onn the general customer perspectives a out the ervice offered y the 

company. On thi front more resources should be applied to achieve the de ired 

level of internal marketing. 



Communicating to the employees of intended ch nge n continually con ultin 

ith the employees on their nee before implementation may hel in ro e the 

current rating. This will also help create ownership o uch program bv employee 

e pecially the junior ones who f el like most o the initi tives by managern nt , re 

'tmpo ed'. All employees al o need to be train d on communication and te m 

building kill in order to be abl Improve inter r onal relation hip for elfective 

communication. 

There is need to conduct a trainmg needs asse ment in order to identify pecific 

task Vvhich the employee may eel mcompetent. Regular training that 1s tailore to 

the identified needs shout follow this. 

The com any al o needs to modify 1ts system in line with modern mana e ent 

thinking that calls for le structured approach that allow flexibility. Thi help 

nurture the uch-needed creativity in problem olvtng and innov t1on m dre rng 

customer roblems. 

5.5 limitation Of The tud 

This study faced several limitation . The first one wa that the study as limited to 

KPLC only. It would have been more enriching if several organization were taken 

under study. Related to the first limitation was that the study covered Nairobi 

Region only, it could have been richer i data w collected from aero the country. 
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he other limitation wa the un v il bility of ome o the 1 rg t re pondent om 

tthe respon ent ere busy e pee~all tho e in man gem nt while other \ er not 

villing to corn lete the tudy ueslionn 1re especially tho in lower ca re r he 

re earcher addres ed this chal leng y con istent ollow up. 

The udy relie heavily on elf-reported feelings. R s ondents may have been 

biased or di honest and their attitu es r ay change ith ti e. The nature o thi 

·tudy looked clo ely into interna l marketing, which m n employees may have 

gr en a 'wish li t' expecting th t the man gement may h ve ccess to the finding . 

Thi may have ailected the objectrvity ot the study 

-.6 Sugg ti n For Furth r R 

Future re earch could cover organization in other sector ; the e may include the 

relatively new (emerging} industrie like mobile lele hony and Internet comp ni . 

There is also need for research to e t bli h the strategie th t org nization clopt in 

add ressing the challenges identi ied by thi research rrier to the re lizing the 

tull potential of internal marketing. 

Future research could also track on the progress made on various aspects after 

changes such as full privatization or other future strategic directions that the 

company may take. 
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Appendix 1: Introduction letter 

HELL N NGANGA 
GO U IV R ITY OF NAIROBI 
LO R KAB CAMPUS 
P Q BOX 3019 

'\I ROB I 

13 AUGUST, 2004. 

Dear ir/M d m, 

RE: REQ EST FOR RESEARCH DATA 

I am po l gr duate student in til r:acully ot Commerce, University o N ira i 1 
m conducting a anagement Re arch on "The Extent to hich Kenya Power an 

Ligthing Company Practice Intern I m rketmg" 

In or er to un ertake the research, you have een selecte to form part ot the tu y 
Thi i tl erefore to req uest your ssist n e in filling the tt ched uestionnaire 
truthfully you can. The inform lion you give wi ll b treat in con idence n I i 
needed purely for acadamic pur o e . Even where a name has been provide , tt 

ill not under any circum ance ar in the final report. 

. copy o the final report will be 111 de avatla le to you upon re uest. 

our as i t nee and co-operation will be highly appreciated 

ours incerely, 

l-1ellen g ng 
( tudent) 

Marg ret A. Ombok, 
Lecturer, Dept ot Busine 
Ad t inistration (Supervi or) 



Appendix 2: QUESTIONNAIRE 

P\R 

eneralln~ rm. lion 

1. Your nam .......................................................... (option I) 

_ Job Ttt le 

3. Indicate your job level 

- Top Management( ) 
- Mi le management ( ) 
- Operation Staff ( ) 

4 Term Of E1 ployment 

- Permanent 
- Contr ct 

6. Le el of uc tion 

- Pri ry 
- Secondary 
- College 

niversity 

Period o Service 

() 

( ) 

( ) 

( ) 

() 
( ) 

ess than Syear ( l 
- 5 - 1 5years ( ) 

16 -30years ( ) 
- Over 30years () 

8. Gender of r pendent 
- M le () 
-Femal () 
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To a very l T a I rge To m I To a .. mall T no 
large E t nt tent E tent t nt I nt .11 all 

(5) (4) (3) (2) ( I) 

