
CHAPTER 5 

-PLANNTN_G SELECTED KENYAN UNDERTAKINGS &E STUDLEa 

The preceding chapter contined a descriptive analysis of the state of art exis& with regard to 
the marketing planning function in Kenyan industries.lt also brought about thet$fkrences which 
chisred in the management of this function in the case 01 public and private scc c@mpanics also 
between private sector companies with foreign collaboration and without such The  

. aboveanalysis concenuatedon studyingand summerising thevariables in 
of the marketing planning function at an aggregate level . 

In the present chapter an attempt has been made to gel a holistic view by &dying thc steps 
involved in the marketing pianning process as it is  practised in some of the 
which have been selected for this study. The mode of approach adopted has been a set of two 
companies, one from the field of the private sector and the other from ;he field 
making compzuativc study through the case study method of marketing plannin process in these 
conpanies. Five s u c i t s  have henstudied for this purpose. The industries m r e ~ ~ r l h i r  purpose 
include consumer non-durable gi lod~~consun~er  durable goods, and phannnceu a. The  chapter 
concludes with an overall cornparision of Lhe marketing planning process w il) obtains in these 
~.ompanies. 

MARKETING PLANNING IN FOOD PRODUCTS U N D E K T A K I N ~  S T U D Y  
OF PUBLIC SECTOR L'NL)EUTAKING 

The corrcspondin: public sector company in this field was set up in 1909 apd was entrusted 
\ ' , , i~li the rcsponsibili~y oTrn~ni~l:~cturin_c and distributionofproteinenrichcd u.holesumenutritious 
and fortificdccinvcnienl food produclstoihcgencral publicand to ihe ins t i tu l ionsa t~~~onab le~r ices  
.I[  was also required to assist the government of Kenya in implementin! varic! 6 social welfare 

: pfograninles. The compmy set u p  several planlsatdifferentplacesin Kenyo name1  Nnirobi.Eldore[ 
Nnkuruetc. during 1909 to 1960. Thecompany hadexpansion within and o 'tie the country, 
expansion started by 1935. During this time the company established seve $ plants in the 
neighbouring countries of which laler on these plants were nationalised . T h c c o m h y  hasextended 
iu product lines during 1965 to 1986 either by adding production facilities at 
stilrting new production facilities. The government has been approving add 
company forsettingupofmore plants by usingentirely indegenousraw materi 
diversified in other related food products. For ensuring success in i& diversific 
company was making use of the modern marketing methodsand techniques. 11 
to itsresearch cfrorls, the company hasalso started aresearch and developmen~ 
co~npany's~i~miulac~uring uni~swherestricttcs&arecmied outatevery s u g e  ol' 
and further Less are carried out at the central laboratory in Nairobi. 

'Thecom~iuny s~~tcdfurthcrthatitisplanningto diversify in other are3sreiateU itbothasvertical 
: in~crgration as well a.5 horirontal intergration. The company thinks itself as a " % cle leader" and 
leveller of price and cjo;llity as nieentioncd by the marketing manager. It h u  n 3546 averall share of 
thc ~narket  wi~ich givcs i t  an edge over itsconipclilors. The company h ~ s  been usibgigeneric names 
to market irs p~ oductl, but this was niaking the company loose itsmarkct share.  4 t J l e  moment thz 
company is using br:ind names, changing its packaging design, shape, colour and eTeh the size of the 
product. 

Market Stuctrlre: 

Thecompuly is operating in ;i market where it is facing intensive cornpet i t id  from other large 
sized cstablislicd foreign-collaborated units in the private sector. ltsother cornpeti&$ are numerous 
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sn~al l  and medium sized manufacturers both from the organised and 

Q r u o r a t e  Planning 

It had been trying to prepare five yearly plans. At the sametime the e&my operates using 
revenue budgets (annually) and these indicates the revenue to be generatedby Mkeerent departments 
within the company. The modus operandiofthe company in preparing its last l)~e year plan has been 
In the following lines. 

One exisitingdatawas used by it for making projections of demanddu (his period in respect 
of different items manufactured bv it. To illustrate it was found that rate of demand for 
~ t r  main products in various towns &d in the rural areas wasexpected to be be&50% to 60% yearly 
not only during the next five years. Secondly thecompany worked outthe dea&?fwthesame period 
h r  the same main products which it would be supplying to the b e n e f i c i d  under the specid 
nutrition programme, government of Kenya In working its estimates. it Ise of the estimates 
made by working group of the department for the purpose. In this connec 
roughly 70%,of the beneficiaries will be supplied the required productsfr 
Thirdly the company set its production unitsin themain townswhere the 
m d  at the same time considering the availability of raw material infrw 

Corooorate Obi- 

The company has spelled out its corporate objectives in writing md Qve been divided in 
two broad categories. viz; non-financial objectives and financial objectiv The derails of these 
objectives are as under:- 7 
(a) Nonfinancinlobjectives 

-To manufacture wholesome and nutritious products under hygenic c o h l o n s  for supplying 
to general public, institutions and government sponsored at r e 4 i b l e  prices and thus 
licip in improving the dietary standards of the people. 

-To promote the use of indigenous raw materials required ior manula VQng of its products 
m d  set up such amilliary industries as may be necessary for sustaining the & ction and growth 
of the industry on modem lines. 
(b) Financial objectives:-. 

-To pay dividend regularly on the paid up capital of the company. 
-To earmark every year a certain percentage of the protit for expansi&programmes. 
-To price the products taking into account the cost of production. the ne# toensure adequate 

return on capital invested and the price of similar products in the market. 
-To pay remuneradon to theemployeeskeeping in view the wageslructu~Otpolicy as declared 

by the Kenyan government. 
The ultimate responsibilily for developing the corporate plan for the is that of Lhe 

general manager.For this purpose the general manager has'constituted n oo hittee consisting of 
marketing managectechnical manage~personnelmanager,financialmanager a$ other , functionaries, 
provisions also existed for consulting the area representatives from d i f f d t  places all over the 
country 

hlnrketinlr Obiectives 

As far as the overall marketing objectivesof thecornpany are concerned, il(ctse the company had 
already integrated with the corporate objectives listed earlier. The follow. were the additional 
marketing objectives which the company was trying to achieve.: 9, ! 

-To attain customer or consumer satisfaction. 
-To market at profit products of maximum value to consumers both cu+t and potential 
-To improve and strengthen company's long range profit outlook. 4 

-To increase relative market share. 
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-To develop new d~suibuuon methods and channels as a means of improvin p~rticipation and 

entering new producls. 
i 

-To contlnueimprovementsin productsin temsofquality.features, style o r ~ ~ i ~ n , c o l o u r .  size, 
.shape etc. 

Res~onsibilitv of hlarketinl: Planning 

The responsibility of co-ordinating the marketing pianningfunction in thec any was that of 
the marketing managcr. nemarkelingmanagerisassisEd by theGenerd M a n a g r  2' g salesmen who 

: comprise the marketing planningcommittee. thiscommmittee is only held at the forecast level. 
The function of the marketing department at the head office included decision- 2 ng in a r e a  like 
fixation of pricesof the productscommissionslructure, designing theselling andd$?Abution system. 
appointment of salesormarketingstaff uptosupervisory and the preparation of th wall marketing 
planand policyfor the company. Themarketing managerwhoheadsthe whole M$ d n g  department 
reports directl y to the General Manager, whereasthearearepresentatives, salespr&dtion , .  supervisor 
andothersrepc~n to the marketing manager direcdy. 

Puroose of Rlarketine Planning - 
The company sbwd that it had been preparing its marketingplans inaformd annersince 19511s 

and the following are the purposes sought to be achieved ihrough marketing pl nihg. 
-To provide sound marketirig decisions. 
-Helping in production planning. 

3 
! 

-Providing 3 b x i s  for broad directional corporate planning. . 1 

-Intergrating different marketing functions. 
-Co-ordinatin: cfforls of different departments. 
-Aiding i n  planning finxlces. 
-Providing basis for manpower planning 
The c o m p a ~ y  prepares ho~ii short-run and long-run plans of one year and years duratiin 

respectively. Ilr~wever, the company did not disclose in which month ofthe process for the 
annual marketing plans commences. 

The company stated Lhat it has a statistical cell at its head office which perioms the uzsks of 
collecting and analysing business-relating information on a regular bsis where1 slatistical clerks 
perform h i s  task and report dircclly to the sales superintendant. The company h4also developed a 
system under which i t  keeps recieving information relating to the marketing and*cial aspects in 
particular on a fortniphty and monthly basis from its various units. This infoma* is analysed in 
its sutistical cell and then sent to the top management and its various d e p a r t m w  including the 
rnarketinedenanme~~t. - .  

Beside col lect ingi~~omatic~n relating toitsown workmg.thecompany d s o c  analyses 
inlorlnation relating to the working of itscompetitors. 
i b  suff, distributors,advertising agencies, retailers, interviewing customers. !industry survey, 
marketing intelligenceetc. In addition, thecompany makesuse ofthe secondary d 2J.A published from 
time to time by varitns agencies both government and nongovernmental in ~ e n ~ i a h d  abroad. 

The company stated that for developiong its long-term marketing plans it ex*aes in detail the 
~mplisation of [hi: ellviron mental factors. These factorsincluded the economic ficdrs, technological 
l;lctors, cultural factcirs, socialtaciorsntd public policy and givesthem their due wieghtagein find1sln.g 
its plans. 

It alsostated hatitdevelopitsmarkelingforecastsby using amixof ~ t a t i s t i c a l~pp roach  Methoci. 
Jury of Executive Opinion and the Grass Root Method. i 

I 
! 

I 
i 



g ) l r k e t i n ~  Research 

Thecompany enunciated that dunngpreceding five years it had conducted mark 
i k r t a s  like consumer behaviour, sales forecasting. New product development. 
@ptil;itional research. market segmentation, market share measurement, distribo&, channels, 
$qysical distribution, measuring the effectiveness of advertising and sales 
W e k .  Though most of such researches were done by the company through 
&side agencies like consultancy firms, advertising agencies etc. was taken whenev4  it was found 
Wessary. This assistance was only in few areas like designing advertising messag& selection of 
idvertistng media, and measuring advertising effectiveness. 

W t i n g  Planning Process 

The processof marketing planning is initiated by the marketing manager. The pr then. moves 
QB tothe planning comnlitteeof thecompany. then to the General Manager(incase of forecast). 
Id the other casesthe hqarketing Managerinitiatesmarkeling planning.and in fact does F  sto of the job 
rtilating to the marketing planning till the preparation of the marketing plan in the #raft form, viz 
cOnsuItingcorporate targets, unit target and pastachievements, environmenlrrl fa 
illforrnation relating to compnny's husiness and itscompetitiors and also other re1 
CBnlext. From here the draft moves to the General Manager who goes lhro 
MlendrnenLs and calls the marketing manager to discuss about the amendments 
fihdised and approved by the General Manager. The approved draft is approve 
the company's overall objectives, itssuengths and weaknesses. It is then broken d 
@nod-wise, marketing-function w i x  basisindetail. Theannual marketing plan is 
08 monthly and quarterly basis. 

In short, the marketing planning function in this company is mainly performed at ihe top and 
Niddle levels of man3pcnien[ .Besidch developing an overall marketng plan, the c o m ! p ~ y  develops 
qparlite p l m  lor 11, varirrus n~auketing functions viz; product-mix plxi. ~dleslpbn physical 
dlb~ribullon pian sdespruntot i~n plm, markeling research and pricing plan. TheCom y enunciated 
Lb~bllt i l  aiso prepares seaunal  marketing plans. The seasons covered included the ho day and non- t 
huliday months iroru the month, ol'octobcr to January and February to Sepkmtwr dspectively. 

Bevjew and Updating of Marketing Plans 

The markcling performancr in this company is reviewed on a regular basrs s t  &e levels of the - .  . - - 
General Manager and LheManag~ng D~rector attheHead office. Thrsreview and sub 
if done on a q uarlerly b u l s  so far as long term plans are concerned and on a 
of short-term p l m  

The c o n ~ p m v  tdentified a number of external and internal factors that were resboasible fot  the . . 
revision of ils plans during the preceding five years. The externalf~ctorsincludederm 
materials and power, uncertain economic outlook, changes in governmen~s policy - 
moves on ~ h e ' ~ a r t  of competitors. Internal factors included the plant opeiatinp pr@ltm~,eg,~lant  
brrakdown,etc and shc~rrage of finmces. 

M a r c h  and  Develoornent ( R & B  

Tlie company right from it.$ inception had been having a laboratory, althou#~ it was not an 
Mvanced onetill 1955. Keccently thecompany has setup R &D unit,which is  advan &Id currenlly 
Bnginged in developing new products which are still at the pilot milrketing stdge impr '3' .$gthe quality 
6Shr existing producls, and developing and testing new productsideas, formulation!testhg. quality 
Qontrol. maximum ca~aciLv ulilization etc. 

i Besides thcse ac~ivites the company is also laying an augmenting emphasis 
Oflor& on improving ru efficiency and reducing ilscost. The company has the 
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Nlirobi wherefurther researchisdoneapart from the laboratories located ateach r n 4 ~ a c t u r i n g  unit. 

hfrirketinc-Mix S t r a t a  

The company stated thatin developing its marketing-mix strategy,"high"e n $ a m w a s g i v e n  
to price planning, distribution planning, and product planning and development. vainst this the 
c m ~ p a n y  gave "good" emphasis to technical research and 
economicvariables "Little" to "fair" emphasis wasgiven toservice 
promotion and personal selling. 

I 
The conipany stated that it determined its product mix on the basis ofgrowth =*of the principle 

,objectives. T o  achieve the above objective the company has  introduced two 
market during the preceding five years. Out ofthese oneof theitem isstill in the pi 

The company mentioned that some of the major reasons for introducin ove two nem 
products were lo meet the demand of a particular market segment, to iniprov 
tplantcapacily and nieelitssocial r~bligationsolchanging habitsof the people b 
:more useful items at low niargins of profits. 

The company further stated that it hasgone to diversification both in the h o d d n m l  and vertical 
intergration. 

Theconipany al prcsentisselling its produc tsin threemarketsegnients. ~ l l r e e i n d $ ~ &  commerci;ll, 
linstilutional and protecledorcontrac~ual niarkels.Theconipany followsdifferent pqeipgpoliciesand 
suppliesdifftrenlquality of producks tosuitspecificneedsof thesesegmenu. As fa$ tfiecomnierci;ll 
market scgnie~it is concerned. the conipany uses geographic bdsis, demographic is and psycho- 
l n ~ i c a l  basis. 

t 
, 

Besides these the company broadly segmented its market, into consum&( maxket that is 
.conlprising the end users and the industrial market.The industrial market consi%ts@f the industrial 
buyers for adding value to the product. 

~UCC Planning 

Thecompany's pricing ohjectives which formed part of itscorporate obiectivdwere to price ils 
,productson the basisof thecoslofproduction, the adequate return on the capital i n v d ~ d  and the pricc 
ar which products were sold in the market. 

The company further stated that its pricing objectives also included the 
relative parity with competit orsprice ,keeping out competition, 
early cash recovery, niobilising resources and charging prices 
ionditions. The company mentioned 
'a view toprevent price inflation of 

I 
:to reduce the price if possible. 

So iar as pricing of its new products is concerned the company followed p&$ation pricing. 
policy. Besides the price factor. the non-price factors were also emphasised by company in, 
promoting its producu. The company also made use of the market research mclho and break even 
:analysis technique in deciding the prices of its products. Thecompetitive pricing ies were also 
considered in taking the final decision. 

. ~ 

E 
In case of some of the products, the price is controlled by the 

'' :government interference to some extent. The government did this for it 
:asessential commodities for the society. 
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The company observed that evcr since it entered the market. it has been able to iftas "price- 

l e ~ l l c r "  as well iis pacr seuer in s d e  of quality products. The company substanL@iW this by 
rq@ntioning that in spite of sharp rise wimessed in the price index in general, the cb-line of its 
prfPdUcts has been held for sn long until recently- 1980s-when it had to hike the prices its products 

iebrense in the prices of other raw materials. 

3 
f b h w i n g  an increase in the issue of price of its basic raw materials. Another reason w&due to sharp 

The planning in relation to distribution function arthe head office is limited to adjisjngits  units 
wah regard to the channel of distribution to be used as well as the logistics arrangemeitsthat should 
k a d o p t e d  by its units. In addition, it helps the units in determination of the dealers ak distributors 
cah~rnissions structure including incenlve guidelines. The remain in^ aspects like of dealer 
ardistributor selection and service mix to be offered to them are also looked after by bbrnarketinf 
minar.rr together with the sales superintendent. 

Thecompany makesuseof both directandindirectchannels of distribution. The  -1 channels 
ar( m:iinly being used for providing supplies to institutional and protected o r  conf&Sual buyers 
( Induvid  Marketr. Indirectchannels usingdistributorsordealersarebeingusedforselli~g its producls 
tofinal consumcrk. 

The company hadappointed a number of distributors for this purpose. d bout 3 , q d i s t r i b u t o r s  
ware appointed by the company to cover the whole country. A large number of srn 
a000) for m a h n f ~ i s  productsavailable toultimateconsumerswerealsoappointed. 
c$p:my did not have any distributor i t  supplied its producL7 to the dealers directly. , 

The company, in sclectin: ;I dlstrihutor or a deder for its products, considcredbhe following 
ra~loi!,.: 

-Services rriluired to be perionnrd hy channel members. 
-The availabili~y of storage spacc with the disuibutor or dealer 
-Competitive channels arrangn1enLs. 
-The distribution cosu. 
-Intensive market coverage objective, and 
-Customer expec~.ltions with regard to productsavailability. 

meal Distribt~tion obiectives 

The physical dislributionobjectivesofthe company includedobjectives like p*iding quick 
arkl wgular supply of theproducts toitscustomer~tore~theirfreshness.tn ensure dy availahilty 
o f i u  new products to customers, to synchronize with its launching in the market, loC pdces  lhroufh 
swcesfully reducing physical distribution costs,to effect stonger patronage by offe "r ng more than 
competitors in the way of services, to optimisecustomersservicesand to minimise dl tiution costs. 9. 

Thc oompiuy supplied its products to its distributors and dealers on cash WIS only. The 
qwntities of ils dilfercnt produc& to be supplied to them is determined both on chefbasis of their 

aformance as well as the potential present in their territories. 

Plstribution Cornmision and  Incentives 

As farasdistributioncorn~~lission andincent~ves was concerned, thearrangeme 
thp comparly howevcr, wxs not disclosed. Although bigger incentives were 
the quantity sold by the channel was giving rebate on trlinsport and quantity d i s c o u ~ ' b y  product. 

No clear cut policy, however, exisled so for as the replacement of its unsoia or%poiled stocks 
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wn? concerned. The company, however, stated that an understanding existed bet n nits units and 

' :channel members that ifthe productssupplied were found to bedefective becauseaf t , company fault, 
the same would he replaced with the fresh supplies. 

Promotion Plannin: 

Thecompany spcndseach yearabout20% of the totalsales,lS% beingspent on verlisiigalone. 
. iinpromotingsales ofthe products. Thecompany started tharin determining its total: t h o t i o n  budgel 

. . 
; l t  followed "objective and task method" and at times it sets a certain percentage gales and at the 
1 same time total revnue available is also taken into account. 

F 
. The company has been delemining suitable promotion mixes and has a u s i n g  tools of *3, 
+advertising, personal selling and .sales promotion in an integrated manner. This has in the context 
i of the various goals that it has been trying to persue from time to time. I 

, Advertising 

The follclwing had been some of the advertising goals which the company ljard been q i n g  to 
achieve during itre latest five years or .so: i 

-To create cuslonier awareness 
-To reduce selling expenses. 
-To encourageimmedialesale~. 
-To reach inaccessible customers. 
-Tocounreractcompetitive activity. i 

! 
-To support sales force. 
-Not to loose identity with the public, and 
-To crcarc customer preference for the company products or brands. 
The cornllan) rncntioned~h~tinall  itsadvertisingcomp~gns has besn to lay en@bsison per~pics 

'health and d s o  to educate people in this direction 

Ywsonol s e l l i n z  

For promoting the saleifiuproductsthe company has alsoafield salesfor 
areaseacharea looking aftera p~ticulartemtoryofthecompany,Thecompany 
lor the following purpose; to makesufficient number of callsoncustomers. gi 

',sarisfaction to customers , to check that the relailers cany adequate stocks, 
,:exposure enthusiaslically, and co-operate; in other sales promotion activities 
(retailers. dealers, users) by explaining the technical aspects of the produc 

,customer service and to help dealers in sales promotional activities 

Sales Promotron 

The company also uses sales promotion with personal selling and tu an element o l  
:the promotion:~l mix. In other words these various elements of the x are planned in 
,~II inte grated manner in the context of the overall promotional goals of the c 
objectives sought to be achieved through its sales promotional programmes 

:,dealers tostock andsell largerquantities of company'sproducts, toincrerwthep 
, m o n g  existing users, to aurnct new customers to the companys products, t 
challenges, to increase brand loyalty and to secure their co-operadon and s u p d t  in succcssful l~~ 
'launching new products in thr markets. 

Some of thcsalespromotionmethodsused by the company inconnection wi ,tlheseobjectives 
have been several. These include the distribution of free samples, organising p 9 , Lgether  partie& 

; ;partiiipation in trade fairs,exihibitionselc. ~ r ~ a n i s i n ~ s e m i n ~ ~ c o n f e r e n c e s e t ~ c p i ~ a w a r d s t o ~ h e  
:salesmen on successfully completing targetsetc. 
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Ef fec t ive~~ess  of Promotional P roerammes  

. .. 

To measure the effectiveness of promotional programmes is a difficult &rcisefor it requires . - 
establishment of cause-and-el fect relaioship be t~een~romot ional~ro~rammes~dsales ,  whichis not 
e;~silyestablished. Reason being salesare a function not only of promouonalProgrmmes but also 
othermarketing variables. 

Judging effectiveness, however, is easier in the case of sales p romot io~d  programmes a$ i t  is 
I simpler to cslablish such relationship in such situations. 

As tar as other promotional progrmmesareconcernedeffectivenessisgeo)nlly measured to the 
extent to which it is possible by relying on measurement of earlier stages of I& Purchasing process, 
like awareness, chanoe of attitude etc. - 

Thecompany has been nleuuring theeffectivenessofits promotional p r o g i i ~ ~ m e s o n  these lines 
andalsosubject to thelimitations listedabove.Tomanagr itspromotion functior(&ore effectively the 
company hlls been taking the help of advertising agencies. This is in connecti* w ~ t h  the managing 
functions l ~ k e  media planning ruld selection,copy writing,etc. 

i \ . la~iarement p h i l o s o ~ h v a n d  D e v e l o ~ m e n t  of Market ine  P m  ! 

The marketing orientation and thelevelofsophisticationso far as the 
function is concerned could also be judged in terms of the managerial - - - 

5 
. . 

for this purpose . There are three senior executives functioning in its mark& field. one possesed 
either h1.B.A. (Masterin BusinesAdministntion)orpost-graduatediplomain ihess management. 
The other remaining two personspowssed Bachelori~fCommerce (markelin o@tion)or Buchelor 
of Arts (Management). These people had also attended a number of specidi  1 dcourses in the area 
111, marketing management. 7'his is both overseasand locally ~uensure  hiyhlyjskilled manpower to 
ii:ind!e the sophisticated narurc of many of rhe production and markerin$ prdcesses. 

The company policy is not only to appoint professionally qualified pt.rso&.in the first insunce. 
h u t  also to help them lo keep thcm selves upto date by sponsoring thcm t4 various executive 
development programmes, conferences etc. Usually the sponsored executifes attend different 
programmes organised by leading management institutions and orgmisali $from time to rime 
within the country and outside the country., However the company did nor d' 9 ose the average vime 
i t  sponsored its executives to attend these courses instead it snted that the n h d .  the nature of the 
programme and the availability of funds were the prime determination f~crors.  

LVhenaskcdaboutthe philusophy followed bythe topmanagementof tla dompnay i t  wasstated 
that the company wus "markc~ingoriented" . The marketingorienution was &fined as providing 
high nutrictiousmd hygienically made productsof high quality ina  l u g e  volus$e lothecustomers at 
affordable prices with reaso~iahle margin of profit for the surviva\ollhe c o m p d y  and make sure that 
ccinsumerl customer issatisficd". 

Societal Aspects 

When asked about the societal aspects which the company took into con)idenion in planning 
its rnxkcting function, itwas mentioned by thecompany thatitwashelping h a c h u y  inthe following 
w.iys,r~sillgiwria~ion;llst;md;lrdsandconsequenlly thelon~iv~t)otlifeoipCopl~h$lping in achieving 
il~i:  selS-sufliciency by developing indegenous foodproducts, sat ing Up aultfbay plmtr,  prutei:tin; 
consumers by setting m d  nlnintmingquality andquantity standardscomrnensrqrPte with theirprices. 
savinc the economy considcr~ble  amount of f o r e i ~ n  exchanze which w a s h i z e d  in imports at - - - 
~nilepcndeiice. earning the ct~untry valuable foreign exchange through expt>N, 

Others include, payment to farmers who benefit from the company hy re&ving an average of 
k\hs 16 hillion per year for over half a million tonnes of produces turned into food products. 
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Large number of Kenyan companies benefit by supplying material and Slecornpany and 
bsubsidiaries. Particularly important arepa~kaging~power, water, machinery. g find uanspor- 
tation. y 

The company today employs approximately 3,000 employees, each 
averageof six family members, hence providing alivelihood forover 18.000 
with its subsidiarics, contrihutcs enormously to the government revenue 
Corporate [awes eg, value Added Tax (VAT), sales tax. excise duty etc. ave 
pcr year. The share holders receive over kshs 30 million in dividends per year1 

TABLE 34:-BENEFITS GAINED BY KENYANS FROM THE C O ~ * ~ N I E S  
O P E R A T I O N  

BENEFITS GAINED BY 
DIFFERENT PARTIES 

1. D~vidends to approximat ely 3,500 share holders 
2 Government me.\ I k I  

I 

Total 

3. Salaries and wages paid approximates 3000 
emplyees 

3. Supplies and Services 

1 5 .  Payment to i m e r s  of apricullural raw materials 

The company has also been trying to help in the vulnerable section 
popularising the need for consumption of nutritious food products and also 
of special type in this direction. 

! 

6% 
&% 
$?% 

&dative Position Visa vis the Private Sector Unit 

When asked tocompareitwlfin terms of the advantagesenjoyed by itinthe , bjicsectaraswell "iN iu liiitationsfrom which itsuffered because ofthis reason, the responses which rged in respect 
of its functioning visa vis its counkr part in the private sector were as under: : 

In itsopinionits competitor in the privatesector enjoyed the following adva&e&,viz; pioceers 
: in the manufactures of some of ihc product, longer experience ,foreign 
: personnel and highly qualified established brand names and its 

of managing and larger promotion budget. 
As against this, the advantages enjoyed by it were; greater ease in ohlai 

from thegovernment. preferential treatmentin purchases by governmentandi 
; in the allolrnent of raw matcrilll in shon supplies.Not with standing some 
, funclioning suffered from a number of disadvantages like slowness in di 
' '  Cammunication gap between the head office and i u  unit and greater deg 
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dirkrent dcpartnlcnts. 

The compuiy felt h a t  these were some of the factors which were rep&ible for adversely 
dfecting the irnage and reputation of the company in general amongst its dealefjand, t h r ~ u ~ h ' t h e m ,  
its ultiniate customers. The company, however, mentioned that it was trying to &lve these problems 
by minimising their adverse intluence on its functioning.The two upec t s in~ tespec t  of which its 
cl:lirned special credit related to disciplining the competitor. These were; hr$tly in respect of 
~ n i n t a i n i n g  thequdity and weightof standardof the productandsecondly in rdpec t  of maintenance 
of stability of prices. 

Conclusion 

The state of art regarding marketing planning in this company r e v e a i s a ~ ~ f i o i e n c ~  satisfactory 
approach towards this function. It was found thatthecompany had formulated c o $ ~ ~ a t e n n d  marketing . . 
objectives, to havedevelopedsepmteMarketing plan~inres~ectofdifferentelejeatof the marketing 
mix, besides an overall marketing plan. It was also noticed that the com+y was sufficiently 
c~pcrationd in its efforts of t~armonising the g o d s  with the overall need of thdsa-iety. 

There existcd, howevercertaindeficiencieswhich needed to bestream lined like the process used 
in planning the marketing function, routinisedand unintegrated marketing i n f o v o n s y s t e m  and so 
forth. One oftheimportant areasof marketing planning whichhadnotasyet t e e c d  aleveLofstability 
wits its planning of the distribution function. 

This company. unlike its counterpart in the private sector, was found nofusing sophisticated 
marketing models in the planning of its marketing function. 

In terms o l  the scoring technique used this company recieved the overfJl score of 0.69 and 
thus fell in the category of those companies that had gained a medium level ofhtuketing planning 
su;~histicati~~n. 

h larket ine  I'lannine in rood aroducts  Underttlhinfs: .A \ t u ~  Private Sector 
u~dertnkil& 

This private sector company was incorporatedin 1936 wilh the object ofmpn~l'acturing vxious 
zonsunier non-durable items to better living for Kenyan families. The codlpbfiy also operate:$ an 
industriddivision which catcis for the industrialmarket Thecompany operaces&mugh trade centers 
~hrough out thecountry namely Mombasa,Nakuru, Karatina, Nairohi and ~isum!&These tradecenters 
are t r c a t e d s  profit centersand their activities areco-ordinatcdandconuol led~~ugh the head office 
situated at Xlirobi. Nearly e x h  trade center h a s  a manufacturing unit attrrcvd to it where as the 
industrial p~.oductmanulacturcd by thecompany ismanufactured at the Nairobi &it Each trade center 
is headed by General Manager who reports to the chairman of the company din$xUy.Thr incre~sing 
dernand for co~npany's producrs is reflected in its continous growth of sales. 

The company h a s  a government recognised research and development d i t w h i c h  was started 
right at thebezinningof thecompany, which puts pronouncedemphasis on re#t-oriented activity, 
nicming there by development of better products. better technology,bertcr prdcess and that quality 
irnveis well. The companies productsare well uptoworld standards u i  quality.i"hecornpany export 
j i~~r ted  in 1977 and has expanded during the last five year. In 1990 its exports were kshs I IOmillion 
reprsenting a 1 0 8  increase over the previous year (1990). The company has )Is0 well established 
iepzrate di\ ision to boost up i.xports.This export unit is headed by a senior m b a g e r  supported by 
\vcll trained andexperinced stat'l'. 

Thccornpany isoperating in amarkrt when:itfacesaninienseco~llpetition fbr one of i t s  products 
irom apubilc sectorcompany. Fortheother productsit is facing competition fr&largesi.red private 
sector and many smallsized companiesin theunorganisedsector. Thecompan$sproducu enjoy an 
cs~ablislird brand name and have n considerable market share among oryini* sector cornpar:ics. 



The company 1s also considered ro the market leader in the case of four of its p rodkrs  

@ceanisation or hlarket ine  Function 

The marketine function at the cornorate level is looked after by the marketdl director of the - 
company who reporb to managlng direcctor of the company . He is asslsted by a 
pianagers and producls development manager. Thecompany general . ~- 

Who works under themarketinidirector andco-oridinatesthemadreting activitiesif 
m d  has working with him a marlaxlng services manager and a deputy generals 
.up regarding the marketing function at the branch level in general is as follo 
asstated earlier is headed by a general manager underwhom thereisa branch 
'ihe selling activities of the branches assisted by one assistant sales manager 
;field and administrative activities of the company.They have under them sales 
salesmen for perrorming the sales or marketing tasks. 

a r ~ o r a t e  Planning 

The corporate objectives sought to be pursued by the companies consisted ~ t t~ iva i ,g rowth  
profit, customer/consumer sallsfactlon, market leadership among others. To a ve the above 

~nkoratcd manner. 

