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ABSTRACT 

This project surveys the consumer market gmentation practices among radio stations in 

Kenya. It was focused to e tabli h; ' •h th "r radio stations segment their customers the 

variables they use and the pr . ~ )m nting cu tomers, so as to satisfy their varied 

needs and want . 

Descriptive rL'.'L"U ·h i · ·i •n '' · u ·cd. 'I he population of interest was all radio stations in 

Kenya. conducted. Out of 32 radio stations targeted, only 25 

rc ·ponded. n r ·r ndent from each radio station was interviewed and this was the 

marketing manager ran other senior officer handling marketing activities. 

Primary data was collected through use of structured questions which were administered 

using drop and pick later method and also mailing for radio stations outside Nairobi. 

Data collected was analysed using frequencies, percentages, means and standard 

de iations. 

The research fmdings indicated that all radio stations in Kenya segment their listeners 

with provision of different radio programmes. This implies that radio audiences' 

preferences are varied. The study also revealed that both demographic and behavioural 

variables are widely used consumer segmentation bases in the radio sub-sector. 

The stud recommended su tainable segmentation re earch by all radio tati n , mce 

li tener ta te and preference are ever changing. A uch further r arch on 

egmentation practice among radio tati n i ne ary ince m d rn li tencr are 

~.:nlightcn d on th ir right , p ru e radi pr gramme and w uld nl prefi r pr gramm 

th a ,. . imilar tudi c uld carri d in thcr 

f th mcdi indu try. 

"I fth u r ult f m t m rk t r in m' ut 

in th tin th y h limit d t'n 

rm t • 
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1.1 Background 

CHAPTER ONE 

I TRODUCTION 

The dynamism in the envir nm nt m h. s it n cssary for organisations to constantly 

change their strategi . nd l ti :s, sl a. h a ·hi ·vc competitive advantage (Ansoff, 1987). 

When business looko.: 1 > th ntir ' < rld for capital and supplies, it implies that it has 

entered a global fi"'m ll mind hich is a great concern to all marketers (Thompson, 

1995). Th · illage presents a huge opportunity for multinational 

compani~.: · t ·tandurdi · their products and attract large number of consumers through 

low co ·t · brought b · ec nomies of scale (Levitt, 1983). 

Globali ation of the markets leads to universal demand for products, profits and services 

tend to become more standardised and competition within industries reach a worldwide 

scale (The Chartered Institute of Marketing, 2000). It therefore means that globalisation 

embraces, cultural, social, economic, legal, technological and political changes, which 

make the world a single market, served with global brands. This facilitates growth in 

global clients, suppliers, competitors, financiers and even employees (Johnson et al, 

2002). 

As Kenyan economy becomes more open and trade becomes liberalised, the market place 

becomes more sophisticated with close substitute products, technological advancement 

and erosion in clients purchasing habits. Hence, competitive pressure is brought to bear 

on the firm to omehow differentiate th ir offerings from the c mp titor g'ang a, 

1991 ). The typical Ken an firm is alread enc untering thi ituati n, gi n the 

widening of the market du to the e tabli hm nt f th Prefer ntial Trad Area PTA 

and th lib rali ati n of th c n m '. \ right (2 ·erved that with gr ' th f 

c m titi n , mon mcdi indu try client h \ e n fitcd au c the · ha\' f 

m r tt 
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instance, Coro FM, radio station, provides services in vernacular i.e., Kikuyu language, 

which is different from the rest of local Kenyan languages (The Steadman, 2005). 

Organisations need to form m rg r . qui itions, buy-ins or buy-outs which are 

strategies that are gaining imp mp titivc environment. As such, mergers and 

acquisitions still remain u rit r :trail i approach, where firms enter into mergers and 

acquire competitors :o t · tl ·r at a Jar c market share and ensure cost effectiveness 

through syn ·r • . 

1.1.1 The f mentation 

The .· i tcnc f mas marketing approach has become tricky in modern business. Mass 

marketing refer to the treatment of the market as a homogenous group and offering the 

same marketing mix to all customers. It allows economies of scale to be realised 

through mass production, mass distribution and mass communication. The drawback of 

mass marketing is that customers' needs and preferences differ and the same offering is 

unlikely to be viewed as optimal by all customers. (Kotler et al, 2001; Porter, 1985; 

Bearden et al, 2001 ). It is therefore impossible to satisfy customers by treating them 

alike. 

Kibera et al (1998) defines market segmentation as the sub-division of a market into 

small homogeneous sub-markets, which the organization might successfully satisfy. It 

entails splitting a total and heterogeneous market into small divisions or segment that are 

homogenous in nature. Segmentation is based on the fact that customer differ according 

to age, ex, income, occupation, religion, geographical area, buying attitude and buying 

habit . Buyer are t num rou too wid ly catt red and too vari d in their n d and 

bu ·ing practic that calls for an appropriat cu t mer focu ed trat g that " ill addr 

the t tc and pr fer nee of ea h and e\'CI)' target mark t (K tl r 2 

u ing on an individual cu t m r r a gr up f id 

\ ill b a b tt r ption th n 

Ill 

mi nm nt. m nt ti ti m 

m titi\ 
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1.1.2 Radio Stations In Kenya 

Green (1978) defines Radio as a general tem1 used in connection with equipment, which 

receives radio carrier waves and chang th minto ound energy. The process by which 

radio waves are sent through th 1r 1s ll d radio transmission. Carrier wave is basic 

continuous wave produ d b ' r·1 li or 1 V and modulated to carry information. 

An agrccm ·nt w-1 · en the colonial government and East African 

Broadcasting s ·rvi · '· . in 1927, to allow it broadcast in Kenya, six months after 

Britain startl:d (Wan ·eki et al 2000). The objectives of the British colonial 

gov nun nt th n ' · re to entertain themselves, and to create security to settlers. On 3rd 

Augu·t 1 2 . the fir t radio waves went out of Nairobi. After the Second World War, in 

1946, the Briti h colonial government introduced a cable and wireless company with post 

office connection, v hose main aim was to forestall nationalism. To do this, an African 

service was introduced in: Kikuyu, Kamba, Hindustan and Arabic, so that no one could 

understand what the other was saying. Later, radio services were expanded in Kenya and 

radio was seen as familiar part of the African culture. After independence, in 1963, the 

radio station was nationalised and adopted the name Voice of Kenya (V. 0. K.), a 

department of the ministry of information and broadcasting. 

According to The Kenya Communication Act 2, 1998, Sec. 88, Part 1, the dominance and 

monopoly of the Kenya Broadcasting Corporation (KBC) ended with the coming of 

plurali m. Radio ownership patterns and electronic media regulation have since changed. 

ow, the fundamental regulatory functions supervi ion and enforcement of broadca ting 

that u d to b under the control of KB radio has b en tran ferr d t th 

ommunication mmi ion of Kenya ( K . 

ntil 1 - th onlv I al Radi tati n that the Ken •a r di . " 

th K n • B11 

hann I an 

in nn 

nncrly 01 

But ' "th li 
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there are 32 radio stations in Kenya, (see appendix 1). The state's monopoly over 

broadcasting ended in 1995 in Kenya. At the moment, there are several radio stations in 

Kenya, targeting different cu tomer gr up . The e radio stations are both public and 

private. The liberalisation f th m di s t r ha yielded some benefits because the 

audiences have a choi f m r attncti and 'ntertaining radio programmes. A more 

fitting expectation h·ts b n ful!tlh:d h th emergence of the new frequency modulation 

(FM) radio station.· th.1t I( ·u n entertainment as one of their key functions. It is 

paramount to n H that I i 1 ali ti n of airwaves in Kenya has brought hope of a more 

con ·tructiv m ·dia r gime in Kenya. This has created competition in the radio sub-sector. 

This, titer fore. call fi r engaging in marketing programmes that will ensure survival as 

well a growth and understanding the customers needs and wants that differ widely, so as 

to be able to develop marketing programmes that satisfy them. 

1.2 Statement of the Problem 

Information needs are paramount to all cadres of people in the society. It is a resource, 

has value and lets people do things that they could not otherwise do (Severin et al, 2001 ). 

Radio stations play a major role in dissemination of information to the citizens of a 

country. Since the liberalistion of the airwaves in Kenya in 1995, by communications 

Commission of Kenya (CCK), several radio stations have been set-up. This has led to 

increased competition in the radio sub-sector, making radio stations to experience decline 

in profits because they target similar customer source. Customers are exposed to several 

radio programmes that they can choose from (Wright, 2001 ). 