115 Well defined 
reportif!K system 

II 16 An understanding of 
~ h t is e pected of 

I one at work 

117 
Hiring the right 
people for the job 

f 18 Following the right 
procedure while 

I hiring 

f 19 Giving all persons 
equal opportunity 
while hinng 

2r I Sv tern that aims at 
ret ining the best 

I Sl tf 
I Pegging promotion I i 21 to performance 
I 

iu 
Staff development 

l Having sa lary and 
reward systems that 

I 
attract, retain and In motivate staff 
Empowering staff in I 24 their jobs 
Development of 
cultu re of shared 

25 values 
Encourage bottom-up 

~. i communication 
l.7 R gu lar meetings to 

develo good 
communic tion and 
trust 

28 Building team work 

29 Knowledge of 
employees on the 
service they offer Lo Training that helps 1 

1 staff _Q_erfo rm better 
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PART B 

Determine the extent to whtch KPLC undertakes the following on 
tollows: 

To a large I To some To a ver To a 
large E tent E tent E tent E tent 

(5) (4) (3) (2) 

1 Delegating duties to 
enhance 
performance 

2 Treat employees as 
customers 

3 Good coordination 
between departments 
to enhance quality of 
service 

. 
.. Management 

methods that values 
employee satisfaction 

5 Involve staff in 
decision making 

6 Allow room to learn 
from mistakes 

7 Attach value to each 
Job no matter how 
small 

8 I Recognition of job 
well done 

9 Enhance employee 
self Esteem 

I 10 Recognize 
accomplishments 

i '' Provision of good 
working conditions 

1 12 Well defined 
r~orti~g system 

13 System where staff 
reports directly to 
only one person 

14 Provision of 
equipment and 

I 
materials necessary 
for a task I 
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c le of 1-5 as 

I 
mall To no 

E tent at all 

( 1) 



To a ver To a large I To m To m II To n 
large Extent E tent Extent E t nt tent at all 

(5 ) (4) {3) (2) (1) 

Training th t enables 

I J 1 

staff to be multi 
skilled 
Train ing that keeps 
sta updated with 

31 technology 
Training that help 
taff underst nd the 

goals 0 the 
JJ organization 

1, Possession of skills 
required to perform a 
task 
Managers who walk 
the talk 

35 

A reliable feedback 
36 system 

System that 

137 

recognizes good 
work and bad work 
System th t provides 
preventive measures 
to avoid mistakes 

38 

System that allows 
corrective measures 

I when a mistake is 
39 made 

! Supervision that 
ere te an 
environment that 
encourages quality 

40 work 
41 Easy access to 

I managers 
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PART C 

On the pace pro ided belo , in icate the challeng (e.g cost ,re -i 1 nc etc) ou 
face while practising intern I m rke1ing.(fo be till by top nd "" ldl 
management staff only) 

1 ........................... .. ..... . .......................... . .................................................... . 

2. ····················· ·· ······················· ................................................................. .. 

3 .... ....... ... ........................................................................................ ··················· .. 

4 .......................... ................... ............ •·· ........................................................ . 

5 .................. ................................. ................................................................. . 

6 ....................... ...... ................................................... .. . ... .. ... ......................... . 

8 ........................ ..... .... ..... ...................... ........................... .. ........... .... o •••••••••• ,. •••• 

9 0 .•..•• 0 .. 0 .•.. 00 •••• 0 ••••• •••• 0 ••• 0 .... oo ............. 00 •• 00 •••• • 0. o••·· ••• ooo ••••• 0 ••••••••••••••••••••••••••••••• 0 

10 ................................................................................................................. . . 

11 ........................... ... ................................................................................... . 

12 ......................... ................................................................................... . 

13 ... ........ ... ............................................................................................. ....... . 

14 .............. ...... ................................... ............. ............... .... ............ .............. . . 

15 ......................... ......... .... ............. .. ............ .. ............ ............. ..................... .. 