%. 
objectives the company has developed a system of formulat~ng ~ t s  overall co&mte plan in an 

- 
The responsibility forsuch planning isthat ofthe chairman who is assisted b y p ~ n g m m m i . c e  

,of the functional directors consisting of the commercial director. technical direc t$nd marketing 
director. These four comprise of executive directors and four non executive di n representing 
the  share holden. These ones represent the board of direcctor s who are respo 3' le-for all policy 
decisions within the frame work of overdl share holderspolicy andplanning. The e tivemembers 
of the board rneetregulary to discuss (he day to day running of the company. Alsoa g of managers; 

\ v h o  are resporisihle for various departments do assist the board. Further lo eruur&@ ordination ol' 
'the day to day operationof the company at the corporate planning function the c & p y  gives thi!: 
responsibility to various heads of departments to assist the chairman. I 

h larket ine  Obiectives 

At the corporate level corporate objectives consisted of profit, growth and sutv$vaI. The  other 
corporateobjectives pursued by thecompany related tocustomersatisfaction.gro~ afsales, markeI 
leader ship, and optimi7~tion of return on the investment. 

When asked about the other marketing objectivesfollowed by itJhe c*8ny stated that 
besides the marketing objectives as reflected in corporate objectives the other ob&c#ws pursued by 
the company related to maximizing the sales volume, maintenance of quality #ucts, efficienl 
system of distribution network elc. 

Res- 

The responsibility for co-ordinating marketing planning in this company li yi lh  the head of 
themarketing departmcntthat is the marketing director. Itwasstated by thecompan f thit the purposcs 
fur which i t  made marketing plans were mainly Lo dcecide how to achieve its ma'k#Ilg large&, what 

: iqputs were necessary and what other actions were required and also hy whom & d w h e n . ~ e s i d e s  
a marketing plan assisted the company in taking in sound marketing decisions. i*grating and co- 
ordinating di fl'erent marketing function as well asinter depanment activities and& providing t11e 
company a basis for broad directiona1co1-porateplanning. 

The period slnce thecompany wasmaking formal planswas not exactly spe~.ifid by thecompany 
" uitsstaled Lhai ,iisslarted by 1960 s. But it seemed probablethat the company w;tsp~paringmarketu~,g 
, plnnfor last ten year or so. 
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e \Vork of hlarket inr  Planninz k The markeilng plansare prepared by the company both at aggreau: level a w& a for each 

!branch. The Marketing plan at h e  aggregate level is used for l zhng  policy decisio/ls on brands. 
ladtenjsing, national level promotions, personal sellingetc. Earlier and even now theuompany used 
t o  brepare an A.O.B.(Annual Operation Budget) d i v i d e d i n t o f o u r s e m e s t e r i a n d ~ 1 ~  are covered. 
rcvicw is under taken in each semeskr. The company also prepares a long term p l d  of four year 
duration which is updated every year on quarterly basis. 

T'hc company, marketing plan is drawn up by the marketing d e p m n e n t  04 the basis of 
inbrmatlon recieved from the branches which are direcuy in touch with the market. ~ f d r  this the plan 
is approved hy Lhe marketing director together with the marketing planning comn$trw. This is 
followed by planning of steps required to he taken to achieve the target the input to # used for this 
purpose as well as the efiortsto be made by specific functionaries together with the timeperiod when 
they are to be lakcn. 

-ninr! Process:- 

The proces  of preparing marketing plansisiniatated simultaneously by the m a t i n g  director 
a t h e  head office and the general managerat each hranch. The process for annual pla&gcommences 
rl the end of the year (October toNovernber). This is the period when the respective W h e s .  based 
on studiesmadc by them as well asdaia collected throughvarioussourc c s n m ~ e l y ;  census  repor?, 
irmdusrry statistics, market research repom,own sales force repom, distributors and b r s  repons, 
marketing intelligence system etc plus the infom~ation provided by the marketing division of the 
Company regarding changes taking placeat the environmental. company and c o m p e t i ~ $ l e v e l  make 
their projections for the next twelve months. These projections at the branch level required to 
be made assuming that things needed would be freely available and that U~ere k g u l d  not be 
rust"l:tions 01  constrain^< of my kind. These projections are then put in terms of b+ds, varieties. 
packsizcs, uni~5, kilograms, shillings, elc. Itisonly aflerthatthe various constrain^^ wh$hmight affect 
Ihc iunctioning 1)f these plans ir~cluding constraints wilh regard to actual productidn capacity are 
nn;liysed and thc plan$ are rnoder;llcd and sent to the marketing division 1 deparundnr of the head 
oflicc. 

The markcling division of tht company at the head office after atbmugh andysis and study 
d t h r  competitive activity economic and technologicalfactorsgovemmental police&tber environ- 
mental iactorsand the company desired product mix modifiesthe branchsales largetsior projections. 
The company uses the ' ' grass root" method, jury of executive opinion for makink its marketing 
foreccasts and plans which in tum are cross-checked with the vends at the nation level. 

Alter the annual sales targets are approved by the head office marketing di "3 sion, these are 
then broken down at a branch level into regional variety, pack, size, wieghuge, rnon+-wise etc. and 
&o compared with the previous yearfigures. Variencesover the previous yearachiev&i@ntsare listed 
and such varirnccs are explained in the context of market environment and on other helevant factors 
m d  the need foradvertising and .sales promotion inputsisqualified. Due weightageisgjventoregional 
differences in fixing sales targeu. For this purpose both past sales performance and &tentid broken 
down province wise and town wise are taken intoconsideration. Such analvsis thenfo#ms the basis for 
branch marketing pl;uis. 

Tile next phase in the proceis is the preparation of selling and distribution c@st budgets and 
inllnpowerrequiremerll hudgeu. Keeping inview the widthandinlensity ofmarketc&~rageiiimed at 
competitive position, rnarkcl shark: objrctivqetc,for each branch. Each branch hcin a profit centre 
calcula~es itscontribution and finally the budget getsashape which on approval bec & e s a  part of the 
company budget. The marketing Division at the head office also approves the salesi)romotion plans 
including the budgets for each branch. The branches are given the respsopnsibility fdr implementing 
their plans wirhin their hudgets. Asstared earlierthatthemarketing plans prepared atithe Head uflice 
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by the Marketing Division are used (or making policy decisions on brands, adveniln&ational level 
promoGonseic. 

The company has today af 
of sclenceand technology. -. - 
of theunit ison resultoriented activity which inpractice meansdevelopmentofimpr$and suberior 
products. The unit is situated in industrial area at Nairobi to ensure qualiry conMl  tit every stage 
in  the production procesTheproduct-development portfolio is backed by q u a l i f i e d ~ i o n a l s  and 
world renownscientSc researchers.Greatemphasisisbeing1aid by it on production hkhnutritional 
ftmd products which would bedeliciousin mteasweUashelp to combatthe problembfmal-nutrition. 

&t\snlication of Market inr  Models:- 

For managing its marketing planning f u n c ~ f f e c t i v e l y ,  the company s l a t edwt l t had  adopted 
marketing models for laking decisions in the area of product-mix planning, pricdg, consumption 
behaviour and sales analysis. 

In order to know the degree of emphasis the company placed on diffe 
marketing-mix In devising itsmarketingslntegy the company was askedtostate 
which it placed on the variouselementsof the marketing-mix .This w q  on a f o  
l i e  ' r  "good" and;hi~h"emphasis.Thereply ofthecompany was 
emphasison producipricing,productadvertising,techni research anddevelopment~boneconomic 
variables. Good emphasison produc~kplanningand developmentproduct distribution/pdrsonal selling 
m d  sales promotion a n d  "fair" emphasis on service including after-salesservices. 

PLANNING OF T H E  DIFFERENT ELEMENTS O F  T H E  MARKETIN- 

The company keeps on malung the required adjustments in the product-rnix~n consideration 
01 profitability and growth which are the principal objectives of the enterprise. 4 part of this the 
company keeps on introducing new products. Recently, it introduced new p roducqwh i~h  included 
a packaged. convenierl food product in the market. The time taken by the companj  in introducinr 
Ulese new producLr in h e  market was, however, not disclosed. 

In tolal the cornDanv today manufacrures over 32 different ~ r o d u c u  which illustrates the . . 
diversification of the company business. The company is also develbping new pr&~ts every year 
and the development illusuated by the fact thatin 1963 the company only manufact?(red 20 products. 

The company stated that with regard to the introduction of new products it enj&ed the benefits 
of sharing infomation and R & D achimments of its collaborator abroad and as duch was able to 
introduce successfully many new products from time to time. 

The company is attempting to pursue anumber of goals to beachieved throug* i s n e w  producl 
policy. These goals besides meeting the company's objectivesof growlh and inct*d profitability 
tvmprise of uulizingexcesscapacity in productionand distribution devehping end-pbducts 
by utilizing the firmsown basic materids-off-setting obsolesence of products ulhip/og he materids 
for a higher value use keeping the present product linescompetitive providing stand@&zed products 
fur  the masses, developing substitutes for the imports, reducing the cost of / given product, 
rnainbning and improving thecompany'sposition in the world markets and t.akingfuUadvantage of 
itsspecial Pacilitiesand skills. 

The responsibility for new productdevelopmentprogramrnein thecompany ha$wiLhits product 
$evelopment manager and product development committee. Besides the product ~ e I o p m e n 1  man- 
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ktr fhe other members of the committee are the chairman of the company. ~a&&gd i r ec to r ,  
@uty marketing director. General sales manager, research and developmentmanagei. 

The company stated that it always tests markets of its new products before lau h i g  them in 
uimarke~.However the company did notdisclose theaverage timetakenforsuchtest 1 keting. The 
DOpaIIy slated that through the irst -marketing of its products it aims to achieve& objectives 
f improving itsknowledge of potential salesandprofitabiiity, testingthe acceptability Of the product 
hdet typical marketing conditions gaining its under sunding regarding buyer bdhwiour and 
ldelifying and correcting any weakness in i a  marketing planning. In order ro e n a b l e k l f  t o  judge 
16 eflectiveness of its test-marketing programmes the company analyses data relati to product 
biment  to test markets, volume sales and profits, nature of sales and also c o n d u c u ~  4 saudits and 
!*arche s using consumer panels. 

kpduct Elimination :- 

The company staled that in order to achieve its product policy objective of nodallowing the ~. 

rqducltotieupit~ capitaliorlong itprunedits p roduc t - i ix regu l~ .~he  company h a s 4  up afo-mid 
e t iod i~~roduc t rev iew system and under Uussystem it conductsitsproductsaudit f&uenlly. The  
ompny slated that if. & a  result of the productaudit as well as owing to technologi& problems. 
~aterialsshortage .poor responses from the marketselc. any products were found n o t b  be moving 
a&iactorily and profitably, it then developed a product liquidation plan for such p@ducts. And 
nacon~pany took steps like profi~bilhit then developed a product liquidatioin plan for*& product. 
yrd the company took stepslike sloping production or procurement of such producu andQlearingthem 
h u p h  organisin€ various sales promotion schemes. 

The company haseliminated many such products during the preceding five ye&. However 
he company did no! disclose the average period it took for this purpose, although i t  *ted that all 
lrdduclsdid notlake eq ual period but at h e m e  time theelimination of these products*nded upon 
heproduct and h e  market conditions. Some of the factors that compelled the compmfl loeliminate 
a w e &  productsinctvdeddeclining voiume of their saies. falling rates of profi~s. pricegontrol by thr 
~oiemment ,  operating difficulties created in an environment where consumcr ptices under 
!overnmcnt reslriction do not respond tochangesincost ofproduction consumer dissarisfsction with 
he producL and appearance o l  a subslihlt: that represented an improvement. 

darlcet segmentation: 

The company useda multi-stageapproach forsegmenting itsmarket. Itfirstseg~nent&l Ulemarket 
In eeographical b&is.Secondly on demographic basisand finallyon buyer behavioutb@$orusages 
;ittiation basis.The price at which itsold its produc tsand thechannels through which tfyse were sold 
iifkred in dicferent markets. One reason for such differention in prices was the facLIhir(lthe prices of 
; m e  of its producb packaged food products was conlrolled by the governmnet in tht market. 



price Planning 

The price objectives followed by the company are to fix prices at a level w ?would  enable 
Po company achieve its profit objective without jeopardizing the sales volurnc. competitive. 

*eightage is however. given by the company to non - price factors in promo 

"th. 
i r icing policies, demand of the products and the cost are considered for 

Needless to mention, whenever the price of one of its food products 
government, the final limits are set hy such regulatory provisions. The compan 
technique for fixing its prices. The company furtherstate d that a.5 and when 
permitted, it tried to pass on the benefits of decreased costs say on accou 
guslomers. The company also mentioned that it was it's conrinous effort to cut 
increasing i u  efficiencies and also by improving the technology whenever possi 
md adoptation of appropriate technology. The company stated that it adopted h 
Tor spme of the products lermed as luxuries. The overall pricing and also to depict 
communicating factor, creates simple image of the company. 

Distribution P M  

Necdless LO mention. somc of the products marketed by the company 
requires intensive and brisk market coverage to facilitate their distributio 
.planning in the case of companies like this is of out most importance. This is 
a f  view of the total distribution cost required to be incurred in this connection 
of view making !he product as widely available w possible, which again affec 
costs.lt was srnted by the company that beca use of serious effor t put by I 

:direction. the cumpany was able !I, cut down on its overalldistribution costs. The c 
i t  was also successiul in developing and organising an effective and efficient sys  r of distributiori 
network, so that its prclducts could reach its customers within time and remain fd$n for use hy its 
customers. 

. One of the functionaries of the company stated that the company keeps o$ monitorin_e th~: 
distribution system, such that the company really cannot get displaced in the sen/o that the nlcans 
becon~e the ends The company mentioned that its products are distribution t h r o u d t h e  distributors, 
wholesalers and agenLs an easy manageable task, who inturn distr~bure the c o r n M y ' s  products to 
the retailers. In general the compuny operatesthrough distributors, wholesalers an&%ailers to reach 
ILS customers. This also helps the company to meet the needs of the trade and the c ls tbmer  in a mor: 
effective manner. 

The company also has a quality assurance scheme an d its salesmen and supervisors see 
that the stale stocks do not remmn on the shelves. It also continously keeps Ule quallty of 11s 
products. Also thecompany keeps on monitoring the movement of gh ifsdistributcr 
stock control system. 

Selection of Channel Members  : 

Wilh the view to have intensive market coverage, the company selects $S distributors I : I ~  

wholesalers on the hasis of the availability of storage service with them, a d v e d i n g ,  competitive 
cbannel arrangements, to keep down distribution cost etc. 

The physical distribution objective asslated by the company was t o e n s u r c a ~ k i b i l i t y  of stock 
at all rcquired points of demand at the right price and in the prime condition. ~4 this purpose. the 
policy followed by the company was to distribute its products by balancing with ll@ aeed to keeping 
stocks fresh and the ability of the trade to stock and sell them too. The that it ust:s 
the assistance of associates and subsidiaries in the neighbouring 
products. 
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Pronlotion Planning - 

The company uses a mix of advertising. pemnal selling and saks pro 'on for promotion of 
its products. It determines its promotion budget on the basis of objectives 3 tiskmethod'and also 
certain percentage of sales of the products is applied as another method ofjrrelting the promotion 
hudget. 'The company mentioned that, it also considers the total profits avbab le .  The  company 
reported that the promotion mix expenditure that is the ratio of advertisingpersonal sel1ing:sales 
promotion,is decided on a mixture of ratio of targets and ratio of costs. 

Some of the important advertising goals pursued by the company duringfthc last five years were 
creation of brand image and pre-selling of some of the company's producu. @I i t  stated thar other 
goals included the following ;- to create customer awareness. to encou* immediate sales to 
counrcract competitive activity, not to loose identity with rhe public, to re .ad customers m d  to 
reinforce the purchasing habits, to boost growth of their products. to maintain tsimnge as the leading 

these goals are strictly folluwed. 

f 
advertising company in the country and to protect the companyk image. company stated that 

Budget is determined on the basis of the profitability of a particulutpmduct, but, incase a 
particular product is doing well in the market the company will i n c r e w  thebudget The  objective 
of the company being to reinforce consumer purchasing decisions and to a*id sleep-over effects. 
Also on the basis over all profit the company stated that if a particular p r o d u c ~ i c l d s m o r e  profit then 
there is a good reason to expand its advertising expenditure. As against & company's policy to 
iidvertise products with low lield the company suted that in ordcr to prevedt wastage of resources 
on goods with low returns i t  h a s  implemented check; and balance system ib the company. 

)\dvertising message which is formulated by thc advertising ;~<mc{es of the company is 
:xarnined by the marketing director together with his reani and the cunlpany &.$she mandate [(:I reject 
tir accepl the message. I t  wu mentioned that the company prepares its ~d&rtising message being 
designed by these agencies because of two major reasons. The reputauun of (he agencies in the field 
of advcrtisig m d  secondly. reliability. Other reasons include good work ddne by the agencies anu 
economies of scale which is benefited by the company when they nrgotialLtd the contract with the 
agencies. 

Thc advertising et'fcctiveness of the company is determined through the sales volume. The 
company slated that the cuswlers who had some contact with the p r o d u c t 4 0 u g h  an advertisement 
makt: quicker purechasing decision as compared to those who have no  con&tat all, as is c l e u  from 
; ~ n  in depth survey conduct or, one of its products which emphased  tllc effe&veness of advertising 
forcustomers who purchased thatproduct hadsome contact with the product$roughan advertisment 
bcfore. 

The  company stated h a t  it uses both elecuonic media and print med& in its advertisements. 
Electronic media radio both in swahiliservice, a general service (English s t&l ion) .~~ .  in both KBC 
(Kenya broadcllsting corporation) and KTN (Kenya Television Network) in static cinemas and 
mobile cinemas also in the print med ia  . Thecompany stated that i t  uses thn$8 daily newspap~:rs that 
is Daily Nation. Kenya Times and the Standard, weekly publicauons and bonthly these ir~cludes 
Viva. Consumer digest, Pllrents etc. 

t luwever, the company staled that depending on consumer target. c e ~ m e d i a a r e e m p h a s i s e d  
mure lliain othcrs. For instmce housewives in the rural a r e u ,  the cornapny i r ~ k d t h a t  they prefered 
usc of IZadio in swahili slation and also using regional or tribal languages at different frequencies. 
F I I ~  the product which docs not have specific target market, the company rises all media. 

The  company has atcrritorialstructuralsales force. Thesales force wasptilited by the company 
mainly ior manazing its ;iccuunts, collection and analysis of market infothratlon etc. One of the 
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supervisory functions performed by itssales force was to check that retclilersc 
provide good shelf exposure enthusiastically and co operate in other sales 

make sufficient number of calls of customers giving optimum level of 
educate dealers, retailers and users by explaining the technical aspects of the 
adequate cusiomer service. 

The company has a tohl  of f i k e n  salesmen, who are experienced &d well versed in 
salesmanship. Thesc sales rnen are usually recruited from the universities nndio~her professional 
Institutions. The company give first priority to those with a marketing b a c k g r o ~ ~ a n d  experience. 
However, the company provide's on-the-job training for qualified applicantrwi no experience. In 
other words lhe company has a flexible recruitment policy. The other type of re d qiiment is reffered 
to as direct customer contact, in this case the company do visit some institution give educative g : talk about the company and drc interested groups are recruited on the basis 13f r response. 

The company stated that t l ~ e  main requirements it expects these salesmen tQ/ p s e s  include the 
following,a valid driving licence, inrerest in the job and a times experience. /The nature of the 
salesmen job requires a lot of motivation aod s u e d  that it takes this very .eri  

As far as motivation of its salesmen is concerned the company s a t e d  that "i' t l i v e s  them a car, 
end year awards, field allowance, contests and a lot more. The conipo.ny staled qt more often the 
sales mge ts  are used as means of motivating the salesmen. The company sets a.&cific sales tar,oet~ 
to achieve, and if the salesmen achieve them successfuly the company Fivei&krn bonus. Thc 
company stated that through experience it has discovered that other salesmen + b ~  are slow to put 
extra efrort to linish their sales targets are highly encouraged. 

In relation to the control of salesmen. the company reported that the to 
, divided into territories and customer groups in order to make the work of the  
' mentioned thaL this activity provides fair means of eflective evaluabon 

s3lesnlen v i ~  idly. 

Sales Prornot im 

The sales promotion activities were carried out by the cornpmy both at and at the 
consumers lcvel. Some of these were organising of display, contest, disui 
introduction of festival packs. presenting gifts etc. 

The following were the objectives which the company kept in view thro#h its various sales 
promotional activities. Viz, to increase product rate of use among existing u)rra, to attract new 
customers to the company's products and brands, to meet the compclitive cfibknges, to indi~cc 
dealers to keep imdsell large stocks, to reinforce and increase brand opinion leaders 
recomend the company's products, to widen ownership of the middle 
class cuslomers. 

The ctr~npany slated that sales promotion isdone at an extensive degree wi (lieaim of constant 
reinforcement of the purchasing habits of active customers and reward them at % e m e  time. The 
company gives froe samples of their new products as a means of introducing the products in the 
~narket. The: company uses this as a way of conditional learning process. It g . :organises raftles 
and other prices with the aim of boosting their products as well as encouragin 

The coinpany stated that it terms the whole saler and retailers as agenls 0 
tor this reason the company gives them certain sales quotas and if Lhey are a 
company rewards them with prizes special for them. It was stated by 
encourages the wholesalers and rerailers to order in large quantities and thr endresult is  the growth 
of the company. 

The compmy stated that salrs promotion is next to media advertising i n  *s of how effec:ive 
i t  works, to boost sales of the company. 
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i The company s u e d  that i t  is involved in an extensive publicity progr 
ismding out salesmen on territories and giving out b r o c h u r e s n e  estimated rppe 
,is three times a week but more frequent appearances are common in the T.V 

The company stated that the tinling of the appearance is very much regula 
meiority of customers attention is captured at a goal. for example, during the 
important issue is customer grouping in the company of its wide range of pr 
customer group has to be studied. satisfied and captured. Thecompany stated t 
it has studied include the youth, the rural dwellers, middle class income ear 
house wives. ! 

It was also mentioned by the company that they have penetrated the kenyan m Let successfully 
add isalsoengaged in external trade with the neighbouring. c0untriese.g. U g a n d g T  I n  m i a .  Rwanda 
ets. 

The company s u e d  that where the company's products are marketed comm njcate on where 
the company is located, and communicate a message about the company image. I was slated that 

. . 1 
11 creates an image of simplicity and availability. 

'The company products are usually found in the supermarkets, small kio h d s  in small 
towns. In other words the company's products are availableat places where the vtrage man car1 "1 
afford to shop. The company rarely practices direct selling but operate throughjtht wholesalers. 
retailers who act asniiddle men and make the products avaialble to prospective cu&rs at the righr 
time. 

htanarernent Philosophv and 1)evelopment of Marketing Personnel; 

The company has eight marketing executives at the top level, All the 
yualified and experienced. To illustrate the marketing Director has altended a n  
programs b o ~ h  in Kenya and abroad. Most of these executives have atlained b 
even postgraduate degrees in fields like business Management etc. Besides 
! hcniselves UP-to - d:ne all these executives keep on attending relevant courses ortallsed by different 
~nsulutions in kenya from tinit to time. 

The conlpany has also a well developed programme of lraining and c ) e ~ l q p i n g  its other 
personnel through-in -company training p r o g r m s  :as well as by sponsoring themb~ar iouscourse ! j  
organised by other specialixd irlstitutions in Kenya However, the company 
average frequency with which h e x  executives were sponsored to participate 
suted that this was based on need, availbility of funds. nature of the course, the 
etc. 

The company uses the muketing-mix appro ach in the planning and imp mentation of its 
nlarketing programmes. The philosophy of its top managment isoriented towards b keting. When 
asked to define its marketing orientalion the company gave the following defini~om; 

"Our marketing orientation policy ,s towards being the best c o n s u n ~ e r - c / n ) ~ a n ~  to meet 
consumer needs most profitahl~,possible in Kenya, selling good quality proddts .and service in 
the competitive enviroment and having best people willing to work with us." 

' 

Social AsnecQ 

As Par as the use of the marketing concept by the company to meet its socid  abligations was 
concerned, the response of the company was as follows : 

"Our marketing concepl ol. being best customer company lo meet con sum^ needs results in 
advantages for national economy ~hrough contribution to the exchequer in terms& corporate taxes, 
exciseduty, VAT(Va1ue Added'rax) etc, greateremployment, capital reinvestme#tnd contribution 

,: to the GNP. we also contribute to the health and nutritional needs of the economy, qwate customers 
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and augment supply'' 
In this context, it was also mentioned by the company that it was helping eConomy through 

iinport substitution in augmrntation of exports of products, regular and equitab 3 distribution of its 
products, protection of the consumers against poor quality products, adulterati4n;etc and offer of 
wsistance to small and medium scale units for helping them to develop their edports. 

Inthisconnectir~nitmay he relevantquote here from Daily Nation Newspapetof 20thmay 1992, 
"For along period ihc company has maintained its tradition of service to the strifky. T h e c o m p a n ) ~ ' ~  
contribution has varied with the need of the occasion but what has not varied is i$, genunie concern 
for the welfare of the community in general. So whether its the matter of develdping and assisting 
lo needy organisations or making donations in  cash and kind at the time of natibnll calamidcs e 'g 
famine etc,the spirit behind all these activities is always based in "we cue"  uadiiion'.'The company 
has given scholarship, for studies in science and research. It also sponso T.V. and Raclio 
p r o ~ r m n i e s  in the country. To help people themselves in the central themes o ? its social activi:y. 

pelative Position Vis - a - \'is The Public Sector Unit: 

The conipany for a long timr was the only large - sized company in the o r g ~ s c d  sector which 
fulfilled the needs of its customers so for as two of its producl lines was conceqnehl. The  produr:c< 
marketed hy i t  enjoyed a high reputation in the market. Thecompany felt ihaleve since a competing 
unit in thr public sector was set up, it rather got a boost in the reputation both wi 4 respect to quality 
as well as prompt delivery of its products, and is today the market leader in the re&knse. 11 explained 
that its market share in some of the products has declined due lo reasons lilt4 c0nsunnt.r on i& 
rapacity, lack offorrign exchange to import raw meterials. increased cr~stof  p r o d l d o n e t c .  It funher 
explained that Liie compmy in the public sector had no capacity c~nst ra ints  a& Jso enjoyed the 
facility of liberal finances from Lhe government of kenya. In its opinion, il wo& be able to pose a 
rcal challcn:r to it. i t  proudl) ciaimed that with i u  large production capacitt.better quality of 
Products. lesser inlsrierence at the managerial level and slrong brand. loyalty t ds  its products, 
i l  would conlinuc tci have a rnqcir share of the market. Further, i t  pointed out iver a period of 
time, the wisdom and experience that i t  had collected and also thc human r~,.so that i[ posses~rd 
wouid snnd  i t  in a good stead, things which were more or less lackin: in the c sector unit. 11 . . , 
\Y;L? sure ahout die fact thal during shortages. the public sector unit got preferenceld getting supplies. 

Despite some of these disiidvanta~es, it believed that the unit in the p u b l i c ~ a t o r  will have 10 - 
go a lung way before i t  could pose a real challenge to i l  in this field of clperatich. 

~ o n c l u s i o r ~  

A review of Lhe pcrfonancc of the marketing planning function in the ab* company whim 
judged in the context of the f ~ c t o r s  studies for evaluating the management of the jmke t ing  planning 
~ ~ 

function rcvsalshish degree of sophistication,sofarasthemanagen~entof this fu&onisconcerned. 
Some of the significant pninis in this direction are the existence of the w j t e n  corporate and 

marketing objectives, the performance of the marketing planning m k s  accordi@g to well laid club 
systematic p~llicies and procedures, use of grass root approach with n view to involve marketing 
functi~~naries at different levels with other approaches for developing the .$ales forecasl and 
marketing plans the company also uses models in areas like product, price. cor&rnpion behaviors 
and sales analysis and the integration of plans at different marketing levels. I n  #flition it was also 
found that the company had a prclgressive approach so Par as the professional devclopnient of :iu 
personnel was concerned. The cclnlpany was also found to be Conscious of iLs sotial responsibilily. 

Since the company had startcd the planningof iismarketing funct~onin 106@sit had succeeded 
in devclopinp 3 comprehensive system so Par in both itsshort tern) planning and ldng range planning 
was conce~nicd. 

Wilh a view to gain an insight into the level of sophistication of niarketiqa planning by Lhr 
companies Surveyed a Scoring wchnique has been developed and used. The d@eails of which are 
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given in chapter IV of this study. In ems of this technique, the company got an o i e r  all, rating of 
6.79 and in this c u e  fell in the top Category of Companies having a "high" level d sophistication 
of marketing plllnninf function. 

,$ Comparative Studv of the  Undertakines in  the  Two Sectors : 

A c o m p r e h v e  comparison of theabove twocomoaniesfrom theviewnointotkhcirmarketinz - 
planning function points o"t the superiority of the privak sector company over ils c&ier pan in the 
public sector. This w u  in respect of factors like the use of information system, proc4Jsfollowed for 
developing marketing plans etc. 

However one factor in respect of which the public sector company scored ovedits counter part 
f i e  private sector was in respect of its social responsibility which has operational to a greater 

degree in its cast. This could bc due to its basic reason that is lo provide welfare for I? society. The 
difference in Lheir relative performance are also borne our by the scores recieved by tt$e$e companies 
On the marketing planning Sophistication index. The relative scoring were 0. 79 i i  Lhe case of the 
private sector cornpany and 0. 69 in the caqe of public sector company. 

As such the private sector company with the rating of 0. 79 fell in the catego* of compa- 
nies having "Hizh " level of sophistication, while the public sector company with Che rating of 0. 
6'1 fell in the catgory of Companies having medium level of marketing planning srbphistication. 
Thus, confirming the differences noticed above the state of art with regard to the brformnnce of 
Bit  marketing planning function in this two companies studied above. 

)lARKETIh'G PLANNING IN-FOOTWEAR UNDERTAKINGS ; 

STUDY OF PUBLIC SECTOR UNDERTAKING ; 

The correspondinp public sector company in this field was started in 70s. Tha'formulation of 
Uils company prunarily resulted t.rom the urgent need to take over from the privale &tor enterprise. 
This unil Ioca~cd in Nairobi hlls been one of the biggest footwear and leather m a n s  concern in 
k-nya. The u n i ~  had tlccrl pusin: dirough crisis for a long time due to mismsnagen$m and neglect 
ol rrnovatiiin ol niacliiricry. 

The considerations that weighed heavily in favour of bringing the unit u n q r  public sector 
enterpiisz were, ilic guvernment wa\ the single buyer of footwear for the defence ahd various civil 
defence, and two there was a great demand from overseas market for the Kenyan ma& footwear and 
leather producb. Besides, the future of leather and leather footwear industries in lhe country w a  
u s o  quite br igh~ on account of large and growing populallon and their rising slan#ds of living. 

The time when this public sector company commenced business, was howevbt. not the most 
opportune k ~ r  starting business. The company had to face many problems id otganising its 
prtuluction and sales in that the exigencies of production of priority over those gf market. The 
availability of. raw hides, both quali tkvely andquantitatively,was poor. The procqssing materials 
were not available ex-stock and their procurement involved considerableslalls. cre& confidence 
among the suppliers and alsoeslablishing good trade ties with them wasa major h u r q l e . ~ t  this time 
Ihecompany had toslarlabinitio as  far as the appointments of disuibutors anddealers~asconcerned.  
The company h:u cull fledged quality control and design department for making a t b c t i v e  designs. 