Gi en that cu tomer ' need and want differ it' imp rati e for radi 

and d velop marketing trategie that ar eli nt r mark t dri n 

en i c i the have t urvive and pr p r in a c mp titi e en ir nm nt. I 

ly nd pr fitable radi tation n d t grnent th ir mark t . 'I h rdi rt:, a 

tudy n th pr ti f mark t (; rn ntati n b ' dio t ti n i m t ppr pri tc at thi 

int in tim 



Kotler et al (2001) carried out a study on segmentation in Automobile and soft drink 
industries in the United States of America (USA). Countries differ in terms of: political, 
legal, social, cultural, economi , natural, competition and technological factors. 
Thereore, his findings may n t rt in\ b'" applied in the radio sub-sector in Kenya. This 
is so because segm ntati n pn ti t:s nr lik ly to vary in different geographical locations. 
Studies carried out n '11\ nt liH n in cnya by Ng'ang'a (1991), Nzyoka (1993) and 
Kimandi ( 00 ) mtinl r ·u d n medium and large manufacturing firms, commercial 
banks and Min 1-tinan · In tituti n respectively. Segmentation practice however varies 
from ind.ustr t indu ·u· •. such the findings of these studies cannot apply in the radio 
sub-sector. 

Although egmentation may be practiced by companies it may not be in the desired 
direction. One reason may be that some firms do no know how to segment their market. 
It is not therefore clear whether radio firms in Kenya segment their consumer market and 
the segmentation practices adopted. This study therefore sought to determine the 
segmentation practices by radio stations in Kenya by responding to the following 
research questions: 

(i) Do radio stations segment their consumer market? 

(ii) What criteria do radio stations use to ensure ffective segmentation? 
(iii) What variables do radio stations use to segment their market? 
(iv) What procedure do radio stations use to segment their market? 

1.3 Objective Of The tudy 

The obj ctives of thi tud are to det rmine: 

(i) Wh ther radio tation in Ken ·a egment their c n urn r mark t. 
ii) 1 h criteria u ed b radio tati n t en ur eft! ti mentati n. 

111 'I h v ri bk u cd b · radi tation n umcr mark t. 
1v gm nt ti n pr t:dur u d ' r di tati n . 



1.4 Importance of The Study 

The findings of this study may be important to the following teams: 

(i) Media firms - The managem nt of media firms may use this knowledge of 

segmentation to de ign nd d dop different programmes that may appeal to 

/\11 1h~.: radio stations marketing team will gain 

nne~.: f market segmentation and also how they 

cun s • •nu;nt th ·ir mark t · in order to achieve competitive advantage and 

1 · value. 

(ii) \:h lur · and r · archer : This study will form a foundation for future researchers 

who w uld like to pursue a study in the area of market segmentation practices -

e peciall · in the radio stations. 

(iii) Would-be-in estors in the radio sub-sector would use the results of this study to 

segment their radio audiences. 



2.1 Introduction 

CHAPTER TWO 

LITERATURE REVIEW 

Mass media firms' service p rttl li t r t individuals of varied socio-cultural, political 

and economic perspccti . K tkr d •1l 1 97) defines consumer markets as individuals 

and hous holds that bu s .11\d : rvi cs for personal consumption. Therefore, it is 

imperative that r·tdi(l ·t 11i )ll · h ' t tudy actual consumer service preferences to find 

out what pro •r tmm · th ' r fer watching and why. This is so because media audiences 

arc intlucnc d ·tr ngl · cultural, social, personal and psychological characteristics. 

Ilene it impli that radio programmes have to be developed taking into account the 

varied con umer ta te and preferences. 

Leader et al ( 1989) states that individuals or groups of individuals differ in terms of tastes 

and preferences. They select products, which match their own personal expectations and 

evaluate the performance of a product in terms of benefits enjoyed. This implies that 

media audiences do not just watch any programme, but are interested only in those 

programmes that add value to them. Futrell (1996) argues that it is impossible to match 

up products benefits with a buyer's needs, if you do not know him/her. Therefore media 

audience segmentation will be able to address audience preferences. 

According to Blumler (1979), the best evidence of audience selectivity, can be derived 

from the consistent profiling of media behaviour and types of content cho en according 

to such familiar demographic ariables as income education age or gend r and evid nee 

of the arying app al of different kind of content or genre . A uch, th d liberat 

choice b · u er of m dia content in ord r t ati f th ir n d i th 

u c and gratificati n appr ach t " ard 

rdin t ran 20 -) thr dcm r phi ch r tcri ti 

udicn 

hi h in tum tl tr qu t t piritu 
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tongue and engaging in the same cultural traditions and beliefs of a given ethnic group, 

whereas youth audiences share the characteristics of eagerness for instance, entertainment 

and passive audio pleasure. Poloraid fail d in France with their instant picture camera 

because of failure to modify th ir pr du t and communications activities from the 

successful USA version (Th h t1~;n: i lnstitutc of Marketing, 2004). This calls for use 

of appropriate market in ·trIll 1 that ill address consumers' differences worldwide. 

According to S ·v ·• in ·t al 2 1) modern society is nearly unimaginable without the 

mass mcdi•1 lik radi . Radio as a mass media, do many things to the people and serve a 

varict of itmcti ns. depending on the type of political and economic system in which the 

media fimction, the stage of development of the society and the interests and needs of 

specific indi iduals. Radio is still the primary source of information in most of the 

developing countries in the world. Although it faces several challenges, which 

contravene its capacity to serve its potential purpose to optimum capacity. Katz et al 

( 1977) states that in many countries in Sub-Saharan Africa, there are several constraints 

that afflict radio transmission; ranging from scarcity of capital, poverty, illiteracy, apathy, 

multiplicity oflanguages, lack of well-trained journalists and several legal restrictions. 

Hiebert (1999) argues that since deregulation of the media industry at the end of the 

twentieth century in U. S. A, it was impossible to find a hard-hitting documentary 

anywhere on radio or Television - even on public television. This was during President 

Reagan administration ( 1980-1988). With deregulation of the media indu try no limit 

at all were put on the number of radio stations an individual or a corp ration can own. 

Thi created comp tition in the media indu try. The chall nge brought a out by radi 

audienc fragmentation and deregulation of radio ub- tor w rid-wide, call fi r radi 

tation to fi u n marketing. Thi i b cau they v ill 

audicn div r ity and dcvel p radi pro ramm 

u il 2 0 . Ilicb rt 1 ) c ntcnd that fr 'mcntcd nd 

e. 



2.2 Meaning and Importance of Segmentation 

To be able to learn and systematicall address the needs and wants of customers, both 

individuals and corporate, firms n d to gmcnt their total heterogeneous market 

(Churchill et al, 1995). By d in , firms will be able to create homogenous market 

segments, whose target mark t h ' • lm st similar characteristics as regards making final 

decision to purch,: go I· ·. Under this context, the firm will be in a better 

di ffi r nt marketing mixes for different market segments. 

Perreault ct al (1 Q ·tat that segmentation starts with the idea that each person is one 

of a kind but that it may be possible to aggregate some similar people in product market. 

A such, v hen firms try to segment their total heterogeneous markets, they have to design 

and develop different marketing mixes for each and every identified segment. This will 

obviously facilitate to customer satisfaction as well as customer retention. The Chartered 

Institute of Marketing (2002) argues that customers are becoming increasingly 

sophisticated and empowered in today's consumer environment. Hence, they have more 

control than ever, in deciding how, when and where to purchase goods and services. 

Therefore with appropriate segmentation approach, which addresses the requirements of 

individual customers or a group of customers, the sophisticated demands of customers 

will be taken care of. 

Walker et al (1996) argues that segmentation has become increasingly important in the 

development of marketing strategies. This is so because population growth ha slowed in 

the indu triali ed countries and more product markets are maturing. Thi spark inten ive 

competition as firms seek growth and increase in market share~ ew t chnology uch a 

rvice · al 

with m r aried nd phi ti at d 

n nd li gm nt ti n will b ddn: 

th tin rnl rkct 
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money marketing lies in identifying segments and focusing attention on them by 

providing different marketing mix for each and every identified sub-market. 

Organisations that have carefull · gm nt d th 'ir total markets can be assured of success. 