Thank you v r much f r your 
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AppendiX 3 
Mean Scouts by Oemographrcs 

M GEMENT LEVEL ANA 
Q3A Q1 Q2 Q3 Q4 as Q6 Q7 QB 09 010 Q11 Q13 Q14 015 Q16 017 018 019 Q20 

Top management Moan 4.3 2.14 2.86 2.43 2 .57 286 2.86 2.86 3 3.14 2.86 3 2 71 3.57 3.71 343 3.86 3.57 286 

Middle man g m nt Man 
35 2.81 3.07 2.59 2 41 2.26 2.7 2.52 2.41 2.44 2.93 2.52 3.07 3 41 3 26 315 2.96 248 2.33 

Operation staff Mean 2.8 218 3.36 2.44 215 229 229 2.58 1.98 2.8 2 .7 2.85 2.97 362 377 2.76 2.64 2.23 2.67 

Total Mean 31 2.35 325 2.48 2.25 232 244 258 2.17 273 277 277 2.98 3.56 363 2.91 2.81 2.39 2.59 

MANAGEMENT LEVEL(continued) 

Q3A Q21 Q22 023 024 025 026 027 Q28 029 Q30 031 Q32 033 034 Q35 036 Q37 Q38 039 Q40 041 Tollll 

Top management Mean 3 1 3.14 229 243 3 243 314 329 3.43 3 .29 314 343 3.57 3 .86 3.71 357 3 314 329 343 4 315 

Middle manag m nt Men 
2.3 256 2 11 2.74 2.48 256 2 78 285 3.11 2 .81 233 259 274 307 241 2.41 267 278 285 307 263 273 

Operation staff Mean 24 242 2.24 2.55 2.39 2 45 28 283 333 327 262 282 303 352 2.45 283 285 292 295 3 11 2.39 2.75 
Total Mean 2.4 2.51 2 21 2.59 2.46 2 48 282 2.87 3.28 315 2.58 2.8 299 342 2.53 277 2 81 29 2.95 3 12 257 2.77 

T erms of Service 
04A 01 02 03 04 05 06 07 08 QS Q10 Q11 Q13 014 Q15 016 017 Q18 Q19 020 021 
Permanen1 Mean 34 2.54 306 2.56 2.31 2 37 263 2.59 2.35 2.65 2.83 2 72 289 3 41 3 .5 317 309 2.69 265 261 
Contract Mean 2.8 213 3.48 2.39 217 226 222 2.57 1.96 2.83 2.7 2 83 309 3.74 3 78 2.61 248 204 2.52 213 
Total Mean 31 2.35 3.25 2.48 225 2 32 244 258 217 273 277 277 298 3.56 363 2 91 281 2 39 259 2.39 

Terms of Service (continued I 
04A 022 Q23 024 Q25 026 027 028 Q29 030 031 032 OlJ 034 Q35 Q36 Q37 Q38 Q35 040 041 Total 
Permanent Mean 26 2.2 2 .54 2.44 2.41 267 2.83 326 3.02 2.52 2 74 276 322 265 283 272 293 302 307 276 2.71 
Contract Mean 24 222 2.65 248 257 3 291 3.3 3.3 2.65 2.87 326 3.65 2.39 27 291 287 287 317 235 2.76 
Total Mean 25 221 2.59 246 2 48 282 287 3.28 315 258 28 299 342 253 277 281 29 2.95 312 257 2.n 

LEVEL OF EDUCATION 
Q6A Q1 Q2 Q3 04 05 Q6 Q7 Q8 09 Q10 Q11 013 Q14 Q15 Q16 Q17 018 Q19 
Secondary Mean 32 2 3 2 .6 1 8 1 8 2 .6 2 24 28 2.8 22 2.4 34 32 2.6 26 24 
College Me on 3 225 3.46 2.46 2 24 224 2.41 265 2.13 292 2 73 2.83 3 367 384 2 78 268 219 
University Mean 34 2.59 2.88 2.5 2.34 256 247 2.53 2.22 2.34 284 2.75 3.03 3 .38 3 .28 322 309 278 
Total Mean 31 2 .35 3 .25 248 225 232 2 44 2.58 217 2.73 2n 2n 2.98 3.56 3.63 2 91 2 81 239 



Q6A. 020 Q21 Q22 Q23 Q24 025 026 Q27 Q28 Q29 Q30 031 032 033 Q34 035 036 037 038 Q39 040 041 TotAl 

Secondarv Mean 3 3 24 22 2 2 24 3 36 34 3.4 22 28 2.4 2.8 2.4 34 24 32 3 4 34 2 265 

College Mean 27 2.32 2.49 227 2.65 238 2.52 283 2.84 337 327 268 2.9 313 3.52 2 41 284 294 3 3 3.19 2.38 2 80 

University Mean 23 2.44 2.56 209 256 2.69 2 41 2.78 2.81 309 287 2.44 2.59 281 3.31 278 253 2 .63 266 278 2.94 303 274 

Total Mean 2.6 2.39 2.51 221 2.59 2.46 248 2.82 2.87 3.28 3.15 2.58 2.8 2.99 3.42 2.53 277 281 2.9 295 312 2.57 277 