The activilies in which the company is currently engaged in are tannjng, m ~ u f u c t u r i n g  and 
selling leather and leather products like footwear. industrial leather, leathe; boards; miscellaneous 
kather goods and other products like shoe finishes etc. The emphasis in production fson the quality 
ol the products. All through these years since it started the company continued to face many 
dil-ficul~ies in salts and production. Quite a substantial percentage ol' its foot&ar production 
qu ipmcnt  is gerued on io defence production solely. Though supplies for defe$ce department 
increased during the years, the company had not been able to utilize its full capacity as yet because 
of limited size of defence orders. 
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Steps are ;ilsir laken by the company to boost i u  export salcs. The cornpan# hqs so far exported 

to the P T A countries. The management of the company is also giving serioudthought to possible 
diversification wh~ch  is not only limited to theexisting product linesof the cornpiny, but also extends 
in other directions like manufacture of leather sports goods etc. 

The market structure of i;jotwearindustry in Kenya ismarked hy the p reqace  of a few leading 
companies in the large scale xctor ,  a very considerable number o r  srnia scale uniu in the 
unorganizd sector. Except for few firms which sell their products at the narior)rrl:level and that too 
mainly in big and inetropoliun cities, most of the other firms operare either inpk regional or 18.rcal 
markets. So far as the company is concerned. except for the defence pups+ for which it h s  a 
substantial percentage of ils production capacity suited for such products andnljo for the preferences 
which it gets from othcr government and sister organisations because of the public sector, 
the producls of Uiis company face an intensive competition in the city the large scale 
rnanufacturel-s and in local or rural market from the unorganized mmufacturtrs 

Marketing Or~an i za t i o l l  : 

The salcs a n d  mxketinp activities of the company are being li>rrked afkr by its sales manager 
who works direclly under th? managing director of the company. l-le is  furthir assisted in this task 
by  a team ( I T  olficers like ihc deputy sales manager, assistant sales manager $ales officers at the 
head office. The company also employs sales representatives whu are otmtc#ied to its depou and 
rrporls to ils salcs officers. The company also has a design and drvelopnled manager who looks 
al'trr in!roduction nf new ploducls, new designs, their productioCplans. pro&tion improvements 
and test niarkedng of new products. Though ihe design and development m q g e r  is linked u p  with 
the salcs dcputrncnt, he rcporo lo the works manager of the company. 7'hecMpan.yopcrates in thc 
dorncstic civilian market through distributors and authoriscd dedcrs. 

l&ponsibil i ty For hlarket ine  Plannine; 

The responsibility fur preparing the marketing plans lies with the coatpany's deputy sales 
mminager. thuugh ultimately it is the responsibility of the sales manager of Utt company. Thr  sales 
manager lor this purpuse h u  Jsoconstituted asortof an informal committeelrhat is headed hy him. 
the deputy s ~ l c s  nlanager. mis tan t  sales manager and sales officers w o r k i k  at Lhe head oflice as 
other nle~nbers. 

The company started developing its niarketing plans right at the heyinhing of the company. 

Pur r~ose  Of Rlarketine Plnnnine ; 

The specific purposes for which the company stated that it had started weparing its marketing 
plsns include; enabling i t  lo  take sound marlieling decisions. integralink different marketing 
functic~ns. helping, in the production planning and co-ordinating the ac(ivitieso1 its different 
d e p a n m e n ~ ~ .  

Marketing Ot~iectives : 

In ortler to znable iliell' to plan effectively, Lhe company has set somi marketing ob~ectivcs 
before i!jclf and h u  been ;~ttc.mpting to achieve those through I &  activities. f ie  following ar? some 
of the ohjjcctivcs which havc been spelt out by the company: io niake anfJ market good quality 
f(iutwear at re;aunable prices, to increase its relative market share and to atr&in aposition m o n g  
top footwex manufacturc~ s iri the organised seccors, to develop a new distri%on system as a means 
of irnprc~v~ng ~ t s  pxticipa!ion in existing and new nrxkets, to m A e  pe<rpIe b o r e  footwear minded. 
and to continut improvcn~cnis in its products in terms of quality, feature and style and also making 
addition of new products ;md production line with the objectives of au;uni& customer satisfaction 



planning Horizon : 

The company stated that though it has only been developing. a short term pla&of one year 
duration divided into two parts of two3early plans, it was engaged in drawing up i u  dng term plans 
of Tcw years durition also. In addition to the development of the short term rnarlc&ing plans the 
Cpmpany also developed separate marketing plans for promoting its products in difj)ernnt seasons. 
Sfi,wever, the efforu of the company presently were limited only to theextent of prep* an overall 
niarketing plan for the company as a whole and giving details on the basis of articles$* and value 
ttc. 

The company has made some modest arrangements for the collec~ion and ifndysis of the 
Glevant marketing information on a regular basis in order to enable itself to develo$blore realistic 
marketing plans. In this connection the company staled that it collected data relating Othe changes 
191\ulg place at the environmental and competitorslevels. These information was co l/ qdted through 
vkious  sources like census reports, industry statistics and reports, national s*ple surveys, 
marketing intelli~ence etc, with regard to its own working, the company collected w r r n a t i o n  on 
naegu lx  basis through its salesmen, dealers and distributors, in the form of reports4 sales records. 
illventory records etc. 
: It may be nlentioned here that the company had set up asystem under which irs es force after 
returning from their territories, submitted a detailed report to the head office relating "r. rhe position 
of the company's and its competitors products promotion and other m'arketing acti$&s. 

The company's design and development department also scans regularly Ithe published 
lilerature both in Kenya and foreign.lndicative of patterns of the type of changes &'place in the 
fuhion,  both in the home and foreign markets in order to create new designs. Based brbn.the analysis 
c4 h i s  l lnd  other coliccted inl'or-nutlrln relating to its production capabilities, avaiiability of KILL* 

dalerials and othcr rcsourcrs and facilities the company develops its marketing f+ff$casting and 
marketing plans. 

N a r k e t i n r  Research : 

Thecompany stated that during thepreceedingfive years it hasconducted m&&researches 
n o r e s o i n  an ad-hoc manner on itsown. Theareasin which theseresearches wereconblcted included 
ateaslike new product development and distributionarrangements. The company st i lMthnti t  hoped 
rB do its marketing researches in a more sophisticated manner in the near future. 

@racess Of hlarketing Planning : 

The process of nlarketing planning in this company is initiated by the sales banager. The  
prucess being initiated by the Sales Manager, moveson to the Deputy Sales manager. @.I infact does 
most of the work / Job relating lo the marketing planning function . He docs so Lill be preparation 
Of ihe marketing p l a ~  in the draft form, viz, consulting marketing targets and cjbjtctives, past 
achievements, availability schedules of production capacity, market environ~nent e e  and also does 
@her things relcvant and needed for the development of the marketing plans. Deputy Sales 
Manager is assisted in this task hy the sales officer at the head office oS the comflany situated at 
Nairobi. 

The d r i t  marketing plan so prepared by the Deputy Sales Manager is then pf ced before the 
gales Manager of the company. The Sales Manager reviews it with the help of an in L , al planning 
Qammittee formed for this purpose in the light of factors like overall m 
~ o m p q y ' s  strengths and weaknesses, past performance, market situation, co  
,Rroduction availability, finances required and other constraints if any. The fin 



173 
dong  with thc budget estimate ib then sent to the Managing Director orthe comp fUr hisapproval. 
The Manapinp Director then reviews this plan in the light of corporate o ives. financial t 
consideration of the availability of help from the government. expon commitm$a$ etc. 

The marketing plan so approved by the Managing Director is then detailed  MI^ first into two 
par& of the year and then detailed on article-wise. size-wise, value-wise and regidja-wise. Based on 
this plan as wcll as on the past achievements, and potentialsof the market wrritory$be company then 
develops targets for its distributors and dealers. From this stage the company makes product mxx 
plans, supply plans, sales plans and promolion plans. 

peview of Marketine Plans ; 

The marketing performance in hiscompany is reviewed on aregular basisthrtwgh the feed back 
which the company rccieves from its field sales force, distributors and dealers; T h e  review and 
consequent updating is done on a monthlylquarlely basis s o  far as the shor&tem plans zre 
concerned and in the future it will he done on a half yearly basis in respect ol 'its4ng--range plans. 

Some ol the variables that necessitated a revision in the past in its marketijg plans as listed 
by the company were: the prevailing uncertainty in the economy, delays in the plemenration 
of the projecls in other sectors, erratic supply of materials and power, irregul ki" M o w  of order:s 
especially from the defence deparments, delays in new product development,p 't break-downs 
and its distribution problems. 

ian 
Desien a n d  Development ; 

The company has recendy set up a full fledged design and development dqs l tment ,  which is 
currently engaged in developing new productseven outside its presept p roduc th$$  of activities like 
footballs and other sporls goods, improving the quality of existing producu. #d evolving new 
footwear designs. 

blarketinp hljx Strategy : 

The conlpany stated that In developing its markellng mix strategy it gave "#ligllU emphasls 10 
producl advertising. sales promotion, distribution planning and economic variabl/s. As against this, 
it  gave "lair" to "good" emphasis to pricing. technical research and development/of its product arid 
product planning and development 

PLANNING OF THE DIFFERENT ELEMENTS OF THE MARKETINGI- MDC; 

product-Rlix Planning : 

The product-mix of h e  company consisted 01 leather and leather produits like footweill , 
industrial leather boards, miscellmeous leather goods and other products lie shde finishes etc. As 
the co~npany's production machinery was quite old and also asubstantial percendge of its footwear 
production capacity was suited to the defence purpose only. The planning of  he iroducl-mix of the 
company especially with a view to keep its factory running, becomes all the m o q  fmporunt.  Thus, 
bcsides, attempting to keep the factory running on a regular basis. the cornp&y determines i ~ r  
product -mix with the objectives of achieving growth and profitabiliry. 

As a part of h i s ,  the company has been introducing quite a few new prducu and designs. 
modification and improvemen1 of the quality andstyles of the existing produclsth@x8gh its "Designs 
and Deveiopmcnt" department. during the preceeding 5 years. 

For making the above changcs. the company stated that it go1 information from its field sales 
force, markel reports and fashion magazines about changes talung place in the $vb$ and wearinp 
styles 01' pco;1lc. 

The company further slated that some of the major reasons of i u  inuoduciClg, new product:; / 
designs . . in rhc market included, meeting the demand of the customers, 1 m p r o v i 4  its product-mix, 
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heeung compet~t~on and meeting profiubility objectives of the company 

f roduct Prunninp : 

The company also kept on prunning its existing product mix and auernpts to identify ihe slow 
movinp items, arrangine to shift h e m  to places where h e y  may move faster. Tk slow moving 
pruducls were also given necessary boost for their sales by organising c e m i n  #as promotion 
schemes and if need be were eliminated as well. The company suted that it has dls&ontinued some 
Of ics producls mainly because of their declining sales and profitability. 

The company stated that it segmented i u  market mainly on geographic and de&graphic bases. 
It also attempted to segment its market on buyers behaviour basis. The company f4flows different 
pricing policies and supplies different quality of goods to suit the specific needs of k e  segments. 
The company does so. keeping in line with i u  general objective of marketing more fqotwear to more 
prople at more places m d  n ~ a k i r ~ g  people footwear minded. 

Price P l a n n i r ~ i  

The responsibili~y for fixing the prices for its products lies with Lhe sllles manager of the 
company. The objectives followed by the company are to fix prices at such l e v e l s b t o  enable the 

1 
b m p a n y  to acheive ils profits objective, to maintain the relative parity with compqfitors price and 
also to allow i t  to realise cash at the earliest. 

The pricing policy followed by the company was thus a combination p*arily of cost. 
ccimpetitive and demand orientations. As such the final fixation of tKe price deper/ded on the cost 
01  productioli to which a minimum niargin of profit was adjucted. This margin wns$maller than thc 
alinimun~adju ued for trade mltrkels. 

Then the price so arrived at was moderated with the competitors price and alsolwhal the uafl ic 
c~iuid h e x .  11 r;I\ ivund that on difierent occasions the company reduced the price$of its produccs 
b> suit the require men^ nf the market. Ilexplained that the reduction in prices a n n o d e e d  by i t  could 
become possible in certain c m s  through efforts on its part to lower its cost. 

Distribution Plannine ; 

The distribution arrangement of the company had been changing from time 10 time and the 
company had been on the look out for improving its performance in this regard. $he distribution 
System which Ule company is presenlly following for its product is as follows: q e  compay w m  
selling its footwear thl-ough different channels in itscivilian, exports and defence and allied markets. 
fn lhe civilian markets the company operated through wholesale distributors and authorised dealers. 
The wholesaiersmajorconcentradon wasin townslikeNairobi, Mombasa. Nakuruzu)dKisumu. The 
wholesaledistributor wasgiven afield territory to carry on theiractivitiesand werea4oqdvised ahout 
the pricesat which goudsshould be supplied LO the authorized dealers. The authoriseddealers, though 
appointed on suzgisuons of the w h o l k k e  distributors, worked directly under the co@psny, and their 
terms cif appointnlltnu, commission structure, etc were all determined by the comp,gdy itself. . . 

The author-ised dealers and the wholesale distributors under an agreement had io Gfe an agreed 
guantity of goods per quarter of the year and sell those at the company's recomn~en(ied prices only. 
Both the dealers and distributors wt:re provided with publicity materids, s i p  b&ds etc by the 
company. The authorised dealers as per agreement, worked on an exclusive basis for the producls 
01 the company. 

III the case of dcfence and allied markets, its footwear were supplied against ifirect enquiries 
ES well as Lhrough defence purchase tenders. The productsof thiscompany receivedpteferencesfrom 
tlrfence, and otner governmental institutions as coming from public sector enterptise. 

In the c u r  of export markets, the footwear were mainly being traded d i r e c q  to the foreign 
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customers by the company. The company perform all the marketing act iv i t iesbr  these exports. 
organi~ing arid parlicipadng in exhibitions, sending samples abroad etc. 

So far ;I\ the s d e  of leather and leather goods was concerned, the channels W d  for the supp:ly 
of such products, both the expc~n and defence and allied markets, remained the W e  as described 
ahove. lncasc of the civilian markets the products were sold through the channel bf distributors arid 
deaicrs appointed by the campan) for the purpose. 

In short the company made use of both direct and indircct channels for thddisuibution of it? 
products depcndinp upon the nature of the market. 

Distributor / Dealer Selection : 

The company in selecting its distributors and dealers considered the following factors 
viz,:services required to be perfonned by them, competitive channel arrangemeritr~channel regula- 
tion needs, selective markct coverageand objectiveof thecompany, besides theirl&ationalfinancial 
and managerid capabilities. 

P v i o n  of Goods : 

The physical distribution objectives of the company included optirnising qusomer  services. 
maintaining rcpulx suppl) of ils products to dealers and customers. ensuring repdy availability of 
its new producls / designs, to syrchronize with their launching in the market etcj 

As per agreenient entered inlo with the wholesale disuibutors and dealers w d  subjecl to the 
production availablity, the channei members had to lift an agreed q u o b  every q w r  and had also 
10 mainuin aceruin amount of the minimum stock per month with them. The whollesale distributors 
were also required to place orders are least 6 weeks in advance wnh the c o m p a y .  The comparly 
supplied lo ice distributors and dealers on a weekly to fortnighlly basis. This peri&itity of supplies, 
the company s ~ i l e d ,  was fixed by it on the basis of its past experience. 

The company also monitored the performance of itschannel members on aq&tnerly and annu.d 
hxsi:, and ;L\ rtr nci:IIs a i w  a~inour~ced vainus incentive schemes to niotivclic thdm to sell more of 
it.\ product.\. 

Promotion function in the company is performed in a cenwdised manner at +e head office and 
is being looked after by a deputy sales manager of the company. The cornpay uses a mix of 
advertising. pcrsunai selling and sales promotion methods for promoting its prod@&. It determines 
its promotion budget on the need hased method subject LO what it could afford t$r this function. 

Some ol the advenising goals personed by the company during the l n s ~  few years wert:; 
recapulating its lost image. changing customers attitudes towards i s  product$md encouraging 
immediate sales of its produclr. To  manage iu advertising function more e f k t i k l y  the company 
has been taking the help of advertising agencies for functions like copy writing. m&ia selection etc. 

Personal S e l l k  

The fieid s d c s  force which is mainly organised on a temilorial basis is utili* by the cornparty 
t o r  the purpube of checking that the dealers and distributors carried adequate slo& of its  product.^, 
provided good shelf exposure and co-operaled in the sales promotional ac t iv i t ikof  the company 
hclping dealers in their sales. 

Promotic~nal programmes, credit collection, and providing feedback to the cbmpany regard.~tip 
its sales, cc~n~peti torsacti \~it icsru~tomer opinion and conducting markeLsurveys. i v e  other duties of 
the field sales force. 

~. 
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Sales Pronlotion : 

Some of the objlrctives sought to be achieved by the company through its +as promc~tional 
programmes re l~ted to attracting new and existing customers to its products, mot i jk ing dealers to 
stock and sell i a r ~ c r  quantities of its products and clearing up its invento& 

Some oTthesdes pron~otion methods used by thecompany in connection w i ~ h h e s e  objectives 
at the consumers level have been participation in exhibitions, announcing temporary~r ice  reduction. 
organizing premium offers, giving free gifts with sales etc. 

At the dealer level, the con~pany adopts the methods of providing more dispYy materials and 
allowances. and awarding special discounts and prices on the achievement of sdes b e x c e s s  of ttreir 
targets. 

b l a n a e e r n e ~ ~ t  Pl~ilosonhv And  L)evelonrnent of Market ing Personnel ; 

The company h;ls four marketing executives manning its senior level positidns and all Ulesc 
persons are prolessionally q ualilied, with diplomas is Business Management, rnark4ing courses etc. 
Besidesthis Uiey have allended a number of specialisedcoursesin the areasof custofl$pand industrial 
nlarkeling. 

l 'he top nilmageinenlphilosophv of the company is production oriented as thepompany hasnot 
)'?I been ablc I,) overcome its production cosuaints. However, the company w d  that it was 
cltempting to adopt gradually h e  marketing orientation. 

As f x  a.~ !:tile response of the company towards i& societal obli:;luons w i  concerned. thr . . - 
company statcd that i l  wss helplng h e  country by providing employ men^ opportunifies, distribution 
ol ' i~produc~sadcquatc ly  to the rural areas. m ~ n : i t s f o o t w e a r f o r r n ~ s e s a t r e ; u o n ~ b l ~  lower nrices - 
hcs~des mecurly tilt dclencc requirement of h e  country 

)(elalive Position Vis-a-vis the Private Sector unit: 

As far ;LS i i ~  pos~tion in rclatiori 10 the competing unit in the pr iva~e sector w* concerned thc 
cumpany felt h a t  the private sector unit was far ahead of it, both in terms of ef f id tncy as well as  
in Lerms of market size covered. The company further felt that it could not think of bdhg able to offer 
ciiy wonhwhiiecun~pelition on the private sector company even in the near future. :The reasons for 
~ L S  relatively poor performance, in the opinion of the company lay basically inithe fact that iLs 
production facilities had been geared to meet the defence needs. although from hhich it was not 
receiving steady patronage. The company had a limited capacity, co~sistin{ mainly of old 
machinery, catering to civilian markets. Its other weak areas comprised of the ercess stai'f, high 
overheads and relatively rigid managerial approach. 

As against this, the competing unit in the private sector had a number of addintages in terms 
o f  latest technology, experienced prc~ffessional staff, flexible managerial policies. i comprehensive 
distribution network. And also the lie up with a world lamous organisation resuldng in the use of 
marketing expcrtise and international brand name advantages for the efficient flarketing of i b  
prclducu. 

l'he conlplmy was, howrvcr. trying to improve its performance through modernization of its 
product~on faciii~ies, diversification of its products wid promotion of 11s nroclucts in the foreign 
lllarkelb. 

C:onclusion: 

No~wilhstlmthng what the company felt and also the e f f o m  which it was tdying to put into 



1'77 
improve it.5 working, a review of the overall performance of the company leads @!lo conclude that 
the marketing planning function in this company is not being managed in a *$&matic manner. 
Further, not much progress seems to have been made by the company in this d i i e o n  so  far. This 
has not because of any ignorance in the part of the company. Its marketing ex&inives were fully 
comious of the need of managing this function in a sophisticated manner. 

The company's orientation appears to be that of selling its produc~$rather thb marketing them. 
The policies i t  had been following have been more of an ad-hocnature with asho$.term perspective. 
What the company appears to be badly in need of, amongst other things, is tohave  a system and 
integrated planning system for developing plan both of a short-term as well as $ng-term duration. 
This would also necessitate the creation of a suitable organisation andinfo&lWion system for 
providing the needed support for the efficient operation of the system. 

FIARKETING PLANNING IN FOOTWEAR UNDERTAKINGS ; 
A STUDY OF' PRIVATE SECTOR UNDERTAKING ; 

This cLse study relates to footwear company in the private sector, the coraplr)$ was established 
in Kenya in 1972 ~LF a private limited company. The principle objectives of $prcompany are to 
manufacture and market all types of footwear, footwear components. l e a t h e r 4  products allied to 
footwear trade. The company operates through the sales network of retail shop&tiolesales depots, 
distributors and dealers all ovcr Kenya, which even extend to the remoles! v i l l b  of the country. 

The company is a major supplier of footwear to some of the institutio& and also leading 
exporters of footwear from Kenya. The production facilities of the company an at the capital 
city of Nairobi. The company has a collaboration arrangements with a 
lurer ofthe world and its because of thiscollaboration that thecompany 
from all pa r~s  ol the  world mainly from Lhe Africancountries. 
nearly to all parts of the world. 

The fo t~~wear  market of lienyaconsists of afew large-sized companiesand)very large number 
~ ~ f s r ~ i a l l  scalc ui~organised sector 1-~rms. Except for few firms which sell their p r ~ u c t s i l t t h e  national 
lcvel, most of the firms, most of the small scale-ones are operating either in reiio+alrlocal markets. 
Thiscompany which is a large-sized privatesector company is operating a t  a nati+o$l level and being 
market leader has a leading market scale, an established brand name and also does not face m ~ ~ c h  
competition in the overall from the other footwear firms in Kenya. 

Organisation of market in^ function ; 

The Sales and Marketing Functions of the company are looked after by its &cling Manager, 
who reports to the Managing Director of the company direclly. The company's$ales and marketing 
activities are orguiised through its divisions. viz, retail, wholesale and expoma@ ether seclions for 
example contracts and the merchandising section. The retail division looks af4r the retail sales of 
the company's products through the retail shops located in both urban and rural; small towns. This 
division is headed by one manager designated as Retail Manager. The Retail Manager who works 
under the Marketing Manager of the company have under him  are^ Manasse covering different 
regions. Under each area manager there are depot managers who look af 4 the supply of the 

: company's products to its various retail shops as well as the company agenu. w c o m p a n y  also has 
a number of Product Managers working at ils head office. 

The Wholesale Division is headed by a Wholesale Manager. worlclng uhdtr the Marketing 
h4anager who looks after the company's wholesales. Under him there are ~ e ~ * @  Managers. one 
incharge of supplies and one assistants superintendant for administr~tion. ~ h e b o m p a n ~  sells to ils 
rural customers under diffcrcnt brand names through depots and sub depots koriiing under i.his 
division. 
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The export division of the company is headed by a Manager-Expom. whoh* yorking with 

him an Adrninistmtional Manager-exports and whom production, planning, ad*frjsIration and 
Account Execu:ives work. 

Thr  total export activities of the company are looked after by ~ a n a ~ e r - ~ x & t s .  
The Contracts Sales Section looks after the sales of the company'sproducu d(3nvernmental 

8nd other non-governmen~lil large institution and is headed by a manager whq reports to  the 
Marketing Manager and under him two executives assist him in this task. 

The company's merchandising section looks after the marketing functions of t4e company like 
markel research, publicity, store-i~nprovements, sales promotional, sales personne~$hd adrninistra- 
$on. physical distribution of goods and overall pricing of its products. 

c a r n o r a t e  and market in^ Obiectives : 

Thc company has spell out in writing both its short Lerm as well as long termjoorporate and 
piirketing objectives. The company stated that it was started with a social respon)ibility objec- 
tive that is to shoe madand,  half of which walked barefooted. T o  fulfill this ideaf,the philoso- 
phy which the company kept before i t  was that. the shoe must be simple and luncfaaal, shoes 
piust be capablr of being mass-produced on machines and shoes niost be cheap & within e aq  
teach of the masses. Thus the company stated that the factory was s m t e d  wilt1 4 p ~ i m a r y  
purpose of servinp the people with shoes and serving the shoe makers hy showindfhem the way 
l o  do Uiings better and cheaper. Funher, as the people of lower income g r o u p s o f b e 1 o p i n g  
tountries cannot spend more than one percent of their annual income of shoes, th fore, the 
company decided that shoes for the masses have to be priced at a maximum o f  1 days income 
for two pairs a year and be available where the people live. This resqlgd in the 3 4 to keep the 
Uistribution cost at a minimum and thus direct selling was found to be the mswer  for eliminating 
Ill intermediary profits. 

TIie working for the 1;ist f.ew years the company has been m l a n l l y  endcavo$ng to  achieve 
tlic;: bruad ohjcctiics. Thi. d~liails UI L ~ C  ulher specilic corporale objcciives heing:pursued by thc 
e m p ; u l y  arc LS ~ ~ I I I O W S : -  

* To opliniise return on invesmients at the rate of 24% per annum. 
* To provide technical assislance and marketing facilities to small scale sect+ firms. 
* T o  produce shoes for vulnerable and middle class customers. and. 
* To provide maximum customer satisfaction and to optimise. 

The ultimate responsibility for corporate planning in this company lies 
Director of the company, works through a formally designated committee 
from varioub arcas like Finance,Marketing. Manulacturing, Research and 

3'11s Marketine 0biectives:- 

The company has also spell ill writing ~ t s  marketing objectives. The fol lowingbe some of the 
major objective5 which the company has been trying to achieve:- 

* To offer rl~rrchandise of the type cuslomer wantsat a price he wan& and at a prfae he is  willing 
tu pay and, more important, is ahlr 10 pay. 

* T o  give cusloniers more durable shoes at reasonable prices. 
* To conlinue iniproving iLs products in tenns of quality feature, style. f a h i o h ,  etc. 
' T o  allllin cuswmers satisfaction and maintaining its leadership in the mark@, md, 
* T o  attain the highest slilcs volume among the top companies in Kenya, hoth in [he domestic 

as well as in llle foreign markets. 
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The responsibility for developing the overall marketing plans for the corn Y lies with i u  

'Mnrkctiiig Maiager.He develops the final marketing plan for the company as a le as well as 
firlalises the marketing objectives and plans for its remil, wholesale, expo %. contracts and 
!merchandising depols. Assuch, the marketing plans and objectives here are finali&in consultation 
with the head above departnlenls first separately for each department and then fd the company a:. 
a whole. For the purpose of developing its marketing plans, the company has a fkmal marketing 
'planning committee consisting of members from nearly all the departn~enls. ,: 

Purpose  of Market ing Plannine: 

The company slated that it h u  been prepar~ng its marketing plans in a forrnalljamner, and the 
following are the purpose sought to be achieved by it through markeung planni$:- 

* Helping in p~oduction planning. 
* Aiding in planning finance 

, * Optinlire profitable sales. 

F r a m e  Work or Rlarketine Planning:. 

'To achieve the above objectives and purposes the company develops one dverd l  corporate: 
marketing plan and separate plans for the divisions and sections as well a separall: dlls  for ils majol- 

'products, sales plan, advertising plan, physical distribution plans, sales promotiod plan, marketin:. 
research plan and pricing plan. 

The company even develops detailed products plan spelling out all the irupo steps like the: 
product concept, objective. major factor considered for setting u p  of the p ove objectives, 
iden t i f i ca~ io~~  of iar2et rnarkcts in order of priority and their targets. marketing/ swategies to be: 
followed for c ~ c h  Large( market. lactics ro be adopted to implement each marke* strategy etc. 

Additionrilly the compuiy also develops its overall product-mix plans. ~rain/ng and develop-. 
illcilt plans L'!C 

Thecompany dcvelops both the short-term and long-term marketing plwsof  qrteycarand tlircc 
years duration respectively. Besides, the company also develops its seasonal p M  and also maker, 
a business calendar nicntioning activitieslike the period of festivals, o p e n i n g s o f ~ ~ s c h o o 1 e t c .  Thus 
tllc: company prepares plans to market its products utility-wise in different a r e n s ~ o r d i n g  to [hi: 
needs of every season in each area.For instance the company supplies to itscustom)rs:more of fancy 
and fashionable shoes during the festival time, While around school opening ill c0rnes out wilh 
cllildrens study school shoes, etc. 

Process of h l a d e t i n l :  P lann ing-  

The process of preparingestimatesfor the future year starts from the companyds own marketing 
information system under which the Retail Manager keeps sending to the c o m p q y  regularly data 
regarding sales done on an overall basis, on article, pair basisand the profits made bb! them as against 
their mgeLs on ;I fortnightly, quarterly basis performance and the previous &or perfomlance 
respectively. 

These repor& as well as the other external published reports like footwear bategory repons. 
internal product development review elc are processed at the head oflice of t& Company wilh 
colllputer syslcnl. 

Similuly repor& relating 10 the other departments, sections and divis~ons ofithe company arc: 
regularly processed. The cvmpany stated that for initiating the task of marketing p l w n p  it foll(~wctl 
a syslenl of \rfllal is called as a "clue releaser" which indicates what will be likel$achievements of 
each divisions 01' the compmy and d s o  despatches the blank "prospect cards" to a# the deparLmen!.~ 
of its sales divisions, etc who sugges~  what they will achieve in the ensuing year. Tl(eyalso eive lllcir 
past perforinarice figures, with necessary delajls and reasons for theireshmatcs w&h are revicwetl 
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by thc respective deparunentd heads before they are all pieced together nnd *d before the 
Muketing Mxnager of the company. 

The company further s u e d  that in setting its long-range targets it does nei simply follow 
Wc results of the previous ten years of its working nor does it draws median of $ :&ta or pro.iect 
o n  the basis of what it did during the past ten years, though it supplies all these#e4ails to all ils 
concerned executives based on vdue,  pair, article, region wise etc. 

The company explained thia by stating that since each category did not give . company the 
S a l e  proportion of profit each time, i t  had tomanipulatei~roductsinsuch away th ? itcould achieve 
i t s  t o d  profit large&, which could not he possible hy simply extrapolating the &. 

The estimates so prepared are then compared with the company production &t procurement 
capacity and accordingly, are modified. 

The company prepares its long range estimates for the next three years hoth in &sand values. 
f hecompany sales divisions staved that it treated the factory as an outsider for their 4. Lng. It places 
edvance order with the factory as to what the sales division will need for Uie c-g four months 
o n  artlcles and p a r  wlse basis. After the price and specifications are determined a n b a e m e n t  to that 
effect is signed bctween the Factory Manager, the Sales Manager and the ~anagi&tector.  It thus 
becomes a commitment for the Factory Manager to supply that much and the salcd&ager to sel! 
that much. 

The sales division gives i& utmost emphasis on quality. If any deviation i n q w t y  is detected 
by the quality controller or thesalesn~enor any other person, suchgoods are not acc d by thesales 
division. such productsare either destroyed or reduced to asuitable price and the 3 &gdifference 
is paid by the idcti~ry to the sales division. 

The process of preparing marketing plan in this company is thus initiated sitn lyneously both 
by the Marketing Manager as well as by the heads of its divisions andsections. da lv~slonal . .  and 

8eCtional marketins targets set by their respective heads are first examined by the M 
in the light of the economic, markel and environmend factors and the necessary - 
pude  in the tareels as per needs of the company. 

Next ihcsc wgrh are consoildated intocompany overall marketing urge&. se u r g e &  alter 
being intergr~ted in,(, an overall marketing plan, are put before the Marketing PI 3 ing Committee 
&nd their approval along with the budget are then sent for the approval ol the ~ w a @ g  Director of 
the  conipany. 

The marketing plan so approved by the Managing Director is then broken d@w/ldivision-wise. 
sec~ibn-wise, article-wise. value-wise etc on a half yearly and quarterly basis. i 

Also from the overall plan, product mix plans, advertising and sales promoti& plan and sales 
p lms are evolvcd taking into consideration, besides the other aspects, the businek ilbnder aspecls 
yhich highlights the chief selling occasionsand the type of product-promotion b & required for  
guch seasons or occasions whichever case may be. 