Several authors (Beard n t 1. - J· Jordaan ct al, 2001; Morden, 1993) state that 

segmentation is impotianl ll) til firms irr •sp~.;ctive of their nature. With segmentation, the 

organisation i: in t I ·tt •r ·iti n to pot and service customers' needs and wants. 

egmcntation h ·lp · linn t identify gaps which offer significant opportunities for 

ex pan ·ion und gr wth and the marketing mix can be adjusted to the particular 

requirement· f each egment. Segmentation also makes it easier for all customers to see 

why an organi ation's services are different from the competing brands. Consumers' 

benefit from increased product variety and more closely tailored products, due to 

segmentation. 

With application of segmentation, there is better matching of customer needs; through 

creating different offers for each segment to appeal to different customer needs. As such 

segmentation leads to low costs of sales and therefore improves the profit margin of a 

finn. By segmenting markets, it is more likely that a finn will be able to retain its current 

customers and even attract more new account. - basically due to delivery of quality 

customer value that segmentation builds. Further to the above, segmentation improves 

the strategic allocation of marketing resources. 

It is also worth noting that segmentation identifie opportunities for new pr ducts 

development. Often a careful analysis of various egment of p t ntial cu tom r reveal 

one or mor group who pecific need and c ncem ar not b ing w 11 ati fied. With 

gmentati n. there i an optimal return n inve tm nt. arden ct al (2 01 that 

market gm ntati n i nc pt and nhancc a fim1 a ilit 

to und rand it cor cu ·t mer!; r v,h it c r cu t m r ' ill m th futun:. 

h gm ntati n or ni tion can Hen utt m omp titivc 

m rk tin nd m th pre rr 



simple terms, segmentation offers greater opportunity to smaller firms to effectively 

compete with giant firms. 

Several authors (Kotler et al, 2001; Kib r tal, 1998; Mason et al, 1995) have defined 

market segmentation a th pr ~.:.'.' f di iding a total and heterogeneous market into 

sub- divisions or s gm nt-; th.ll ,\r IH mo l ncou in nature. It is important to note that, 

for effective und rt tkin ' ~ f th market egmentation process the firm must conduct a 

marketing n .. 'Sl: 1r 'h · ) a· t a I to identify consumers with similar buying behavior to 

warrant n s gm nt. Baker 1997) state that a prior segmentation research is significant in 

identifying p t ntial egments. For instance, a prior segmentation is whereof a firm 

decided egmentation is on a level of usage, it should then conduct research to determine 

the demographic characteristics of the heavy users, light users and so on. 

Post hoc segmentation is where research is first conducted and on the basis of resulting 

its findings, segments emerge. For example dimensions of lifestyle might be researched 

and only when cluster are analysed, do potential segments on the basis of similar 

attitudes, interests and also opinions. In conclusion, it is clear that market segmentation 

involves homogeneous buying behavior within a segment but heterogeneous behavior 

between segments of a total market. As such a market segment is one in which consumers 

are also similar taste and preferences towards buying and consuming goods and services. 

Hence it enables a firm to develop different marketing mixes for each market segment. 

Wind (1978) contends that market segmentation long has been con idered one of the 

mo t fundamental concept of modern marketing. It has become one of the dominant 

concept in mark ting literature and practic . egmentati n 1 ne f the maj r tr t gi 

nali the marketing task and pro id mark ting 

trat y and re ur e all ati n. Kimandi (2 2) rgu 

m rk tin pr firm h ndl fm rkct 

m ntati n i \\T n ly d n th n th fl.: i likclih d 

nth finn o r uir m r t . 
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Johnson (1971) states that in the long-run, market segmentation allows management to 

identify its best profit opportunities and this result in a more efficient allocation of 

resources. Scarborough et al (1996 n t that mall businesses curve a niche from that 

mass market. For in tan , u ful r staurant most often appeal to a specific 

clientele, rather than comp t~ ht: 1 i-l n, ith larger rivals and defend them fiercely. 

According to Dollin 1 ·r l )- . ' l::gm~.;ntation is important for designing and 

developing mark ·tin • ·tr ll · • au ·c it enables the venture to discriminate among 

buyer· for its )WI\ 1dvunta . 

hanging cultur all-oYer the countries of the world create dissonance among consumers 

of good and en·ice . This implies that changing cultures make previous studies carried 

out irrele ant from time to time. It is through this euphorbia that the proposed study 

becomes necessary to try and address how cultural changes affect audience media choice 

(The Chartered Institute of Marketing, 1999). Katz (1977) states that in many countries 

in Sub-Saharan Africa, there are several constraints that afflict radio transmission 
' 

ranging from scarcity of capital, poverty, illiteracy, apathy, multiplicity of languages, 

lack of well-trained journalists and several legal restrictions. These limitations promote 

further study on how FM radio stations can segment their customers to take care of 

multiplicity of languages. 

2.3 Criteria for Effective Market Segmentation 

A market segment can exist as effective or ineffective. everal authors (Morden, 1993; 

Walker et al, 1996; Bearden et al, 2001; Kotler et al 2001) sugge t that validity and 

viability of a market segment depends on ize or ub tantiability, mea urability, 

acce ibility, unique in re pon e, tability and acti na ilit . h harte red In titute f 

Marketing ( 1 9 argu that on of th pr l m mark t n i detcrminin 

\\ h t c. ·tt:nt d finabl mark t . gment r w rth pursuin , tall · \ h 11 

c 11 id ri11 dt.:\ loping an individu I prom ti nal campaign. 

t k n int m. rkl.:t 

mark t 

n r n t. 



of a market segment, it is necessary to establish whether there are discrete groups of 

people with relatively homogeneous buying habits. Thirdly, Accessibility-A good market 

segment is one that is highly acces ible in t rms of infrastructure (i.e, good transport and 

communication network). It i imp rtnnt to note that a fairly scattered market 

segment in terms of g graphi p '11 tration would lead to wasted promotional 

expenditure if it app ·al ' I 1 > n I I 0-o of th~; market. 

The fourth ·rill·riu i · uniqu in response, where the market segment identified must 

exhibit similm· havi ural characteristics in as much as the individuals making up the 

segment ,, ould all re pond in a similar way to a targeted marketing strategy. For 

instance, if price of the product is reduced, all the target market would increase their 

product purchase rate or usage rate. Fifth, Stability- For any firm to divert resources to a 

particular market segment, it must reassure itself that the segment would remain fairly 

stable over a long-time period to warrant specific marketing attention. Sixth, 

Actionability- This is the degree to which marketing programmes can be formulated for 

attracting and servicing segments. For instance, a marketing programme to expand the 

volume of sales for existing Rolls Royce Models by attracting people on only average 

income is obviously not actionable because it is a very expensive car. Therefore, if Rolls 

Royce chose to expand its targets, the best strategy would be to develop new product that 

is moderately not expensive for the average income earners market segment. 

Walker et al (1996) states that not all segments represent equally attractive opportunities 

for the firm. As such, firms need to prioriti e segments by their p tential. Therefore 

marketer much evaluate segment ' future attracti enc and their firm trength and 

capabilitie relative to the egment need and competiti e ituati n . · hu th ab e 

crit ria for effecti e gmentation would aut matically addr nc the t tal 

het r gcn u market has b en gment d al ng th relevant , th mark ling 

mana cr mu t de ide ' hich market gm nt t rg t. Thi w uld cnabl th firm to 

v I< p appropri t m, rk tin mi · fl r e h nd very identified mark t 



Paliwoda (1993) argues that market segmentation follows the rationale of concentrating 

resources on the best prospects. Further to the above, he stresses that it is where one 

adopts a "rifle" strategy at a gi en targ t segment as opposed to the general market at 

large which would con titut ''. h rt un" approach. This implies that where a firm 

focuses attention on [i w . t.:: 1 t ' i markd cgments and develop appropriate marketing 

programm forth m, it" uld attain rna imum return on investment. 

cvcrnl uuth r · (I ad r t al, 1989; Kibera et al, 1998; Kotler, 2003) acknowledge that 

mark t · gm ntuti n re eals the segments' opportunities facing the firm. Walker et al 

( 19 ) argue that due to the unique characteristics of services like; intangibility, 

peri hability. heterogeneity, inseparability, consumer participation in their delivery and 

the simultaneous nature of their production and consumption; they are - when compared 

to goods, more difficult to understand and compare with competing services in the 

industry. This is so because they call for a clear understanding of emotional attributes of 

the service consumer. 

