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ABSTRACT
In the modern times, companies are faced with rapitignging marketing environme
They are forced by the dynamics within the interaatl external environmertb adog
themselves to these changes otherwise they risighghased out. In particular, custenm
expectations as relates to product knowleggaduct performance, customization to proc
services offered, communication and delivery hasegap. One of the approaches n
organizations in the beauty products segment haea hdopting is to lagh products wit
antibacterial advertisement claim. This is to ieflae the consumer purchase decision |
on the additional product benefit of germ protattivhile at the same time enhance o
beauty.
The objective of this study was to establisk #ifectiveness of the antibacterial adverti
claim in influencing consumer purchase decisiorns. the purposes of this study, sc
beauty shops within the Nairobi central businesstriat were selected and respond
sampled from the customers visg them to purchase their beauty products. Theared
also sought to establish the challenges facingtisenetics industras a result of increas
customer awareness on product performance, competrom globalization and changi
socio- economic factors.
This was a descriptive research with the targetuladjon being consumers of bee
products located within the central district of i county. The research samy
customers visiting these shops and data was ceflagting structured questioaire, whetr
these respondents were requested by the rese&odiiethem.
Data was collected and analysed using a SSPSnddkey outputs such as percentages
mean were obtained. The results of the researdhaited that firms must ensure othen
product attributes such as product quality are ilhkhefore any other claims becor
significant. Antibacterial advertising claims oneth own would not be effective
influencing consumer purchase decisions. The mhadlenge facing producers ofids:
products is the increased customer awareness dugi® performances, what compe
products are capable of delivering alongside irsgdaxposure to advertisements espe
in urban set ups.
During the survey, several challenges were encoethtsome of the individuals samg

declined to either complete the questionnaire arewmwilling to answer certain questic



Whereas the response rate was good, it could besnbetter.

The researcher recommends that a quantitative redselesign inthis area to be done
establish an empirical correlation between the afsentibacterial advertisement claim
products sales volume. This would give the relatmm of some of the measure
parameters with the outputs. Through the mathealat&lalations it would be possible

justify the price matrix used by many organizationghese range of produs

Vi
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CHAPTER ONE: INTRODUCTION

1.1: Background of the study

In a dynamic business environment, there are nfactprs in the macrenvironment that wi
affect the decisions of the managers of any orgadiozaTax changes, new laws, trade bart
demographic change and governmealigy changes are all examples of macro changese
factors are categorized using the PESTEL modeln&wnac factors include interest rates, econt
growth, inflation and exchange rates, which maysb@o reduce, demand of the products of a
Changps in social trends can impact on the demand fomés products. Legal factors related to
legal environment in which firms operatéhese legal changes affect the firm’s behaviout
strategies. To remain competetive, firms use difiestrategieso gain advantage over other fir
The trend in the recent past is the use of ant@ttclaims on personal care and home
products. According to WorldBank report http://wwwarldbank.org/en/country/keny&01(
Kenya’'s gross Domestic Product growth rates wa%5vghile the inflation was at 2.2®eal Gros
Domestic Product (GDP) is estimated to have exphie4.4 per cent in 201while the Jur
2012 inflation was at 10.08% according to the KeNgdéional Bureau of statistics.

The performance of the Kenyan economy since thatcpbbecame independent has been mika
the first decade after the country’s independetie@economy grew by about 7 percent per an
attributed to expansioin the manufacturing sector and an increase ircaljural production. Sin
then, there has been a consistent decline in theoaty, reaching the lowest GDP growth leve
about 2 percent between 1996 and 2ROZrty has increased, such that aboutpBécent of th
population live in poverty and over half live beldle absolute poverty level (Central Bureau of iStias
2003a)Emerging nations represent huge potential for imatgonal companies, offering better que
products than locally produdegoods to populations with rising income levelsulfihationa
companies have begun establishing a strong foothatduntries in Africa India and ChinRisinc
income means that consumers are more concernedowithuct effectiveness and ingredientsd
than cheap products. Manufacturers are therefanestal on advertising their products as sug
to those of rival companies, rather than systeralicseeking to undercut market pric
Distribution channels are changing in that cosmbtands are\ailable not only in retail outle

like department stores, but also through internetipasing, television infomercials, home shopj



airport vending machines and in spifarket segments exhibiting strong potential includen’
care, products for sp#ic ethnic groups and dermatological skin carempanies invest in resea
and development and promotional campaigns to betstn from specific market niches with g
growth potential. The key players in this industnclude Unilever, PZ CussonsaELtd
Interconsumer Itd, HacoTiger Brands, Biersdoff Eadtica Itd and Golgate PalmoliveThe
competition in Kenya for this category has beemdasing attributed to the entry of direct imp
from India and China. There’s compelling need foravationsand renovations of products thro
continuous research and developmentnsure continued engagement with the consuriiée
Kenya Bureau of standards has a technical committae supports the industry to allign v
minimum quality and regulatorgtandards. There are various types of advertisiaigns, whicl
include the weasel claim,’ the unfinished’ clairtige ‘we’re different and unique’ claim, the ‘we
is wet’ claim, the endorsement claim, the stattataim, ‘the compliment the consunielaim anc
the ‘rhetoric question’

1.1.1: The concept of Antibacterial Advertisement claims

An antibacterial product is an agent that intedenath the growth and reproduction of bactt
Antibacterials are now most commonly describedgents used tdisinfect surfaces and elimin
potentially harmful bacteria and are found in pradwsuch as soaps, detergents, health and sk
products and household cleandrgclosan is the common antibacterial chemicaleabi everyde
products. It may proveo be a lifesaver in products but concerns havenbmised about
unregulated use in household produetspecially imported products. Selling people iaatteric
protection’ may turn out to be just a gimmick, leeygto a false sense of security about level o
protection from bacterialhere’s also concern that excessive use of anghbatproducts may |
contributing to the rise of resistant bacteria,saperbugs’, which is a huge problem worldw
Triclosan is known to persist and build impthe environment, making its way to waterwayswehi
is toxic to aquatic life. Studies have examined piheported benefits of antibacterial soap witl
clear consensus about the results. Some studies dancluded that simply washing thoroug
with plain soags sufficient to reduce bacteria and, furtheeffective against viruses. Other stu
have found that soaps containing antimicrobigive ingredients remove more bacteria than si
washing with plain soap and watéthe study, "Consumer Antibacterial Soaps: Effector Jus
Risky™ appeaed in an edition of Clinical Infectious DiseasethieTteam looked at 27 stuc

conducted between 1980 and 2006, and found thgissoantaining triclosan within the range



concentrations commonly used in the community rsgtfd.1 to 0.45 percent wt/)olvere no mot
effective than plain soaps. Triclosan is used ghér concentrations in hospitals and other cli

settings, and may be more effective at reducimgs$ and bacteria.