A 
In short. the process of corporate marketing planning is initiated by the ~ a & t t n ~  Manager. 

For preparing its long-range plans the company considers the economic, techno10 c$ m d  s o c i e d  
factors and uses a rnix of the statistical, grass rools and a jury of executives opinion ethods for the 
developmenn of sales w g e t s  and marketing plans. 

It. 
After the marketing plans are recieved from its different marketing d iv i s ids  nnd sections. 

these.after moderation and intr gration, are put before the marketing planning cahmittee,  where 
@@r being approved these are consolidated into an overall marketing plan for 4 company as a 
Phole. Later, all the opportunities and constrintsare included in the plan and the f r&rd  marketing 
plan is sent to the Managing Director for his approval. The plan so approved b# the Managing 
Director is built around division-wist, pair-wise, value-wise, elc and there from 
8 cbeuiled marketing functional plan like the salesplans, product-mix plans  
praniotion plan, markeling research plan, pricing plan etc. 
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Review of hlarlietine Plans: 

The nixkcling plans are mentioned in the implementation proccss througi the systcm of feed 
hack or t l ~ i :  Company. The reed back system provides information relating to 
and markeiing to the company on weekly and fortnightly intervals. The  m 
this company is reviewed on a regular basis at the levels of its h l m a g  
Manager and the divisional and depamiental heads. The review and consequ&t updating is  done 
on aquarterly basis as faras long-range plans areconcerned and on an~ontlily b d i n  respectc~f short- 
term plans. 

The company statcd that in the past it had been revising its marketing p d m  adopt to change 
sing place in the market and environmental levels. These changes arose owin to the fluctuations 
and short;~gcs in  the supplies of power, plant breakdown, labour problems arid r t i  efsion at the world 
level affecting adversely it.< export markets and targets and other locd  operati&s of the company. 

The company stated that during the preceeding five years or s o  it had c nducced marketing 
researches in areas like new product development, measurement of the iff ectiveness of i u  
prornoticrnal ciunpaigns, customer behaviour, pricing of products. salts l'ore&ting. distribution 
chmnels e t i .  Though most of the researches were done by the conipan): t~irou%h iu own slaff, the 
help of the advertising agencies and management consultan~s was also I&@ by the company 
whenever and wherever it was found necessary. 

Researcl~ a n d  L)evelo~ments: 

The company has a full fledged research and developmenl'unit. The edptjasis  of this unit 
is :niinimisin~ thr production costs, improving quality standard, expiorin: nevi materials. designs 
and producls develop~ng and utilizing indegenous material and developing Lheproduct to suit the 
rcquirenirn~.\ o l i i ~  roreign nlarke~. Thisunitalsoenjoycd the bcnefiuof shar ing d & ~ a c h i e v e m c n t s  
! ! !  LLS XS>OLl.lLC,S JLl102d. 

RI:~rketinr!-Rlix S l a t e c y :  

The company stated that In developing its marketing-mix suategy it gave '?High7' emphasis to 
pricing, service including aller sales service, sales promotion, personid l l h g  and product 
~ldvertising. As against this 11 gavc "good" emphasis to technical r ese~rch  and de "i clopment, producl 
planning and development and economic variables and "fair" c m p h ~ s i s  to disU(i4ution planning. 

PLANNING OF THE DIFFERENT ELEMENTS OF THE ~VARKETM.MIX. 
I ' r o d u c t - M i x P l a n n i n ~  

The company basically believes in.manufacturing and marketing mass +umed footwear 
items. In support of this policy the company stated that about 70% ofi& productstere made for m;xs 
markets and the remaining 304> were made available to the fashion concious segbent of the market. 

The company determines ils optimal product-mix by taking into con.$ide*tion ihe importilnt 
Sactors likciis prolitability. growth, stability, moveability of its producu. produc(ion constrain& and 
the e;lrly cash recovery ohjcctive with the aim of not tying its capital for a lonjer period. 

The co:npany is currently marketing numerous product line  wit!^ a numi~erbf  producu in ench 
product line. l'hc company s w e d  thal i u  policy with regard lo the shclLliftL of i@ h o t  wear was no 
shoe should lit in the shop for more than six months period. In order to inldkment this poiicy 
effectively tile company revicws its producl-mix at each of its out1et.s unce in evdry two months and 
accordingly c a t e g o r i ~  its producL into "A""B" "C" elc categories which arc bnsead on their lurn over 
al each outlct, and ilnced be, also makes arrangelnenls for the transfer of cert&nhow ~uoving  itrnls 
frolnunc ouilct to another whcre such a product has a quicker turn over. If still &ruin prc~ducu are 



[ dot! ound to be mov~ny well, ~tgenerally disposcsthem off by usingvarious salespix&tion methods 
(  ti^ the consumer level 1 

i &erv Products; 

~ Thecompany slated that with regard tothe introduction of newproducts, i tenj 6 the benefits 
bf sharing information and Research and Development achievement of i& coUabOr t is abroad and 

I b such was able to introduce successfully many new products from time to time. 
The company sratrd that its "product Development cycle" consisled of one 4 half months 

and two months (including the steps of idea generation,screening of ideas, bu 
etncept testing) and the company took about five month in total (from ides 
rccnimercializaiion) for the inuoduction of its new product in the market, 
: The company is attempting to pursue anumber of goals to be achieved ihrougq its new product 

3 :  

:policy. These goals, besides meeting the company objective of g r  

, . 
:pn)fi~ahility,compri% of utilizing the excess capacity in production and disuib 
:end-products, utilizing the firmsown basicmaterials, off-setting obsolesence 
: malerial fora higher value use keeping the present product-line competitive, 
products for the masses, developing suhsiitules for the import, reducing the 

! 
mGntaining m d  improving the company position in the world market and 
of its special fscilities and skills. 

The responsibil~ty for new product development programmes in thi 
I product devtlupment commiilee. Besides theProduct Development Manager. 
" the committec are: the Managing Director of the company, Marketing 

Development Manager and hlerchandising Manager. 
8 

The company slaled Lhal i i  always tests-markets aboul800 to 1200 pairs i@ new produci 
bciore iaunrhiny then, in the market. The duration of such lest markrtinggcnt$ly rmges from 4 

: to 7 wceks. 
Thc conipany a~ated that through the test niarketinp of ils products, il &its,  to achieve tlie 

oti!cctive oiimproving I& knowledge of potential sales and profitability, testing 46 acceptability of 
the productunderiypicul markellngconditions, gainingitsunderslitndingrcgardin$b;uyer behavioor 
and identifying and correcting any weakness in its marketing planning. 

In order to enablei~self tojudge the effectivenessof its testmarketingprogr meslhe company 
analysts data rtialing to product shipment to test markets. volume sdesand  pr aJ nature of  s:~les 
und also conducls retails audia and researches using consumer panels. 

t c 

Product El i lnina&o~ 

The company staled that in order to achieve ils product policy objective b f a o t  allowing its 
products to stay longer than 6nron~hs at an outlct as well as not to tie up its capitai/fw long, it pruned 
its product-mix regularly. 

The company has set up a iornial periodic product review system and u$er this system it 
conducts iL\ P~~~ducLsaudils every two months. The cor~~pany staled &at 4 well as owing to 
technological problems, mater~nl shorlage, poor responses form the marketsetc d product(s) were 
Sound no( to be moving satislsclorily and profiuble it then developed a product 1" iqkidation plan for 
such producls. The company tuok steps like stopping production or p r o c u r c n ~ d o f s u c h  produc:(s) 

, and clearing them through organising various sales promotion schemes. 
Thecompany uliiuinatrda number of suchproductsduringtheprcceeding?(veyears. Ijowever, 

the coml~my did not disclosc ihe average time it took io do so. Some of the f+rs tha! compelled 
the company to eliminate it\ wcak product(s) included declining volume of irsales, falling rate 
of protit.incre;lsing cost of pri~duchon and marketing, appearance of a oubs~iru UIat represcntcd on 
improven~enl. and consumtr dissatisfaction wiih ihe product. 

Y 



The conipany is catering to the needs of almost all segments of the nlarktt&y daaop ing  arid 
marketing su~table  variations o f i u  products adopted to the needs of the differendmnrket segments. 
However, i n  major emphasis has been on marketing its products in market? codprising of people 
ranging from lower class to upper-middle class customers. In identifying its h g e t  markets, the 
company has heen using a multi-stage approach , that is firstly by segmenli@g,its markets on 
geographic basis. Secondly, on a demographic basis and finally on the buyer M a v i o u r  basis. 

The company follows different pricing policies and supplies different q@iity of products 
through diffrcnit channels to meeL the specific of its diffremt market 5egmenu.i 

price Planning 

The cnmpany's overall philosophy regarding the pricing of its product i s . d e s f o r  the millions 
must be priced at a maximum o&days income for two pairs a year, as the people &longing to 1ow1:r 
income -group a ta  dadoping country cannot spendmore thanjust one percent of tJ&irannual inco~rle 
on shoes. 

The cr~nipany stated that its pricing objectives included the objectives of kmain ing  a price 
leader and charging pricson the basis of value customers attatched to a p ru t i~ l&r  product. The 
Company further stated Lhat i u  pricing policy is oriented towards its costs plus 4 m e e t  amount of 
profit and is also b a e d  on the opportunity cost concept. 

VIrith regard to the price - fixation of its products, it may be mentioned &re again that the 
marketing division of the company is organised on the basis of the profit centre d n c e p t  and as such 
il buys its goods from its factory at a negotiated price. Further to-fix the p r i d  of its products it 
considers die following factors, products worth to customers, customer capacity h d  c o m p e m c e  lo 
pay and ihc break-even concept 

Distribution Planninp : 

Onc of the chief sualegies of the company's principal which the company n;Ls been followirig 
with regard to is distribulion philosophy istocollectraw stock at source and d e l i v d f ~ l i s h e d  products 
direct to users. This facilitated higher income for the workmen and cheaper pri$s of shoes for the 
customers and eliminate all intermediary profits. Thecompany as such believes 4 direct marketing. 
It explains its concept of direct marketing by stating. "Why can't we have a shoeatj$very place where 
there's a p o s ~  office '! .... for people need shoes more than letters ." 

As such to meet the needs of its customers the company reaches iLs urhan a d  rural customers 
through a mutiple of stockists, wholesalersetc. The distribution channels for i t s&ntrc ts  are d i r e c ~  
and it supplies to its foreign customers through its ascociates situated abroad. 

Pis t r ibutor  a n d  Dealer Selection ; 

The cunipany in selecting its distributors and dealers for i u  producuconsid&s factors like their 
financial soundness, experience in retailing general and in shoe business in parbcular, location of 
the shop, potentials of the area and the soundness of the references given by thd opplicanu. 

T o  trnin and motivate itsdeaiers, the company organisesa detailed "dealersupport progranime" 
through which it trains and assists i u  dealers in selling better and achieving @ximum customer 
s3tisfaction.Some oT the aspects about which such training and -assistance 11 given in these 
programmes includes, organising promotion through various forrn and m&ia inrural are:i.s, 
providing sign hoards, and serving and assisting dealers regarding their shop jayout, inventory. 
financial problems, display and merchandising schemes. The company also ~s!&.s its distributors 
and dealers by iniorming them in advance aboul the business calenders, i.e. abodt the festivals arld 

seasons apprpaching, requiremenu of each such season and how to plan for the* seasons. The 
company expects its distributors to place order with about six to eight we& in adv@ICe and the goods 
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against such orders are released by the company on an average from for to weekly basis. 

The  period of level of service was determined by the company on of an analysis of 
the intake by the probable customer, supply schedule of competitorsand deal iesponse todifferent 
levels of service as well as on the basis of its production procuremen1 a h i "  4 + .  

The company further stated that it provided trade discount to ils ch members depending 
upon the nature of the product, in general. plus an incentive on the to& t$n over attained by its 
channel members, if their turnover exceeded a certain specilied figure and *channel member also 
fulfilled the other requirement of thecompany.Thecompany also ; m n o u n c l e ~ ~ m a x i m u m  retailand 
wholesale price in advance from time to time. 

Tota lDis t r ibut ion Concept;  

The company stated that it has adopted a " total distribution concept"!in i u  practice so Par as 
the physical distribution of goods is concerned. The physical distribution f*clion of the company 
included objectives like, maintaining regular supply of the products to cus0nler.s. making its new 
products readily available to customers. optimising customer services, ~nin@sing its distribution 
costs and stimulating the demand for its products. 

The  company prepares a detailed promotional plan as a part of its to marketing plan. The 
company also identifies the goals to be achieved, the tasks needed ta be & ed to achieve these 
goals and the budget needed for the same. It determines its promotion Bud ton the basis of the 

+ . .  
bbjectives and task method". The Budget apportioned between the e e t p s i n g  and the sales 
promotion activities of the company, on the basis of ratio to sales. ratio to *&tnnd ratio to costs. 
The company was making use of the advertising, personal selling and si&qp&motion methods in 
an ir~tegrated manner to a ~ ~ h i e v e  its overall promotional objectives. 

. d v e r t i > m  

The following has been some of the advertising goals which the C O R I ~ M ~  has been p i n g  to 
achieve durinz the last five years or so, viz. to create primary demand, to p c a t e  the customers, 
to suppc~rt saleforce, enhancing its image of high quality footwear muluf#turer, marketer.. mass 
producer and being always the first to innovate styles, changing customers &tudes and reducing its 
uther selling expenses. 

Personal  Selline; 

For promotiving thesalesof itsproductsdireclly, thecompany hasalnr fieldsalesforce which 
is o r ~ a n i s e d  on both product as well as on the territorial basis. The gener $ duties of its tielti sales 
force which was cattering to its distributors and dealers were making suffi 'ent number of calls on 
dealers and distributors and giving them optimum level of service, chec $ ng that dealers carried 
adequate stocks. provided good shelf exposure and co-operated in other promotion activities 
ol' the company, providing adequate dealer service and also custornw  ice in case of bulk 
costomcrs, helping dealers in activities like inventory control, etc wid helpihgdealers in organising 
their sales pri~motion activities. 

It may be recalled here that the company has also developed a " Deqer support pro- 
gramme" which is mainly run by its field sales force to tram and asslst i 4  dealers and dismbu- 
tors in performmy their t'lsks. The company compensates its sales force, In general through a 
cornpc~sitc of fixed salary and commission schemes. Up to the top rnuke!$ng executive that is 
llie marketin?: manager evcry one gets a commission on sales, while (he dvke t ing  manager gets 
a share in profits of the company in addition to the fixed salxy.  
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Sales Prontotion; 

As is clear from the foregoing description, the company organists vario sales promotion 
.schemes to further integrate and achieve ilspromotionalobjcirvesfrom time to ti All Ulis depends 
upon the nature of demand of particular products, at the levels of consumers, d rs and lield salts  
force. Some of the sales promotion schemes used by the company at the c u s ~ t r n ~ l e v e l  during the 
prearding 5years were;- Offering free samples, p v i d i n g  product demnnsrc. ation$, Offering tempo- 
rary price reductions, distributing free gifts with sales etc. 

At the dealer-level, besides providing display and offer of prices and gifts, @ company also 
oifered cash discounts over and above the normal trade discounts linked with UJ" ;achievements of 
their sales targets. For instance a wholesaler or distributor could get an exlra/cash discount cg 
1%% on the total turnover if he fulfilled the following conditions;- during the riod of 6 months 
If he had w e n  ttlc delivery of minimum of 90% of the quantity mentioned both 't , pairs, value etc. 
during the first 6 fortnights of 6 months period if he had taken delive.ry from t h e b p a n y  in all o i  
a minimum ol.SO% o i  total mutually agreed quantities in pairs and shllings for ttrbsaid 6 fortnighu. 
In the event of credit facilities having been approved the total outstanding a g a i n j t ~ e d i t  no having 
exceeded the smctioned credit amount at anytime and each credit invoice had beef paid for with the 
prescribed time and in the event of documents giving of a night delivery of @ds having been 
negrltia ted throush h e  bank, such documents had been retired against paymkn$within 1 X days of 
invoice. 

The company organised various contests during special occasions fur exam a celebrating the 
y e a r i ~  was found at different levels for examplequality contest at the p roduc t io~ l  $ ed units,courtesy 
contest, display contents and sell more contests of the retail. wholesale and a g q c y .  

The purpose of organizing the above contests as explained by the conlpang,was two fold. It 
helped Lhe company to learn and rrcapitulate the founder's basic principles, the flciples involving 
quality, service Locustomer, counesy.efficiency and value team work. On the o 3 r hand. Ule greater 
alertness and inrcnsive activity in the iniplernenration of these principles ar ev(ry sphcrc of thcir 
operation enabled them to hnvs a lasting effecton their institutional imageon all th/:people in pencral 
and customer5 in pluticullu. 

1'0 manase ils promotion function more effectively. the company has id o w n  full fledged 
publicity department, which is well equiped both with the physical and humante rcesand is being 9 looked a f c r  by a publicity officerworkingunder the marketing manager of lhe ,pmpany .  

In addition to this the company has been Laking the help of advertising age 6s whenever and 
wherever needed especially for its activitieslike mediaplanningcd die effectiveness 
of the promotional programmes. 

RJanaeement Plr i loso~hy and Deve lo~rnen t  of Market ine  Personnel ; 

The company's seniors marketing executives are well experienced m d  suitably qualified and 
have attended a number of courses in the areas of marketing and general manager8/enc. However only 
few oithc company'sexecudves had passesed post- graduate degreeseither in m t k t t i n g  or Business 
Management. 

The company hasalso a well developed " training and Developnient prograpme " for Iraining . . . . 

and devclop~ng irr marketing personnel through in-company prog;arnmes as w& 8s by sponsorinp 
them to various course organised hy  other specialised institutes in Kenya. The dmnpany also stated - . ~ 

11ls1 undcrit:. " -l'r:~iningsnJ dcvelopmentprogrmmc" Itspdnsori t ~ ~ e s e n ~ ~ r ~ r k e ~ i n g r x r c u t ~ ; . e s  
I , ,  met[ anJ r t ~  111 i~~ltrnatlonal conlcrence> urganibzJ h) i ~ . ;  ~.oll*rhtors and olicr  
;i>\.~ciales ~ n r . . ~ :  I t  aJJ:J trial cvcry yesr )clung nlcn working i n  v u ~ o u s  erganisarltrnh ui I L S  

collahurutr~r,~rt~nl all over in: world meelln variou>ct~nfrrence.\and interchangehir;tsanu meLh~tJ5. 
Tnough S J . ~  L . ~ I I I . I ~ . ; ~ I L ~  trunlng programmes are frce exchange OI p ~ r s o r ~ n e l  W h ~ c h  kt t lrganllej 
I r C ~ w e ~ ~ i  ;t1111p:lni:5 i r t~m I I I ~ I L .  LO :lnll:. the conlpLny se-ks to u p h t c  snd ed  ateit its young inxlq!i'rh 



b become, leaders of tomorrow. However. the company stated that none ofl is executives 
panicipated in leaching in management institutions for it Filed to have adequate dme. 

The lop management philosophy of the company is marketing-oriented whlchl,ww defined by 
h in the following terms;- 

"improving and stream lining its production process being innovative and maf$facturing high 
quality shoes lo meet the customers needs adequately." 

Some of the Societal aspeclr which the company look into consideration w a planning its 
Rlruke~ing funcrion were helping the country through import substitution, incre 2 ni its exports. 
providing technicd and marketing assistance to small scale shoe makers. intensiv likuibution o i  
h~ high quality produclr at relatively cheaper prices and consumer protection agai , adulteration. 
poor qualily etc 

i 

The company iniLs thinking had anadvanta~eousposition v i s - a - v i s i t s c o u n l e w i n  the public 
Jeclor in respect of matters like market leadership, use of latesl kchnology, high b 
4 drdicarcd [call of prut'essiond cimulagers. As against this, the company thoug 
Seaor unit suffered from the disadva ntages of low productivity, inferior techno 
ofits products inflexibility because oispeci alized production units which could m#ly be used for 
~~:uluP;lcturin~ produclr needed for defence and allied purposes. 

Further, not with standing the fact that the public sector unit enjoyed govcmm$tal preferential 
peatmcnt bolh wilh regard to price as well as supply of its products lo &overnmed and its related 
organisations, ia own relative position remained superior. The company further f& that not only 
tovemment gave preferential treatment of the public sector company but also impo&&restraints on 
kclevelof productioncapacity at whichitsunitscould work thereby doubly putungd/eprivatesector 
unil a( a disadvanrageous position. 



Thc overallconclusion whichemergesfrom thiscase study of the private+petorcompany is that 
the marketing planning function is  carried out with a high degree of sophi&tion. Some of the 
s~gnificant  indicators which may be highlighted in this context relate to :&I@ existence of well 
formulated corporate and rnarketing objectives, inte gration of marketing ob -tives with corporare 
i~bjccdves.  the performance of the marketing planning tasks according to 3 I1 laid out systematic 
policies and procedures. integrated approach towards marketing inforn~atiol/ system, participative 
~ p p r o a c h  by involving even the lowest function aries in the development Q$ the marketing plans 
iilcluding sales forecasts, arid rhe integration of plans of different marketing $mls with the interest 
o i  society. 

The  company not only prepared overall marketing plan but it also devd*ddeoiled marketing 
plans in respect to each element of marketing mix. A particular mention rn , be made here of the 
detailed marketing plan which this company developed for its major produ . The company also F 
did not neglect the professii~nal development of its marketingexecutivesrath~iEfollowed a planned 
approach so far as their developrnent was concerned. It would probabiy not*too much to mention 
here that this company is  one of those companies in Kenya which really are dukeling-oriented and 
towards this and it manages its marketing planning in really sophistiuled d m n e r .  

.\ Compara t ive  S tudy  of t h e  Undertakines in the Two S e c t o r s  

The  above discussion t'ully pointsout the overall supcriority ol.Ihr p r iva~sec to rco~npl lny  over 
iLs counterpart in the public sector. The private secmr company scored &t the public sector 
company in respect of almost ;ill the elements relating to marketir~g p l a n n i 4  sophistication index 
used for this purpose. Their relative scores were 0.7 1 in the case of private se+f company and 0.53 
in the c u e  of public sector company. The two clearly confirm that the+ existed overall. and 
significant difference between the performance of these two compmies so fpr as Lhe management 
of  their marketing planning 'function was concerned. 



B l l Q R K E T I N C e T N  , 
DERTAKINGS; 1 

& STUDY OF PUBLTC SECTOR UNDERTAKING 

Growth or rather development of any product or idea in one way or the o t h g  hBs to have its 
Brigin. Incase of developing an idea a times tends to be absolutely d i f f i c u l t h d  in  normal 
Circumstance idea generation is as a result of a crisis either facing an organisation, jyl individual or 
society as a wholc. With this well comprehended by us, we may be justified he m state quite 
'(rividly, that the Kenyan government has not yet realised the need to involvc i f in  the field of 4 f .V. manufacturing or be in a way involved in the imponation of television sets.! 

Simply this is to say that the importadon of T.V. sets in the country 'has been ' f tao the private 
)eaor. This carries the shape of being monopolised by the private sector in form o f ,  l a  trade. Clearly 
jtaling here that in Kcnya no single company has yet come up to be thc pioneer o(manufacturing 
he television se&,both in public and private sector. 

Here it may be wellunderstotrd that the major factorsattributed to this kind of atmosphere 
I 5  regards T.V manufacturing in the country are: 

&ask of Adeauate  Technoloeu: 

For the dcvelopn~er~t in thecountry to surface it is quite necessary to have ahrmfoundat ion 
in lcchnology front. Kenya h a  been lacking of up to date technology and higdy sophisticated 
techniques in the field of production and marketing. This fact is well itlustraled by VB slow growth 
hf training institutions in the country-this covers the increase of universities. colleg& poly~echnics. 
feccmdary schools ctc. 

Political Interferfnce: 

The public sector constltuks an important segment of the Kenyan market d i n o r e  attention 
ShoulJ h c p a i ~  m w x J  this xgnl-nt. lust like in most developingccorltlmter, r h e : k n y a n  public 
b:Ul.~r I>  c~jnl l .  I;:CJ u1t11 .d \crs i  prublcm\.l'he probl-ms include p,111ucal lnferfortnce a n d  Inc 

S:c~.,rh ~ l b l i p i t ~ . ~ n r  1.1 pro\.idc 1.1r higher s<)cial cclsu. In order to make in?  puhlic qtrnr to be mor: 
r:yl,~nsi\e mt! ~ C L U U I I I ~ ~ ~ C  ceruln s t t ~ s  have to be eflrcred. One such stcr, is l eesnb l i sh rncn t  
of hc~tcr sysrenls oimatcrial managemint. In order to achieve profitability. inilatedbventories will 
have to be brought down and norms fixed for the consumption of raw materl(lts. The  public 
tnkrprises tv be run efficientlly, the choice activity in decision-making should essenllally leit 
to management team who are wedded to the enterprise and who are appointed 7 f r a reasonably 
tong period to he able to give evidence of their competence and foresight in atrni$ng commercial 
viability along with the social optimum for the nation. Those with knowledge k d  experience 
lhould be incharge of public enterprises, which is not the case as per the p e s e d  Jituation- this 
d o  hinder the public sector to have future vision of venturing in diffrent areas-Smely the T.V. 
manulacturing. 

The government should only iay down the policy and exper& allowed €0 by out with 
el'liciency and inlegrily. Those ~nchargc of management should be far-sighte((. efficient and 
halure enough Lo evolve and pcrsue policies which keep costs under control and q t  investmen~s 
Which are nut only viable in themselves but contribute resources for funher gp-wth orienled 
invest~nenl. It isquite shatking that, currently public sector undertllkings in ~ e n y a  be not working 
u p  to the installed capacity and other costs of production and services are high. q e  managers and 
workers of these undcrtdcings should therefore ensure utilisation of full install* capacity, fair 
dis~ribution of goods m d  efficient management of resources. They should c ~ m b i i e f f i c i e n c ~  and 
ine:rity. It is the natoind virtue of ioyality to the nation, devotion to the welf* of the people 
bnd consensus for making any sacrifices that are necessary to raise the standard bf.developmen1, 
8s well as maximum utility of the available resources. These slated PacLors in one F a y  o r  the other 
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have been acung as blocks to develop public sector in various fronts like T.Y. manufacturing. 

Policy turnabouts and corruption have sharply underminded i n v e s t c ~ r c ~ f i d e n c e  in Kenya 
and hampered economic growth, economists and business leaders say. ~conom$tssaid  confidence 
in Kenya's riianagen~ent of rel'orni had waned in the last decade hzcnuse of inconsistency and 
unpredicubility in the political system. 

"The reluctance of the government to take prompt action on cases ofcorrudtion has dampened 
t l ~ c  investment climate. In that investors who may be interested to have joint j ventures with !he 
Kenyan government could not be pulled. Existing investors eilher hold on toburrent investment 
or cut back, the institute of E~.onomic Affairs, a private think tank, snid in a gstement issued on 
sunday the 9th of may 1994, in the Asian Age News paper. 

"Political patronage in economic decision-making and unending pc~liticalq instigated ethnic 
striie have adversely affected the sanchty of property rights which is one of thq ctucial conditions 
for the creation of an attrnctive investment climate " it added. 

President Daniel Arap Moi who admits policy failure in public, cc~nceijcd at an investors 
conference that ended in Nairobi on saturday that Kenya had experienced hltvioos economic 
management problems. 'There is a feeling among investors that government t@ed to enforce !.he 
regulatory Srmle work and laws selectively in what m o u n t s  to corrup1ion." dresidenl h a p  h4oi 
s3id.l 

Mr. hlusulia hludavadi minister for finance is seen as the leader to imilement economic 
reforms which we are quite optimistic that he will bring relorms to atlract; foreign investors. 
Andmay be by chance oneof the investorsmay see the potential Kenya hasin thea* .~ .  manufacturing 
area.\. 

11 h;~s been quill: prevalent such that these international investors and dooer$have urged Kerrya 
lo win and keep business conlidence to attract investment and to free the privite sector tosust;lia 
growLh ."pl.li~ :uvcrnnic!iI I I C C ~  to work ~owards  a consistent framcivork ~1 v & e b  and the priviiie 
scctur will iespond to ensurc steady sustainable growth "said MI .  Udayan $%gle. sub saharan 
ASrican dcpmrnent manager for Lhe lnternational Finance Corporadun W e g a t e s  from the 
International Monehrpund and the World Bank said iniernational investor c o n l i @ e ~ c e  in Kenya had 
bccn eroded by poor economic management and rising corruption. 

These u e  some of Lhe factors which can be held responsible for public sector'inot even involving 
ilself in tmde (importation) of T.V. if not manufacturing 1heT.V. set\ within t h < c o u n u y . ~ u ~  a the 
econornic reforms are being Lacilitakd it is highly expected b a t  the public *lor will e n w  into 
T.V. manufacturing soon and u s o  in other areas which had been purely been kft i n  the hands of 
the private sr:ctor. 

P lARKETlNG PLANNING IN TELEVISlON SETS UNDERTAKINCbS; 
r\ STUDY OF PRIVATE S E C T O R  UNDERTAKLNG . 

In Kenya there has never betn any well established undertaking to ruaiiufatture T.V. sels, this 
is in both public sector and in the private sector. Though, in the private sector s o d  organisation have 
heen eslablibhcd nut at a very l u g e  scale as it may be staled . With such .rui atmbsphere in the T.V. 
industry in the country the only well organised organisation deservc 10 br  givjn priority for ihe 
study. Tn~reSore.iri the case studitsone of the orgnisation in the private sector w e t a k e n  to represttnt 
the private sectcir.This organisation WLS established back in 1970'5 and begnn: its operations not 
in m i l  niarincr but i t  simply im[~oned T.V. s e u  from the foreign countries. Thk private company 
does not nianuPacturc T.V.s but simply imporulhem and sellsin the Kenyan mdket. The  company 
being one of the carly stxter of importing T.Vs it has beconie one of Lhe pione$mg T.V. sets units 
in the country which import T.Vs. 11s initial importation was composed of bl@k and white T.Vs 
and it used to impo~t  about 30,000 sets per year and as the society became enligfrtened the number 
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increased. Furiher, under its expansion programme the unit also addcd ils i m h r t e d  iterns the 
popular domestic e~rtcrtainmen~ electronics like radios, phonographs, calculatoq etc. 

The comp:my has been running into rough weather from the stxl. Thib has paso because of 
one or theother factor like changesin technology,increasingcompetiiionfro~n 
in the value of Kenyan shilling. 

The market structure for Television sets consists non of the manufnturcrs inbither sector; viz 
puhlic scctor or private. But it is only the private sector which does the i~nponetfon of T.V seu. 
In terms of numbers, there are more than 15 trading organisations importing tclevkjion set$. Except 
lor  a f ew  companies which sell Urcir sets in several towns, most of the companies are operating at 
l o c i  n~arkels. Lh3~ is i n  one t iwn. 'The television market is quite cumpe~itivei md lherefore 
romplmies oftcn use a variety of sales promotional nlethods to increue thc said of h e i r  seu .  

This trading company is in  the large scale private sector and its ~ ~ e r ~ t i n ~ a t ~ i u t i o n a l  level. 
n u s  means the company has opened a number of branches all over ihe ctruny. An intensive 
compelition is currently exprrirnced by this company from small and mediqh i m p o r ~ r s  of 
television seball from the private sector. It wasstatedthatthecompany hnsa25'lu s h k o f ~ h e  market 
Ill the national lcv8:l ant1 it is ranked among the top 3 television sets importing comp/anies in Kenya. 

Thc conlpany's marketins acti\~itits are being looked after by i k  marketing mmager who 
i5 based at Nairobi and reporb to lhc general manager of the company. Gcncrd mmager  of the 
company works under a director who is incharge of the unit. 