Mason et al (1995) emphasises that although market segmentation 1s useful and 

important, it costs more to package, promote and distribute goods to may market 

segments than to a single total market. Management spends time and money defining 

various market segments and planning ways to reach them. Another limitation of 

segmentation is that segments are never static because customers switch preferences from 

one product to another with time. Leader (1998) acknowledges that purchasing habits 

change markets come and go, so the marketer must be constantly assessing markets if 

opportunities are not to be missed. Therefore it must be remembered that in a large 

market oriented compan , continuous tudy of market segment is a r gular function and 

n t omcthing that i ju t d n nc at th b ginning fa n w pr du t l un h. 
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children to the emergency room in the middle of the night. Bearden et al (200 1) agrees 

with British Independent Television Commission that advertisements targeting children 

must not, take advantage of their natural credulity, harm them and force them to pester 

their parents. Therefor , [i r ppr print cgmentation, firms must understand ethical 

issues that surround a h m l 'r market segment. This will make them be ethical 

when making gm nt tti n d' ·i ·ions. 

gmenting Consumer Markets 

Bu ·in 3 
• • t ) markets can be segmented using various variables. Several 

author, (Palmer. 2001; Kotler et al, 2001, Leader et al, 1989) have identified four 

traditional ariables for segmenting a heterogeneous consumer market as explained 

belm: . First, Geographic Segmentation - where a total market is divided into different 

geographical units such as nations, regions, states, cities, provinces, districts 

neighbourhoods and so on. As such, due to varying consumers' tastes and preferences, 

many firms today are localizing their products, services, advertising, promotion and sales 

efforts so as to fit the needs of individual regions cities and even neighborhoods. 

Secondly, Demographic Segmentation - which involves dividing a total and 

heterogeneous market for a firm on the basis of variables such as: age, sex, family life 

cycle, income levels, education, occupation, religion, race, ethnic group and nationality. 

Kibera et al (1998) states that the level of education in Kenya, and other African 

countries continues to rise and this has implications for marketers. With many young 

people finishing high school, marketers must prepare, not only for more sophisticated 

discerning consumers but for consumers who have different needs and want . Better­

educated con umers generally demand a higher quality in b th g d and ervice . 

Pr duct market egmented b education include; radi and TV programme , 

m gazm , art and theatr am ng th r . Thi a nari im li ' th t a m r 

p pl b me ducat d m enya, the m r th me ta firm h v r d ign their 
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Sex as a sub-variable of demographic segmentation can be employed to segment markets 

like: deodorants, lotions, soaps clothes and so on. Age as a sub-variable is paramount in 

segmentation because, con urn rs, ta t s and preferences change with age. Kotler et al 

(2001) confirms that Pro t r nd mbl boldly targets its oil of Olay Pro vital series 

sub-brand at women ov r This brand is specially designed to meet the 

increased moi. turi4' Hi )n n ·d' f more mature skin. Religion highly influences 

con um rs bu in •. d ·isi fl r example, viewing of pornographic programmes on TV 

i · unucc~.:pllbl um n hri ·tians. 

Thirdly, P chographics Segmentation- where buyers are divided into different groups 

on the basi of their life style, personality and social characteristics. According to The 

Chartered Institute of Marketing (1999), life-style segmentation groups people on how 

they spend their time and money. Leader et al (1989) argues that psychographies 

segmentation arose as a result of discovering that buyers' needs may often be 

differentiated along life-style or personality lines. For instance, Ford Owners were at 

time described as independent, impulsive, masculine, and lent to change and self­

confident, while Chevrolet owners were described as conservative, thrifting, prestige, 

conscious, less masculine and seeking to avoid extremes. Fourthly, Behavioural 

Segmentation- which is also referred to as product - related segmentation. This is where 

a firm divides buyers into groups based on their knowledge, attitudes, uses or responses 

to a product or service. Segments can be derived on the basis of: benefits sought, user 

status usage rate and loyalty status. 

egmentation is a powerful form of marketing that groups buyer ace rding to the 

different benefit that they eek from the product or ervice. ne of the be t example 

of benefit egmentation was conducted in the toothpaste market and the re earch 

r veal d four benefit namely: economic m dicinal, co metic and tate K tier, 2001). 

B ha i ural 
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about their health, while> non-donors tend to be opposite on all three dimensions. 

Second, Usage rate - where markets can be segmented into light, medium and heavy 

users of products. Third, Lo alt tatus - where buyers are divided into groups 

according to their degre good or a service. Note that consumer loyalty is 

likely to change with time. 1l n it i recommended that companies should frequently 

analy c th d gr ' < J I .• \ll f th ir cu tomers so as to gauge their changing patterns of 

n their segmentation strategy. Palmer (2001) suggests that 

if s ·gm ·ntdti n m th d u ed by service organisations are examined more closely, it 

b c m up ar nt that demographic variables tend to be the most widely used 

s gmentati n bases. 

2.5 Segmentation Process 

According to Kotler (200 1 ), there is a three step procedure for identifying market 

segments, namely: survey, analysis and profiling. Malcolm Me. Donald (2001) on the 

other hand also contends the same number of stages for identifying market segments. At 

the survey stage, the researcher conducts exploratory interviews on focus groups to gain 

insight into consumer motivations, attitudes and behaviour. The researcher then collects 

data on different product attributes and how they are rated by consumers in terms of their 

importance and delivery of value. According to Malcolm Me. Donald, this stage entails 

addressing the questions: who buys and what is bought. The second step is analysis 

stage, which involves analyzing the data collected in the first stage, so as to identify 

different segments with isolated consumer behaviour. Mac. Donald argues that this stage 

entails answering the questions: who buys what and why customers buy products and 

serv1ces. 

Th last tage in egm ntation proce is profiling tage- v hich in ol e d ribing the 

in t nn f di tingui hing attitude , dern graphi Yariable and 

r and gmcnt pr fil d, i cd 
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When deciding on the segmentation scheme to adopt, organizations need to use a 

systematic approach that would address all the variables in the heterogeneous market. 

Walker et al (1996) state that th obj ctive of segmentation process is to divide the 

market into groups of pr bu r of a product or service who are relatively 

homogeneous with r g rd t thr..:ir d monds. The process must also describe these groups 

n b f adil id ntified, determine the size and value of each group, 

· in customers needs and wants. Therefore, the first step in 

the · ·gm ·ntuti 1n 1 r determine whether and to what extend there are differences 

nefi being sought by customers. The next step would be the selection 

of meaningful de criptors (i.e. variables) in a given market situation. By determining the 

difference in needs, a firm would be able to identify those segments that are an attractive 

opportunity in view of customers' needs and firm's competitive strengths and 

weaknesses. It will also be able to identify unsatisfied segments which will represent 

opportunities. 

Market segmentation planning process can be divided into five stages. The first stage 

involves the identification of dimensions that a company might use for segmenting its 

markets based on its product or service portfolio. The second stage is the development of 

market segment profiles or determining the differences in needs. Thirdly, is where the 

organization needs to forecast the total market potential for each segment identified. The 

fourth stage deals with the application of forecasting procedures in order to calculate the 

company's market share, and compare costs and benefits of each segment. The last stage 

includes the assessment of delivered benefits from each segment in relation to corporate 

goals which will provide the rationale and ju tification for further development of each 

market egment or evaluating the potential and likely ucce of the egment (Baker, 

1997; Bearden 2001; Pemeaut , 1996). But inc cu t mer ta te and prefer nee are 

ev r-changing it i param unt that firm ha t ke p n monit ring the ha i ural 

tr nd f the cgment thr ugh rc arch. 
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decision-makers, identify and list real needs of the target market and search for groups 

with similar needs to form appropriate segments. This implies that for successful 

segmentation, the focus should b on u tomer needs and wants. 

2.6 Summary of th itcratur Rcvi w 

In summary, th litl'r·ltur fL' i ·w has clearly confirmed that market segmentation is 

relevant t •til ·nt •rpri · · irr · pective of their nature. This is because it maximizes 

shnrchold ·rs · v· lu . 1 ad to appropriate resource allocation, ensures competitive 

advtmtag . make a firm to know its customers and facilitates delivery of quality 

cu tomer alue. The arious concepts, variables and their relationships as applied in this 

study are explained below. Mass marketing, which entails developing a single marketing 

mix for the global market. It also captures the meaning and importance of market 

segmentation. The criteria for effective market segmentation i.e. size, measurable, 

accessible, unique in response, stable and actionable, unique in response, stable and 

actionable are discussed. The bases for segmenting consumer markets namely; 

geographic, demographic, behavioural and psychographies variables are elaborated. 