Aiello et al (2007) in their study questions the wg antibacterial soap and hand sanitizeging
that it found no medical studies that showed a lmtween a specific consumer antibact
product and a decline in infection ratesofd than 70 percent of liquid hand soaps sold ax&
labeled antibacterial and consumers seem incrdgsiijng to pay a premium for themn recen
advertisements in Kenya, Dettol television advelasm this soap provides 24hr protection and
more protectionCarex soaps claim ‘kills more than 99% bacteriailevin imperial leather natui
claim germ protect 99.9% germ kilGolgate Palmolive in their brand Protex claimsnehate
99% of bacteria, antibacterial protection with alegtract. Unilever in Geisha soaps clai
‘Germiguard’, Interconsumer’s Nice and lovely soafsm 99% antibacterial protection. Sara
Radox brands claims kill 99.9% bacteria; Johnsodo&nson in &vlon brands claims kills 99.¢
bacteria.(Source: http://www.sbd.com/doc/40461588/dettol).With the rising awassneol
personal and family health, many organizations hdeatified antibacterial claim as a key sel
point. This has particularly been noted in the peas care and homecare products. In Kenya t
most of the companies have developed and marketetligts as antibacterial, these include D
soaps, Lifebuoy, Protex and several beauty brahosording to company’s claim their antibacte
soaps are bacteria killers. So with the use obanteral soaps we can get dual functions, rem
as well as killing of bacteria. Studiesdetermine the bactericidal activity of both theilaaxtteria
as well as of the beauty soaps being used in oly bf@ has been doneAntibacterial soaj
consideredo be more effective than beauty soaps and deotlffashima et al., 2001). This stt
suggests that antiseptic soaps were more effecganst Gram-negative and Gram-pos
bacteria than were plain soaps. Due this developmeihas been estimated Kenya that tr
antibacterial category of soaps have continuedrtavip more compared to the nbacterie
catergory (http://www.marketresearch.com/Globaldistdy-Analysts-v1039)

1.1.2 The concept of Consumer Purchase Decisions

Buying decision is defined as args of choices made by a consumer prior to ma&ipgrchas
that begins once the consumer has establishediagn#éss to buy. The consumer must then di

where tomake the purchase, what brand, model, or sizaitchpse, when to make the purch



how much to spend, and what method of paymentheilused. The marketer attempts to influ
each of these decisions by supplying informatiat thay shape the consarts evaluation proce
(Barron 2000). It uses the characteristics of imhlial consumers such as demographacs
behavioral variables in an attempt to understarapleés wants.tlwill try to assess influences
the consumer from groups such as family, friend&rence groups, and society in genevéha
we buy, how we buy, where and when we buy, in homchnquantity webuy depends on ¢
perception, self concept, social and cultural bemltigd and ouage and family cycle, our attitud
beliefs values, motivation, personality, sociaksland many other factors that are both internd
external to us. While buyingye also consider whether to buy or not to buy &man which sourc
or seller to buy.

The marketers therefore tries to understand tedsef different consumers ahdving understoc
his different behaviors which require an in-deptidg of their internal and external environmu
they formulate their plans for marketingistomers follow a logical sequence before and
purchasing a good. According to Love Lock, Witz actthtterjee (2004) this process has
identifiable stages: The preighase stage which comprise of awareness of ndednation searc
and evaluation of alternatives, the goods encowstégye and the post purchase stage which ir
evaluation of goods performance and future intentibhe knowledge of consumer pursk
decision is important for any marketing decisidnforces the marketer to consider whole bu
process rather than just a purchase decision. Tdaeihimplies that customers pass through a
stages in every purchase.

1.1.3: Overview of Cosmetics Sector in Kenya

The cosmetics industry in Kenya has been undeggeary fast innovations and competition
growth by the different players. The market is &ygcontrolled by multinationals such as Unile
and PZ Cussons. There are also increppenetration by local players such Interconsumgng
cosmetic industry is amongst the fastest growingha country and it is estimated that Keny
spend about four billion shillings each month oauig and its associated products. This tran:
to fifty billion shillings each year although theasee serious concerns about increasing import
of competitor products. The Kenyan government l@ddhe rate of tax on cosmetic products it
annual budget speech for 2010-11 fiscal year. Koeeseduty on cosmetics and skin care prod
was reduced from 10 per cent to 5 per cent. Theddthto a strong growth of the cosmetics indi

in Kenya in the recent times.



Global antibacterial skin care products marketfosecast to reach $6.2bn by 20Q1lis bein
increasingly driven by the need for youthful app@ae and skin care prevention, according t
'Medicated Skin Care Products: A Global StrategusiBess Report' by Global Industry Anal
(GIA).Owing to the abilities of enhancing visuappeal of the skin to suit varied lifest
requirements along with catering to beauty and skie needs without adversely impacting the
health, medicated skin care products hold high esaln the consumer mindset®roduc
premiumisation, where higp priced products offer increased benefits, alomgh product
innovation, expansion, and celebrity endorsementsdaimed to be the platform for the marl
future growth, the report stated. Promising to hmpsumers suffering from various categen
acne and pre-mature aging, medicated skin prochelfs cleanse the skin blemiftee from acn
and prevent recurrence, renew cells, replenisiskirewith vitamins and also delay cell senesc
and formation of wrinkles. The market has also @ssed the shift from traditional amiging
products to effective skin care products, with ygaters using products to accomplish holistic
care from an early ag&he report also stated that skin care, which hasrged as an importe
lifestyle requirenent and workplace competence quotient, is makiag v the mature econom
where consumers are increasing their spending mopal groomingThere has been growing tre
in the introduction of antibacterial products iretKenyan market. These inclubeands such

Dettol, Carex, lifebouy, Imperial leather, lotionguid detergents and toothpastes produthes:
claims have been used as a key product preposdianfluence the consumers purchase deci
‘Antibacterial’ has become a selling pbim an age of widespread media coverage of parcd
and fear of bacteria.

1.2 Statement of the problem

The use of antibacterial claims on products has biseng in Kenya in line with other parts of
world such as the US, however there’s conflictigputs from different researchers on wheth
not antibacterial are effective.(Aiello et al., Z0@oncluded that "The lack of an additional he
benefit associated with the use of triclosamtaining consumer soaps over regular soap, cd
with laboratory data demonstrating a potential riskedécting for drug resistance, warrants fut
evaluation by governmental regulators regardingoanterial product claims and advertisirigacl
year Companies invest billions of dollars to inflae the decisions consumers will reakhel

choosing their personal capeoducts versus those of their competitors. Howelittle attention i



placed on why consumers make their choices, deuvtleip patterns of preference, and esta

long-term loyalty to a brand, product, or cause.

Several studies show that approximately 73% of woes purchase decisions are made at the
of-sale (Butkewiienéet. Al., 2008; Clement, 2007; Silayoi & Speeb6y). This is especially tr
for low-involvement purchases within a supermarlgs, purchase of Fast Moving Consun
Goods (FMCG) (Clement, 2007; Underwood%anne, 1998). The variety of product assortm
the shelf space positioning, and the point-of-pasehadvertisements are all factmuencing th:
customer’s decision. Nevertheless, packaging isfitte tool reaching theonsumer, making
strong impact during their decision-making process)y through its hysical appearan
(Butkevitiencet. Al., 2008).In Kenya today, there’s a need to establish tlioaship between tl
emerging trends where most organisations are langaeveral products with the prepositiol
antibacterial and it's effectiveness in influenciognsumer’'s pwhase decisions. This is larg
attributed to the increasing competition by theustdy players characterised by rapid innovat
changing consumer lifestyles and increased importaif these products. Whereas rapid grow
being witnessed in thesstor, every player is keen to increase it's masketre. This study seek:
investigate the effectiveness of antibacterial #aike@ment claims on personal care produc

influencing consumer’s purchase decisions.