The mu-ketrng manager has under him sales managcr who looks airer the sides activities of 
$he unil  in Nairobi. l'hcre are Lhrce sales executives looking a f ~ e r  the sdes  astivides in difreren~ 
tr~wns i n  different p x u  of the country. There is also a publicity officer in tire comQmy. The sales 
pi.norincl hesidi.5 ptrforming the11 norrnal duties also 1~1ok after-s~lc~-seivl,.i: arkantnfemenls for 
dl~.  company producL\. 

Eorljorate and Rlarketine - Obiectives: 

The company h u  spelt out in wridng its corporaie objectives. 1. nas al& integrated its 
mwkedng objeciives with iucorpor;~tcobjectives. The following are the objectives which have been 
spr?lI out by Lhe compmy: 
1. To mainlain its s ~ l z s  volume among the top 3 conlpanies in the ~1cv i s i 1 )n  sel business. 
2. To atlain custor~~cr  satisfactit~n. 
3. To optirnise return on investment. 
4 To market high quality T.Vs and other domestic entertainment electroriics of d e d  price range. 
5. To stubilise the pi)sition of the company in the rapidly chang in~  n1;lrket envkonmenl. 

Res!)onsibilitv of Plannine: 

Tne responsihilily for preparing the corporateplans for the company lies with the direclor 
inch:irgc uf the cumpany. I l e  is ~7sisLed by the general manager of the unlt and 8: committee of 
members represcming areas of finance, personnel and marketing. The responsibility for preparing 

i ihc nlxketing pl.uis lies with the nr;u.keting manager of the unit, who prepares, dlc/plan with the 
help of the sales 1n:lnapr.r working under him. The company stated that it has wen developing 

t i s  mxrketing plans in a iorrn;~l 1nlm11cl- sincr mid of 1980's. 

The specific purpose for which the company has been preparing iLs 
tipun:: olhcr thing5 helping it to lakt sound marketing decision, 
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lunctions, alding in planning S~rlances and also in co-ordinating the activides of its different 
dcpar~n ien~s  

T o  achieve thc ahove purposes, the company makes one marketing plCp for the unit as  a 
whole as well as separate marketing plans each of its markets, the details &pinding upon the 
strengths and potentials of each such market. 

The company stated that it has been developing short term marketind plans of one year 
duration, because i t  found that the market situation in its case was changing v e q  fast. However, it 
also develops seperate markctine plans for promoting its producrs in d i f f e d ~ t  seasons. 

lnlorniatiori System: 

The cliatiging ecbnoriiic and market conditions play a very improtant rble in the planni~ng 
of thc n~arkcling function cspccially in the c u e  of companies dealing in c a n s h e r  durable goods. 
The accuracy oi i l s  forecasls depends upon the accuracy of inputs used and i t s b i l i t y  to envisage 
future changes. For this purpose. the company stated that it keeps on scanning the daril available 
from the various publications like Census reports. sample survey reports etc. la8 well as the dala 
collected through its own market researches. The company is also c o l l e c t i n g b  relating to its 
conipetitors activities and ahout the suengths and weakneses of its produch through irx sales 
personnel, marketing intelligence, customer survey etc. 

The company has also dcveloped asystem under which it keeps on receivpg information on 
a regular basis relating to its competitors as well as relating to its own perfoman$c from the various 
rnnrket through ils sales executives. This information enables the company tdguide  its field staff 
so that they could plan their marketing programmes appropri;itely . 

The company stated that during the preceeding 5 years or so it had cottducted marketing 
resea-ches in a r e a  like sales forecasting and market share meaTurernent.  or the purpose o i  
p1;lnning and execution of ils nlarkedng programmes and conducung i)lmbrketing researches 
Lilt company has bcen u t i l i r ~ i ~ g  the services of the professional and exper& like consulunls ;md 
ad~ertisiii? ;~gciicic.\. 

Process 91 Marketing Planning 

The process o i  marketing planning in this company is initiated by the W k e t i n g  manager 
and moves both upwards as well as downwards before the plan is actually fidalised. The  process 
of planning on heing initiated by the marketing manager providing overall giidelines arid basic - .  

inputsregardin: econon1icenviornrnenta1 and-technological thanks the development 
of inarke~inx plans this activatesthe planning work at its branches. from the branches - .  

are over thcy are sent to the head-office along with budgets. The branchespnive  at their sales 
Largels blcwd or1 piisi years achievement plus coming yearsexpec~ationskecping$n mind the overall 
territorial potential, the gener;ll economic outlook, the competitive pusiti* and the overall 
company's objcctivcs. The branches have also to justify their sales targels so sehtout with necessary 
cxl)eclalior~s. 

These largets are first examined by the marketing manager in the light $economic, market 
and environruenlal factors ru~d the necessary modification are made in the t&et in consult;ll.ion 
with Lhe salcs nian;lger. Next these branch targels are consolidated into the codpany 's  sales t:lrge& 
and det;lileci out according to the size and values . These targels al'ter bcing integrated into an 
uvcrall plaii a r t  sent for apprc~val of the General manager or the unlt who pregent these urgeLs in 
thi. annual meeting of the top management committee . The commit~ce cernprise of Gen~:ral 
manager, Director-Incharge. the management accountant and the markeiing bnnager.  

The top inmagenlent cc~nlmittee then reviews these targets in the light of t k  present markec ing 
acllievenlcric%<~rtl~c ccrnlpany, iL~majorcompetitors. likely economic scenr. av&ubility of imported 
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orh~poncnts other constrllinls and the financial objectives of the company. After targets are 

I 
appfi~ved h e  necessary marketing budget including the promotion budget is pr&wed and got 

1 approved by thc top management commitlee. The marketing plan so appro+d by the top 
I &noceernent committee is then broken down territory-wise, value-wise on a quanefiy basis and is 

distrihu~ed to the concerned executives in the marketing and is  distributed to concerned 
txecutives in the marketing and other departments for necessary action. The Wpany also 
lBvelops seperatc sales promolion plans keeping in view the seasonality factors hvolved in the 
Sale of such producrs handle by the unit. 

&view of Rlarketinc Plans. 

The marketing plans are monitored quite regulary in the iniplen~cntation pocess through 
Wc feedback the company receives from its branches. The performance aginst l  the targels is 
rcviewed on a quarterly basis and more frequently in the case of contingent s ~ ~ u a t i o N .  This exercise 
Wcs places in the quarterly management committee which are mainly held for thisburpose. Some 
d the variables that necessitiitcd such a revision in its plans were changes in thb governments 
policy relating to the importation of television sets and other essential componentsed, the prevailing 
uncertainty in the ccorlomic outlook,credit squeeze and the subsequent f ina~cial  c&traints on the 
cr~rnpany. In thc opinion of the coinpwy thesc factors were also responsjble for thehon preparation 
of long range rnuketing plans in thc country. 

It was slated that it was trying to make i lmarke t  planning system more sophisticated by using 
mxkeing models wherever possible. The company poinled out lhat for pricing puiposes has been 
trying to m&c use of an adopted pricing model. 

Since thra co:npany's proJucLr are nlanuPactured iron1 oulsidc the cuur111y thtre is no need to 

h ; ~ v c  Research and Dcvclop~~ient facilities. Research and Dcvelopr~icnt of these pr6ducts handled 
by this company is carried hy thc manulacturer abroad. 

The company slated that in developing iLs marketing mix strategy it gave high emphasis 
to product sales promotion, advertising and after salesservice. As against this i t  givegood emphasis 
10 pricing, econoi~~ic  variables and distribution. 

W K E T l N G  PLANNING FOR THE DIFFERENT ELEMENTS OF THE MARKETING 
u x  

The coinpzny 113s been making the required adjuslmenls in  iis product 4ix as and when 
warranted by theenvironment . Some of the factors necessitating such p e r i o d i c a l c b e s  have beer1 
the ch:mging rrquirrn~enLs of the marketsand competitive activity. In dclerminingjoptimal p roduc~  
liiix the follouing are some of the factors which are laken into considcratior~ by l i e  increilscil 
profitability, n;cd ~ i i  svabilise iLs position in the competitive niarket ctc. 

The comlrany has been facing an intense competition. Due to this ii iuis neessilated chruigcs 
1r1  its markcling ob.jeclivesincluding changes in the pricing objectives. Curren y the ohjectivrs 
of i t s  pricing policy :we to fix prices of ils producb in a manner as would en k e i t  have quick 
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sales and profit objective. It was found that on different occasions it reduced :prices to suit the 
requiremenis of the market. The pricing policy used by the company t l~us  q a i n l y  demruld 
oriented. For delerniininga suitable demand -oriented price the company made ~ s d ~ f t h e  price model 
which is adopted to suit its needs. 

So far as the planning 01 the distribution function is concerned the compi#nyhas over periud 
of time been able to develop a suitable number of branches. These branches e&k it to reach it.? 
customers efficiently in all its market. In addition the company carry all the prom*nd programmes 
from the head office Nairohi. 

Freauencv of Suuulies : 

At the momcnt the company is supplying its products lo its branches o d l  fortnightly basis 
In arriving at thc frequency thc factors that were taken into account hy the 4othpnny were the 

probable rcsponses of the customers and competitors to the diffcrenl freqtkacies of supplies 
U~at could be adopttd by the company. The above approach showed theextentto$bich the company 
was customer-orien~cd. 

Promotion Pla* 

This company happened to be among the first companies in this field bd due to this [.he 
company had to create both primary as well as special demand for irs prod+& The company's 
promotion planning has  been increasing of late due to the competition hence iq  budget also go up. 
The company h s  been using a scientific approach in determining iis promotioqbudget. It has been 
using "ohiective and task mcrhod" for this purpose h e  company has been *minine suilihle 

pron~olional mixes ru~d h x  heen using the tools of adverlising, personal sclling!and sides promOti0n 
in an i n ~ c g r ~ t c d  nl;ulner in thc cimtext of various goals that it has  bckn trying 6 pursue from tinic 
t t r  rime. 

The company did some advertising during the last five years. And some of qeodverlising g o d s  
the company sought were: encouraging quick sales with a view to expedite s toc~ turnover ,  changing 
customer attitudes, and meeting competitive challenges possed by the conipe&rs. 

f'ersonal Selling: 

The company's salesforcc organisation structure was based on territorial *is. The  sales force 
was used by the unit to attain the following:- 
(i) To  provide adequate customer services 
(ii) To  educate the customers etc. 

Salary basis was themethod used forthe compens;ltlon ol'the ficld s a l e s f m e  by the company. 

Sales P r o n i a m  

The objectivessought t r ~  he achieved by thecompany throughils Sllles prodotional efforls have 
related to motivating the customers. At this customer level some of the methods  that have bcen used 
by thecompany consisted of dis~rihution of gifts, organising of demonsuationofitsproducts. making 
prcmium ofkl-5, and giving of prict. incentives. Inorder to do an effcc~iveloh in ~ e p r o r n o t ~ o n a l  held 
thr company had bcen using the services of marketing consultanlk. 

Rlanaeement P h i l o s o p h ~  and D e v e l o ~ m e ~ i t  of Marke t ine  Personnel . 

- Thc company had a.s many as 3 executives loohng  after ils rnnrketingifunction two out of 
whom were holders of bachel(lrs degree with management training background. 1n order LO develop 
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*dwell as to kcep iLs executives up to date, the company had been regularly sendin these people 

: ! to attend specialiscd courses being offered by different institutions and org a‘! sations in the 
country. An idea about the regularity with which the company had been sending iW egecutives lo 

' apcnd these courses could be had fronl the fact that on an average each executive wds sponsored to 
prl icipale in such programmes a! leas1 once in a year. 

%OR Manaeement P11iloso~)Iiy 

The lop manageincnl philosophy of the company was marketing oriented wh&h was defined 
as "to provide thcservice and products which the customersexpect to get ". The c o m b m y  followed 
an integrated approach in  the planning of its marketing function . The company in its part thought 
that the main contribution which it was making lo the national economy was $mating more 
eniployment. 

!&ncItision 

The conclusion which cmcrgc.s fro111 the abovecase history is that marketing plipning function 
in the company is not being managed in a satisfactory manner. This being so no td i thsmding  the 
fact t11:1t the cxccutives uf the company are fully conscious of the importance of this function . 
whatever planning exists at present is mainly at the marketing manager's level .  Qne element of 
the ni111-keting mix which the compariy is trying to manage in a sophisticated rnm$er i s  in respect 
of its determini~rg a suitable pric~ng policy for itsproducts. Asstated earlier the co*pany has beer) 
m&ing use of a sophisticated niodel to determineits prices. Another element of the( marketing mix 
which the conlpany has becn using with advantage is in relation to i ~ s  decision! i n  the area of 
pro~lioiional mix. Ilcrc, however. the approach has been more to sell i t s  producd than to  market 
its product. This is hoine out hy the tact t l~at  theemphasisof the company had beeninore on selling 
iu products mthcr thiiri with regard to product performance and after-sales-si:rvich. 

A signilii- an^. conclusion which emerges from the above case history ;II)J ufhicli need to bc 
Mkh5ghtedis that wharcvcr pli~niirng had existed in this conipany had hecn (01' ;I s l~or t  tern1 nature and 

also had been of an adhoc c h a r ; ~ i t ~ r .  This is so because the company had h e m  tpost of the Lime 
trying to react LU crncrging competitive challenges rather than trying to foresce t b m  and preparc 
i l l  advance suitable stra~egies to meet such challenges. The conipany b e ~ n g  +ly engaged in 
inlporta1ion of 'l'.\'s but not niar~ufacturing them it cannot be fully going in  11) 10% term p lann~ng  
approaches so far as the niana:lrnient of the marketing planning function was icmcerned. l'hc 
intruducdon ol all adequate information system and a niore systc~natized &mning should 
clidlenges and develop suitablc responses to meet such ordinarily help lii~.: corhpiiny l o  predict 
the erlvironmeiltal chdlenges. 



hlARKETIYG PL4KYIVG IN P H A R h l A C E U T I C A m N D E R T h K I U G 9 : -  
A STUI))' OF PUBLIC SECTOR UNDERTAKING 

The public scctor company in the field of pharmaceuticals to which this study relates w a ~  
set up in 1074. 11 is the leading pharmaceutical manufacturing plant in East $nd Central Africa 
and is a glaring cxarnple of third world countries can operate in the businzss jeld. The  company 
manufactures medicinesin varic~us dosage form such as table~s, capsules. sy rups, it#&table,ointmen~q 
etc all of whicl~ are both for locd and export markets. The company also mbufac tu res  license 
drugs for reputable inletnationid companies such as Beechan,Marck Sharp Md Dhome,Abbot 
Biochemie. The plant is also capable o fmanufac tur ingv~e . r ineryproduc~scosm~~,and  other lines 
ofhuman drugs. The basic objcctivesfor setting up this company was to wkrk outasystem whereby 
essen~jal drugs could bc provided to the Kenyan masses on one hand and on @ ~ t  o h e r  h a n d , ~ o  
reduce dependence on impomd pharmaceuticals as well as to develop indigenodsskills required in 
lhis vital scctor. 

The present position is that the company is producing about 3 5 %  of KenN!bulk productic~n 
of essential basic drugs and antibiotics at this plant located at Nairohi. It is a& making surgical 
instrumen~s 

The ovcrall philosophy of the conlpany is to price its products, especially heusehold remedies 
in such a manner that they are within the reach of an ordinary person. In suHpon of the above 
philosophy,the company stated that it was producing bulk drugs i n t e r m ~ s , f o m ~ u l a t i o n s ,  
capsule antibiotics on a large scale to serve the needs of millions of people in (his country. 

With the taking up of manufacture of formulation on anincreasing *ale the company 
alsu is tryin! side by sidt. to increase the sale ofi ts  formulations through inttrrnediate buyers 
and tradrrs . The company thoueht that its entry in this market besides m a k i k  pharmaceuticals 
available io consumers at reasonable prices.would also help the comDany ihprove ics image 
miinpst the public. 

1t111ay not be out of place to reilerate here the increasing role whlch the go%rnrnent wants the 
public seem undertaking to play in the production of drugs and pharmaceuti&ls for use by the 
muses  of our peciplr at reasonable prices. To  meet the above objective,l~lanj nre under way to 
expand the company. The present range of its exisiting product-mix ineludes following; 
vitamins,sulphurs.analgesics.antimicrobials,anti-pyretics.anthel illintics a & - t u b e r c u ~ a ~ n l i -  
filarials,trariquilizers.hypno~ics,~~ti-convulsants.diurectics and other broad and narrow spectrum 
and anti-fungal antibiotics. 

Rlarket St ructure  : 

Through observation i!. i.\ quite apparent that the scene of drugs and pharrqaceutical industry 
Kenya is highly dominated by a large number of foreign and collaborated cqnpanies  and a few 

.Kenyan companies in both sectors.that is private and public seciors. This b m p a n y  operat.es 
a markrt which might be rnislaken to be competitive markei structure w h e a s  in reJ i ty  the 

markct structure may vividly he described as oligopolistic. Coupled with s a m e b e f i t s  of captive 
markeu and purchueprelerences wiih the public sector units have made tlliscoqpany nmonopolist 
in cerlain drugs and markeb. In other words it has a monopoly in the governmchlal markets and is 
lacing a \,cry iuu:ll c u m p e t i ~ ~ ~ ~ n  in the uade market. 

Corporate 1'l:innin~ 

Thc compdnv prepares frve yearly corporate plans in a formal manner. The company h a s  
bulloned down llli its corporaleubicclives broadly as to atlain coun1ry.s self-sukficiency objective . - 

in the production of essential bulk-drugs and lifesaving anti-biotics;thus shakihg off dependence 
on irnporu andproviding medicines to masses at a reasonable pricrsAdditiolilliy,the company 
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stated other corporate objectives relating to the aspect like optimising return &I investment.to 
iernain a leader in the industry and to have continuous growth of sales of al l e d  the pace of ih t  
Induslry to eliahlc the firm to maintain its market share. 

The ullirnate responsibility for developing the corporate plans for B e  c o m h Y  is that of the: 
general manager. With this he constituled a committee with reprcsen~atives from d i i fe ren~  
depanmenls. 

The marketing division which is responsible for the entire marketing functionpof the company 
is headed by the marketing managerrwho reports directly to the general manager /of the conipany. 
The marketin:! manager has under him a marketing operation manager. a r n m t i n p  research 
managersthe distributionmanager etc. The marketing operation manager has unber him regional 
ananagers who are assisted by front line supervisors and medical represenlatives. 

At the head oilice the marketing operations manager has lo look after differe* cells. cell fol- 
govemmenl business,liaison,uade business.product group and complaints. The m w t t i n g  research 
ln~anager is assisted by a senior salespromotion executive whobesideslooking nf4r the promotion 
Iunction for the company's products also assists in the preparation of the harket ing plans. 
Necdlesc to staut,all these executives are assisted by a number of staff member4 in their task. 

>larket ine  obiectives : 

Ibc comphny's marketing objectives emanates from ils corporal? ot$ectives. Thesc 
objectives relates to,making i &  basic drugs and other formulation to masses kt a aasonabli: 
price, increasing its relative market share,continuing itsefforts to@ards impcoking the quality 
of its existing and addition of new producls and product lines.improving adstrengthening: 
company's Long range profit oullook, to develop and m a i n d n  product leuder*ip,entering new 
markets in order to inc rese  i t5  trade sales ,marketing effectively its i1.1.c. (cbver the counter) 
:pruducu and attaining cuslomericor~sumers satisfaction. 

J(tsoonsibilitv for Market  Planning ; 

The responsibilily for developing the marketing plans lies with the Marketin? Manager of thr: 
Company. The marketing manager in his part is assisted by different executives. Fdr the finalization 
of the marketing plans. the conlpilny has formed a Marketing Planning Cornn~il ee 'md its members 
come from different sections in the company mainly from the marketing departtbent. 

Pyrpose  of Marketine Planning : - 
The company has  been preparing its marketing plan in   he fornlal manneesince 1986. Thc 

following are the purposes sought to be achieved by it through its markellng plarjning, viz.laking 
sound marketing decisions.providing a basis for corporate planning in a mar$ broad direction, 
helping in planning ia production and distribution planning,co-ordinaung effoks of its various 
dcparunents and integrating dil'ferent marketing functions. 

?'he company prepares both short term and longterm marketing planning of gne year and two 
years for the c u e  of shortterm and five years duration in case of long term plans. The company 
develups se~suna l  plms. 

The seuonal  p i n s  are prepared on the basisof the periodic check-ups whieh the cumpa~l !~  
conducts tu determine the requirements of its specific medicines in specific yu&ties for specific 
purposes at crrinin lime periods .The seasonal plans covers 6 months that is Jmuaiy-June w ~ d  July - 
December each year 

  he company also mentioned that besides preparing an overall marketing plans for thr: 
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: Company as a wholevit also developed separate product.sales plan,adve 
, $ plan,physical 

distribution.sales promotion plan,marketing research plan and market p l d  on the type of 
customer to he served by the company. I 

I blarket inc  Information Svstem : 

The company has a statistical cell under its marketing research rnan84. T h i s  statistical 
: cell performs the task of collecting and analysing business related infomat i  
: . Thecompany has developed asystem of collectinginformation about iuiown 

(he statistical cell keeps receiving information relating to its marketing and o 
on product. market and regional basisat regularintervals. Besides collecting the 
to its own working.the company also collects and analysg information rela 
its competitors through various sources. The most highly used sources t 
includes published report about the industry, conducting marketing 
doctors,cheniists.advertising agencies and marketing intelligence system 
the implications of the changes taking place in the environment and as 
and analysing information relating tochanges taking place atenvironme 
national and international publications. 

hlarketing Research ; 

As stated above, the company hasalso been conducting rnarketlng researc*bom time to tlrne 
In a s c l e n ~ l f ~ c  manner. Some of the areas in which it conducted such researche$dJtinp the prected~ny! 
five years where:- sales forecasting, market share measuremenb, new pr&cT development 

: including test marketing. testing the colour, taste and palatability of its producq&d measuring the 
effectiveness of it? sales promotional activities. Though most of the researcheskc!re conducted by 
the company through its own staff, the help of outside agencies like the ent consultants 
and adverstising agencies wxs also taken whenever and wherever it necessary. The 

: comparly took ;~ss i smce  Iron, theseagenciesinareas like advertising mess;igr!&mediaselection. 
and consumers protection activities marketing researches have been to to get to right 
feedback and ihus to know precisely its suengths and i n  h e  
private seclor 

Process Of Marketing Plannine : 

The process of marketing planning is initiated by the marketing m d 8 a r  . The  process 
on being initiated by the marketing manager moves on to the senibr sales damot ion  executive 

who work withother functionaries to develop themarketing plan keeping th 
before them, these executives obtain the relevant data from the statistical c 
and lconlpetltorh working a.s well asabout thechangeslikely to take place at t 
The information collected through marketing researches as well as relaii to its product~on 
capabilities is also considered at this stage . Thus .the task relating to making &ling forecasts 
isinitiated for, which the company makesuse of a mix of the statistical appr 3 ,&ry of executive 
opinion and grassroot methods . At this level the marketing operations rnandtr isalso consulred 
for his target rclating to the various marketing zones of the company o n  the tiQe period, product 
and consumer-basis. 

In addition to this. for developing long-term plans the company also exCmjnes in detail the 
implications of the changes laking place a1 the economic. technologicd and tllic policy levels. 
For irismncc, the company considers opportunities for growth, expected s, its market share 4 
objective, competitive marketsnare, ils product-mix, product-line5 and qu ' t y  of each product 
required. its plans rrgarding addition of new products and produclr lines, "% a age growth of the 

, ' company in the past, indusuy forecast, its production capabllilies iufd . the constraints, 
government policy, availability of imported materials etc. 



: Similarly for developing the short-term plans it places major emphasis 
, , 

fear performance improvements that havc been taking place in its strengths ci+ponunities, 
Uvilability of inputs, production constraints if any, products 

i$ew products in the market, promotion back up to be provided etc. 
Thus the rough draft of the marketing plan document acquires the shape whi*;il then placed 

before the marketing planning committee. The committee then examines the d q  fmm both the 
pake i ing  as well as the other functional objectives view points and after m 
hodifications approves the plan which along with the estimated budget is the 
Banaging Director togelher with the corporate planning committee 10 ap 

After rece~ving the approval of the managing Director together with th 
committee, the marketing plan is then broken down on time period, produc 
basis. In addition the company also Bvelops wperate new product plans, s r l c s ~ o t i o n  plans 
eLc. The plans are then distributed to the concerned executives at the head office ,at the regional 
office of the company. 

Review of hlarkeling Plans : 

The marketing performance of the company is reviewed on a regular b&i$ through the 
company's internal information system. The performance is reviewed on fortni Uy o r  monthly 
intervals so Par as technological problems , material scarcity. poor responses 4 f om the market.5 
EIC any producr(s) were found to be not moving satisfactorily and profitably if b & n  developed 
a product liquidation plan for such product(s). The product liquidation pa is given due to 
discussion betweenmd#marketing Director. After their approvd and agreement it@ placed before 
the Board of direciorslikewise it is discussed keeping in view the compmy objectives. 
z h t  eirect lo the custon~er/consuniers suppliers of the raw materials, company's 1 - a n  profililbil- 
i ty ,  the existing custo~uer/consumers and other relevantissues. At thisslage the pro 1 iseliminated % 
,:Sroln tne company's product line and simultaneously ceases production activibi of the product. 
,in C;SC of hu;e stock 01 the same product remaining, the company clears it th 7 u g h  organisin: 
various sales Promotion schemes. 

A numbel of products have been eliminated by the company but u n l ' o r i u ~ l y  ~ l e  company 
declined to disclose the period i t  took to eliminate these products. Although it w h f ~ i r  enough to 
be frank to slate that the period for these3 products was not equal in case of &SB products but 
dopended upon the nature of the product and market conditions. 

The elimination of these productionthe part of thiscompany wasdue t llpwingfactors. 
These were, declining volume of their sales, falling rate of profits, 
h y  h e  government, consumer dissatisfaction with the product and 
represented an improvement. 

Market S e e n ~ e n t m  

Depending on the nature of the product and the market served hy the cdmpany. marker 
scgmenlation had to be done in a manner that each segment of the tola1 nn.rkel 6 well satisfied. 
With this in view the company followed a multi-stage approach for segmenting (t$ market. In thi: 
out set of the operation the company segmenled the market on geograpilic bi&. secondly, on 
de111c)graphic Luis  and finally or1 buyer behaviuur or credit terms basis. 

Pricing strategies and policies adopted by the company at which these p~~ were sold at 
and channels used Lo distribute the products differed too. One reason for such # i f fe~n t ia t ion  in 
prices was t h a ~  quslity, lifestyle. lastes, preferences etc of different customer grdps also differed. 

The price nbjectives followed by the company are to fix prices at a level wtJi~lh would enable 
it to achieve i &  profit objective whithoui jeopardizing the sales volume. The cn&prtitive pricing 
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,policies, demand of the producu and the cost involved are considered for thispu&ose. Asubsmntial 
attention however, is given by the company to non-price factors in promotin/ &.s products. The 
company stated that the methods and techniques used by it in the price fixation qc luded  short term 
plans are concerned and on qumerly  intervals so far as long-term plans are i concerned. 

The company stated that it faced many diffculties in the past so fip & its markeLing 
performance was concerned and thus had to revise its marketing plans many limes. Some of the 
facrors which h e  company identifies as responsible for revision in its plans durfhg the period iu! : 
aggressive competition activities like quotation of lower prices in tenders. a e s i v e  promotional 
efforts thus defeating ihe cornpan6 promotional strategies etc, delayed anijal of imported raw 
materials, plan1 breakdown problems, problemsrelating tounstable quality of dsproducts, product 
nbsolesence, iniproper timing of the launch of its new products, financial c o n k a i n t s  etc. 

Itesearch and Development : 

'The company through ils research and develpment has been conductingl researches in the 
fields of, product development formulation, promotional mat developmcnt. pleiabolic diseases, 
psychotherapeutic agenu, anti-infective agents and was also pursuing the fbllowing activities; 

*Deveioping better and high yielding strains for antibiotics. 
*Developing new formulations. 
*H;lrvcsting of latest tcchniques in biological engineering and technol0gy. 
*Developing technology for new products. 
*Evolving atid updating the lechnology. 
*Import substitution hy producing local substitutes. 
*Attenipting to atkin highest standards in production &d quality. 
As ;I result of its research and developnient efforts, the company statep that it has been 

ahle to make signilicantiniprovements in the activity levels of i ~ s  antihioti6sproducinp strains 
of micro-orfanisln. Also it h ~ s  been able to successfully substitute the in~pori@ raw material by 
tl~.veloping indi:tnous ant..). f'urther as aresull of collaborative work don? w i d  other institutions. 
i t  has been able 1 dcvclop its performance to agreatcr degree. 

The company further enuciated that in its research anddevelopment cffdr39 major attenl.ion 
was being paitl t(1 the devclopment of technology for new as  well as known d$@. In most cases. 
laboratory scale work having been successfully carried out, top priority ha$ been given for the 
completion of projects at the pilot plant scale so as to keep the ~ech&logies in readiness 
for being harnessed at normal product-scale consequently. it has been possihle/o step up the pilot 
plant yield vcl-y considerably. Through its K and D efforts, the company w* also planning to 
diversify i n  new areas like pesticides, agro-chemicals and other vital c h e ~ i c u l s .  

Marketine-hlix Strateev : 

The conipluiy srated that in developing ils marketing-mix strategy it gave " H i g h  emphasis 
lo product advertising and personal selling, "good" emphasis to planning and 
developme~~r,  distribution planning, service including after sales scrvice Onomic variat,les. 
As against this, i l  gave "fair" emphasis to technical K and D, sales promotion. 

P L A N N I N L O F  T H E  DIFFERENT ELEMENTS OF THE M A R X E T W  MIX, 

Product-Mix PI:~~ininp : 

The comp~ny ' s  product.mix has been undergoing a change depending iupon many factors. 
for instance in thr initial stages of the formation of the company its produtt mix was mainly 
dependent upon the plants ability to produce. However, as the production got *bilked and market 
position become clear, the cumpany slarted putting its efforts to systen~atici l l)~ plan its product- 
mix; but even thcn the company was confined to meeting the requiremenu 6f the institutional 



niarkes for a long m e .  Now, as the company h a  decided to i n c r e w  i ts  #are in the wade 
market its prc~ducl-mix was again undergoing a change. 

Thecornpanysutcd thatitdetennined iisproducl-mix on the basisf  [lie cornp&y'sobjectives 
01 prowlh, profitability and suh i l i ly .  

Ngiv Products : -~ 
7'0 meet tlic above oh.jcctives rhe conipany introduced a number o lncw p r o d 3 6 i n  the niarke! 

during the prcceeding fivc years. These new products as nlentioned by the con~paqy we con~prised 
I,! a new group of products. ne* dosage form of exisling products. and the prdducts that werc 
complenient:uy to exisdng product range. The company explained that the po t ive s  behind 
introduction uf ncw producw tbesides profiubility and growth) have hecn thedevelopmen! e!' 
new lechnology need of the market and completing the product group 11nr. 

'She company sra~ed L ~ ; L L  i l  collected information and generated i d c u  ab&t hew producL5. 
through various sourccs, viz, ne% nianufacturing range of drugs adopted by the W p a n y ,  changes 
taking  lace in the niarket owing to various factors like increasing knsiun i l  Ute city life etc. 
scanning intc~nationai horizon. to find out new developments taking place and @uld be adopted 
I n  our economy possihilifiesnf ncw product-mix through their own R&D eff$rts, informatio~.i 
rece~ved Uirougl~ v;irious sources like, W.H.O. (World Health Organisatlon) and @rket  feed back. 
through ilsnicliicai represenladves and medical pracdlioner.Afcer generaung naw ideasand muin( ;  
prciiminary screening of them the company conducted aerailed tests and r e s e h s  on them and 
studied their marketing prolils, and only hell a product passed through its long vilorous procedurr: 
successfully, 11 was developed m d  introduced in the niarket with adequate prdmotion suppori. 