Finally,the segmentation process which entails three stages i.e., survey, analysis and 

profiling. These concepts could be diagrammatically illustrated as shown below: 
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3.1 Research Design 

CHAPTER THREE 

RESEARCH METHODOLOGY 

This was a descriptiv tud • th 1t .'( u )ht to establish the consumer segmentation practices 

of radio station: in K n; \, 'l h hoice of this research design was necessitated by the 

ti c and the questionnaire had been tailored to capture the 

gmentation practices. According to Copper et al (1994), a 

de 'criptiv d 'ign i u ed to determine the who, what, when, where, and the how of a 

research topic. Thi survey was mapped on similar concerns. 

3.2 Population 

The population of interest in this study comprised of all the radio stations in Kenya. 

According to Steadman Group (2005), there are a total of 32 radio stations in Kenya (See 

Appendix 1). Given the small size of the population, a census study was conducted. 

3.3 Data Collection 

Primary data was collected using a structured questionnaire. "Drop and pick later" 

method was used to administer the questionnaire for stations in Nairobi. For radio 

stations outside Nairobi, questionnaires were mailed to them. One respondent from each 

radio station was interviewed. This was the marketing manager or any other senior 

manager who handles the marketing activities in the company. 

The questionnaire was divided into four part . The first part captured the general 

information on radio tations. The second part aimed at e tabli hing whether radio 

tation egment their con umer market and identified the criteria u ed t n ure effecti 

gm ntation. The third part id ntified the ariabl u d y radi tati n in th 

gmentation he fi urth part fi us d n gen rating inti rmati n n 

m nt( tion pr dur u d by radi tati n . 



3.4 Operational Dimensions of Segmentation practices 

To operationalise the segmentation practices used by radio stations, the criteria, variables 

and procedure for segmenting con um r markets are captured in appendix 3. Structured 

questions were used to m u ur th fa t r influencing the selection of segmentation 

strategies used. The qu ti nn ir' ol used a five (5) point likert scale to measure the 

extent to which. gm nt;Hi n ·1riablcs are applied by the radio stations. 

3.5 Jlntn n1lY ·i · 

Datu c lh!cted [! r the four objectives was analysed using descriptive statistics. For 

general qu tions. frequencies and percentages were used. While for variables, mean 

core were computed from the responses to determine segmentation practices among 

radio stations. 



CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

4.1 Introduction 

This chapter pres nt a mr r h ns iv~.; analysis and interpretation of the consumer 

market scgm ntuti n pn ·ti • : am ng t radio stations in Kenya. Out of 32 respondent 

firms pe ·t ·d t ) purl i i Jt' in the research, 25 responded. This contributes to 78.15% 

response r ll -. 

4.2 Demographic Profiles of Respondents 

The re pondent flrms demographic proflle were analysed in terms of job titles, type of 

ownership, the number of years the radio stations have been in existence and the various 

programmes offered. 

Table 1: The respondents Job Title 

Job Title Frequency Percentage (%) 

Marketing supervisor 11 44 

Marketing manager 14 56 

Total 25 100% 

Source: Research data 

According to Table 1, 56% of the responses were from marketing Managers while 44% 

were Marketing Supervisors. 

Table 2: Ownership of radio tations 

Ownership Frequency Percentage (%) 

Private 22 88 
Government owned 3 12 

Total 25 100 
Source: Re earch data 

'I bl 2 indi att: th t ut ofth~,; 25 r di t ti ns 22 fth m (i. . % rc pri\' tc \\ned 

hit 12% ov rnm nt O\\ d. 'J hi m n that lih r liz ti n media indu t 

inK n ' in I< h u mm pri 'd r dio t ti n . 



Table 3: Number of Years Radio Stations have been in existence 

Number of Years Frequency Percenta2e (%) 

Less than 5 years 15 60 
Between 6 - 10 years 9 36 
Between 11 - 15 years 0 0 
More than 15 years 1 4 

Total 25 100 
Source: Research da/1 

From Tnbl . I radi tations have been in operation for less than five years, 

repr nting 0° o v ·hile 9 of the radio stations (36%) were started between five and ten 

year ago. en ·a Broadcasting Corporation, the oldest radio station has been in existence 

for more than 15 years representing 4%. 

Table 4: The programmes offered by radio stations 

Name of pro2ramme Frequency Percentage (0/o) 

New bulletins 24 13.37 

Music 22 10.43 

Film 3 1.42 
Plays and comedy 8 3.79 

Sports 24 11.37 

Interviews 25 11.85 

Religious programmes 16 7.58 

Weather reports 16 7.58 

Advertisements 24 13 .37 

Commentaries 18 8.53 

Press reviews 13 6.16 

Business reports 18 8.53 

Total 211 100 
Source: Research data 

The pr grammes offer d by radio station repr nt the following p rcentage : ew 

bull tin 13.37%) Mu ic (10.43%), ilm 1.42%), Play and m dy .7 

11. 7% , lntcrvie\ 11. 5 , Religi u pr gramme (7.5 % 'w ther r p rt 

verti ment 
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Commentaries, Business reports, Religious programmes, Weather reports, Press reviews, 

Plays, Comedy and Film. 

4.3 Consumer Market gmentation 

The study aimed at h thcr or not radio stations in Kenya segment their 

market . hu, th nd nt. were asked to state whether their firms segment 

consum ·r mark ·t. rh · ru gives a summary of the findings. 

Tnblc 5: on ·urn r lark t egmentation 

Segmenhttion Frequency Percentage (0/o) 

Practiced 25 100 

Not practiced 0 0 

TOTAL 15 100 

Source: Research data 

From Table 5, it is evident that all radio stations m Kenya practice consumer 

segmentation. As such it implies that they design and develop programmes targeting 

varied listeners' needs and wants. Thus radio programmes are developed on the basis of 

tastes and preferences of customers. 

4.4 Nature of customers 

Radio stations target different customers with varied backgrounds as illustrated in the 

following table. 

Table 6: ature of customers 

Customers Frequency 

Youth 17 

Middle aged people 20 
Old aged people 14 

Married people 15 

Professionals 11 

Others c.~. Indians 01 
Childn:n 01 
Persons \\ ith disabilities 01 

Sourc: R r h data 



Out of 25 radio stations, 20 target middle aged people, 17 youth, 15 married people, 14 

old aged people, 11 professionals, 1 Indians, 1 Children and 1 has programmes for the 

persons with disabilities. 

4.5 Criteria for cffecti ' m1trkct .. cgmcntation 

In this s ction, crit ri \ I r d!t cti · gmcntation of consumer markets that radio stations 

u c arc unnlyi'. ·d. rh · r · ·r nd ·nts were asked to indicate whether or not they use the 

given critcri 1. hndin ar pre ented in Table 7. 

Table 7: rite ria for effective market segmentation 

Criteria Yes No 
Frequency Frequency 

Size of the audience 15 10 

Growth potential 15 10 
Characteristics of the listener 23 2 
Ability to identify target market 20 5 
How to reach listeners with programmes 22 3 
Whether the target market do listen to your 22 3 

programmes 
Reactions of the listeners to your programmes 22 3 
Differentiating listeners 19 6 
Source: Research data 

Table 7 indicates that 23 of the radio stations consider the characteristics of listeners, 22 

reactions of listeners to programmes, 22 how to reach listeners with programmes, 22 

whether the target market do listen to radio programmes, 19 differentiating listeners, 15 

growth potential and 15 size of the audience, when determining the effectivene of 

consumer market segments. ut of the re pondent firms, 1 0 indicated that they do not u e 

ize of the audience and growth pot ntial 6 do not u differentiating li t ner while 3 

d n t tak into ace unt reaction of th li ten r t pr gramm h " t reach li ten r 

\\ith pr gramm and wh th r th target market d tly 2 radi 

tati n indi ted th t th y d n t u th 

f fl: p h \' n 
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fact that they use them to a little extent. Thus market segments are worth pursuing if they 

stand as both cost and profit centres. 

4.6 Variables u ed by radio tations to segment consumer market 

Several variables can b u. l t r 1dio tations to segment their consumer market. These 

variables includ ·; l mt •r.lt hi :' tmentation, geographic segmentation, behavioral 

cgmcntutitH\ tn l ps ·h raphi segmentation among others. In order to find out how 

radio statim· · gm nt their consumers market, these segmentation variables were used 

and rc ·p nd nt ' · re asked to tick the appropriate number on a scale of 1-5 (i.e.: 1 for to 

no e. ·tent, _ for to a small extent, 3 for to a moderate extent, 4 for a great extent and 5 for 

to aver great extent) that best described their extent of use or non-use. 