1.3 Objectives of the study
General objective
The main objective of this research is to inveséighe effectiveness of antibacteradvertisin
claims on personal care products in influencingscomer purchase decisions in Kenya.
Specific Objectives
The specific objectives are to;
i) To determine theffect of antibacterial advertisement claims onstoner purchase decision:
Nairobi county,Kenya
i) To determine the key factors influencing thee of antibacterial claims in Kenya

iii)To establish the challenges facing the cosnsegied personal care industry



1.4 Value of the study

This research would be useful to all the sectokedtalders have insights in influencing ful
decision regarding a number of areas that wouldcaffthe product designs, choice of marke
strategies, allocation of scarce resources antegicaplanning.

This research would add to the theory that suppgbeglecisions organizations make relating t
importance of the antibacterial claim used in tipeaducts.

To the practioners, largely characterized by thaufecturers, this research will be useful to tl
organizations that manufacture products brandedpasdioned as antibacterial to enhance m
penetration and justify increased usage of themdaor look for alternative waysf enhancin
consumer purchase decisions. As noted, many omg#oms are launching and relaunching proc
with particular emphasis on the antibacterial posihg. Lastly, for the policymaking perspect
and the consumers findings will increase amass on whether these claims are justifiec
therefore the additional costs attributed to amtidr@al products compared to the ordinary pers

care products.



CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
Antibacterial product is any product to which aetigntibacterial ingredients have been
added. These chemicals are intended to kill bactarid microbes, but are no more
effective at deactivating viruses than any othedkof soap or detergent, and they also Kkill
nonpathogenic bacteria. These ingredients are wsedsition the products as capable of
giving consumers additional benefits thereby infitiag their purchase decision and
presents a perfect platform for advertisements.
2.2 Advertising claims
An advertising claim is a written statement, intdity patent, claims are the part of the
patent application where the inventor specificaligtes what their invention is and what it
can do. Claims define the legal scope of a pateshidefine what can be protected by patent
law. There are various types of advertising claimbkich include the weasel claim, 'the
unfinished’ claims, the ‘we’re different and unéjwclaim, the ‘water is wet’ claim, the
endorsement claim, the statistical claim, ‘the ctment the consumer ‘claim and the
‘rhetoric question’(Schrank 1974)

2.3: The Consumer decision making process

Miller and Layton (2000) define a Buyirdgcision process as the series of logical stagbt
differ for consumers and organisations that a pFoye purchaser goes through when faced v
buying problem. The staged the buying decision process are: needs recognivwhere th
consumer is moved to action by a need, Identificatf alternatives where the consumer iden
alternative products and brands and collects inébion about them. Product and br
identification may come from a simple memory scan of jmey experiences to an exten:
external search. Thirdly is the evaluation of al&tives where the consumer weighs the adva
and disadvantage of alternatives identified. Thedwation may involve gingle criterion, or seve
criteria, and then compare each alternative. Fbuishthe purchase and related decision wher
consumer decides to buy or not to buy and makesr athcision related to the purchase. If
decision is to buy, a serie$ related decisions will be made, such as wherewanen to mak
transaction, how to order or take delivery, the hndtof payment and other issues. Lastly it
post-purchase behaviour where the consumer seagsurance that the choice made was thec

one. What a consumer learns from going throughbthgng process has an influence on his



time purchase. After identifying the customer bgyutecision process, we should know there
some important factors that influence it, suchrdermatian, social factors, psychological fact
and situational factors.

Customers should know what products and brandsaaéable, what features and benefits
offer, who sells the products at what prices aneéretthey can be purchased. Miller et al @
argue that there are three sources of buying irdtion; personal sources, commercial sources
public sourcesMiller et al (2000) argue that people’s buying bebar is often strongly influenc:
by the class they belong to. Such as the uppes,dlsy usually like to buy expensive goods
services.Walters (2002) shows that purchasing activities aften required to overcome barr
and these may be practically based or influencetie@sychological in their nature. Assael (1!
suggestsnanufacturers can overcome that value barrier mways. The first uses technolog!
reduce the price. The second is to communicateevattributes to potential consumers that
have not been made aware of or have not identifiethemselves. Asgh (1995) is suggesting 1
use of process technology to reduce costs andpes but product technology may have the e
of reducing in-use costénother widely used model in marketing that attegrtptexplain consum
decision making process is called the hierarchgfieicts model.

Figurel A General Modd of the Hierarchy of Effects
Source: Adopted from Delozier (1976)
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The HOE model begins with the state where a consums no awareness about the b
(unaware) hen develops awareness triggered by external stisudh as advertising message

more information is obtained and processed, thewner develops more specific knowledge &



the brand. The knowledge then is used as bas$srnoa liking or dislikng, leading to a preferer
of brand relative to the others. However, peogedto be pushed beyond the preference st
actually buy the brand of preference. The prefegestage, after all, simply means that
consumer has formed a preference psychologigadly it takes conviction to actually buy
brand.

Traditionally, consumer researchers have approadwemision making process from a ratic
perspective. This dominant school of thought viemessumers as being cognitive i.e probl
solving and, to some but a lesser degree, emotionah &uew is reflected in the stage model
typical buying process calléde consumer information processing model

Figure2 The Consumer I nformation Processing M odel
Source: Adopted from Schiffman and Kanuk (1997)
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In this model, the consumer passes through fisgest problem recognition, information see

evaluation and selection of alternatives, decisioplementation, and pogtdrchase evaluati
(Source Adopted from Kotler (1997), Schiffman and Kanuk997), and Solomon (19967.he
marketers therefore tries to understand the nekedgferent consumers angaving understood
different behaviours which require an in-depth gtatitheir internal and external emnment, the
formulate their plans for marketingistomers follow a logical sequence before and aitechasin
a good.

The three other comprehensive models for consumeision making werg@roposed by Nicos

10



1966; Engel et al. 1968; and Howard an@tB8hL969.These attempt to trace the psychologiat
of individual consumers from the point at whichytheecome aware of the possibility of satisfyii
material need by purchasing and consuming a pradutteir final evaluation of the consequel
of having done so. Engel et al., (1986) suggedthigh involvement with a product resultsar
extended problem solving process which starts witbblem recognition,followed by ai
information search, alternative evaluation, purehamnd post purchasxctivities. This process
aided by an active information processing sequéemaaving exposure, attention, comprehens
yielding/acceptance, and retention. The choice radeted by the outcomef the informatio
process-aided decision sequence may have satisbyidigsonant outcomes: Festinger (1957)
introduced the theory of cognitivddsssonance for the consumer, which influence fupunehasing
Engel and Blackwell (1982) also point out that emwmental influences may affect tdecisiol
sequence acting on the consumer’s motivation atghtion, andhat unpredictable factors suct
non-availability of the desired brand imsufficient funds may result in modification ofettactue

choice made by a consumer.