The conlpuiy took an ave iqeo f  1-2 years duration to introduce new prodrfctf in the markel. 
Thecompx~ystalcd that themxliet response to some of the formulolion had lee$ veryheartening 
rhou2h these fo:mul;i~ions iaced stiff competition from other conipmies. The ~ r n p a n y  wxs alsu 
pianninp to iniroducc many new l'orniulations, which would not only improvc i d  sales but would 
.II%! cater tile n t c l l  of the puhlir:. 

As Tar L\ cuiii~iil;.tion o f . l ( ~ ~ i  1novin2 producui?, concerncd th;. comr)nrl\i staked that 11 did nor 
prune an? nrl 'dua or prnducl line in the preceeding five years. 

Thc conlpany stated that so lar as its basic drugs were concerncd 11 l'ollokad the policy of 
undifferentiLi markfling in errrcr:ll and only differentiated in terms of price t& meet the supp!y 
of requirements of ils industrial market. However, as Par as h e  sale of its O.TLC. products *;is 
coniwneil i t  was segnlenting i& market geographica1,buyer behavoiur m d  ah usilge situation 
(therapeutic hasis). 

Price Plann~nc; -- 

Within ths various consrr;~in& and controls imposed by the government 05 Kenya regarding 
tlie pricing of drugs and phx~oaceuticals. thecompany slated that whenever the provisions allow-d 
i t  atrcniptcd to dctcrmint: the prices of ils produce in a systematic mannet by taking intc! 
considtr3tion a nunlber of iac11)rs. The company further stated that i ts pricing!objeclives were tc 
fix such priccsof its products whichenable the company w realise arcuonahle  r d u m  onhvrstrnents, 
mlunraiii rcl:ltive l i a i t y  witii tliecon~pctibrs . to remainaprice leader and ti, pr&ote the complete 
rlroduct line \ I C  the conlpany under itsoverall philosophy of4'making i~ s~ iuducuava i l nb l e  toma.s:;es 
31 L rcasonahll: low ~)ricc.'' 

The pricing policy followed by ir was mainly cost orienled and cornpetidoh oriented loo. I h i :  
coiiip:~ny cxplaii~cd its pricing pi-actices by stating thai in general it fixed the p4cesof its products 
on the basis ol~ti l :  cost orvaritrus inputs plus allowing a return on investment ofdcertain p:rcentiige 
(notdisclosed) in ccisc of hulk drugs plus a reasobale mark-up over lhs ex-faclory cosl in  the case 



.:u! 
of lormulation. 

When asked about what constituted a reasonable mark-up, the company $ W d  that although 
Lhe scheme of pricing opted hy it for formulations provided for a maximum bark-up  of 65% of 
cost, Ure government has allowctl it only a lower mark-up in order to provide be benefit of lower 
price to the custoniers. Sirnilwly, in respect of pricing of bulk drugs which aie produced by the 
conipany a spstenr of "pooled" price was followed which was fixed hy the x o v h m e n t  by adopling 
the weiglrted averase index. 

The coniprury also gave greater weightage to the non-price factors s o  far as its trade s;lles 
and sales of O.T.C. product  were concerned. 

Distribution I'lonning : 

111 order to achieve thc ohjr:ctives of malclng its producls available LO m w s  a t  a reasonable 
price, the company makes usc of both the direct and indirect channels of distkbution. The direct 
channels of distribution w e  used by it for making supplies against tcnders. for ineeting bulk orders 
and for cxpurls. 

Depending upon the nature of the products the indirect channels are useditomake i~sproducts  
avail3hlr a1 the retail chemist levels either directly or through wholc.sal&. Similarly . with 
regard to i ~ \  surgical producls and other insrrumen~s. the company has appoiqed anuniber of sole 
selling throughout [he con1p:iny. 

Selection oh(:hannel Members  

The cilnipsny inselecdngchannelmembersforits productscons~derh facws like competitive 
channel arrangemen&, selective market coverage,objective channel regulat(on needs, customer 
expectation regarding is protluct availability and storage services expectcd to be performed by the 
c l~mnel  nri~rnber.;. 

Pllysiral Distribution : 

Thc pIry5ic;d distributiurl ohjective of the company related to regul;u sueplies of products to 
custornel.s, clfcctirlg stro~rg~:r pamnagc by offering more than competitors in ibe way of servict: and 
niinimisinp distr~hution cost.\. 

The company supplied ilc producls to variouschannelmembers on an n w i l g e o f  a fortnightly 
to a monthly bu i s .  The pcrii~dicity and quantity of supplier. the company sl)ted was determined 
on the basis ol' production availability. as well as on the probablr intake df customers ant1 the 
conrpctitur s supplies levels. 

P r o n ~ o t i o ~ ~  Planning - 

'The company uses a inix or persorial selling, sales promotion and advertising. in that order for 
promoting its producu. It determines its promotion budget on the b u r s  of'"objectives and task 
n~etnod" and fin;~li.ses it with the funds that it could afiord for these purposes. ' lhe company nukes  
use of thc various pronitrrools in an integrated manner. 

Sornc of the adver~ising p o d s  pursued by the company during thr preceding five years or so 
L\ ere : 

* T'ir cre;ltc cubturner awareness 
* ' I  o crcalc primary dc~nand 
* To cou~r~cract  conrpetitive activity. 
* l o  creatc primary drrnand for its products 
* 11111)rovi11g and enh;~nc~ng the company's inrage and 
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* Assisting its iiledical representatives in the perforinance of 
their task 
The cunlpany slated Lhat in ib advertising campaigns it always considers fsclors like the 

dominant desire of the users and doctors as well as on the strengths of the prodact. 

personal S c l l i ~ ~ ~  

?'he compaiiy has both territorial and product structured field sales force.: The company 
utilizes its s ~ l c s  force for the following purposes : 

* T o  nrake sufficient nuniber of calls on doctors and giving oplirnurn ldvel of service t(i  

them. 
* Educaiing doclors/custoniers by explaining the technical aspecLs of &e producu. 
* Checking that the hospil;lls and retailers carry adequate stocks and the re@ler co-operatecl 

with the con1p;iny in i!s sales promotion activities. 
* Spending adequate portion of sales forces time in convincing and pursui4g new account.$. 

' and. 
* Helping dealers in the sllles promotional activities. 

l'he conipany ~uotivatcs I& sides force through various inccuuve schemes which arc 
nruinly b~~se i l  upon the salcs performance of its sdes  force. 

Sales ~rorncfi& 

The coml~any makes use of the various sales promotion methods a a basic for promoting 
iu producL~. In order to perfornr this function well, the company has a practicepi developing a 
product profile based on the chemistry of the product, characteristics of thc codpeti t ive products 
2nd tilt. opriiion of thc doctors and the customers. Some of the objectives iougdt t o  be achieved 
lhlough ~ L Y  s d e s  promotion activities are : 

* Attrackin; 111i1rc and more doctors and customers io the corn parry'^ pl-[)dupe. 
* Meetin; conipctitive aciivities. 
* Motiva~ing dealers to srock and sell larger slocks. 
' To ufl-set senst)nal f luc tua~ons  in sales. and 
'; Tu rcinl'orce personal selling and advertising objectives. 

To  acliicvc thc above ob.jcctives, the company makes use of its var~oub s&ks promo~ion;il 
activities at the level of doctors. customers, dealers and sales force. Some of the $ales promotional 
merhods used by the company in connection with these objectives have been &t?ibution of free 
sa~nples, organising demonstration of some of its products by par~icipaling in scientific and 
rnedical exhil>itions, providing display materials as well ils detailed literad* on iu producti. 
ieniporary price reduction, organising and participating in medical conferen*, seminars etc, 
disuibution gifts ariicles, offer of cash discount upto 15%,offer of  addition:^] iden l ives  to dcalers 
and institutional buyers, oremising of sales contests for its field salesforce etc. 

'To organize i k  promoticrn fuction more effectively the company has b q n  taking the help 
01 advertising agencies besides its own staff in managing functions. like prepar@g product-writ[:- 
ups ,  developins slogms, copy writing, media planning and even packaging debigns. 

In short. Ltie various c l e ~ ~ ~ e ~ l l s  of the promotional mix are planiied ill an &tegrated rnanni:r 
114' [tie coinpany in thc context o f i u  overall promotional goals. Further, lo achieje these goals the 
company nlahes u .5~  of a numher of inethods like screening of scientific films for doctora, 
distribution ill' l'rce sanlplss. organising of medical conferences and sen~in&. distribution ( . i f  

literature and write-ups rclat~ng to its products both in person and by mail, d a i g n i n g  attracdve 
1~1ckazes. rra~ning and motivating its sales force and dealers condnously. 
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/ h.lanaeenlent Philosorthv and D e v e ~ o ~ m e n t  of Market ine  Persorlri* 

The company's marketing executives are well experienced in the marketing of 
phmaccut icals  a i d  possesed basic requisite qualifications, however it w@ staled that ihe 
marketing mmazer possesed various management courses. The company how ever a wl:ll 
developed programme for wining and developing its executives through in ,company training 
progrmlmcs as well as hy sponsoring thcm to various executive develop~uent; courses, .semin;lrs 
conferences organised by olhcr specidised institutions both in Kenya arid a l x o ~ d .  

The crrmpaly explained that the frequency of sponsoring these eiecutives wlls not 
progrmnied but 11 was based on need of the company. 

Too Manarenient Yl~iloso!)hs 

When ashcd about tlic top management philosophy of the com[>atiy it was slated that the 
company w;~c marketing -oriented a5 spelt out below: 

"It is llie company's endcdvour Lo make available all medicines to every om in need wherever 
he or she ts m d  strive to meei their need satisfactorily as a soclety" 

When ~ukeil  ahoul the societal aspects which theconipmy took into consi@r&on in  planning 
its niarketinz function i~ was mentioned by the company that it took into i consideratinn the 
following socictal aspects while planning iLr marketing function ;vi7.: achievin self sufficiency in 
drugsand medicines .developing indigenous know-how, developing import su t $titution. intensive 
disuibution of its products, protection of consumers against poor quality and hiid prices ,providing 
employnirn! opportunities and great accent on exports and earning for-eigd exchange for the 
economy, 

Relative P&&I \'is-a-vis (lie PrivateSector Unit : - 

The puhlic scclor conipany was of the opinion that its competitor iii tht private scctor had 
certain ;ldvantages likc collnhoration with a world reputed pharmaceuticd company,usc oS 
intrrnation:il hrnnd name, availability of R&D nenefits both of its parent c o m p d y  and its associiites 
longer experience, flexibility in managemcnt,professional management of theinmrketing funcl.ion 
.the hencfit of a more expericnced team of managers and use of a larger i~ro&tic~n budget which 
niadc its functioning more eflicient. 

As ;lgaun!;t this the puhlic sector company also enjoyed certain ndvar~tiljes which were not 
available to i k  counterpat in the private sector. These were relative case obaning financial help 
from the government ,preSercntial treatment in the purchases of its p roduc i  by the government 
through i u  institulions, favoured treatment in the import and allocation of foreign exchange in 
t h ~ s  regard. 

some of thC disadvanlages which were mentioned hy the company frob which functioning 
sullered were slowness in decision making, greater conflicts betwcen ia production and finnnce 
department etc.Thc company. however added that i t  was trying i& hest to meet these problems and 
also to minimize to the cxtcnt possible their diverse influence on ~ L S  furictioling. 

Thc ci~riiinous growth in the sales market sharr and profirabilit!. of lhe company anlidst 
iricreai 111:: compctition csp~.cidly from tlic multinationd co~upru~ies  opzralinp in this country. 
is broadly inilic;ilive of the success which the company has been able to achieve within ape:riod 
of about a decade and ahalf. .rhc company has not only been able to strength& itspasidon but has 
alsosrxred posing a thre:~l hoth to mu1 tinational and the other PI-ivatr scctor~ompmiesopcrat ing 
in Kenya. 
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In tcrilis o l  "rn;~rketing planning sophistication index" the company was t ~ u n d  to have 

w.liievcd in c~vet-all "high" level of sophistication were clearity in formula tic^^^ of icorporate and 
mukctin:: objectives, integrated use of Marketing Information System, prclper O1;ulning of the 
marketing -mix, consistent efforls to harmonize its goals with the needs of the +k ty  etc. 

Notwithst;inding this, there still remains a need to improve iLs iun~, t io~un$ in marketing 
pI:lniling field especially in rcspcct of matters like development of systematic f r p e  work tor 
niarketing planning including thc process involved, use of sophisticated niarketiig models for 
marketing planning purposes a i d  the continous preferential develop~nent of itskxeculives. 

NIARKETING PLANNING IN PHARhlACEUTlCAL U N D E R T A K n ' G 2  
&STUDY OF PRIVATE SECTOR UNDERTAKING: 

Thib c u e  study r c l ~ t e s  to a ph;u~~iaceuticaI coIiipany in Llic private sector. Thi: company was 
establiihcd in Kenya to compete wit11 other 20 pharmaceutical c o r ~ i p a n i t . s o ~ c r a t i ~ ~  i n  the sail? 
field. This coi~illul): is a member of world famous phar~ilaceutical group. ~ c c o r d i n d t o  the avajlahle 
firurrs L~IL:  21 ,1h:~r111ac~utieal mmuPacturcs in Kenya. 12 have 50 perccnl or n i o 4  Kenyan share 
holding.' 

Apart iron1 the profit motive. the groups investment policy appears to habt bea~ guided hy the 
desire to prcscrvc :)nu extend the overseas markeb by establishing ventures ahroadiThc group also 
nimsal making 31 o p t i ~ ~ i u m  useof the technology available with it . andoneol the pl&$ in its policy 
is tu rneet die gruwing need of chemical products in developing counll-ieh. 

Among the African countries the group has subslantial interest i n  several c ontries, Kenya 
included. I t  has a w~. l i  developed network of sales organisation for the ninrketlng o <  1 its products in 
developing countl-ics.lu research and developmentfacililies haveenabled it to cxpottits technology 
111 lorcifn cuuntri,:~. Thc repulllliori of the group brand has proved very useful in its marketin: 
bli'aicg)' and ii t l - ic~ tu cxploit fully the reputation earned by its inkrnational blmnd h m i e  in a11 the 
a r e s  where i ~ r  producu are n i u k e ~ r d .  

The conlpanv opcratcs i n  Kt.n!.il lhruugh its htad office, which is locatrtl 3i Nairclbi and also 
it h:is tir;incne.\ 10cai~:d in diSfercnt ~ U L S  of the country. 

7'hc ovcl:ill inellarge ofthernarketing function in thecompany ib c d l t d  M@eling Manager 
whu is assiskxl h) lunciionaries like manager marketing services. sale.\ rn&&ger etc. The 
1uncuonmes a ~ r  III  I U I I I  ass~stcd by a team of exccutives with designau~lns l ~ k e  pubiic relations and 
;~dverdsing in>n:liyr, marketing distribution manager, new product nima$irr. &ports manager 
uld olher persunncl working i n  its different marketing divisions. 

h,Iarket S t r u c t u r e :  

?'he scenc of' drugs arid ph;~rmaceutical industry in Kenya is highly doinindeed by a lnrge 
numbtr of forcign and foreign collahoratcd companies and a few Kenyan con~paj?ies both in the 
piivaii: compaiiics categi~rics nloslly with foreign collaboration and a few puhliccor9panies. I'hough 
t11is market on the wholr looks to he quite competitive in reality, ils market suuqulre i s  one that 
clul bl: dcscribtd asolig~opi~lisrii. t h ~ s  company being a multinatiunal company pod en.joying the 
tienefib of t h ~  prcscnt compimj's research and development e f f c ~ r ~ s  and a pupdlnr brand name 
;11si1 huldb a su~.\tantilil sharc of ~lii: markc! in respect of some of i l x  produel,. 

I l i~wcvcr.  ever since, thcrc has been a shift in the government o f  Keliya thinking towards 
ileveli~ping tiii, industry more through Kenyan companies belonging hoth to the ublic as weli as P 
t i )  tlic priva~c zeciors,The markel structure of this industry has been undergoing a$hmge,although 
there naven't bteo any reservation 01' areas of growth in this industry mairily fur Keqyan companies. 
Like wise no caia l i~at ion ol'impirrted drugs and materials through and public sectpr undertakings, 
hut thernilrket is becuniin:: more and more conipctitivc steadily. As such. LhiscompMy is presenlly 
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Idcing tough ccrropcltition hoth lrom other multinational companies operating in Fenya ,  public and 
private seclor companies. 

C:orporate plon~iinp : 

Thc conipany dcvclojis its corporate plans in a formal manncr an(! it $Wed that i t  was 
pursuing the l 'ollowi~~g objectives presently: 

* to a t c ~ i ~ i  customer satislaclion through high quality of drugs and other medicines. 
* to improve and stren;tlle~i company's long-range profit out look, so as to provide resources 

for I ~ I V C S L I I I C ~ L .  

* 10 Increae the markct &hare by making producls for a wide range 01' dhases and making 
thein available Lhruughout thl: country, hence to remain a leadilr in the in~lustry. 

* provrdc a producuve and sat~sfying work environmenr for rniptofies. 
T t ~ c  ultitnate resaonsibility for developing the corporate plan tor the campany is that of 

the company's committee planning. However, the company f i l e d  lo disciose the composition 
of Lhu cornmiuee. 

As far m!hr markctin: ol>jectivesof the company wcreconcerncd, the c m p a n y  had already 
jnttg1-ated tllese with its curporate objeclives and these rclated to 

* to aLLai11 customer s~li~l 'aclion.  
* to increxw the relativc market share. 
* to inlprove and s t r e ~ ~ ~ ~ h c n  conlpany's long range profit outluok. 

Resaons ib iues  of hlorketing Planning : 

Tlic ulti~natc respo~~siljility for marketing planning as well u tor the antire company's 
market i~~g prifor~nance is of the marketing manager of the company who is q i s t e d  by a team of 
iuricti~~n;~rit.s I riiiil d~fferenl d~visions of the company. The n~arketinp rnm* also shoulders 
1 1 1 ~  responsibility oicoordinhti~?; thcl marketing planning function. l'bc m$tulcegiven to the 
nl;lnagci by tlic other iuncltirnaries for the pcrforn~ance of divcrhc funcuon~include collection. 
Sol-muiatior~ and :lnalysis of data, preparation of forecasts, fannulation ol plan$ eic. for finalising 
ib plans ttit con-ipmy has a fonrlai marketing planning comrniuze ticad& by the markel.ing 
mmager. Thc otl~cr memhers ol the committee were not disclosed hy Lhe c o ~ a n y .  

The cilmpxiy staled [hat it has been preparing its formal markcllng ~ ~ l a n q s i n c e  1970, and the 
followil~g have been some ofthe purposes sought to be achieved by I I  through marketing planriing. 

* providing sound mtukedng dccisions, 
* co-crrdinaling efforts of different departments. 
* providing a h a i s  for hr~):~d directional corporale planning. 

Thc comp;my prep;irez hoth short e r m  and long term inarkctr~~g p@s. The durat~un of 
itssI~or( tzrm plans is for o ~ i c  year, and of itslong term plans is five years i~zsides making an overall 
niukctiri$ p l ~ n  lor thc cornpmy as a whole and scperate plans fur i u  markbting divisions. The 
cornp:uly :11su picpares dctailcd functional planslike pl-oduct-mix plan. sales pl.m.salesprnn~c:~tion 
pixi iuld 11:al-rtzt plan. 

Inforrna_tyiilS~ste~~~ : 

Thc colnpany has c.st:ltrli.shed a marketing information systun:. \\ hichislooked d t e r  I:,). itr 
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mxketing services nlculagcr. tinder this system the company keeps on collecling$nd analysing 
information rclating t u i u  external environment, competitors working, its ~ w n  wQrkinpand also 
~tdyses  olhcr p c r ~ i n c n ~  inirrrmntion relating to iLs working. Through the sanle sysl&l lire company 
receives inlormadon on a regular basis about tl~eperformance of il.5 p~oductsfrofn its divisions, 
brmches and dc.al~:rs. 

Besides colltlcung inlormati~ln relating to its own working through the interha1 sources thc 
f c~mpany also uses UIC inrormat~on and reports published by various insti~utions: like the parent 
cirnlpany's repilrLs, uorld hcdth organisation. othcr international bulletins and @ trporL? of the 
marketing research proups etc. The company also examines in detai! th~,: implications of the 
environmental raciors. nmlely. economic and public policy. Particularly bcing ia inultinational 
crrmpany operating in Kenya gives these factors due we~ghtage in developi~lp dd finalising i n  
nruketing ! > l ~ i .  

For processi~i: and analysing :he information for the purposes uf marketing planning and 
dr.cision n~aking the company also makes use of computer services on which iis international 
irrforn~ation sy!.te~ll i., hased. 

I\larketinz Research : 

The conipmy stated t11at during the preceding five years or so it has conducted mru-krting 
rcscarclies in area; like social rexarch.pricing of the producu, market ~ e ~ r n e ~ ~ r a t i b n  and physical 
distru0ution vf giluds. Most of tlic researches were done by the company through i$own staff. The 
colnpany stated thal i i  never ai a n y  stage utilised the services of thc ativcrlisibg agencies 2nd 
nlula:ement cirnsulta~~u. ~ h i s c o u l d ' b e  attributed tothe fact that the company is w ~ l n ~ a n a ~ e d  wit11 
highly skillcd rilarlpower (or) the company associate these agencies with galore fadlu  and chances 
01' dis:.losin: company inl'orn~at~on to its competitors. 

.iiic pioics\ ill i ~ ~ x k c t i n g  i)lmning IS ~nitiatcd hy the division hcail u n o  asks Utc branctlcs 111 

Surriish to tlic liead office thcir sales potcritial and marketing plans lor thi- Sutwe period. The: 
tirancl~es arc :lskcd 10 prepare I I I ~ I  keting plans relating to what possible they could achievi: 
~:ri.specdvc of a:!: rcsti-iciionb or constraint%. This is done by the rtgional sales force. As such the 
hranchcs based on the data cc~llectcd by he111 through their own regional sales force as well ELF f r o ~ n  
the head of'licc draw up their ipl;~ns in a detailed manner both aggrrgstively and p o d u c c w i s c  and 
send them to lllc division hcad. 

At ihc hoad of'i'ice the daw received from the various departments is scroen4d end computed 
on all-Kcnya basis. 'filere aftcr the head office moderates this plan in the l igl~t  of 'v~iousconstra inl ' ;  
which it dcs i~cs  :o :ichieve in the fulurc given period and set targets which are both feasihlc mil 
realistic. 111 doing this the hcad crf'fice examines the implications particularly of l@ changes laking 
pl;ice i n  the economic level, lecl~~~ological  and public policy factors. 11 also gives h e  weightage I(:) 

ttic various implications of thr govemnlent of Kenya policy p:~rticul:~riv regnrding the role 
uf multinatio~~al cornpanics opcrating in Kenya, its import policies, licensing :policies, pricing 
lorrnulx etc. .So all these lactirrs is added the companies marketing c)h!eclives bf increasing the: 
relative miu-kct sllarc. ;~tl;Lini~ig customer satisfaction elc. 

Tlre dralt inarkeling plall sir lornlulated by division head with the assi%~nc(? of the regional 
.salts force is tiien pi11 bcfore marketing planning committee and on its adoption $ver there is sent 
lo thc n~arkcting head of lllc ccin~pany, who after pursuing it sends it to rhi. colporllte p l m n i ~ i f  
ctilnrnittce. .l'l~is 1.~vi.sal1 rnarkct~ng plan, on the other hand is the dctailcd our on prqduct. branch am1 
period tras~s. Fdr the purposc oIgctring sales targetto each branch. the co~upany cofiducls a produci- 
wise scrseni~;g cxcrcise in ordcr lo match the production availability of inputs and m:~rketing 
~apaliilitics ptlss~.seJ hy each oi ti~t:sc branches. 

As sui.h.1'::i~siblc rarget.5 w-i. xt lor each of these branch which could be didferent from what 
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the branchcs had sct earlier to the head office. On  finalization. the pioduct- 
&reels ttlus beconlescornrnitmen~s for the branchesand if at the end of the pe 
has not been able to achieve i u  targets, it is made answernble to explain !.he 
Alongwith the preparation of product-wise and branch-wise plans, the he 
in detaila th~ :  sales plans and sales promotion plans and the budget required t o ~ a ~ c o r n ~ l i s h  these 
plans these plans are then distributed to the concerned executive of the comp&y. 

Performing thc lask related to the preparation of themarketing plans,T$tcompany makes 
use of a maracting planning mooel to enable it to carry out its task sn~oothly. the company also 
startea making use of sophisticated models for decision malung purposes i n b a s ,  like prod~lct 
management. These models were developed by the company to suit different buat ions .  

peview of Rlarketin$ plans : 

So far ;LS Lheshort-term plansilre concerned the company reviewsthe crnpNpduct-wise . brarkh 
wise and market scgment-wisc on monthly basis in this connection, the cornpan$ fqrlher stated that 
if there were abnormal changes in the environment or other related factors. S U ~  marketing plans 
were revised by it generally in quarterly meetings and if need be even at s b r  intervals. The 
long term plans are reviewed arid revised by it on an annual basis. Thccornpasy jdentified a number 
of internal and external factors that were responsible lor the revision of its marUeUng plans during 
ule preceding 5 years. Some (if ule external factorsrelaled lo. governmen1 regdding mullinational 
companies in Kenya, irnpclrt policy, drugs (price control) . unccrlsin eco@mic outlook etc. 
Wliile the interni~l factors included delaying new product develop~nent. agaidowing to delay:; in 
procurcmcni of rJw materials and licenses. 

In this connection. the conlpany also observed regrelfully thal these e h e  f a c ~ o r s  that 
discoura~cc! companies in Kenya from developing their marketing pl;~ns long-tcmi b i ~ ~ i s  
proving soruetimes even ialal LO such attempts. 

f 

The pharinaceuticd industry issubjecttoahigh rateultechni~lopic;llandprWucLobsolescerice. 
This is also bet:ause it is a science-based industry and thus necessarily dependent upon continous 
research activity aiming at discovering new drugs and new therapeutic uses tor existing drugs, 
improving process technologies, developing new products etc. It is said tha! 4 i s  industry has the 
reflections of a high degree of product obsolescene in the sense that only ow out of the 10 drugs 
in use today wa.5 known to medicine 30 years ago. 

Unfortunately, research in this industry has many r i s k  and unceruini . The high rate of 
obsolescence m&spharmaceutical research acostly pursuit It ises~imated y dtif costsamedium 
of ksh 40 million to set up a basic research laboratory and not less that kst(100.000 a year to 
run iteffec~ivcly. 111 this rcg;~rd, thecompany being a member of a world-widi, group Lhusenjoys 
the benefi~s of the research and development achivementsofits parent and otherknember companies. 

As st;~ted earlicr. thc group has also established a centre in Kenya. Thekohpany  stated that 
through iut-esearshand development centre itswas attempting to achieve he @lowing oblectives, 
clinical trails, developing new drugs, new therapeutic used a i d  varn)usjOtlier mulupur]?ose 
medicine. However, the company did not disclose the amount spent in thlsa&vity in the iast five 
ycars or so on hoth the capital and revenue expenditure. 

The company slllted that in developing its marketing mix stralegy "high'!einphasis was given 
lo pcrsonal selling, sales promotion andserviceincluding after sales service /cdvities. As against 
this it save " p o d "  emphasis to pricing and product planning and develupmtnt. 



ZLANNING OF T H E  DIFFERENT ELEMENTS OF THE MARKETING h&& 

B P ( 1 u d  Mix Plannill?; 

The company determines i u  product rnix in the home market on the hasis of the companies 
objectives of profiubiiity and subility of its operations and in the foreign ~ n a r k e q  on the basis of 
growth.To achieve thc above objectivesthe company introduced many new Sr)rmulgtionsand drugs 
in  the market daring the last 5 ycars. 

With regard to the time which it took tthe company in introducing rlew produetsin Kenya. the 
conlpany observed Uiat being a niultinational company introducing new p r o d u c i  for it  was very 
lengthy, lime consuming and cumbersome process. As it involved complyingiwith too many 
governmenla1 for~nalilies o l d  aw~i t ing  for a long time to get apprc~vals for the s&e. As such the 
ctrnipany slaled that it look maly  a times 2 to 2% years just to commercially lauich a product. 

It was suted that a similarly longer period was required even for introducihg adaptions of 
products develc~ped hy iu parent company in the Kenyan market. 

As such for introducing a new product the company was required In plan far&ad for a 1;ng 
time involvement in new product development regarding getting license, {npor t  capacity 
u t i l~u t ion ,  price approval etc. The company was quite sure about the longer timai required in this 
regard as  it rcsultcd i l l  not only increasing its marketing risks but also depr~ved!the company of 
suitable rewards. I t  W ~ L F  because of this and other increasing constraints slated b a t  it decided la' 
stabilise iL? operations in i &  growth on exports. 

'l'he conlparly also keep5 on prunning its existing product mix and lries to identify ihe slow 
moving items. Thc sluw moving produclr were also given the neccessary boost *r their sales hy 
organising certain sillcs promotion schemes and if need be were eliminaled also. 

As Pnr thc d ~ r a ~ i ~ ) n  taken h) the company to decide on eliminating ihese prodUcts it was stateil 
t h : ~ ~  it ranged bttwee:~ I to ll/z yc:us.'Thecompany slated lhatithasdisconti~lucd ohe o f i t s  products 
~ruinly hecau.\; o i  il~cir dcciining volurne of sales and appearance of improvebsuhs l i tu~ .  

The company nlakes use of the geographical and buyer behaviour bases lot segmenting i1.s 
i;l;~rkets and also follows diffc~ent pricing policiesand supplies different types of products to suit 
Ihe specific need:; of its different markel segmenls. 

Price P l a n n i r t ~  

The pricin;; 01' the drugs have continued to remain under same lorn  uf conuol of thc 
povcrnmmr. Withi11 the various constraints and controls imposed by the govefnment of Kenya 
rqarding the pricine of ils drugs and pharmaceuticals. The company s t ~ l e d ;  &at the pricing 
otgectives l'ollowcd by it related to remaining a price leader with regard to Jomc of i& drugs 

maintaining relative p:~rity wilh compcti:tocs prices for other drugs and also promoting its entirc 
product I ~ n e .  

Besides the nricc, greater weightage wa$ however being given by the company to non-price 
lactors prtrtnotir~g it> producc?. 

Depending uputl the nnturc and market of its products the company lollweda combination of 
cost oriented and competition oricnted pricing policies. Thecompany used the hisjlorical method of 
pricing trchniquc fur the purposss of fixing the prices of its products whrnevir  it was pc~ssihie. 

Qistribution Plc~~hllllli~le : 

Thc compoiy makes usc ol' both the direct and indirect chllnncls of dislribulion. The direct 



channels are used for malung supplies to departmental governmental stores4 Bhd other large 
institutional buycrs. lndirect channelsusing wholesalers andretailersareu~dfo&bingitsproducts 

Selection of B a n n e l  Members  :- 

While selecting its channel members the company considenthe factoq of services to be 
performed e.g. transit, the avdabi l i ty  of storage space with them, cuslomer sx$elation, objective 
of inlensive market coverage imd matching its channel arrangemen& with lhit of competitor. .. 

Physical Distribution Obiectives :- 

The physical distribution objective of the company include objective l@e ensunng ready 
availability of its new producLs to relailersl chemisLs and customers to sy+ironize wilh 11s 

launching in the market effecting stronger patronage by offering more than lhe!t.ornpetitors in the 
way of service ;md to maintain regular supply of products to customers. 

promotion p l a n n i n e  :- 

l'hc company is carrying its promotional activities in an intensive r n a n e r  and has been 
nuempting t c ~  achieve its promotional goals hy using the various elcrnenh of e,promodon mix 
in  an integrated manner viz. hy conveying information,re-educxing the me '2.4 proffessionals 
through direct call of its medical representatives and supporting these calls thn)u#h direct mailing 
und by releasing advertisements in the medical and other journals and al* through its sales 
promotional aclivilies. 