A mean score of more than 4.50 means that respondent firms use the segmentation 

variable to a very great extent, between 3.50 to 4.50 means to a great extent, between 

2.50 to 3.50 means to a moderate extent, between 1.50 to 2.50 means to a small extent 

and between 0 to 1.50 means to no extent. A standard deviation of more than 1 indicates 

a significant variability in responses obtained and vice-versa for standard deviation of 

less than 1. 



Table 8: Demographic Variables 

Variables Mean scores Standard Deviation 

Age: Infants 1.24 0.26 

Youth 3.60 1.31 

Adults 4.28 0.96 

Old age 2.88 2.35 

Sex: Male 2.12 2.83 

F mule 2.12 2.83 

Family_ life: Sin •I · 3.00 2.40 

Newly f\larried 2.84 1.17 

1:tarried "ith children 3.00 2.07 

Income: Low income 2.92 2.23 

Middle income 3.26 2.12 

High income 2.40 1.84 

Education: Primary 2.80 1.84 

Secondary 3.52 1.60 

College 3.60 1.60 

University 3.04 2.04 

Occupation: Farmers 2.80 2.96 

Teachers 2.88 2.12 

Bankers 2.68 2.14 

Religion: Christian 3.08 1.74 

Muslim 1.52 1.14 

Others: Hindus and singhs 1.16 0.61 

Race: Africans 3.20 3.52 

Non-African 1.44 1.13 

Ethnic Groups: 2.48 3.45 

Nationality: Kenyan 3.08 3.60 

Non-Kenyan 1.44 1.05 

Overall mean core and standard 2.68 1.96 

deviation 
Source: Re earch data 

Ta le indicates the le el of u e of demographic ariable applied wh n gmenting 
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standard deviation of 1.74, Kenyan Nationality scored a mean of 3.08 and standard 

deviation of 3.60, University education had a mean of 3.04 and standard deviation of 

2.04, Single people had a mean or of 3.00 and standard deviation of 2.4, whereas 

Married people with childr n h d m nn f .00 and standard deviation of 2.07. 

in ·lud · L w income earners with a mean of 2.92 and standard 

deviation 2. . )ld 1, ·d · pi with mean of 2.88 and standard deviation of 2.35, 

Tc chcrs with m ·un C 2. and standard deviation of 2.12, Newly married people with 

a m ·an of -· 4 and tandard of 1.17, Primary education had a mean of 2.8 and standard 

d viati n of 1. 4. Farmers had a mean of 2.8 and standard deviation of 2.96, Bankers 

scored a mean of 2.68 with standard deviation of 2.14, Ethnic group had a mean of 2.48 

and standard deviation of 3.45, High income earners scored a mean of 2.4 and standard 

deviation of 1.84, Male and Female scored mean of 2.12 and standard deviation of 2.83 

respectively, Muslim had a mean score of 1.52 and standard deviation of 1.14, Non­

African had a mean of 1.44 and standard deviation of 1.13, Non-Kenya had a mean of 

1.44 with a standard of deviation 1.05, Infants had 1.24 as a mean score and 0.26 as a 

standard deviation and Hindus scored a mean of 1.16 with a standard deviation of 0.61. 

From Table 8, mean score between 3.50 to 4.50 indicates that the demographic sub­

variables are used to a great extent by radio stations to segment their consumer market. 

These sub-variables include Adults, Youth, College education and Secondary education. 

Mean score between 2.50 and 3.50 implies moderate use of demographic sub-variables. 

These sub- variables are Middle income earners, African , Kenyans, hristians, 

Uni er ity education Married people with children ingle p r on ld aged p ple, 1 w 

m m earn r . wly married people. Teacher Banker , arm r and Primar 

edu ati n. Th ub- ariable with mean c r b tween 1.50 and 2.5 impli that th ar 

u d t a mall e. tent while th e with mean fb twe n t 1 5 r rarely u d 

rd iation mor th n l m 1c nifi nt ari ilit • in r p n 

lit cr n n . 
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stations. These sub-variables include: Kenyan, African, Ethnic groups, Farmers, Female, 

Male, Old aged people, Single persons, Low income earners, Married people with 

children, University education, Bunk r , Teachers, High income earners, Primary 

education, Newly married p pi , outh, econdary education, College education, 

Christians, Muslims, n-.\lri :1ns on-KI!nyans and Adults. The standard deviation of 

less than 1 m an. th 11 lht: ·ut ·V uiabl s arc not key in segmenting consumer markets and 

they include Inrmts uH.i I lin u r ligi n. 

Tnblc 9: Gl'O 'l"a(lhi • Yariabl 

Variables Mean score Standard deviation 

COtmtry 3.20 3.84 

Regions 2.48 3.21 

Cities 3.64 2.71 

Towns 3.32 2.78 

Provinces 2.16 2.77 

Districts 1.46 1.21 

Divisions 1.32 0.94 

Locations 1.28 0.92 

Residential areas 1.16 0.34 

Overall mean score and standard 2.22 2.08 

deviation 
Source: Research data 

It was established as indicated in Table 9 that the major geographic variables used by 

radio stations to segment their consumer market include: Cities with a mean of 3.64 and 

standard deviation of 2.71 Towns with a mean of 3.32 and a standard deviation of 2.78, 

and country which had a mean of 3.2 and standard deviation of 3.84. The lea t u ed 

geographic ariables are: Regions with a mean score of 2.48 and tandard deviation of 

3.21, Pro ince had a mean of 2.16 and tandard d iation of 2.77 i trict 

m an f 1.4 and tandard de iation f 1.2 1, f 1. 2 and tandard 
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this category is cities. From Table 9 mean score between 2.50 to 3.50 implies that the 

sub-variables are used to a moderate e tent and they are Towns, Country and Regions. 

The mean score between 1.50 to 2.50 m an that the sub-variables are used to a small 

extent, while those with me n r b t" l;cn 0 to 1.50 are minimally used. 

From Tabl 9, stand trd J 'i.1ti n of more than 1 indicates that the extent of use of 

geographical sub- tri· \:ll · diffi•r widely among radio stations. These sub-variables 

include ities Towns, Provinces and Districts. Although the sub-

variabl~;:, witi1 -tandard de iation of less than 1 means that they are not critical when 

segmenting con umer markets and they include Division, Locations and Residential 

area. 

Therefore it is clear that most radio stations develop programmes targeting people in 

urban areas like Cities and towns. This might imply that urban dwellers are more 

appreciative to radio programmes than the rural people. Therefore, due to varying 

consumers' tastes and preferences, many firms are localizing their products, services, 

promotion and sales efforts so as to fit the needs of individuals regions, cities as well as 

neighbourhoods. As such, radio stations targeting large geographical areas need to 

understand the needs of these regions and develop different regional programmes. 



Table 10: Behavioural Variables 

Variables Mean score Standard deviation 

Benefits: Entertainment 4.80 0.40 
News 4.24 0.34 

Sports 3.16 1.48 

User status: Non-listen r. 3.76 2.42 
Curr nt lisu.: m; r.' 4.56 0.65 ,, 

listcm.'r~ 3.64 1.75 

Usage ratr: R · •tdnr Listen<.·~ 4.72 0.68 

)n · time I istencrs 3.84 1.41 
)tlu;rs 2.52 2.29 

Overnll menu ·cor and tandard 3.92 1.17 

deviation 
Source: Re ·earch data 

Table 10 indicates that most behavioural variables are used to a great extent by radio 

stations to segment their consumer market. Their mean scores and standard deviation the 

level of use are; Entertainment 4.8 and 0.4, Regular listeners 4.72 and 0.68, Current 

listeners 4.56 and 0.65, News 4.24 and 0.4, One-time-listeners 3.84 and 1.41, Non­

listeners 3.76 and 2.42, Ex-listeners 3.64 and 1.75, Sports 3.16 and 1.48 and Other 

listeners 2.52 and 2.29, respectively. 

From Table 10, a mean score of more than 4.50 indicates that the behavioural sub­

variables are used to a very great extent by radio stations to segment their consumer 

market. These sub-variables are Entertainment, Current listeners and Regular li teners. 

Mean score between 3.50 to 4.50 implies that the sub-variables are u ed to a great extent. 

These sub- ariables include News, One-time li teners, on-li tener port and x­

listener , " hile a mean score between 2.00 and 3.50 indicate that the ub-variable i u ed 

to a moderate e ·tent and the refer to all other beha ioural ub- ariable . 