This model assumes that observed consumer behasipueceded by intrapersonal psycholog
states and events (attitude-intention-purchase eseg). Moreover, the model depicts tl
psychological events as outputs of the processingfarmation, taking for granted that meumer
seek and use information as part of their ratiggmablem solving and decision making proce:
Thus, one of the main criticisms of the extendeabf@m solving modelss that they assume tl
consumers are complex and rational decision mal@ehavsky and Granbois 1979). Ehrenl
(1988) criticized thesenodels because they cannot be precisely testedreldigonships betwe
concepts are poorly specified and they lack agmneethods for measurintpe concepts. It is argu
that while, these steps in decision making fatleowed by consumers for some purchases, sl
process is not accurate portrayal of many purchdesgsions (Olshavsky and Granbois1S
Consumer research strongly suggests ( Jacoby et9dl/) that consumers have very lim
capacities for receiving and using information,ttti@ey do not as a rulendertake ration:
comparative evaluations of brands on the basidhaf attributes or make final judgment am
brands on the basis of such outputs of complexnmidion processing as attitudes and intentior
In the past, investigations on consumer decisiokingaissues weremainly focused on tt

decision-making process. However, Bettman (1@rgues that consumers may sometimes typ
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rely on simple strategies, rathéiyan going through a series of steps or procesgemally whe
they made purchase decisions, they may simply mphasize or analyze some typical dimens
or characteristics that are obvious and being gonsof. In this regard, Sproles and Kend4886
pioneered to investigate consumer decision-makmggssedy profiling consumers into differe
decision-making styles. Such styles haeeently been found to be highly correlated wittme
product characteristics i.e. price, country of wrignd brand in Wickliffe’'s (1998) study. Sit
apparel’s product attributes or critical charactges can always determine métimate purchas
acceptance or rejection by consumers (Sproles,)1979

Consumer decision-making styles are patterned, ahand cognitiveorientations that consister
dominate a consumer’s approach in makmgchase choices (Sproles, 1985, Sproles and Kl
1986). To conceptualize these styles, a model wluomposed of eight mentairientation
“perfectionism consciousness”, “brand conscioushe&sovelty and fashion consciousne;
“recreational and hedonistic shopping consciousnéssce and value consciousnessiipulsive
and careless consumer”, “confused by over choigeswoer” and “habitual and brardyal
consumer” of consumer decision-making behavior established by Sproles and Kendall (1<
A study is therefore undertaken to provide supesi@tomer value, which is the main objectiv
the company. A customer is always defined in teofna specific product or compan$trategie
are therefore formulated by different companieprtavide superior customer value. In formula
market strategies, the pb are directed at the target market. The concephtibacterial produc
has been exploited by maoyganizations to target middle income and high mneaconsumers wi
are extremely sensitive to disease prevention aodldvpay more to enhance the health o

family.
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2.4 Measuring advertisement effectiveness of antibacterial products

The term advertising is defined as “a paid non-qasbs communication from an identified
sponsor using mass media to persuade or influemcaudience” (Wells, Burnett & Moriarty,
2003, p.10). Among the other functions of advergshighlighted in this definition, the most
important is the persuasion factor which is theseguence of the rest of the functions. An
advertisement should have the potential to diffeaéem one product or service from others so as
to produce a desired persuasive effect (Jeong,)20f0dn advertisement does not produce the
required impact, it can be assumed as ineffectick as such the substantial amount of money
that companies spend on advertising their prodggiss to waste. On the other hand,
advertisements producing favorable impact can piyltihe effectiveness of advertising
expenditures. Hence, it implies that advertisingypl a very crucial role in the effective
functioning of an organization.

2.4.1 Streams of Resear ch on Advertising Effectiveness

To assess the effectiveness of advertisement® Have been two streams of research (Jeong,
2004). One stream of research focuses on the pegibal aspects of advertising impact and the
other focuses on the sales and market responsetagih@dvertising effects. These two different
areas of advertising effectiveness research aceigsied below. The market response method of
advertising effectiveness research assesses tlaetmapadvertising in terms of the relationship
between advertising expenditures and sales for rédspective advertising brand during a
particular period. However, advertising studiesmiarket response analysis have resulted in
conflicting findings. For instance, Telser (1962ediin Kocabiyik@lu, 2004) utilized the time
series data for three different cigarette brandswuaneous equation models were used to
explore the relationship between advertising andssd’he study found that different cigarette
brands earn different return on advertising spemndiurthermore, Telser (1962) states that other
marketing variables such as economic conditionstaedevel of competition in the market also
influence the advertising-sales relationship (Kaog&bglu, 2004). While studying the
relationship between advertising and sales, Quékfii4) also argued that other variables like
disposable income, education etc. should be coresidas these factors affect the advertising-
sales relationship. Murphy and Cunningham (1993jesthat linking advertising with sales
impact is not appropriate as other marketing végmbuch as economic factors, market factors,

affect the company sale. In fact, previous reseamstestigating the real effectiveness of
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advertising has not found a clear link between dtbreg and its effect on company sale
(Vakratsas and Ambler 1999). Neslin (2002) fourat thther variables like sales promotion can
have a significant influence on the advertising aalés relationship and consider such variables
responsible for inconsistent results in previousligts on the effectiveness of advertisements.

On the other hand, advertising researchers, exgjdhie psychological and behavioral impact of
advertising, concentrate on the psychological factsuch as recall, attitude towards the
advertisement and brand, and purchase interestthi@r advertised brands (Jeong, 2004).
According to this method, consumers are shown &ideenents and then their responses on how
they perceive the advertisements are tapped. Fortdre, responses about their future behavior
regarding the advertised brands are also recorBaded on such responses from viewers,
inferences are then made about the overall sucoedailure of the respective advertising
campaign (Barban, Dunm, Krugman & Reid, 1990; Kov&oldberg & James, 1995; Till &
Baack, 2005).The behavioral perspective of aduegigffectiveness provides insight into the
antecedents of consumer behavior like attitudeglk@and brand choice. It, therefore, supersedes
in importance than the market and sales responsleoth®f advertising effectiveness. This is
also more important as it is more consistent whid marketing concept which focuses on the
final consumer as a fundamental business philosg¢png, Lee & Leong, 2007). Consistent
with such views, Lucas and Britt (1963 cited in Kbiyikoglu, 2004) stated quite earlier that the
basic purpose of advertising is to provide infororat about the actual receivers of
advertisements that are instrumental in the seleatf appropriate advertising strategies. This
ultimately improves the effectiveness of advertisatnand hence will positively affect the

market result

Measuring the effects of advertising is very impatt given the amount of investments needed
for advertising. While it is not possible to obtam global measure of the advertising
effectiveness, we should seek to develop and apmyhods and measures for a partial
verification of results. Regarding the difficulty measuring the overall effectiveness, we believe
that it is due essentially to the following consatens: advertising interacts with other business
variables, behavior, marketing policies, financidécisions and environmental variables

competition, economic conjuncture hardly isolalles effects of advertising are varied and not
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always translatable into quantitative terms; amtve#ising causes long-term effects, not always
therefore the results occur in the same periodhichvare the costs.