The company determines its promotional budget by followiig obiectivd and task method. 
und also affordable method in some cases whenever it was possible :Further idits promotion niix 
ik gives greater emphasis to personal selling supporled by sales promotion m&ods and followed 
hy advertising in ycneral. 

The following are some of the goals which the company is prescnlly M a g  Lo accomplish 
111rough ils advertising effor~c.  

* Creating cuslomer awareness 
* Conveying latest information (educating ) to the medical professiodals 
* Supporung sales forcc 
* Enhancing company in~ape  
* Changing doctors attitudes towards ils medicines and drugs and 
* Assisting its medical representatives in their task of pre and post meeti ig with members 01' 

the  medic;^] prc~ffession. 

The company has both territorial and product structured field sales force. The company is 
urilidng i ~ \  sales force for ihc following purposes. 

* Making sul'ficienl number of calls on aocrors giving then] an o p t ~ m u ~ b  levei of service. 
* Spcnding adei]uale portion of their time for increasing its markek bc)lh by pursuing the sale 

of new protlucts and also hy opening new accouncq 
* Educaling Lhe doclors and chemists hy explaining the techi~icals aspect Of the products. 
* Checking t h ~ t  chemisr5 and institulions carry adeuuate s ~ t x t ~ s .  
* Helping dealers in sales promotion activities for irs 0 T C (Over t h e b u n t e r  ) produt:ts. 

The  conip.my compensdtes ~ t s a l e s  force through it's fixed salary sys leq  nS well as through 



various Libersl incentive schenir. 

The cr1mp;my also makes use of the various sales promotion methods at the level of medical 
professionals, deader.\ and the field sales force to achieve its total promotional objectives. The 
company gives a highcr level olemphasis to sales promotion activities as these Lave been found 
lo be more helpful to ihe compiuiy in getting calls for its medical represenulives and increasing 
the ratc 01 recomrncndation of i& products among doctors. 

Soine o i  the sdes  proniodori methods used by Lhe conipany for achieving i l lsales promotion 
object~ves hnvi hcen : explsning and demonstrating the working of their pro&icts,organiLing 
n?edical conlcrcnces, mailing catalogues. brochureSjournalsand other lectures and aistributing gifts 
itenis like ubic diarics , pen stand etc . At the field sales level it organizes various sales cnntesr 
111 motivate i s  sales l'orcc to sell more. 

_Rfann~enient Pl~ilosophv a n d  I)eveloprnent of hlarketine Person~lel  

The company employ a good number of marketing executives loohiig after its marketing: 
activities at irs head ollice and at different branches. Though nearly all thesc cxeQutives possescd 
requisite basic ilualifica~ionsand relevanlexperienc~only two possexd Ph.D includngthe marketing 
~r\anager.OtIicrpc,sscscdqudification like diploma in business manapemellt etc. 

13owever. all t h c x  executives have attended a number of specialised c o u r k s  in the area of 
inarkcling itiaria,oenicnt. The company's policy heiny helpini  i ls  exccutivt:s togeep themselvc:, 
up to date for which 11 sponsored i l \  executives to participate in the various execuDive development 
j~rogranlme.\and conlerences which are organiscd from time to time . ~ b w e v e r  the&npany  declinerl 
to discluse the frequency with wliicheach executivesis sponsored for such courses. Italso sponsores 
ILS too C X C C U ~ I V C S  for v a r i ~ u s  n~anagenients courses urganised by thc reputed institutions abroad. 

\\'hen askril ahout Lhu lup rninagcment philosophy followed by t l ~ e  top rn$nagement ol thc 
company it w;~s  siatcd that the ccompany was" marketing orineted" .The nlarketiog orentation was 
Jcfinrd hy thc con~l~any  a s~tihlyiriy customers needs that is the attempt to meet h i r  needs to help 
iichr diseases and epidemics and ~ h u s  improving the quality and lonpetiviry of the life of people 
111 Kenya. 

Societal A s p a l  

In this conlext the company mentioned that being a multinational the very r e a o n  of its entry 
into thiscoun(ry inter alia was to niake the country self sufficient in the field of d&s and medicines. 
Assuch itstattd thal i~ has beun working in this direction through liberating thi: co&ry froni i m p o r b  
earning foreign exchange through general exportsgnd through consurner protection by providirig 
goodquali~y inetliciricsand drugs. Thusimproving the quality oilife ol.agrest poh.ionof the huni;ln 
racc 

Ucve Position \%a Vis t l ~ e  Public Sector Unit : 

When uki:d to conimcnt on its relative postion vis-a-vis the puhlic si:ctof unit the response 
of tilis corilp;~r~y was that the uuhlic sector unit was placed in an advantageous pasition in the sense 
that it had support Trim thc pc~i-ernment encouraging the developnlent and gtowth of the drugs 
;ilia pllarmareuticals industry in the public sector. This preferential posit~unwHich lhe unil in the 
~ ~ u b l i c  sector enjoyed was in adtlitii~n lo the overall approach of the governrncnt topive a preferential 
treatment to puhlic sectors unit in general ahsence of production capacity constninls, allocation 
of i111poru clc. 

Notwithstanding this the company stated thatit was placedin a berter positoqbecause of fo re~gn  
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~ ~ ~ l l a b r a t i o n  \vhich resulted in the production of better quality product;, sup+ior research and 
development facili~iesresulting in better pay off. strong brand loy~l ty ,  s u p e r ~ o r d i i ~ b u t i o n  network 
and an experienced and effective tam of professional marketers. 

In order to compensate lor some of the disadvantages in the domestic b a r k e t  which the 
company w ~ s f a c i n g  forreaonsalready stated earlier thecornpany h ~ ~ s t a r t e i l c x ~ o t i n ~  the foreien 
niarkeLs for the cxpor-& of ~ L S  products. 

The overall Seeling of the conlpany was that it would take quite somnetime fqr the public sector 
unit before it could be able to pose a real challenge to its supremacy in the ICehyan market. 

The cornpany was naturally unhappy over some of the discriminatory acts61 the government 
of Kenya azalnst multinational operating in the country. It also wx5 critical oi the policy of the 
government of Kenya with regard to foreign exchange allocation and licensing prOceduresasit oftt:n 
resullrd in undue delays and reduced supplies of materials needed by the c o m p y  . 

Conclusion :: 

The overall conclusion which emerges with regard to marketing planningi obtaining in thc 
company is that the company had an efficient syslem of marketing p l m i ~ p  operating in its 
organisation. To  I~ighlight its efficient functioning in this respect the following; were some of the 
specific step which thc company was taking in thiscorporate a n d  marketing objeaives, designing 
of suilable organizational slructure for developing its marketing plans, developing and use of an 
integrated ni;uLeting information system, as well as of sophisticated models f+r the process of 
marketing planning. The cclmpany wa? also developing separate marketing 4lans in respect of 
each elenienrs of the marketing mix . l t  also followed an enlightened mllcy towards tne 
drvclopnienr of ils managerial personnel . 

There was however, a lew weak points which the company should well to improve. 
These were in rclation to its corporate and marketing objectives which needed (0 be spelt out ill a 
niur: pricisc niaiilcr. Alsu as far as ils social responsibility towards tht. pea&le of this country 
\vsconcer:lcd ir \ \as found that the company had not yet taken any corlcrelc sleds in this dircc~ic!n. 

A Conloarative Study of the Undertakings in the Two Sectors 

Notwit l~s t~i~ding some of the differences highlighted above in the func oning of the two 
companies in this 1-ield. the overdl pictures that emerges appears to bc marc or 1 1 ss the same. So Par 
ils thicr lunciiunins in the field of marketing planning is concerned . The r e l a h e  strengths of the 
companies engagrd in  the two sectors may be broadly summarized. 

The private sector company had its strengths in areas like existence of;suilahle organised 
arrangemenLs and use of sophisticated model for marketing planning purpoces. k s  againsi this ihc 
strength of the public sector cornpany lay in the more precise formuii~tion of its corporate and 
marketing ot)jrc~ives and tl~cir synchronization. 

The above conclusion is also borne out by the scores attained by these: companies on the 
"marketing planning sophistication Index" . These scores were as under 0.70jLn the case of the 
public sector ccrmnany and 0.75 in the case of th private sector. 

Sincr both 1I1c companie.\ fall in the same category b a t  is the cc~mpmies kpving " high" Yevei 
ofsophistication . ~t~edif ference hung only margina1,itmay be concluded tint thk&fferenceisniort. 
of dexrce than kind if c ieuly  ohserved. 
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SIARKETTNG PI,ANNING IN TEXTILE UNDERTAKINGS : 
4 STUDY OF PUB1,IC UNDERTAKING 

The correspunding public sector company in this field was established in 1965. It was set 
u11 with the aini of clothing the peuple with modern clothes. Thc prrnciplc objtolives of the 
conlpany are to manufacture and market all types of textileproducts ranging f r o ~ c o t t o n f a b r i c s  
for spccill purposes and other cotton and natural fibres clolhcs, ready majde for children 
hien and ladies ;uld other clothwear and garments . The company operates through$ sales net work 
O f  retails shops and wholesalers all over the country. It is among the ~ n a j o r  s u w i e r  of textile 
products to some of the government institutions. Its production facilities are 1ocakd:at industl-ial 
area at h'airohi. 

The company has an R & 11 unit,at f irst j t  puts pronounced emphasis on; result orienled 
activity which calls forth for high quality products. The unit is equipped with a o d e r n  facilities 
and well qualified 111x1 power with holh physical and mind dexterity. 

The riiarkct strucrure o l  the rexrilr industry in Kenya consists of nianufac~unfrs in all sector:; 
:viz: public sector and privarr sector. The private sector consists of large s i z e d b m p a n i c s  and 
niedium to sniall sc;lle con1p:mics. In terms of number there iS more than 15  omp panics Sroni 
t h e  both sectors. Most o i  these companies are operating on regional basis excedt kw opcratinp 
ut natlonal level. 

l 'hough the company entered the textile market at a time when therc w@ an intensive 
ct~rnpctition in thc market yet i t  ct~uld make a place anlong the top leading comdanies for i t  self 
hscause of the supcr'iotiiy of it< products quality being h u e d  on advanccd t c r h n o l ~ g y .  

iJraanisation of the h la rke t ine  Function 

The ni;ln;~gcrial Sunctiolis c~f finance personnel and genral administration @ this company 
are pcrlirrn~cd in a centralised ruanner at the head office while the reniainilrg function of 
nianagernent are widely decenlralised to facilitate smooth operation of the @tire company . 

As such the marketing acdvities relating to this company are decenualised with the textile 
di \ is i i~n.  The division is headed by asenior executive designated as marketing m d g e r  a t  the head 
office. Though in terms of the organizational hierarchy the marketing m a m g i r  works under 
lhe Mulagin: Director. He is assi,sted by the sales oflicers at the head office md branch sales 
oflicers. The \ .xious markcling functions like marketing planningpales f r ~ r e c ~ g , b u d g e t i n g ,  
pricing, distrihution. advertising and sales promotionzeneral salesadministratlon ddca-ordinat ing 
activities with branches are perlormed at the head office. As such the resposibiiiiy for marketing 
planning lies with thc marketing manager of the company. 

Corporate  a n d h l e r k e t i n g  Objectives : 

The conil~any ii:is drawn up iLs corporate plan covering 5 years duratiuri khich envisagcs 
vigorous growth of ihc conip:in) in terms of iLs production turnover. The Mddus operandi of thc 
conip;my in preparing its last five year plan has been on the following lines; At fird the existing d;Ua 
was used by i t  f u r  inakiiig p r o j c c ~ i o  of demald during this period. Thcn the comgany wol-ked ou 1. 

the d c m v ~ d  t i ) : -  tIic s:une pericld which i t  will by supplying to the govcrnrnent aoQ allied niarkcts. 
The c o n i p u ~ y  huspel tout  ~ t s  corpora~eobjectlvesin writing both in SinzicihI b d n o n  f inanc i~ l  

t:rinh. Thcsc includcd the fulluwing; to make sure that the company o p t i r a i ~ s  the return on. 
Irlvtsiments. 111 have a continuiius growth of s d e s  of at least b e  pace of the indusjry, to enable the: 
t i r~n  to inaintiain ils market share, to have growth in earnings to provide resource) f a r  investnient. 
to st;~hilisc (111: position of the conip;iny in the context ofrapidly changing environmknt, lo create a n d  
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provide enlploynirrir to the citizens. 

As Par as the ovcrall marketing objectives ofthe company are concerrled, i twus found that !.he 
company IILY already in tc~rated with the corporate objectives stated alwve. The,following werc !he 
additiond nmarketing objectivcs which the company was trying to achievc, the@ are; to market at 
profit produiuof inaxiniuni value tocustomcrs bothcurrentand potenlid, LO iinptoveandstrengthen 
coilipary's long rsligc profit outlook, to attain customer satisfaction. 

Thc ultinlale rcsponsihility for developing Lhe corporate plan for thc company is  thal of thc 
managing Director. For this purpose the managing Director has constitu~ed acornmiltee consisting 
of the marketing manager, the production manager, personnel managcr, f i n k i a l  manager and 
others. A provision also exis!.? for consulting area representatives from diffdrent places all over 
the covcrc!d n ia rk~ :~  regions in the country. 

'fhs responsihili~y for co-ordinating the marketing pl;ulning function in the company was th;tt 
of' tlic mrukztir~f ni;lnagcr. Assislance from the manager is also offered I I I  h i d .  T h e  functionr;.of 
the niarkctilig tlepartnirnt at the head office have been isolated to be; making d*sions in areas like 
fixation o l  pricos, distribution planning, appointment policies etc. The ~nar&ling manager who 
heads thc wllolc departn~ent rcpc~r-u directly to the managing director of thtcumppny. The markcling 
nianager giber1 wtiat appears to be agood and well formulated marketing pl:ln. ~ & t s i t  against criteria 
such as fairness, cost and simplici~y. lf the marketing plan passes rtlcsc tests h$ finally invcsip;~tes 
the chance irf achieving iniplcnieniation. 

Specific Pur!)ose for Rlnl.krtine nlannine 

Tlic cilmpany slated thal i t  had been preparing i u  marketing p1;11is ill a syftelualic and iornlal 
mmncr silice I965 and afler explored possible reasons for this p u r l ~ ~ s e .  tile cdmpany isolated the 
loll ow in^ as hti~:? relevant : 

( I )  intcfratin: d~Herent r1i:irketing functions. 
(11) Itelping in piuduction lrlanning. 
( I l l )  Aidirig in planning Ilnances. 
( I V )  Providing sound markcling decisions. 
( To help in planning and controlling the whole organisation 

Lets 1c:aplrcig for a monlent to touch tlre area of planning duration 10 sw that the company 
prepares both shorl range and long range plans at one year and five years period respectively. 
I i ~ ~ w e v e r ,  the compmy did not disclose the nionhwhen the planning activity cbmrnences and ends. 

T h r  c~mlpany explained tl~at  it has a statistical cell at its head office whith performs the task 
of collcc~ing and analysing Irl~siness related date on a regular basis. A staiistic& clerk performs this 
V L S ~  and rtports Llir~ctly LO thr marketing manager. The marketing nianaget keeps on rscic,ving 
information rt:lating to the sales and financial aspects in parlicular. 

Thc ddra collsc~ed not only relates to the working of the company but also for lhe compct~tors 
working pi,siti1:111. .l'lieconlp:ln), usessccondary sourcesofinformalion s ~ i c h  a$deders, adverlising 
agencies.'trlrougli intervitui~lg the customers, industry survey, niai-keilng in$ligence etc. 

The liiiplications US tllr er1vironn1cnta) factors is well examined 111 ihi: ptocess nf developing 
its n~arketing plan. Facto~.s l ~ k c  econo~nic, technological, socid arc given weightage. 

h'larketinz Research : -- 

. .. 'The ciegrce at which ~ii:trkcting research is carried by this cotlipany on bpecific area .  varies. 
These are;u included sales forecast, product pricing, market share meas&rnenl, distribution 
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rtunncls and physical distribution. Though lnost of the researches were done 4Y the conipany 
through ic; s d l ,  thc help of outside agencies was taken whenever and wherever nec$rsory. T h e  areas 
on which such assist;u~ce was tahcn covered advertising message, media seh:cti& Ond consumer 
promotion activiiies. 

Tlrc c o ~ ~ i ~ i u i y  s t a~cd  that it has been using marketing models in the proiess$f its marketing, 
planning PI-occss. Some of the areas where these models were applied were p r ~ d + ~ ~  planning and 
pricing of the company producc~. These models at times used to be developed bdthe colnpany or 
adopted. 

Rlarketing P1:iniiin~ Process : 

'The process of marketing planning is initiated from above. that i\ at the level of cotnpany's 
marketing manager. I t  passess through the marketing planningcornmittee up to thebranch manager. 
The Branch m;mager incharge 21 the sales for a particular region prepares a d r a f t I ~ k e t i n g  plan. 
keeping in mirid the corporate and marketing objectives of the company. All theibmnch managel- 
reports arc scnJ to the head ofrice where the marketing manager consolidates all &them into onir 
nurkcting plan. Infact the markctirig manager of the company does most of the Jebrelat ing to thc 
rr~uketing planninz. The mxkcting manager usually consults the corporate l a r g e 4  unit mrget. p u t  
achieve~nenls, environrnentlll factors and the i~iiportant information relating b the company 
business, its conlpetiti~rs working position is taken into account loo. At this s 4 t  the marketin:; 
riianager makes ;ill the necessary amendments i n d  modifications. 

The ncxt phiue of the planning process is that, the draft marketing plan is #luted bef'ore the 
h1zn;iging Dircclor of the conip;iny for his approval. After his approval thc draft plw is given du:: 
~Jiscussion by  t l ~ c  nl;ln;~ging dircctor and the marketing planning coniniiuet: o : ' thcbmpany,  wherc 
i l  is Iynally apl~rovilti. 

'Tlic a[?p~iivcd niarklttin: plan is broken down on unit-wisc, pcriod-$45~. nrarkettnp 
1 unction-wisc ~)L$CS i n  details. Tl~ecotllpany also enunciated that it also l)rcp;u.esse~onal marketin;: 
phns.  blainly, thc period covered is the holiday and non-holiday monthscif [he y e & h t i s ~ e c e m b c r  
I i I  January early and Fehruar!. to November respectively. 

I<wiew and Clpduting of Rlarketirle Plans : - 

The mzrketing performal~ce in this company is reviewed regularly at the ieveqof  the marketing 
nianager in co~~,junction with the Managing Director of the company. The rc'vie\ji and subsequent 
updating is done on a quarterly basis in the case of the company's long range, b i l e  one month 
duration has been suggested to be the appropriate period for reviewing the shor t j r age  marketing 
plans. The c u n ~ p m y  state that weekly meetings are held to monitor weekly pcrlormpnce for  the week 
ended and the targets and goals lor the starting week. Mainly these meetings (wek:Wy) are held on 
monday in the morning scssion. 

The company itlcntified a number of external and internal factors tlrat 4rrr found to he 
~rrsponsible 1 ol the revision of the plinsat different period. External isolated re levdtfactors  for thest.: 
ivcrr: : e r ~ - a t ~ c  <upply uf raw ni;~terials, conlpetition, uncertain economic o u t l d k ,  power failurb: 
prublcrns, cllangcs ill zovcrnlncnt policy etc. Internal factors were : the pl3nt operitlion problem!.. 
ior instance plant brc:tk down etc, lin:tncial constrain~s etc. 

Kqeusearh and I)evelol)nlent P a c i w  

The rcsc;ircl~ a11d dcvc lop t~ ic~~t  unit in the conipwy was established rignt in!the beginning of 
thc company and u p ~ o  this nionicnt the company has made rich investineiits in it. Through the I< 
II D unit ihc company is also r n ~ k i n g  an endeavour to manufacture beuer qualitHproducts and try 
to discover betier u s q c  oi' indcgenous materials. The company has its R C;: I1 fa@iities at the head 



office situ:~tcd at Nalrc~bi ~ ' h r r e  all tes& are carried. 

The coinliany stated that in developing i u  marketing strategy "High" erndhiuis was given to 
technical re~elirch and  development, product planning and development, dtstrihution and personal 
selling of thc company's produccx. As against this, the company gave "Fair" tci "Good" emphasis 
lo product plicing. sales pron~c~don, and economic variables, "Liltle" e n ~ p h u i s  \Urn given to produc! 
advertisinp :md service inciudtng after sales service. 

I'LBNNINC; OF TI1E DIFFERENT ELEMENTS OF T H E  R ~ A K K E T I N ~  M I X  : 

The coinpany slated that i t  determined its product mix on the basisof f r o M h  and profitability. 
7.0 achicvi: these c~hjcctives several products were introduced in Lhe market in thq last p r w d i n g  five 
years. Th; mulor reasons hehind the introduction of these products were to m)et the demand uf' a 

'particuliu market segment, to improve the utilization of the plait cap:lcity and Ld keep on supplying 
the society wilh diiierent producu at a low margins of profits. 

'flit company prunned sonis of the unprofitable a ~ d  slow nlovlltg prcrduch. The elimination 
trf ihts plc~ducts used to br efieckd d t c r  a delailed and lengthy discussion w@ held between the 
marketing planrliti: coni~iiittce and board of directors. 

Price planning : 

The con~pany's pricine irhjcclives which formed part of iLsctirpor;tte objectives were lo pricc 
I &  products oil tllc hasisc;fcosloI ~roductioncompetition, adequalc rcturn on th% i n v e s r n ~ c n ~ ,  and at 
lir~;us ar tile demand in the marhct. The pricing objectives of the coinpany included the followilig: 
til inaintian re la t~\~t .  parity with the compedtors prices. to prolnotc tlic productline, to prevcnl the 
p i ~ x  i i i l ~ l ; ~ t ~ ~ ~ g ,  111 IS! and n13int;iin the prices 01- Lhe products at n stable I ~ Y < I  lo t  as long ;is p i ~ s s h l c  
m l  to c11:lr:c j:rices in consoflance with the market  condition.^. 

With s scrle purpose tu rntruduce the new producls in Lhe market and at the s a u e  tlme pose 
cornpei i t i ;~~~ 11' t1ic competi~ors and ulumately benefiting the consumer. thecompany followed 
penetration pricing policy. LLke wise, non-price factors were highly emphasieed by the company 
Sor proruotinp i ~ s  producls. The company made use of market research mcthods,break-even anal:ys~s 
and pricing nlodcls in fixing prices of its products. The competitive pricing pulicies were nlso 
considerrd in ial\lrlg the final decision. 

The planning in relatiuil to distribution function at the head ol'lice is Iilnied lo the advisin:; its 
units wit11 r t p u d  ti, the chllnl~cls of distribution to be used as  well as the IogistiCs arranger~lents that 
should be ;~Jopted. It also s s s i s~<  the uniLs in determination of the dealers c o m ~ i s s i o n  together \afitl~ 
lhs inccnti\.es to hc offered. 

l'llc company makes ~ ~ s : ~ i ~ f h o t h  direct andindirect chainelsofdistribution. Tl~edirectchanncls 
ar- nlainly !loin: ubed lor providing supplies to institutivnal and protcclcd or co$tracted nlarkccs and 
thc guvcl-nrnsnt:il it~sti~utions m d  the allied markets. Indirect cl~:mnrIs using the dc;~lcrs :lnd 
wlio1es;llel-s are k i n g  used i i l r  selling its products to finai cuslonieih in rntrsL cases. 

l'llc conipany t n s c l c c t ~ ~ r ~   distributoro or dealer for its producLsconsidsredthelollowin~ l;.lctors 
: Service 1 ,  hc pcrlormed hy chal~ncl members, the availahili~y ol storage space with thc dealr:r or 
~vi~olesali.ri, ciunpctitive cil:u~nel arrangemen&, the distribution cosu u ~ d  its intensive m;irket 
ccverilge oSjcclivc. 
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pl~vsical  Distributioll Obiectives: 

The physical distribution ot,icctives of the conlpany included objeclives Ike, to ensure ready 
availability of i l s  new products to the customers, to synchronize with ils launching$n.Lhe market, lo 
cut prices thrcugh successfully reducing physical distribution cost?, to try to! effect stronger 
pillronage hy offering more than competitors in the way of service, to provide @ck and regular 
supply of the products to its custilmers and to optimise customer service and l o  minitnise distribution 
CO!<tS. 

The colnpany supplied its products to the wholesalers and dealers on both cph terms and or1 
cre,dit basis with lajd down terms. The potential of the market and the perforrnujae of the dealer:; 
are mainly uscd by Lhe cornpruly as h e  criteria to determine the quantities to he supplied to them in  
an)  given pesi~ld. 

W r i b u t i o n  Commission and incentives : 

As Par as distrihulion conilnlsslun and incentives was concerned. tho c ~ m i p a n l  did not disclose 
now much i t  gxve thein. Although bigger incentives was, however, given whcreihc quantity soit! 
by thr channcl inember was on thc higherside,  rans sport rebates,qumtity d i s c o u n ~ ~ w a s a l s o  adoptetl 
by tlir comp:iny as a way of encouraging them to make big orders and a[ lilt s amt  time keen larg~: 
stocks with thi.~ii?,~ives. 

The company uses a mix of personul selling, advertising and sales promolion m e h o d s  for 
promoting i ~ s  producu. In its promotion campaigns the company h y s  more &nphasis that th: 
custo~nerssllould be educated cnt~ughregarding whatthey should look for before bdyingthe producl.. 
, . 
I11c company's cilorL\, however, have been quite modes1 in this regard as ;~~; l lns l : iu  competitors i t  
i ~ s ~ s  thr "oh~c i t~ \ ' e s  arid task nlcthod" ior determining its promotion hudpct. 

Some oillie iriipclrtan~ advtrt is~ng goals pursued by the company during h e  preceding 5 years 
selatcd ti) crcstion of awareness. 111 creatc primary demand. to counteracl comgt i t ive  activity, to 
solicit trade patronage, to reduie selling expenses, to try and encourage irnme@iate sales of the 
conipmy producls, to reach inaccessible customers, to educate the customers. to sbpporl salesforct:. 
and to try not to ioose identity wirh the public. 

Fersonal SeIIiili : 

For ~ I L I I L I U L I I I ~  1111: sales 01 its products the company has also a Iicld sdes force altalched lo 
v;lrious areas. The col~rpany u t i l i m  i l ~  sales force for the following pur110,ses; rb make sufl~iclcnt 
nu~nher urcalls on customers, giving optimum level of satisfaction to customers. to spend adequal.? 
porticln of salesforce's time in pursuing new accounb, to check that the retailer\ andwholesalerscarry 
;idcquate stocks, p r ~ v l d e  good shelf exposure enthusiastically and cooperate rn ather sales promo- 
lii~n:li acticitics. io prclvide adccjuate customer service and to educate dealers, wholesalers and end 
users aboui ti12 :spcci;il qualities of the products. 

$]lcs P r o ~ n o t i o ~ r ~  

Tile conlpany uses sales promotion with personal selling and advcrtlsing; w an e lc~ncnl  of 
prornotionai t~iiu.  In .\~mple terms these various elements of the pronint~oi~al mix &re planned in an 
inteyrared n1:Inner 111 the cor~tcxt o l  the overall promotional goals of the c o m d n y .  Sonro oh ttic 
oQjcctivcs s c l u ~ h t  to be achicvcd include the following; to increase the protlucl rale of use among 
?xis :ing useri, Li )  meel the ct~n~pcti t ive challenges etc. 

The cur~llirolily sales pronlutlon methods used by the compllny ill this connqction include free 
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giic5, piuticip~tiiln in trade fair\ CIC.  

b l a n a e e n ~ e n t  Pl~ilosonhv and Deve lo~rnen t  of Marke t in r  Personnel ; 

The niiuketing s ~ a f f  of this company were found to have posesscd professipnfd qualifications 
and wide cxl>ericnce. klowcvcr, the company was still sponsoring iU marketing executives for 
participati~~n in various semiriars. conferences and executives development jrogrammes being 
organized hy various instituticlns and organisations in Kenya. 

7'hc top ruanagenient philosophy of thecompany wassalesoriented and the&mpany stated that 
it was attempting to becume marketing oriented. It also explained that it tookiinto consideration 
various socictnl aspects while planning i u  marketing function. Some of societal aspects 
considered by the company in the planning of its marketing functiori were; Iinport substitution, 
increase inexpurls of its produeis. providing employment. protecting ~ o n s u n l e r s ~ ~ a i n s t  poor quality 
products, thr company hasalso heen assisting organisations such aschildrcns honia,disabled peoples 
orpmisation etc. 

Relative Position Vis a Vis the Private Sector Unit : 

In the opinion oithe company. its counterpart in the private seclor had theadvantages of greater 
llexibilily. largest promotiond budget, liberal incentives for sales and sendice personnel and 
manning of the marketing funciion by professionally qualified persons. 'I$e reasons for the 
popularity of ~ L S  products and consequent increase of its market share were expllnined by it mainly 
in terms of its superior technology as also the credibility it has built ;p in thc fiele of textile industry 
vvcr a pzriotl of dnic. Thc company further observed that if a public sector company could produce 
qudity produclsat reasonable pricesit would notexperience much problem in mirketing its produccs 
i ~ s  was tiir enprrirnce of thii company in the public sector. 

C:onclusi~!~! : 

The ahovc ci~se study lead:. us to the conclusion that the marketing p l m 6 n p  function in Lhis 
cor~~pany  is not beins ri~anagcd in a really sys~ematic manner. Whatever the planding exists at present 
ismainly coiitir~ucd at the level of thecompany's seniorsalesexeculives. The company ha.< however. . . . . 

succeeded ill pianning its elements of the marketing mix; viz: product mix-planing,  price planning, 
distribution plimning and promotion planning in a systematic manner. T h e  company has also 
succeeded tc~ afair degree in hamionizing itsgoals with the societal needs. Someof lheareas in which 
i t  h u  failed to do well relate IO failure to streamline its planning arrmgemenu and process, etc. 

MARKETING PLANNING IN T E X T I L E  UNDERTAKINGS : 

A STUDY PRIVATE SECTOR UNDERTAKING : 

This c:uc study relates to a textile company in the private sector. The company was established 
In Kenya iil 1967 to corupetr with both units in the private sector and public seftor. This company 
is :L succssfullq es~ahlished firm manufacturing textile products. A part frorn the piofit motive, the 
group invcstnient ~ ~ o l i c y  scerns lo have been lead hy the desire to preserve @d cxiend over:jeas 
rnarkets by establishing ventures abroad. The  groups aims at mllking optilnutp use of technology 
avllilahle wit11 it. One of ia amhitions is to meet the ever increasing d r m m d  fur textile prudur:t in 
the develc~ping countries. I t  11s been found that the company has condder:~bleinterest i n  nurnel-ous 
countries i~: ACrica. Kenya ~nclusive. 

The company his  a wealth of well developed network of sales organisatign for the marketing 
of itsproducts in the LD c,$ and Dcs (Least Developing Countries and develoRine countries). The 
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qurnpany has heeri able to export iL\ kchnology to the foreign countries. The reputadon of the group 
brand has proved very useful in the marketing strategy and it tries to exploit fu l l i  the reputation 
e;lrncd by icq international brand name in all the areas where its products are markpud. 

The company has a governmen[ recognised K & D unit which was slllrted right @ the beginning 
of U I ~  company. This unit puts prc~nounced emphasis on result oriented activity, implying the 
development of high and better quality products, better lechnology, beuer process p d  Ulat quality 
Waveis well. The company's prorlucts are well upto the world s m d a r d s  of quatit$. 

Tile company is operating in a market where it faces intensive cornpctition in nearly all thc 
products fro111 both public companies and private sector companies as well, althou@h,the company 
r?n,joys an establist~ed brand name. have a substantial market share among the Wganised sector 
companies. In some of the producu the company is considered as the market leader. 