LEVEL OF EDUCATION (continued) 

YEARS OF SERVICE 
QTA 01 02 03 a. 05 06 07 08 09 010 011 013 014 015 016 017 0 18 019 020 

Less than 5 vears Mean 4 3 3 2 1 67 1 67 2 1.67 2 2 33 2 3 3 2.67 367 2.67 2 1.33 2 
5-15 years Mean 2.9 2.24 3.31 242 222 2 31 2.29 2.55 2.04 2.71 2 74 2 78 3.03 3.63 3.62 2.82 2,74 2.27 2.49 
16-39 yrs Mean 3.8 272 3.06 283 25 2.5 317 2 .83 278 289 3.06 2 72 283 344 3.78 3.39 322 306 3 11 
Over 30 vrs Mean 4 2 3 2 2 2 2 3 2 3 2 2 2 3 2 2 3 3 3 
Total Mean 31 235 325 248 225 2 32 244 2.58 217 273 277 277 2.98 356 3.63 2.91 2&1 239 259 

YEARS OF SERVICE (CONTINUED) 
Q7A Q21 Q22 Q23 Q24 025 026 027 028 Q29 030 031 032 033 Q34 035 036 037 038 Q39 040 041 Total 
Less than 5 years Mean 2 1.33 1.67 2.33 1 67 2 2 267 3 267 2 1 67 3 3 2.33 2.33 3 2 33 167 2 33 2 233 
5-15 years Mean 23 2.54 2 21 2.62 2 44 251 2 67 2.82 3.27 317 2.56 2 83 306 347 2 46 2.64 261 2.85 2 91 305 2 51 274 
16-39 yrs Mean 29 2.56 2.33 2.56 2 72 2.44 2.76 311 3.39 322 272 2.89 2.67 3.26 2.89 3.44 2 78 322 3.33 3 61 283 2 98 
Over 30 yrs Mean 3 3 2 2 2 2 2 3 3 2 2 2 3 3 2 2 3 3 3 2 4 2.51 
Total Mean 24 2.51 2.21 2.59 2 46 2.48 2.82 2.87 328 315 258 2.8 299 3 42 2.53 2.77 281 29 2.95 312 2.57 277 

GENDER 
QBA Q1 Q2 Q3 04 05 06 Q7 QB 09 Q10 011 013 014 015 016 017 018 019 020 
Male Mean 3.3 2.43 317 2.53 23 247 268 2.62 249 294 279 281 294 362 3.68 3.15 306 264 285 
Female Mean 2.9 2.26 3.34 2 43 219 2.15 2.17 253 1 81 2.49 2 74 2.72 3.02 3.49 3.57 2.64 2.53 211 23 
Total Mean 3 1 2.35 3 25 248 2 25 232 2 44 2.58 217 273 277 277 298 356 3.63 291 2.81 239 259 

GENDER (Continued) 
Q8A Q21 Q22 Q23 Q24 Q25 Q26 Q27 Q28 Q29 Q30 Q31 Q32 Q33 Q34 035 Q3S Q37 Q38 039 040 QJ1 Total 
Male Mean 27 2.55 2.3 2.6 2.57 257 2.83 2.92 338 3.09 258 2 83 292 334 2.68 306 2.83 3.17 323 3 11 281 287 
Female Mean 21 2.47 211 2.57 2.34 2.38 2.81 2.81 3.17 3.21 2 57 277 3.06 3.51 2.36 2.45 2.79 26 2.64 313 23 266 
Total Mean 24 2.51 2.21 2.59 2 46 2.48 2.82 2.87 328 315 258 28 2.99 3 42 253 277 2.81 29 2.95 312 257 277 



Appendix 4 : 

Correlations Matrices 

Management Terms of 
Level employment 

Management level Pearson 
Top management= 1 Correlation 1 .473{**' 
Operational staff=3 Sig. (2-tailed) 0 
Terms of Pearson 
empoyment Correlation 
(Permanent= 1 .473(""*1 1! 
Contract= 2) Sig. (2-tailed) c 
level of education Pearson 
(Secondary= 1 Correlation -.523\*l -0.202/ 
1
University=2) Sig. (2-tailed) 0 0.079 
Period of service Pearson I 

(Less than 5 yrs= 1 Correlation -.298(- -.357(H")t 
Over 30 =4) Sig. (2-tailed) 0.008 0.001 