In literature and practice the evaluation of adsert) effectiveness has used two basic models:
These models are the dichotomous model and the-thmeensional model.

The dichotomous model is applied mainly in prodaeti brand advertising, tending to isolate

and evaluate separately the sales effect and thencmication effect.

The sales effect refers to the assessment of dpabdity of advertising to affect the sales
volume and the market share, regardless of thalpessfluence of other variables. For Batra et
al. (1995), the effectiveness of advertising shdaddconsidered for its effect on sales in the short
term. This advertising performance measuremenased) on the marginal theory (Chamberlin,
1948). The advertising is therefore regarded amdependent variable that can be combined
with other marketing variables to have a certafeatfon the dependent variable, sales. The aim
is to seek the best combination of the determinaritshe sales increase. The effect of
communication refers to the ability to reach, wagipropriate messages, a more significant share
of public. Such effect is examined in literatureéhndlifferent approaches: sociological, semiotic,
and psychological and socio-psychological. Socicganalysis focuses on the community,
considered as a system governed by rules and soorahs, and on the social behavior
(Moingeon, 1993). The role of advertising and cangtion in the society change is a very fertile
topic. Sociology has examined how advertising fices opinions, attitudes and behaviors of

individuals and social groups.

There are two opposite sociological perspectiveshéo advertising function in contemporary
society. The first maintains a positive approachativertising. It is believed that the role
advertising is to better organize economic andatwelations, to harmonize social behaviors, to
make people adhere to common values and to help théetter live together without problems.
The second approach is, by contrast, rather chiecause advertising tends to generate a mass
consumption. In order to adapt messages to a walalience, introduces new, poorly
differentiated, symbolic values (Friedman, 1979j)vartising is aimed at improving the sales
volume of a concern so its effectiveness can béuated by its impact on sales. Most of the

managers believe that the advertisement directlgcesf the sales volume and hence they

15



evaluate the effectiveness of the advertising cagnpay the increase in the sales volume. There
are two types of measures, namely direct measuaksdirect measures

2.4.2. Direct Measures of Advertising Effectiveness

Under direct measures, a relationship between @sgivey and sales is established. A comparison
of sales of two periods or two periods or two meskamay be done and the corresponding
changes may be noted. The methods that are ggnesall in measuring that advertising effects
include, historical sales method where some insightb the effectiveness of past advertising
may be obtained by measuring the relationship betvilee advertising expenditure and the total
sales of the product. A multiple regression analysi advertising expenditure and sales over
several time periods may be calculated. It wouldwshhow the changes in advertising
expenditure have corresponding changes in saleesmel This technique estimates the
contribution that advertising has made to explaninm a co-relational manner rather than a
casual sales, the variation in sales over the fier®ds covered in the studijhe other measure
of advertising effectiveness is the method of expental control where a casual relationship
between advertising and sales is established. @oerienental approach to measuring the sales
effectiveness of advertising is test marketing.yrfbeuld be done using before-after with control
group design, the effect of advertising campaigm loa measured by subtracting the amount of
post campaign figure of sales from pre campaigressdigures for the test regions or
Multivariable Experimental where it is possiblestealuate how each individual medium behaves
alone and in all possible combinations with othedra.

2.4.3 Indirect Measures of Advertising Effectiveness

As it is very difficult to measure the direct effexf advertising on company’s profits or sales,
most firms rely heavily on indirect measures. Thesmasures do not evaluate the effects of
advertisements directing on sales or profits blubther factors such as customer awareness or
attitude or customer recall of advertising messaffect the sales or profits or goals of the
business indirectly. Despite the uncertainties alitbe relationship between the intermediate
effects of advertising and the ultimate resultsinde@ect measuresxposure to Advertisement.
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CHAPTER THREE: RESEARCH METHODOLOGY
3.0 Introduction
This section addresses the methodology that wed imsthe study. The section is organized as
follows; Research design, sample design, Data seudata collection and data analysis

techniques that will be used in this study.

3.1 Research design

Descriptive research design was used in this stitdjnvolved collections of quantitative
information that can be tabulated along a continimumumerical form.

The study was based on both gquantitative and atigbt research techniques. Qualitative
techniques was employed in order to provide contdxaind in-depth understanding of the
effectiveness of antibacterial claims in influergcithe purchase decisions of the residents of
Nairobi county, with specific focus on the consuswho purchase their products from the large
beauty shops in the central business district, umlestigation while quantitative approaches
was employed for purposes of obtaining a highlpmgis and empirically based study to inform
policy decisions

Target Population

The target population for the survey is the erdgtof units for which the survey data are to be
used to make inferences. Thus, the target populdidfines those units for which the findings of
the survey are meant to generalize. The target lpbpuos in this research was customers in
cosmetic shops in the Nairobi city centre are thg Beauty shops within the central business
district and would be considered for the reseaftte target group was sampled randomly and
was contacted in person while issuing the queséivas. A total of 65 consumers were sampled.
3.2 Sampling

In the Nairobi county central business districeréhare 24 beauty shops (Nairobi city council
licencing division). The sampling process conside8®% of the total data universe will be
adequately representative. The consumers will beletil into different categories depending on
their experience with antibacterial products. Thod® always use antibacterial products and
would not buy non- antibacterial product, Averagers, those who would use the antibacterial
product on specific occasions and recommendatiNos-user, those who would not use the
antibacterial products. Sampling frame is the $etomrce materials from which the sample is
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selected. It is a list of all those within the pgtion who can be sampled, and may include
individuals, households or institutions. A total ®fkey cosmetics outlets within the central
business district will be used for this research.each of the outlets 8 respondents will be
sampled for the research.

3.3 Data Collection

Only primary sources of data were used in the stlithg primary data source was derived from
a survey of consumers of antibacterial productghen city of Nairobi in Kenya. The selected
consumers were current users of antibacterial pafstare products, partial users and non users.
It's a pre-formulated written set of questions thieth respondents record their answers, usually
within rather closely defined alternatives. It was efficient data collection mechanism
considering that what was required and how to nreathe variables of interest was known.
Each respondent was asked to respond to the sdanoé geestions, hence an efficient way of
collecting data from a large sample prior to ga#ie analysis. The questionnaire was divided
into two sections, section one sought to estalili€hattitude related data while section two
sought to establish the challenges facing the tngu3he type of questionnaire was self
administered, where it was delivered by hand arteaed later after obtaining the contact
details of the respondent.