Qrpanisation of Rlarketinp Function : 

Tile niarkrtin,o lunction at the corporate level is looked alter by the Markelin Director of thc 
company whir reporls to UIe Managin:: Director. The company seems to have 1 ollowed mixed 
Marketing orgui isa t i~)~i .  The nluketing Director is assisted by a group of mlmageri. These include 
Ulcsal~s inillliigcr, marketing research manager, customer service manager and the &lessupervisors 
and sdesnlcn. .The sslessupervisor reports to the sale manager directly. The combmy has branch 
tnlanagersand u ~ ~ d e r  tlleln are tlic salessupervisors and salesmen. The branch niana4erreport.s to the 
hlarketing DirCctur directly ahout all the relevant informatior1 peruinjng 10 liis re ion 6 .  

Tnr Marketir~: Dlrecttrr o! the company has the ultimate responsibility of formulating thc 
marketing plans, co-ordinating and organising marketactivitiesalsc, implemen~ing ind follow up of 
lh,: marketins rrlans. 

Tlit: I;lsk.\ of idc~ i t i ly i~ i :~  corisu~llers. collection of relevant quantit;ltivr and ;qualitative date 
~ 1 ~ 0 u t  theru, their aiiaiybis and iiiterpretation. and developmer~t of consunxr llrof+ etc are looked 
alter by the m~rkctin: resexch rliariager. 

h:ornorate P l a n n a ;  

The corporate ol?jectives sought to be pursued by the company consisted of optin~ising return 
cjn investmen&. survival, growth, profits, customer satisfaction, market leadershie. The  company 
developed a system o!iormulating iLr overall corporate plan in an integratged mannahfor the 
of accomplishing ihe corporate ohjectives stated above. 

The responsibility for such planning isentrusted to the Managing Director of t jecompany who 
is assisted by cornmiltee planning of the Functional Directors. These includes the qinance director. 
Mnrketing Dirt:ctor and Commercial Director. Other members include the M+ting Research 
Manager, Sales manager and Customer Service Manager. The committee is  he;rd&d by chairman 
itom the finance department. The total number usually meets regularly to tliscuh the important 
i.ssues hilured to Lhe i~nprovernent of marketing performance as a whole. Fqnher, to ensure 
coordination i r ~  the day-to-day operations of the company at the corporutc pl&tning level. the 
cirnpiiny rnan:rgemcnt has adequately delegated the aulhority to variou:, hchds ol d i l f e r e ~ i ~  
d c ~ ~ r t ~ u e n u  ol till: colnpuly. 

For tht: purpose ofpianning effectively andin acomprehe~isive manrler. thecotnpany could noi. 
avoid setting niarketing objeciives, and has been auempting tu achieve them hrough  ils well, 
co-ordinakd marketing activities. The company pinned down al l  marketing objMdves in terms of 
.qualil;lLive and quantitative terms tci give them formal teeth. At the oulsel of sett&p b e  marketing: 
objectives the company staled the following objectives: to develop and m&tain a producl: 
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leadership, to nlxkct hoth currilnl and potential, to improve and strcngtllcn cofnpany long range 
pro1 I I  oui11~A. 111 attain cuslorncrl consumer satisfacdon, togain volun~c prnf i~abi l i~y not only sales. 
to t ry  10 par1icip:itc in tile fore~gn markeL5,tomakc use of distribution c h a n n c l s t h a t ~ r ~ e t h e c o m ~ a n y  
need and dislributt. to cover all the markets. 

I ' li~nnine I lori zon : 

The co111p:my prep:ire hoih short term and long range marketing plans. $he duration varies 
fro111 one yellr to f ~ v c  years lor short term and long range respectively. Besictes~nuking an ovcrall 
marketing plan loi the entircr company and separate plans for its marketing divilions. the company 
~1st'  prepares wcll dclailcd lunctional plans, namely; sales plan, product mix plan. sales promolion 
plan and r~li~r-kct pl:~n. 

Tile sole responsibilily Sitr co-ordinaling marketing planning in t h ~ s  company and Lhe eni.ire 
co~npany's marketing performance is of the Marketing Director. The Miukedng Director of the 
company is ass~sted by a number of functionaries who comprise the marketing danning  commitl.ee. 
Ttic assistmce givcn to him comes in the form of collectionof date, f o r m u l a t i a n ~ d  malysisof dim,  
prrpwation oT!;dcs corecas~\ (dcrnand forecasts), formulation of plarisetc. 7bepwke t i np  plznning 
cornmiltee linaliseb t!le nlarkcting plans. 

It W:LS sral.ed by ihe company that the purposes for which it made marketing plans were mainly 
LO decidc ul atwin ics marketing targets, integrating different marketing lu~~c t i&s ,  providing sound 
mxketint: decisions, aiding i n  planning finances, providing a b u i s  lor broad drec t iond  corporate 
~I lm~li l lg  el:. 

Like wist:, thc company spccilied the period since it  started milking forrpal marketing plans 
although i t  W:LS no1 surc of t h ~ :  exact period, hut it wasaround the beginning of &?company i e 1067. 

The n:arkttint_. plans art: prepared hy the company both at aggrcgatr leva1 as well as for each 
hrmcll. The marketing plan at the aggregate level is used for taking policy deQisions on lssues like 
ac~ver~isinf policies, persoi~;ll wllingelc. Thecompany marketing plan is drawa up by the marketing 
dcpru-tmcn: on the h a i s  of inlormation rrcieved from the hranches which are directly in touch with 
tilt market. After this the nlarkcting plan is approved by the Market:ny Diredor logether with the 
marketing cornmittcc. Alter this the steps required to be laken to acti~eve ihe pals. Lhe input5 1.0 be 
used for this purpose as well as h e  efforts to be made by specific furictioriarie/ and Lhe time puriod 
\\hen ihry w.c to hc lake11 ilrt planned for. 

A wcll estahlishcd informstion system department has been set up. wtlicb islooked after lby i l i  
ti~iuketilig rcscclrcii rnuafc r  Under lhisdcpartn~entthecompany keeps uncoqecting mil  analysing 
infcirnlatiun relating Lcl itsexlerllal environmeni, cornpetilors working poailioq, i8 working position 
and ills11 imalyaes olher ~ C I - ~ i n e n t  information relevant to its operatioi\s. ?he s a n e  dcpartmcnl 
rzcievcs informatiun on a r r y l a r  basis about the perforn~ance of i u  products fronl it5 hranches and 
tieill~sh, 

BesiJcs cc~llccring ~nftrrrnation relating to iu own working tt~rouph the intern;ll sources of 
i ! ~ f o r ~ ~ ~ n ~ i o n .  the compal!! ;11511 uscs Lhe information and reporLs puhlistled by various insti~utions 
llkc the pllrent company's rcpons, o ~ h e r  international magazines, reports of the marketing research 
s o u p s  el;. 

The company also ex:imines in detail the implication of the environmental factors, such as 
rconolil i~,  tcchilologiccll, culturi~l, societ;ll m d  public policy and due wcighuge is given to then] in 
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f~rmulat ing marketing plans. For Ule purpose of marketing planning and dccisioh milking, the 
cornpany makes use ot cornpulers 

Mnrketinp R e s c m k  

Thz conlparly wax found to have been conducting marketing researches from b e  to time in 
n scientific manner. S o ~ n e  of'the areas in which it conducted such researches durinq the preceding 
five yearsincludcd the following; consumer behaviour, sales forecasting, new produc$development, 
pricing of the company producb, international marketing, market s e g m m b o n  etc. Though most 
of the  researches were conducred hy the company through its own sraff. the help crf optside agencies 
1 % ~  the advertisinp agencies were also aken .  whenever and whcrevcr it uualified (B be necessary. 
The  assistance was sought in areas like advertising message and media se lcc t i~~n .  Od of the reasnns 
;LS it was slated hy the company for conducting marketing researches was to en:~hle b e  company in 
g t t i n g  the riphr fcedhack and exactly know its strengthes and weaknesses as compared to i ~ r  
crr~npetitors in hut11 senors i.c private and public sector. 

@jketinp Planninr! Process : 

Tiic company has adopted a formal marketing planning process as it h a s  hecn mentioned earlicr 
iri:m around 1907. For ils formal and systematic marketing planning process thv cclmpany h a  
adoptcd a five ycar period which is normally the case with most of the compmiesiin Kenya. For 
iniplementing the long range plans. short term plansare prepared in the form ol'annud budgets. Both 
long term and short term markcling plans are closely inter linked: This has been d@ne to inreglate 
the company's 11m: term activities with the actud operations. Thus, the long range marketing plans 
wc t;Lk?n on rolling concept b u i s  whereby it issub-ject toreview and n ~ o d i l i c a t i r ~ n s d ~ r i n ~  the budget 
excrcisc whciic\ cr nccesary. Thus  his system provides both basic documenu an4 guidelines for 
br company to iullow bu t  at the samc time provides adequate flexibility. 

111 this casc the con~pany stated  hat the marketing planning process is initiiated by the Marketing 
Dircctor 31 tlii' h a d  oli.icc. The  hole exercise begins wilh an appraisal u i  thc r i :cen~enviro~~mentnl 
f;~i.tcrrs like tl!? :cirnrlmlc. tcclinolclgy, social etc. From this appraisal. broad gelernlisaljon and 
&ssumpiion along w~tli  the corporate objectives and other major directions arc i s s 4 d  tu all people 
concer:~ed will1 thi: pllmning process. The people include the branch managers, the marketing 
research manager, the sales manager and customer service manager of the CoIlIpiqy. 

On the basis of these documenls, various divisionsparticulalry {he n l q e t i n g  research 
subdivision in each branch carry SWOT ( strengths, weaknesses. opportunities and $Ireals) analysis 
fur their specific a r c u .  This analysis is done for the budget period (annual cov~:ragd ) us well as for 
( l i t  succeedin) lour ycsrs. 

The brancl~ manager formul;llcs the branch budget and projections with the mis tance  of the 
oaks supcrvisoi and salesmen, and successively presented to the Markcting 1)iredtor at the Head 
Oflice. The Marketins Director after due di.scussion and modilication whencvcr necessary with the 
branch managers do aguecon the targelsser. When the branch budgels areagreed upo?, Lhe Markelin? 
Dlrrcttrr calls lhe nlarketing plarlni~ing committee for their approval. then aftcr their approval th? 
rnarketinx plan is placed hefurc thi: Managing Director for his final approvai. Al'lerjlhis it fornls ltie 
cliarter olopci-a~ior~s and acticln plansfor the marketing department and also for theolfier departments 

follow ill tllc f inan~ial  year i n  thc plan period. 

Fur the purpose of inanagi~ig the rnarkedng planning iunct~rln in s systcmauc manner and 
elfectively. tlhc cr111ip:11iy staled that it had adopted marke~inp models f u r  Liking ckcisions. Area\ 
ciivcred by this coiiipi~ny were pr~cing (pricing models) and promotion (promotioh models). T h c  
cclniparr), explained t h ~ t  these ~iicidcls were developed by the company executives w suit dil'ierent 



circumstances u ~ d  situations prevailing in the company 

Marketing R~lisStr~kcy : - 
In order to know the degree of emphasis the company placed on dil'iereqt elements of the 

marketing lnlx in devising i& muketing strategy, the company was asked to ,siatz the level of 
emphasis wiiicli it pl;~ccd vn various elernen& ofthe marketing mix. This w ~ s  ON a four  point scale 
iridicating dr2r':~s lihc."Littlc" " F i r ' '  "Good " and "High" emplr;lsi.\ tu prt~ducl pkmning."Gootl" 
en i~~has i s  iv3.s givc11 10 I ~ I C C  v u i a h l ~ o f  these included product distrihutinn p l a n i n g ,  product 
advertising and personal selling. As against this, "lair" and "l~ttle" ern11h;tsis Was giver] tu sal::s 
proniouori. ei,ono~iiic variables and service including after-sales service. 

PLANNING OF THE 1)IFFI;RENT ELEMENTS OF THE h Z A I < K E ~ ~  

The C O I I I F I L I I ~  keeps or1 making the required adjustmenuz, products modilications and 
adapl:~tion in ~ L S  product-niix. The pnnieconsiderationsare the profirabilily on Wsdes volume and 
grciwlli (111 sales. As part o l ' th~s  r id  marketing-mixele~nen~ the cornpimy kcepsbn inrroducinp new 
!iroduc~s. I<cccnily. Lhecornpany has introduced new product which took ihc company 1 to 15'1 yc:lrs 
idea Pentratton to coni~l?crciai~sation of the product. 

Ttia colnpany stated that with regard to the introduction of new producu it *joyed the hcni,litq 
of shxring inlum~ation, arid research lind development acifievenicnL\ of its collaboratirs and 
associalel! anrll;ld. AS S U L ~  the company was able to introducr with in!n~snse,success many ncw 
producu in h e  muitel  both lcical and foreign without any failure. - 

'rhd cul!st;Int iiilroduclion of new productson the part of thisconipany hasml been without;my 
directed go:lls Tor iu acfiievc~nsnt. Besides the company's ohjectivcs o i  growth and augrnenred 
pofitahility other.\ wcrc utilr/.ation of the excess capacity in productiori, offselinp obst)leaenct. o i  
lr~.ducls.  uilt;,.~ng t l~c  I ~ ! > L L . I ~ : I ~  for hieh valuc USC. maint;linin: 2nd iniprodng th~. cnnipan). '~ 
~xfiition ill i h ~ .  i o~ -c~pn  niukr is  and Laking the advanugr of its spsc~a l  iacrlities and skills. 

N ~ . N  ~ ~ r o d o c u  ;~retestcd in the market belore belngfully launcheti. Thisactivity ~ s d o n e  throupll 
thc stockist.\ 2nd dealers o l  tile company's producu. The duration take11 ranges from 2-6 rnonths. 
Througll th:s aclivi~y thc cc~n~pnny stands a good chance to receive quite valuabl+ inforn~ation wi~icli 
may hc was not possible for 11 to receive through i u  marketing resellrcli or in cnsc h e  survey was 
not done adcqu;~tely. Relev;int information include attaining dnta and in101 nlnt#m on potential sales 
and profitability, nccep~ability of the product under typical marketing cmdilions, consumer 
behaviuur, identifying and cclrrecting any weakness in the marketing plul~nin&. 

Indic;~torsnialnly uscd by thecompany toassesstheeffectivenessof Lhc testmarketing included 
the folli~wir~p conslant analyhis of data and information relating to prodiicr shipbent to test markets. 
volume of sales and profits. nature of sde s  and also conducts retail and siockfst i ludi~s.  The  other 
highly and appreciated rrctii!ique in this respect is the utilization ol th: consk$ncr pancls. 

,4 fi1rin.d pcl-iodic pruduct revizw system has been set up by thc cornrrany.:Through this system 
protluct auilit is t r~]uen t ly  conducted and if as aresult of this product audit as well as owing to i~thcr 
I;icto~-s like tlie ~ I ~ C & - C V C I I  analysis. as and when the circun~starrc~s pcrmiikd, others included 
hrs[ori-.:~l ine~liild of pri.;ing fur some products. Specific models u'erc develgped by tlie company 
lor this j~urlx~sc.  'i'l~e coinjl;iny sliltrd that i t  tried to p u s  on the hrnelita r ~ f  &teased cost. say 01: 

account of ingredi~:nls to its customers. 1tiia.s been a150 stated by thc co;n!lany ihat i t ~ n v a r i a b i ~  med 
to cut down on costs hy incsesing its efficiency and also by improving tne technology whenever 
possible tliroupli transl'er ant1 a d ~ p l t i o n  orappropriate technology. High p; ic i~sl ra tef ies l 'or  some 
priduc(s ~errued xi luxur ic  and also indicating high quality proiiuch lias beell adoprcd b:; this 
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Company, i~lst lo pl:iy with psychology of the customer. Hence pricing as a cornrnuqk4ting factor. 
creates the i~nagc  oi the conlpan). 

Str fx as pl:irii~i~ip 111 1111: distribution function isconcerned, the cornpaiiy his&* a period of 
lime been able to devclup a situauon net work of dealers. This effort has enabled the company lo 
reach iu  customers eSriiciently in i111 ILS markc&. The dealers earn commission and ollier su i :~h le  
inctndvcs arc alsci given to tlie dcalers on the basis of quarterly and annual sales perfomlance. 

Tlie con1p;:ny slalcd Lh3t it kept on moniroririg the distribution sysrcrii si~ tl iS iqcan nchieve ~ L T  

chrulnels olyective!;. Some of these objectives were to have wider u ~ d  intensive mkket  coverage. 
tci  veep distriburion ctr.\t etc. 

p q l e r  Selcr t ionl  

\irith the view 111 have intensive market coverape the company selects  it^ dealers on the basis 
of the availabili~y c11sttr:-agr sp;ice. OLher lactors were service to be perfornrcd by chpnncl mclnbers. 
biith to thr cu~npafiy as well as io [tic consunierdcustomers for insc~nce prctkiding phblicily suppo r~  
I Ihe co~npany's pi-trducls, display facilities, after sales service arrangc:neni elc. Finiuicinl 
c:~p:ibilities ul' t l~c  dcalers, rnl~l'kcl coverlge objectives oS the company, custi)nicr expectations will1 
rcgiud to products and channels regulation needs. 

1 hr ptrysiial disu-~buiion vblectives as sliltcd by the cornpan)' w u  ttr  ensure egu l a r  supply of 
111: produca to tile cu.\tomers/ccrnsumers, to make new products readilyamilablci ta retailers a n d  
customers, to el'1c1:t stronger patronage by offering more than competitors in the day of service. 11) 

cut prices thrtrush successfully reducing of physical distribution costs. to optimisecUslOmer services. 
For tlrispurpirst! [lie puiicy folli~wed by hecompany was todistribute itsproduc~~1oPHmarket.s hcncc 
;~ih~ptiny intcn\i\,c d~s[ributiorr poiicy. 

The c1i;mncl:; 01 distribu~ion adopted by the company wcre both dlrecl and inoirert. 111 caw (it 
c!ir,:cl ihr cclrn:)any 5trId dirccllv 111 govcrnmental market, and institutiiins like scllools. con~panie!; 
i.t(.. For ihe indirect ci~anncl t ~ i .  ~,onipany sold iu produc~z to the trade rliarhet Tti@colnpan! sr:itcJ 
tI1:11 al  tinici i t  hir~,s private Ivrr~cs to distribute Lllr products to thr dcsiers a ~ i d  &olsalers. 

Currend\. thcconlpany issupplyingitsproductstothe dealerson a lortniy.htly'basis. In arriving 
a1 thibfrequency the fa-tors that wcre cakcn into account by ihe company were. theptobable responses 
of dedcrs, coiisuiners u ~ d  conipctitorsto the different frequencies of supplies thallcould be adtrp[cd 
1)). lt~econ?p;my. 'I'hispolicy i v x .  however not rigid in asmuch as the c t )~npmy  v d c d l h i s  frequency 
to suit the nreds of thc particular dealers at particular points of time. Ttic abuvr approach indicated 
ihc extent 11, which tlit cornpanv was customer oriented. 

PF'motiol~ I ' I~III I~IIC : 

Being the piorlccrs in ihis fit:ld, the company had to creale boll] prirlixy bs well ;IS speci:ll 
dcmmd f u r  iLs iuxury products. ILS promotion thrust has all along been agrrssive,as is borne out tsy 
thc extent cif c:x?endirure that i t  I I ; I ~  heen tncuring on it.? promotional function. In percentage teritts 
tlic company statti: h a t  suclr csprnditurc ha$ been an average about (2-391 'L ):of iu net sales. 

l'tic ciln~pariy 11;:s bcen using a scientific approacll in determining iL\ prornQion budget on 1111: 

~ ~ S I . S  ~ f o b i ~ ~ . t i v c s  and ~ i s k  illc..itod and supplemented hy the application of a f f idah lc  method i.e. 
tlie availability of ihc Sunds w ~ i h  the company. Other iactors, are also looki:d i&, for inslance the 
prcvious budgets. 1111. degrcc ol the competitors promotion effort, the advcrtlsin$ goals a n d  also Lire 
stage of thc product 111 ils lil'e cycle. 

The prt~motiu~i inix ex(~en3i1urc on advertising, personlll sellin! and saicsprbmolion is dccidid 
on 1111 irbitrary manner. 



Some oT the imponant advenising goals pursued by the con~pany during Lh& ~ r e e d i n g  5 year 
wcre: 111 crcatc customer awareneLs. to reduce selling expenses, to reach inaccessible customers, to 
counleract coiupctitive activity. I ~ I  support the salesforce, not to loose identity *rith the public, to 
t~,crlurapc imincdiatc sales. to ~r l ln ta in  i u  in~agc as the leading comp:lny in the industry etc. T1.l~ 
c u n ~ l ' a ~ ~ y  addcd that these goala are strictly followed. 

The advcrlising message is desgincd by the advertising agsnciei. u h i ~  select the advertising 
medm 1~x1. Still th~r company stated that i t  had the sole mandate to reect. or x c t P t t h e  advertising 
message and media scleckd. 

The cffcctiveucs!, of the advcrtising in this company is determined 1nrl)ugh'the sales volume. 
In thc advcrtising activity the company stated that it made use of both elcctrot& and print media. 
Incclse of electronic media, r:td~o and T V  wa5 used, while in the case of prinr niedid tk company uscd 
ninpzincssuch AS I'xenls, Truclcive. Executive,consumerdigest. Viva. ~inance.$radeand Industry 
ctc. 11riwc&r. the ccinlpany stated that depending on customer targel : I  WAS in a ~ o s i l i o n  lo aller the 
media ussd irom tlnic to [inie 

The coinp;my Ira terr~torid structured salesforce. Salestnen wrrc uu1iUfd by the ctrnilian) 
nlainly for nranaplng i ~ s  accounts, collection and analysis of functions perlormid by the cornpamy. 
Salcs~llrn were to check th:it the retailers carried adequate stocks, made s u f f i c i ~ n ~  numher of c:llls 
i)ncustotners giving optimum level ofsatisfaction to customers. to c5)-ordinale diecompany m d  the 
~narket. xld to create dcnian~l for the comparly producls. 

~l'hc sales icilin (sslcs liircc! aniounl lo 14 in nurnher. the cunlpaiiy r x p h n c d  Lhat dl tl~esc 
s:li:.s~ntin ar: ucll cxperience~l m d  well versed with salesmanship. 

'The sales Il)ri.c is usualj\ ~ccruited lrom the university graduatesand rliher youngmen who h:~vc 
;~cquimJ tn;~rki:tin~ knowlcdy  and rclatcd courses from the leading protcisior&ll inslitutions in tlii. 

cuun~l-j .  L'!!e C I I S ~  [i:iciily w u  ggiven to those with marketing qualifica~ions. Mo$vever. lhe company 
priividcs or th~!joh training tor the qualified applicants with no expr~ience.  The company clearly 
stated that the recrui~ment policy of Lhe company was a flexihlc on: 

Anion: the qualitits w:d requiremen~s the saleman is expected hy the company to posse:; are 
:  he physical attributes (hedlh. appearance, voice, dress etc.): the si.)cid qualities (courtesy. 
relincment. gcrod-m;lnner?d, open mindedness, patience, ability to meet a l ~ d  mbve with the public); 
hun12ui qualitii's (n~alurily, racdulness, straight iorwadness, loyalty): ch:~rxtmjr qualilies (honesty, 
ruliahiiily rlc.). knowledpl: i i l  sclf, knowledge of the technique of sellin!. LnoMledge of the protluct. 
liirowiedpe ~f the customcl< slc. 

Fur tile salesforce rnotli'ation in thib company i t  w u  explained that the cQmpany used str;~iglrt 
line salary plus c~iinmission. ar~d at tirues spread rewards are offered to the salesmen who achieve 
theirsalcs~ar~!rts~uccessfuIIy. Itwasrealised by the company n~ana~cmeil1Lh;rtothersaIcsmen werc 
indirectly tiiotiv;ltcd, in th:it they invariably increase he i r  effort. 

l'hc ccllu1rxriy s ~ a ~ c d  itiat i t  adopted different conuol techniclucs over [he salesmen. I'hesr 
iriclud~,, p!,r\i~n;~i conlact durrc by sales manager at the branch and alrc) llie m&rke~ing direclur ~go:ls 
tt~ruugli t t i sc  b~anches, siiicc the company is fairly large, correspondence between thc salcsmon and 
[lie brancri rii:n:~gcr, rcpc~rth arc submitted to the sales department d:tily. weekly and e\*cn mc~nthly 
on a prt.sc'.ih~:d ior111. rep~)st.% and salesi~iai~ record perforn~mce is i ircpa~~.d in lhe sales office o n  thc 

'i LLI LC) b a i s  oi  r:puru rc-~zvcd I I I , I ~  him. This report as i t  wlls stated hy t l~c  c c ~ r n ~ & ~  gives an idc. . - 

the numhi:r ol old cusi11111~1s li~st, number of repeat* orders ctc, s d c s  ( ] u o w ,  sales I?rritories. 

Sales Proniol i i~n : -. - 

'The salcs promotion ac t~v~t ies  were carried on by the company bothat  the dcalc~b and at the 
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~Oslo~i lcrs  level. At the dealers lcvcl the company adopied schemes like specid disp ys and shows, 
UCalcr contesu, dea!cr premiums on the purchases made and offer free gifts etc. At, t he customer's 
level the company used various schemes of sales promotion such as coupons ( a  chit $stated value), 
fntc gilLs, cash discount. temporary price reduction, display in stores. 

The Collowung were the ohjectivcs which the company kept in view through its various sales 
1 p ~ ~ m o t j o n a l  arlivitics. viz, to meetcompetitive challenges, to induce deaicrsto k e e p k p e  stocksand 
I 1 I0 sell alot or it, lo induce opinion leader, to recc~mmend the ctlmpany's pruducts,:tr, increase thc 

produci rnte of use aniclng thc existing users etc. 

w e n l e n t  I ' m u ) l ~ v  and  Develovment of Marketine Personnel. : 

Thc company's riiarkcting executives at the rop level are well qualiried and ekperienced. To 
iilustrate this tlie Marketing Dircctor has attended a number of marketing p~ogram)nes locally ;ultl 
intornationlly. Rtlou~ c)O'Z' of the rnarkedng personnel have acquired b:icholors degree and other 
prolSession:!l courses, apl>roxi~nalel) 50% of these people had post gradunle quuli*tions. such as 
M.E.As (h4;sleis in business Adlninisuation). MAS, MSCs in textile arid tecllnol6gy. 

Besides thcsc inordrr tu keep themselves up-to-date. the executives keep on atbnding relevant 
courses o r g m ~ s c d  by different ins~itutions in kenya and abroad from time to linie. Thecompany ha\ 
also established development proprammcs for its personnel within the comp;lny. 

Frerlucncy of d ~ ~ t c r ~ n i n i n g  their sponsorship rale depended on the necd of Q e  company and 
r\~ailahilily o l  iuritls iurd also ihc availability of lime and personnel suitable for the course. 

The coinilariy stated that it.\ top marketing executives niainly tlie M*eting Director 
partici~atcd in teachill: managi.mcntcoursesatthe universitiesand in othcr mariagehent institutions 
i n  ihl: country. 7'1:is ac~ivity W;LI done occassionally. 

Tlic conil,any us:.~ the nixkcling-mix approach in the planning and implemen~l ior i  of' its 
nlukcrin; [ ) rogr 'n~n~?\  Tlic pI1i1'1hirphy of top nranagenicntismarksti~i;!-or~c.ril;ui~n. Tlii. c o ~ ~ i p ; ~ i l i .  
r . 1 ~ ~  I I I C  i'oI1~1wi11~; dcl~!iati[~n : 

"Ours i k  1 , )  arrange a11 t h ~ ,  ;ict!vities of the company LO the tune v l  the pievlliling internal and 
cutcrnal cnvironinc~it and nlakc sure that tlie company has satisfied the nreds of custo~uers throuyk. 
proper niarkct ~ntrgiation." 

As Tar as the marketing concept being applied by the company to meet its S O ~ @  obligations thc 
c i~nipmy stated thal i t  utilizcd i t  in  areas. like; earning foreign exch;lnge lor the nation, import 
subsitution, providing eniploynisnl lo the masses, personnel development m d  unihing, regular anti 
eq~iit:~biil distr~hution of its qu:llity produccc, adulleration etc. 

I<eIative Position \ i5-ia -Vis the Public Sector Unit : 

O n  the opinzirn of the cuinjrany i t  felt that it was the mxke t  lcadi'r. Ihur sliied t113t thc lruhlic 
conipany m,:!s placcd in an adv:mtegeclus position in the sense that i l  had $upport irom the 
,:!ovcrnrncnt. iicn,io)cd goverll~ircntal preferenlid trcatn~cnt inregard tu the sul~plvofsonie nl:itcrial.s 
;:nd also In L I I C  111ocat1011 of l o r ~ i g n  exchangc. 

'The co!lijlany in ics thinkin: had an advmtcgeous position vis-a-vis ib c;iuntQartin lhc i>uhlii 
stclclr i l l  rcsl>ccr of  in :~~te r s  likc uic of latest tcchnology, high brand loyalty a i d  agcdicated learn tr; 
~)rirffcssir~ii;~l man:!?,crs. As ag:iii~st this, the company tllougt~t that tne pilblil: &tor unit suffcrscl 
l ' r t r ~ i ~  ihe JihatlvanLli~cs of inlc~i.lr technology, poor quality of its produch, l i ~ w  process of drcisior~ 
~n:iking tic. 
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A rt:vica. of the performance of the marketing planning function in the abo-company, when 

liltlgcd in ttic ior:text of the lactors studied for evaluating the management of m e k e t i n g  plannin: 
I'unstion reveals h i g h  degree c ~ f  siiphistication, so far asthemanagement oftl~isfunddonisconcerned. 
Some of thc signific:intindicators in this direction are the perfomlance c~f  inarketihgfunction as  pcr 
lnid t1u1 policies, applicstinn of nii?dels. existence of plans at differcnt m:uketing levels. 

Furthtr.  Ihc company w;b Sound to be having a positive attitude towards de developmen1 (11 
its markctirig p~:rsrinncl. Sincc thc company had s a d  the plannin: of its ~nadcetine Sunclio:~ il l  
1967, il  had succecdcd in dcvcloping a comprehensive system as  fx az shor-1-1- and long-rali::e 
planning W;IS conc~rncd .  

With a view to gain an insight into the lcvel of sophisticat~on or" markcti% planning by tlh~s 
conipany, i! was round that thc company scored over 0.90 and fell in thc rup category of  co~noanie:. 
having ;I "iriyh"' ievcl of sophistication of marketing planning function. 

4 COhIPAI<A'rL\:E S'I'UDI; OF T H E  UNDERTAKINGS 1% T I I ~ ' \ ~ ~ T O R S  : 

A cornparision of [lie above two cnmpanies, one from the privatc sector and the other I'I-c~rn rllc 
puhiic scclor does not reveal ihe existence of any clear cut superiority rif  one company over ILK olhcr. 
so far as the rnin:igemenr of !he marketing function isconcerned. Sonic dcgi-ce of sophistication has 
howevcr, hu::n ;~cl;icvcd by ~lrcse conipanies so far as the p l a n n i n ~  oS lhe individuai elelncnls of 1.h~ 
~ l i u k c ~ i r i ~ - n i i r :  W:LS C O ~ C C ~ I I I : I ~ .  But thc public sector company scored over iu counterpart in :he 
pri\are s1.c.tc.r iii rcspcct of I[& soci;~l responsibility which was operationali/ed to a greater extenl. in 
this C;SC. 

Wheil lhesc rwo compaliics were compared on the ba'is 01' the n l a r b e i ~ ~ i g  planning sophislica- 
riot1 index ir W:LS Sound that ;I marginal difference of 0.18 existed k l w e e i i   hep performance of' t l ~ c  
two comp;iric.\. l'llc acluai rcitinps were 0.73 in the case of the priv:ilc sccior company and 0.55 in 
[lie c;ac 01' 11uklic scclor conlj~;~r.!.. 
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