'I he t ndard deviati n of m re than 1 indicate th t th e. t nt f u · f 

differ "ide! • am n' radi tati n . 'I he ub-v ria 1 

nd th r a ituation \ her the tand rd 

0 t imil. r 

l nt rt inm nt urr nt ul 



listeners and News. Thus, it is evident that the benefits or the purpose for which radio 

listeners desire radio programmes is a major ingredient in isolating listeners in pursuit of 

satisfying their different needs and' ants. 

Table 11: Psychographi rillbl s 

Variables Mean score Standard deviation 

Lifestyle 3.80 2.88 

Personulity 3.20 3.12 

Socinl clnss: I ower 2.96 3.39 

:t\liddle 3.52 2.33 

Upper 2.64 2.15 

Overall mean core and standard 3.22 2.77 

deviation 
Source: Research data 

Table 11 demonstrates the level of use of psychographic variables by radio stations when 

segmenting their consumer market. It indicates that the major psychographic variables 

used include: Lifestyle with a mean of 3.8 and standard deviation of 2.88, middle level 

class had a mean of3.52 and standard deviation of2.33, while personality scored a mean 

of 3.20 and standard deviation of 3.12. The least used psychographic variables are; lower 

level class with a mean of2.96 and standard deviation of 3.39 and upper level class had a 

mean of2.64 with a standard deviation of2.15. 

From Table 11 a mean score between 3.50 and 4.50 indicates that pschographic sub­

variables are used by radio firms to segment the consumer market. These sub-variable 

include Life-style and Middle- le el cia s. The mean c re between 2.50 and 3.50 implie 

that the ub- ariable are u ed to a moderate extent and th e ub- ariable are 

Per nality '"' r- cial cla and pp r- ial cla . 

h m 'I bl 11 all p ycho r, phi t ndard d iati n f m r th, n 1. 

m n trnt di 

nd 
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designing and development different programmes to meet their varied needs. 

Psychographic segmentation arose as a result of discovering that consumers' needs may 

often be differentiated along life- tyle and p r onality lines to enhance delivery of quality 

services. It is therefore a 1 ar i nnl t radi stations that would want to prosper in a 

highly competitive radio ut -s~.: t r t us life tyle segmentation approach. 

4.7 The l)roccss of lurkc.•t Sc.• m ntation 

To find out th 1 r '·dur u cd by radio stations in segmenting their consumers market, 

rcspondt!nl · w~;:r asked to tate whether they carry out survey to identify potential 

listener , do c mpile data on why people listen to their programmes and finally divides 

their customer into distinct groups with similar needs and wants. This is crucial in 

understanding customers' varied needs and wants. 

Table 12: The process of market segmentation 

Yes No 

Stages Fr~uency Frequency 

Survey 25 0 

Analysis 24 1 

Profiling: A_g_e 24 1 

Sex 15 10 

Income 17 8 

Religion 14 11 

Source: Research data 

Table 12 shows that all radio firms that responded (i.e. 25) undertake consumer survey, 

24 conduct consumer analysis and 18 are involved in profiling of con umers into 

different categories so a to create appropriate egment . n umer buying habit 

change, market come and go; therefor firm mu t c n tantly a e market if 

pp rtuniti ar n t to e m1 d. 



CHAPTER FIVE 

DISCUSION, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction 

In this chapter discussi n. n lusi n: and recommendations of analyzed data are 

presented a follows. 

5.2 Discu ··ion 

The fir t objectiY [the tud was to establish whether radio stations in Kenya segment 

their con tm1er market. The results of the study showed that all radio stations (1 00%) do 

segment their consumer market. This therefore implies that market segmentation is a 

critical factor for success as well as a prerequisite for sustainable effective marketing in 

radio sub-sector of media industry. Thus consumer market segmentation is a key strategy 

that radio stations cannot afford to avoid. 

The second objective of this study sought to establish whether radio stations appreciate: 

size of the audience, growth potential, characteristics of the listeners, accessibility and 

reactions of the listeners for their programmes to gauge the viability of their market. The 

results of the study showed that the major criteria used are; growth potential, 

characteristics of the listeners, measurability of the listeners, and reactions of the listeners 

to radio programmes. The size of the audience was a minor criteria used by radio stations 

to determine the viability of their consumer market. Therefore, it means that the 

beha iour and reactions of the listeners to radio programmes are key in e tabli hing the 

effectivene s of consumer market segment . 

on idering th criteria u ed b · the radio tation to egment th ir c n umcr market u h 

a ibilit,. mea urabilit · and ditf r ntiation, th tud r 1 d that th 

n ........... jng the via ilit . of th rk t gmcnt lmilar rc ult . wcr real it d 

tud · on m rk t mm rei, I bank in Ken u . . 
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The third objective of the study sought to establish the extent of use of consumer market 
segmentation variables applied by radio tations in Kenya. The results of the study 
showed that the major demographi ub- ariables used by radio stations to segment their 

consumer market include; dult , · oll gc education, secondary education, middle 

income earners, 'hri ti n., K~n :m t ni ~r ity education, single people and married 
people with childr ·n 1 hu ·. th I a:·t u. d demographic sub-variables are; low income 
earner., old u 'L'd p · 1( I . t a h r ', newly married people, primary education, farmers, 
bankers. ·thni · 'I' 1u1. High lnc me earners, male, female, Muslim, Non-Africans, Non­
Kenyun ·. lnfunt and Hindu people. This however, confirms that demographic variables 
are widel u 'ed for consumer market segmentation by radio stations in Kenya. It is 
important to note that se eral demographic sub-variables are used by radio stations to 

segment their consumer market. 

As stipulated in Table 9, geographical areas with different information requirements are 
used by radio stations to segment their consumer market. The results of the study 
identified that the major geographic variables used by radio stations to segment their 
consumer market are; cities, towns, and country. The least used geographic variables are 
regions, provinces Districts, Divisions, locations and residential areas. This is from the 
understanding that people from different geographical areas, with varied environmental 
conditions like, culture, language, occupation, level of education, purchasing power and 

so on, would prefer different radio programmes. 

From Table 1 O, it is clear that the beha iour of the customer toward consumption of 
radio programmes was relevant in designing and developing appropriate radi 
pr gramm . The re ult of the study re ealed that eha ioural variable are u ed t a 
gr at e. ·tent b · radi tation to gment their c n umer mark t. h e in lud ~ 
ntertainml:nt. n w , current li t ncr r gular li ten r n -tim li tcner-, n n-li ten r , 

rt and thcr . 'I hi impli that b havi ur 1 n arc highl . 

n id red y radio tati{ n \'. h n m ntin h 1r nsum r mark t. 
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The way in which people would like to spend their time and money is highly determined 

by their psychographic aspects. The results of the study showed that the major 

to segment their consumer market are· 
' 

psychographic variables u ed by radi 

lifestyle, personality and middl l ·"l But the least used psychographic variables 

are; lower level clas and upp r k l: l ln. s. Therefore, radio stations should appreciate 

and und r tand dil~ r ·nt lik t I . p rsonality and social groups of the people that are 

nsum 'r market segmentation. 

radio tations to segment their heterogeneous consumer market, the 

stud found ut that the are pertinent and form a benchmark upon which segmentation 

proce i undertaken. g'ang'a (1991) in his study on market segmentation by medium 

and large scale manufacturing ftrms in Kenya had similar ftndings. Further, this study on 

consumer segmentation practices of radio stations in Kenya revealed that demographic 

variables were mostly used with a total of 27 sub-variables being applied. Palmer (2000) 

in his book Principles of Service Marketing has similar views, where he suggests that if 

segmentation variables used by service organizations are closely examined, then it is 

apparent that demographic variables tend to be the most widely used segmentation bases. 

The fourth objective was to establish whether radio stations use the rational and 

systematic procedure when planning on how to segment their consumer market. The 

results of the study showed that most radio stations do consumer survey to identify the 

likes and dislikes of listeners before developing programmes for them. After which they 

assess differences in listeners needs and wants and ultimately group them into different 

divi ion , offering them ariety of programme . Therefore, it mean that 111 t radi 

tation intr duce programme after they ha e undertaken con umcr ur ey and are ur 

that th pr gramm ar tailored to cu tom r ' ne d and " ant . 