3.4 Data Analysis

After the data is collected, it was organized faalgsis. This stage involved receiving data
collection instruments i.e. the questionnairestirglinformation obtained from data collection
instrument, this helps detect errors and omissems$ correcting them where possible. This
guarantees that data are accurate, consistenotiign information, uniformly entered, complete,
and arranged to simplify coding and tabulation. sTlensures that minimum data quality
standards are achieved. The summarized and codi@dvdabe entered into the computer after
which analysis of quantitative data will be donengghe Statistical Package for Social Sciences
(SPSS). For objectives descriptive statistics, nampercentages, means, and standard deviations
was used. Inferential statistics are frequenglydito answer cause-and-effect questions and
make predictionsRegression analysisill be used to determine the effect of the indejgam variables

on a dependent variable. Regression measures ldivgempact of each independent variable and is

useful in forecasting
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CHAPTER FOUR: DATA ANALYSISAND PRESENTATION OF FINDINGS
4.1: Introduction
The data collected from this study was analyzediatetpreted based on the objective of the study.
The chapter summarizes the effectiveness of Antoiat claims advertising in Nairobi County,
Kenya. It establishes the perception of these daon consumers purchase decisions and the
correlation of different demographic factors on plechase decisions.
4.1.1 Response Rate
The study targeted to sample 65 respondents iaatol the data with regard to the effectiveness of
antibacterial advertisement claims in Nairobi Cgurrom the study, 58 out of the 65 sampled
respondents filled the questionnaire while beinmiadstered, while the 7 respondents were unable
to fill immediately at the time the researcher wasducting the interview promising to return to the
beauty shop to deliver it the following day but diok happen.This represents a response rate of 89 %

Table 4.1: Response Rate

Response Frequency Percentage

Responded 58 89%
Not responded 7 11%
Total 65 100%

Source: Survey data, 2012

m Responded

m Not responded

Source: Survey data, 2012



4.2. Characteristics of respondents

The study sought to find out the demographic detafl the respondents under investigation.
Questions with respect to ones gender, age, hidgnesdtof education, income levels and religion
were asked. The table below represents the respdingewere obtained. The primary data was
collected from 58 respondents, although a tot&#Sofespondents ware sampled. This represents
a response rate of 89%. This is largely attributedthe personal administration of the

guestionnaire by the researcher.
4.2.1 Gender of therespondents

Table 4.2.1: Gender of Respondents

H male

M Female

It was noted that a significant number of consun@drgeauty products sampled (79%) were
female while (21%) were male. This implies that oniéy of the buyers of beauty products are
female and any organization seeking to design f@ctefe marketing plan should exploit the fact
that female are the key decision makers in the dfmld regarding the type or brand of the

beauty product to be purchased.
4.2.2 Age of therespondents

The research was aiming at establishing what &agle profiles of the respondents to determine
if they are key persons involved in the purchaseess for the beauty products. The results of
this study showed that majority were from the agmsging between 20- 30 years (60.7%)
followed by the age profile between >30 (37.5%)nbfity of the respondents were below 20

years
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Table 4.2; Age Profile

Age Frequency Percentage

< 20 years 1 2%

20- 30 years 34 59%

30-40 years 21 36%

> 40 years 2 3%
58 100%

Source: research data, 2012

4.2.3: Education

The study found that the majority of the respongl@ii% had college education, while 32.8 %

had university education

Figure 4.3: Education

m Secondary

It was observed during the research that majofith@respondents had college level of educatidfo4

and had a keen interest on the products that tleeg using for their beauty requirements. The second

Highest category had university education ( 32.8%) 25% had either secondary level of education or

below.

This was a criteria intended to help understandtdrehe level of education was a factor in inficiag

the purchase choices for the consumers.
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Table4.3: Summary of results

Variable Variable description Frequency Per centage
Gender Male 12 20.7
Female 46 79.3
Agerange Under 20 years 1 1.8
20 to 30 years 34 60.7
31 to 40 years 21 37.5
Occupation Formal 23 39.7
Informal 27 46.6
None (Unemployed) 8 13.8
Monthly Income Less than 10,000 15 25.9
Btw 10,000 and 50,000 34 58.6
Above 50,000 9 15.5
Highest level of education Secondary 15 25.9
College 24 41.4
University 19 32.8

4.3: Effectiveness of antibacterial claims on consumersdecisions

The respondents were asked different question®séants) to gauge their different levels of
agreement about different aspects of antibactpralucts. The table below present different

frequencies on the various levels of the agrees@ale (percentages are in brackets)

Table 4.4: Results of Respondents attitudes tob&nterial products

Strongly Agree Disagree Strongly
agree disagree

| purchase the current beauty products
because | learned their benefit through ad2(20.7) 34(68.6) | 10(17.2) 2(3.4)
advertisements in the media

There are several advertisements @ on
antibacterial beauty products claiming22(38.6) 21(36.8) 9(15.8) 5(8.8)
over 99% effectiveness

Antibacterial products play a significant
role in protecting me from illness

| strongly prefer antibacterial personal 28() 23(40.4) 8(14.0) 6(10.5)

19@32.8) | 26@4.8) | 7(12.1) 6(10.3)
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products more than the non-antibacterial
products

If | were to purchase a personal care
product | would first confirm if it is 23(39.7) 1932.8) = 12(20.7) 4(6.9)
antibacterial or not

| can confirm that the antibacterial
products | have been using has helped8(31.0) 2237.9)  12(20.7) 6(10.3)
cure a skin related ailment on my body

| believe that the products sold as
antibacterial are effective in giving 15(26.3) 30(2.6) 9(15.8) 3(5.3)
protection against germs

My attitude has positively changed jas
result of the increased awareness createld(24.6) 26@5.6)  12@1.1) 5(8.8)
in the TV advertisements

If a personal care product is not

antibacterial, | will not purchase 13(23.6) 3(.5) 2962.7) 10(18.2)

The prices of antibacterial products ar

higher and the reason for this is justified 613(23'6) 24643.6) 9(16.4) 9(16.4)

| trust the claim that antibacterial product

protect us from germs 23(39.7) | 24@14) | 7(121) 4(6.9)

From the above analysis, many respondents stroaghge (38%) that there are several
advertisements with antibacterial claims, while Y@6agree. This implies that a significant
percentage of the respondents recall the diffeadmertisement that different manufacturers use
to reach out to their clients using the antibaateadvertisement claims. A small percentage
(8.8%) do not agree that there has been severartssbments on the antibacterial beauty
products. On the respondents perception of théaaterial products performance in delivering
product claim (32%) strongly agree, while (44%) esgr This represents (76%) of the
respondents. This shows that these respondents thakepurchase decisions based on their
understanding that the products deliver the pratedrom antibacterial agents thus enhancing
their bodies protection form illness. This resuifurther confirmed by the responses on the
consumers’ preference for the antibacterial begutyducts compared with the ordinary
products. Majority of the current (24.6%) stronglyree and (45.6%) agree of the users attitudes

was positively influenced by the advertisements
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4.4. Factorsinfluencing consumer purchase decision for beauty products

In an attempt to know the characteristics thataettione in choosing personal care product
respondents were asked to give or name the best #itributes of the product. The table below
shows the results

Table 4.5: Factors consumers consider when makinghpse decisions

Product positioning during advertisements Responses
Frequency Percent

Good packaging 15 9.7%
Nice fragrance 26 16.8%
Antibacterial ingredients 36 23.2%
Good quality product 49 31.6%
Ready availability 26 16.8%
Popular among colleagues 3 1.9%

Total 155 100.0%

Product positioning as high quality (31%) was a kagtor in influencing consumer purchase
decision. The use of antibacterial advertising caamsethe second key consideration for the
consumers with (23.2%). The popularity among coiless did not serve to influence most of the
respondents to purchase the products.