Gender Pearson 
(Male=1 Correlation 

.627('"') Fema/e=2) .31 0(*") 
Sig. (2-tailed) 0.006 0 
Pearson 

la1 Correlation -.461 (** - .268(*) 
Sig. (2-tailed) 0 0.019 
Pearson 

Q2 Correlation -0.107 -0 .186 
Sig. (2-tailed) 0.357 0.104 
Pearson 

Q3 Correlation 0.196 .232{*) 
Sig. (2-tailed) 0.087 0.042 

Pearson 
Q4 Correlation -0.0211 -0.108' 

Sig. (2-tailed) 0.8561 0.349 

Pearson 
QS Correlation -0.165 -0.076 

Sig. (2-tailed) 0.15 0.511 

Pearson 
Q6 Correlation -0 101: -0 .059 

Sig. (2-tailed) 0.364 0.609 
r Pearson 
Q7 Correlation -0.161 -0.199 

Sig. (2-tailed) 0.161 0.083 

Pearson 
Q8 Correlation -0.032 -0.013 

Sig. (2-tailed) 0.781 0.914 . . 
"" CorrelatiOn 1s s1gn1ftcant at the 0.01 level (2-talled) . 
• Correlation is significant at the 0.05 level (2-tailed). 

-r-

Level of Period o 
education Service 

-.523("") -.298(:1 
0 0.008 

I 
-0.202. -.357_L1 
0.079 0 001 

1 -0.027 
0 818 

t-

-0.027 1 
0.818 

0.013 -.349( ..... , 

0.914 0 .002 

0.167 .31 0(*""' 
0.147 0.006 

0.111 0 .09 
0.335 0.435 

-.249(•) -0 .07 
0.029 0.546 

-0.037 0.217 
0.751 0.05 

0.116 0 . 1~ 

0.314 0.284 

.232(*) 0.088 
0.042 0.445 

-0 .004 .321_t*' 
0.975 0.004 

0.022 0.166 
0.852 0.148 

Gender 

.31Q(...., 
0.006 

.62?_{-
0 

0.013 
0.914 

-.349_(_-
0.002 

1 

-.285(") 
0.012 

-0.125 
0.277 

0.029 
0.799 

-0.124 
0.285 

-0.148 
0.2 

-0.206 
0.073 

-.318.t:l 
0.005 

-0.091 
0.431 



Management Terms of Level of 
Level employment education 

Pearson 
09 Correlation -.288("" 

Sig. (2-tailed) 0.011 . 
Pearson I 010 Correlation 0.041 
Sig. (2-tailed) 0.725 
Pearson 

011 Correlation -0.094 
Sig. (2-tailed) 0.414 
Pearson 

012 Correlation 0.16 
S ig. (2-tailed) 0.164 
Pearson 

Q13 Correlation 0.023 
Sig. (2-tailed) 0.84 
Pearson 

Q14 Correlation 0.021 
Sig. (2-tailed) 0.856 
Pearson 

Q15 Correlation 0.079 
Sig. (2-tailed) 0.495 

Pearson 
Q16 Correlation 0.187 

Sig. (2-tailed) 0.104 

!a17 
Pearson 
Correlation -0.221 
Sig. (2-tailed) 0.0541 

Q18 
Pearson 
Correlation -.287('") 

Pearson 
Q19 Correlation -.302_(_"* 

Sig. (2-tailed) 0.008 

Pearson 
Q20 Correlation 0.063 

Sig. (2-tailed) 0.586 
Pearson 

021 Correlation -0.096 
Sig. (2-tailed) 0.405 

- -,.. Correlatlon IS s1gmficant at the 0.01 level (2-ta•led). 
• Correlation is significant at the 0.05 level (2-tailed). 

-0.193 0.009 
0.093 0.937 

0.062 -0.219 
0.479 0.056 

-0.07 0.049 
0.546 0.674 

.28~ -0.012 
0.013 0.915 

0.05 0.021 
0.667 0.854 

0.105 0.108 
0.365 0.348 

0.186 -0.14 
0.105 0.225 

0.146 -0.175 
0.206 0.128 

-.285(•' 0.197 
0.012 0.085 

-.279(•\ 0.179 

-.276J.:l 0.19 
0.015 0.097 

-0.054 -0.22 
0.641 0.054 

-0 .202 -0.066 
0.078 0.571 

Period 
of Gender 

Service 

267_t} - 3.§.1_L) 
0.019' 0 001 

0.113 - 234t] 
0.329 ~ 

0.135 -0.01§ 
0.243 0 76 

-0.155 0.038 
0.178 0.745 

-0.069 -0.059 
0.553 0 61 

-0.12 0.045 
0.298 0 695 

-0.035 -0.138 
0.762 0.23 

0.014 -0 . 13~ 

0.905 0.25 

0.171 - 30'1_t""' 
0.136 0.008 

0.194 -.2531:) 