4.5 Measurement of effectiveness of different techniques of advertisements

Respondents were asked what promotion techniquksemeed their choice of personal care
product. They choose the top three promotion teples that influenced them. The study aimed
at establishing which method of product advertisgmeas responsible for causing the

respondents to use the current beauty productsatteelyuying.
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Table 4.6: Different techniques of Product advertient

Different techniques of advertisements Responses
Frequency Percent

Sales promotions 45 26.9%
Public Relations 37 22.2%
Personal selling's 30 18.0%
Television adverts 45 26.9%
Radio adverts 3 1.8%
Newspaper and journals 7 4.2%

Total 167 100.0%

From the above results, it shows that televisioregtsements and sales promotions are the most
effective methods influencing (45%) of the currenhsumers to purchase the beauty products
they are currently using. The results indicate tlaaio advertisements are the least effective
influencing only (3%) of the total population. Matkrs can use several techniques to measure
the effectiveness of advertising expenditure. Theskide measuring conversion rate, return on
ad spend, return on investment. Conversion ratesamnes, involve calculating how many visits
to your site convert to a sale or action; Returnaonspend shows how much revenue you
generated per shilling you spent on an advertismeghod, and return on investment tells you
how much profit is generated per shilling you spemain advertising method.

Conversion Rate = Visitors who purchase/Total disit

Return on Ad Spend = Revenue/Advertising Spend

Return on Investment = Profit/Advertising Spend

According to Newman (1998), to capture the numbkrleads generated by advertising,

marketers can setup up a toll free number speltifidasignated for in-coming leads.

T. Gordon, Kim (1997), argues that the best watydok advertising responses is to key each ad
with a unique code, so every sale or lead can éetifted according to its original sourdgy
tracking all the responses according to their sssjrmarketers can test individual ad campaigns to
see which marketing approach and offer producesntbst profitable results. Lesonsky (1999)
believes that effectiveness can be measured byngitime same ad in two different publications with
a different identifying mark on each. Eisenbergya®r (2005) mentions there includes some other

types of techniques for measuring effectivenessloértising.
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Scenario conversion ratd:otal number of visitors starting a specific scemativided by total
number who complete it. Scenario conversion rateable you to quickly identify specific
conversion processes that require improvement @s amose successes should be modeled.
Conversion over timeSeveral measures that reveal an ad’s effectivanegsnerating conversions
over time. Use this for situations where converssdikely to occur over time or multiple visits.

4.5 Factor sinfluencing widespread launch of antibacterial products

Table4.7: Results of the reasonsfor increasing use of antibacterial advertising claims

Factors enhancing Antibacterial products and Claims Responses
Frequency Percent
Increasing income 7 4.1%
Increased awareness on the 51 29.8%
products benefits
Fear of germs 34 19.9%
Positive product performance 40 23.4%
Favourable price and benefits 32 18.7%
Fashionable 7 4.1%
Total 171 100.0%

The research sought to establish the cause of ithespread launch of antibacterial products in
Kenya and from the results above, increased awsseme the product’s benefit at( 29.8%) was
the key factor. This implies that the result of thereased education, media presence and a lot of
information flow, most of the consumers are ableptwchase a product based on a detailed

knowledge of the product benefits.

4.6 Challenges facing cosmetic industry

The research found out that the consumers of vaubeauty products do acknowledge that there
are diverse challenges facing the industry as aleviithey are however optimistic that these
challenges would provide the required manufacturezed to continue innovating different
solutions to these challenges.

The results found out that the key challenge iscth@inued access to more innovations and cost
effective solutions. This implies that unless thanofacturers are keen to invest in new brands

with different product preposition as in the ca$eawtibacterial products, then the chances of
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succeeding are reduced on continuous basis anddwafiect their market share and

subsequently their profitability and continued &xise.

Table 4.8: Results for challenges facing cosmatidgstry

Key challenges facing cosmetics Industry in Kenya Responses
Frequency Percent

Increased imports 27 15.8%

Increased awareness on the products 17 9.9%

benefits

Consumers need rapidly changing 23 13.5%

Increased innovation of substitute 33 19.3%

products

Limited access to markets and 19 11.1%

consumers

Rapidly changing government 17 9.9%

regulations

Cultural factors 5 2.9%

Changing lifestyles 30 17.5%
Total 171 100.0%

From the respondent’s perceptions on the challerdigeisig the cosmetics industry in Kenya,
majority of them rank increased innovation of sitbs# products (19.3%), changing lifestyles and
increased imports are considered the second ardl iost significant challenges at (17.5%) and
(15.8% )respectively. The cultural factors wasl#aest significant factor at (2.9 %.)

4.5: Discussion

From the findings and literature, it is clear tlaaitibacterial products advertisement claims is a
preposition organizations are using to enhance toenpetitive edge in an highly competitive beauty
products portfolio. This market niche is charaaiedi by mostly female of between 20 — 30 years,
whose level of education is college and univer@tel. They are aware of the benefits different
products are able to give to them enhance theiutpeand protect their bodies from infections

attributed to microbial organisms. The marketerdf@e has to clearly understand this consumer
and provide products that meet their lifestylegdseand charge value for them. In establishing the

effectiveness of antibacterial marketing claimhats been found out that majority of the consumers

27



belief that these products are effective in deligmwhat it claims to do. It is therefore imperatifor
organizations to ensure that adequate tests hase tenducted to ensure that the result of the
products performance is within the threshold ofliggiaThis will enhance the consumers’ attitude
towards the product and thereby positively influetiteir purchase decisions. By giving this market
niche’ products better than the competitors, aedéffitiation advantage will be established and would
enhance the organizations market share and grdwtim this study, the results agrees with the
finding of Walters (2002) which shows that purchasing acésitire often required to overcome
barriers and these may be practically based anentted, or be psychological in their nature. In
this study the fear of germs and the psychologasalirance on the consumer that antibacterial
products would protect them from infection is key influencing the consumer’s purchase
decision. The study findings also agree with presistudies that an advertisement should have
the potential to differentiate one product or sesvirom others so as to produce a desired
persuasive effect (Jeong, 2004). If an advertis¢meas not produce the required impact, it can
be assumed as ineffective and as such the suladtamtount of money that companies spend on
advertising their products goes to waste. The usthe antibacterial advertisement claim is
therefore effective in influencing specific nichelsconsumers and any choice of advertisement

media should be chosen carefully so as to reasltdhyet segment.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter provides the summary of the findirggsiclusions and recommendations of the study.
The chapter will examine the findings regarding #ftectiveness of antibacterial advertisement

claims for beauty products that was studied and drgbstantive conclusions and recommendations.

5.2 Summary of thefindings

The study sought to establish effectiveness ofbanterial advertisement claims in influencing
consumer purchase decisions. It was clear thatrityagd the respondents were female at 79%, from
age brackets between 20 -30 years. The study fouhdhat majority of the consumers of beauty
products were college and university graduatesal also clear thamajority (52.6%) believe that
the products sold as antibacterial are effectivgiwmng protection against germs. The study has
also found out that most of the antibacterial bggubducts consumers attitudes has positively
changed (70%) as result of the increased awareneated in the TV advertisements. The study
has also found 35% of the consumers strongly piiibacterial personal products more than
the non-antibacterial products. The study found that majority of the consumers (52%)
disagrees that if a personal care product is nobacterial they will not purchase. This shows
that a consumer of a beauty product has severtr§ato consider before making a purchase
decision. To preposition a product only as antixaat is not adequate to deliver a favorable
purchase decision from the consumers. Other facm@salso key in influencing the purchase
decision. From this study, a number of factors wesenpared to establish the significance
consumers attach to different factors. Good qualibduct preposition was ranked the highest at
31%, antibacterial claim at 23%, ready availabilitgs third factor. This means that for any
marketing firm to make a significant penetrationd agrowth in the antibacterial products
segment, it must ensure such other factors as pragphality, fragrance, distribution plans are
adequately considered and resourced to deliver mpihensive package to the consumer
thereby justifying the high price for the antiba@k products and deliver the desired level of
growth in the industry. The study has found outt ttedevision advertisements (29%) and
personal selling (29%) are very important methodsinfluencing consumer’s purchase
decisions. It therefore shows that if an organoratseeks to launch a new product with
antibacterial advertisement claim, it is prudentuse the two methods as they have the best
chance to influence the purchase decisions of th&ppctive consumers.
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5.3: Conclusions.

From the study the researcher concludes that famsfito achieve the desired competitive
advantage in influencing consumers purchase desisising the antibacterial advertisement
claim, it is imperative to ensure that other fasteuch as product quality, fragrance and product
availability are adequately managed. The researel® concludes that there has been a
significant increase in the number of beauty présilaunched in the Kenyan market with the
antibacterial advertisement claim and the manufacsuneed to ensure that there is consistency
in the product performance to kill germs as mangscmers believe that indeed the products
actually protect them from germs. In order to bénmabre, organizations need to continuously
innovate and develop new products with additioreaddfits as way of managing the competition
attributed to the increased consumer knowledgeadyxt benefits and the desire by consumers
for positive product performance.

5.4: Recommendations

The study recommends that manufacturers do not rtfekeasssumptions that consumers will
purchase a product due to its antibacterial cldiat it can protect one from illness. It must
acknowledge that there are a number of other fadtmat consumers consider. In fact a small

proportion of the consumers of these products waotdouy a product if it is not antibacterial.

5.5 Limitations of the study

This study was based on data collected in beautyssin the central business district in Nairobi.
The level of exposure to advertisement to themgsifscantly higher than in most parts of the

country. Therefore the outcome on a number of rekeaiteria may not apply in other parts of
the country where the level of education, inconmesdia exposure is not comparable to Nairobi
County. The scope and depth of the study was ldrbiethe time factor and more regions could
have been sampled for comparative analysis. Sorspoméents were unable to fill the

guestionnaire while being administered by the nefea leaving out some information which

could have been useful for the study. Some of éspandents were unwilling to disclose their

income ranges for personal reasons.
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5.6: Suggestionsfor further Research

The research focused on beauty shops within theobiacentral Business district. It may be

generalisable for other urban settings within tbantry. However, further research should be
done to understand the effectiveness of the arn@hatadvertisement claims among consumers
in rural areas where there is a significantly déf@ economic, social and other demographic

factors among the population.

The study further suggests a quantitative resedesiign in this area to establish an empirical
correlation between the use of antibacterial atsarient claim and products sales volume. This
would give the relationship of some of the meaderghrameters with the outputs. Through the
mathematical calculations it would be possible wstify the price matrix used by many
organizations on these range of products. Fronfitisings of this study, policy makers in the
country should put in place robust systems androlsnio ensure that when organizations use the
antibacterial claims, adequate scientific analyslshave been done to ensure the effectiveness
of the products in providing the benefits the prdiclaim. This will ensure consumers obtain
value for money and at the same time ensure |dagl freld and protect the genuine products
from loosing their market share due to lack of aberice on the products to deliver the desired
benefits. In practice, it is important for consuméo continuously validate the advertisement
claims used by different products and manufactuaadsalways demand for performance against

those claims.
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APPENDIX 1

PERCEPTION QUESTIONNAIRE: Assessing consumers perception to antibacterial
personal care products

QUESTIONNAIRE

Please note: this questionnaire is to be conducted personallyheyresearcher.

DAt i s

Q1. BIO-DATA

NN = T 1PN @ ® o 1 [o] g F-1)
Age:..iii

Under 20yrs () 20 to 30 years( )

31 yrsto 40yrs () 41 yrs to 50 years (

41 yrsto 50 yrs () above 50yrs ()

Sex: male () Female ()

Income range (End of month) less than 10,000.0,§00-50,000( ), >50,000( )
Occupation: Formal () Informal () non¢)

Religion  : Christian () Muslim () iktlu () Others ()

Education : Primary () (Secondary () CollégeéJniversity ()

Q2: Read the following statements, and then indibata tick whether you strongly agree, agree,
disagree or strongly disagree with the statement

Strongly Agree Disagree Strongly disagree
agree

| purchase the current beauty products
because | learned their benefit through
an advertisements in the media

There are several advertisements| on
antibacterial beauty products claiming
over 99% effectiveness

Antibacterial products play a significant
role in protecting me from illness

| strongly prefer antibacterial personal
products more than the non-antibacterial
products
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If 1 were to purchase a personal care
product | would first confirm if it is
antibacterial or not

| can confirm that the antibacterial
products | have been using has helped
cure a skin related ailment on my bocly

| believe that the products sold as
antibacterial are effective in giving
protection against germs

My attitude has positively changed as
result of the increased awareness
created in the TV advertisements

If a personal care product is not
antibacterial, | will not purchase

The prices of antibacterial products are
higher and the reason for this is justified

| trust the claim that antibacterial
products protect us from germs

Q3) Which of these characteristics do you like dl@opersonal care product? Indicate the best three
in order, with the best being number 1.

Good packaging [ ]
Nice fragrance [ ]
Antibacterial ingredients [ ]
Good quality product [ ]
Ready availability [ ]
Popular among colleagues [ ]

Q4) Which of these promotion techniques influenged, hence in your opinion effective means of
advertisement for personal care product you anmeg@sindicate the best three in order, with the best

being number 1.

Sales promotions [ ]
Public relations

Personal selling’s
Television adverts [ ]
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Radio adverts [ ]
Newspaper and journals [ ]

Q5) Which of these factors are key in influencinglespread launch of antibacterial products in
Kenya? Indicate the best three in order, with st being number 1.

Increasing income [ ]

Increased awareness on the prod[ ]
benefits

Fear of germs [ ]
Positive product performance
Favourable price vs benefits

Fashionable [ ]

Q6) Which of these factors are key challenges tathie cosmetics industry in Kenya. Indicate the

best three in order, with the best being number 1.

Increasing imports [ ]
Increased awareness on the prod[ ]

benefits

Consumers need rapidly changing [ ]
Increased innovation of substitute produgts]
Limited access to markets & consumers [
Rapidly changing government regulations [
Cultural factors [ ]
Changing lifestyles [ ]

]
]

36