.316J.:) -.249<-) 
0.005 0.029 

.263(*) -.3051**' 
0.021 0.007 

.249_0 -.300(**' 
0.029 0.008 

2 



Management Terms of Level of Pe.lod oil Gender Level employment education Service 

Pearson 
Q22 Correlation -0 148 -0.105 0044 0 085 -0.092 

ISig. (2-tailed) 0.2 0.365 0.704 0 463 0 426 
Pearson 

Q23 Correlation 0056 0.008 -0.109 0 071 -0 16 
Sig. (2-tailed) 

-~ 

0626 0.947 0346 0.537 0 164 
Pearson 

Q24 Correlation -0.003 0.061 0.033 -0 038 -0.063 --Sig. (2-tailed) 0 977 0.596 0.775 0.741 0.587 
Pearson 

Q25 Correlation -0 123 0.017 0 144 0.132 -0 .166 
Sig. (2-tailed) 0.286 0.886 0 21 0 252 0.15 
Pearson 

Q26 Correlation -0.019 0.087 -0.024 -0.006 -0.186 
Sig. (2-tailed) 0.866 0.452 0.834 0.961 0.105 
Pearson 

Q27 Correlation -0.071 0.163 -0.033 0.006 -0.071 
Sig. (2-tailed) 0.542 0.158 0.777 0.961 0.542 
Pearson 

Q28 Correlation -0.081 0.04 -0.16 0.157 -0 149 
Sig. (2-tailed) 0.484 0 729 0.164 0.172 0.197 
Pearson 

Q29 Correlation 0.041 0.022 -0.157 0.058 -0 .165 
Sig. (2-tailed) 0.723 0.847 0.172 0.615 0.151 
Pearson 

Q30 Correlation 0.14 0.129 -0.207 0.029 -0.024 
Sig. (2-tailed) 0.226 0 263 0 071 0.805 0.834 
Pearson 

Q31 Correlation 0.008 0 072 -0 037 0 089 -0.052 
Sig. (2-tailed) 0.946 0.532 0.751 0.44 0.652 
Pearson 

Q32 Correlation -0.037 0.06 -0.15 0.051 -0.077 
Sig. (2-tailed) 0.752 0.606 0.193 0.659 0.506 
Pearson 

Q33 Correlation -0 .055 .240(*) -0.042 -0.117 0.015 
Sig. (2-tailed) 0.638 0.035 0.716 0.311 0.894 
Pearson 

Q34 Correlation 0.046 0.224 -0.01 -0.038 0.067 
Sig. (2-tailed) 0.694 0.05 0.928 0.741 0.563 
Pearson I Q35 Correlation -0.216 -0.106 0.145 0.109 -0.195 
Sig. (2-tailed) 0 059 0.359 0.207 0.346 0.09 ..-. - -Correlation IS s1gmficant at the 0.01 level (2 ta1led). 

Correlation is significant at the 0.05 level (2-taited). 
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I Pearson i 

Q36 Correlation -0 026 -0.064 - 225. 279 _ _(" - 389J.:J 
Sig. (2-tailed) 0 82 0.58 0.049 0.01 4 0 -Pearson 

Q37 Correlation 0 004 0.098 -0.067 -0.001 -0 116 
Sig. (2-tailed) 0.974 0.397 0562 0 995 0 317 -
Pearson 

Q38 Correlation 0.009 -0032 - 241l:l 0.21 - 416_1"" 
tSig . (2-tailed) 0.939 0.783 0.0351 0 067 0 
Pearson 

Q39 Correlation -0.023 -0076 -0.182 24m -.369_f•\ 
Sig. (2-tailed) 0 843 0.511 0.113 0.034 Q.QQ! 
Pearson 

Q40 Correlation -0 037 0.047 -01 47 0.21 4 -0 053 
Sig . (2-tailed) 0 747 0.686 0 201 0.062 0.648 
Pearson 
Correlation - 362("*' -0.176 3051*") 0.157 -0.223 
Sig. (2-tailed) 0.001 0.125 0.007 0173 0 .~ 

Q41 "" Correlation is significant at the 0.01 level (2-
tailed). 

* Correlation is significant at the 0.05 level (2-tailed). 
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