B d n the thn:: ·tagc f. gm ntation pr • l.C. liing, this 

h \\ d th t th y di 

m k t. 
n id ntiti 

m nt ti n p imil r t th nti 1 i in thi 



5.3 Conclusions 
Radio stations are embraced by the aried customers' needs and wants to adopt market 
segmentation practices. When gm nting their consumer market, radio stations take into 
account the perception ofth u t m~.:r., in c the way people see and interpret situations 
as regards radio programm' nth other hand, national languages like; English 
and Kiswahili hav • int1u t\ ·~.: i radi< .·t· ti n to design and develop national programmes 
that app al to •tll ·itiz ·n-; f n a. Although based on the low literacy level in Kenya, 
regional rudio pr 1 ,ramm · are important, since they target ethnic groups with different 

dialect', 

In summary radio stations in Kenya segment their consumer market using demographic, 

geographic beha ioural and psychographic variables. Based on the analysis of market 
segmentation variables, it clearly indicates that demographic variables are the most 

widely used segmentation bases. 

5.4 Recommendations 
Market segmentation is a key strategy for survival of radio stations. Therefore, it is 
paramount that radio stations have to consistently segment their consumer market to cater 
for ever-changing customers' tastes and preferences. For instance, religious radio stations 
should design and develop programmes tailored to their congregations' preferences. 

There is need for radio stations to assess the behaviour and reactions of customers to their 
programmes so as to determine whether they prefer their programmes or not and the type 
of features they would prefer in their programme . urther to the above, radio station 
hould frequently analyze the degre of audience loyalty, o a to gauge their changing 

pattern ofl ralty and b abl tor de ign th ir c n umer mark t gmentati n trat gy. 

R dio h uld dt: ign and de\' l P pr gramme in lin ' ith vari d dcm ,r phi 

h vioural nd p ch rnphi ,. ri blc 

ut t il rin th m t di u t m r . 



It is important for radio stations to con i tently keep monitoring the behavioural trends of 

the identified consumer market gm nt tlu·ough research before launching any new 

programmes consumer urv ·ill L :l nlumcc cffl ctivc modification of programmes. 

Limitations of th .. 'tudy 

incc the rcsp md ·ut · " r · ni r fficers in the radio stations (i.e. Marketing manager 

or any otlu:r orti · ·r h ndling marketing activities), it was not possible for all the targeted 

respondent· t partici ate in filling the questionnaire. This is so because, most marketing 

manager· are m t of the time in the field, prospecting for business. This facilitated to a 

respon e rate of78.15%. 

Suggestions for further research 

There is still room to undertake further research on consumer market segmentation in the 

radio sub-sector or other sub-sectors of the media industry. This is so because the scope 

of this study was limited to radio sub-sector in Kenya. Similar studies could be 

conducted in other countries of the world. Since, radio audience tastes and preferences 

are likely to vary from one country to another. A similar study is recommended for a 

single radio station since this study covered many radio stations in Kenya. Further 

studies could be carried out in Television sub-sector and print sub sector of the media 

industry. 



REFERENCES 

Ansoff, H., Macdonnell, E. (1987), Implementing Strategic Management, 
Prentice Hall, Cambridge, nited Kingdom 

Baker, M. J. (1997), Mark tin~. - rl • :lit ion Butterworth Heinemann, Oxford, pp. 303 -
329 

Bearden, w. (), lng.r Ill\, r. 
· nl .r · Pcrspcchv '. ' l•u tll 

crkowitz. 1-'. . Hartle 
u . pp. 1 -221 

. 1 afarg , R. W. (2000), Marketing- Principles and 
t raw Hill, New York, USA, pp. 148 - 172 

., Rudelius, W. (1992), Marketing, 3rd Edition, Irwin, 

Blwnler, J. G. (1979), Broadcasting Finance and Programme Quality: An 
International Review, European Journal of Communication, pp. 349 - 364 

Chepkwony, S. (1992), Segmentation of Television Audience Using Demographic 
Data- A case study, Unpublished MBA Research Project, University of Nairobi 

Churchill, G. A., Peter, P. J. (1995), Marketing- Creating Value for Customers, 
Irwin, Western Press, Illinois, USA 

Cohen, W. A. (1988), the Practice of Marketing Management- Analysis, Planning 
and Implementation. Macmillan Publishing Co., New York, USA 

Copper, D. R. and Emory, W. (1994), Business Research Methods, Fifield Paul, 2"d 
Edition Macrnillian Publishing Co. New York 

Dollinger M. J. (1995) Entrepreneur hip trategie and Re ource Richard Irwin 
Inc. Burr Ridge USA 

Futrell C. M. (1996), Fundamental of elling 6th dition Irwin Me raw - Hill, 
Boston, p. 172 

il . B. (19 4). arketing 6th diti n, Pitman Pu li ·hing nd n pp. 0- 1 

D. 
I an 

Radio 

Imp· 
-12 

ec L Yel II Pitman Publi hing Wcllingt n " 

t di - urrcnt I u 4th ·diti n I n 'O'h n, 

1 



Johnson, G., Scholes, K. (2002), Exploring Corporate Strategy, Prentice Hall 
International, Hertfordshire 

Jordaan, Y., Prinsloo, M. (2001), Grasping crvice Marketing, Grapevine News 
Publisher, South Africa, pp. 11 -1_4 

Johnson, R. M. (1971), rkctinJ?, ScAmcntntion- A Strategic Management Tool; 
,Journal of Mark ·tin • Rt:st:unh Vol. 8., pp. 13 - 18 

Katz, E. and W ·n II. 
nnd llcrform m · 

. 1 77), Broadcasting in the Third World: Promise 
ridge Mass: Harvard University Press, pp. 88- 89 

Kiberu. F. N .. Wairuingi. B. . (1998), Fundamentals of Marketing- An African 
Per pectiYe Kenya Literature Bureau, Nairobi, Kenya 

Kimandi, F. R. (2002), A Survey of the Segmentation Practices of Micro- finance 
Institutions in Nairobi. Unpublished MBA Research Project, University of Nairobi 

Kotler, P., Armstrong, G. (2001), Principle Marketing, 9th Edition, Prentice- Hall New 
Jersey, USA 

Kotler, p. (2003), Marketing Management, 11th Edition, Prentice- Hall, New york, 
USA 

Kotler, P. and Armstrong, G. (1997), Marketing- An Introduction, 4th Edition, Prentice 
Hall International, New Jersy, USA, p. 74 

Levitt, T. (1983) "The Globalisation of Market" Harvard Business Review, May­
June, 1983,pp. 92-102 

Leader, w. G., Kyritsis, . (1989) Fundamental of Marketing tanley Th rne , 
Cheltenham, England, pp. 50-62 

L k 1 R 1999 Revie' of Ken a' Broadca t rend , a1'r bt'·. Pan , p. 37 u ·a . . , 



Mason, R. E, Rath, P.M., Husted, S. W., Lynch, R. L. (1992), Marketing- Practices 
and Principles, 51

h Edition, Glencoe, New York USA, pp. 68-81 

McQuails, D. (2003), Mass Communication Theory, 4th Edition, SAGE 
Publications, London, pp. 60 

Morden, A. R. (199 ), ILl m nts of l11rk ting, 3rd dition, ELBS, Aldine Place, 
London,pp.9 10 

Ng'ung'n, J. M. I nt . lark t 
Mnnu[tcturin T firm · in 
Nair bi 

gmcntation by the Medium and Large Scale 
enya, An unpublished MBA Thesis, Univesity of 

Nzyoka. D. M. (199 . Market Segmentation in Kenya: A Case of Commercial 
Banks: Unpublished MBA Research Project, University of Nairobi 

Oranga, J. 0. (2005), Audience Media Preference in Kenya: The Case ofFM Radio 
Stations: Unpublis~ed Masters in ~ommunication Studies Research Project, 
University of Nairobi, School of Journalism 

Paliwoda, S. J. (1993), International Marketing, 2"d Edition, Butterworth _ 
Heinemann, Oxford, USA, pp. 95-98 

Paliwoda, S. J. and Thomas, M. J. (2004), International Marketing, 3rd 
Edition, Butterworth-Heinemann, Oxford, pp. 361-362 

Palmer, A. (2000), Principles of Services Marketing, 3rd Edition McGraw-Hill 
Publishing Company London, United Kingdom pp.l03-107 

Perreault w., McCarthy, E. J. (1996), Ba ic Marketing- A Global Managerial 
pproach 12th dition, Irwin/Me Graw-Hill, Bo ton A, pp. 80-112 

Porter, . . 19 5 , ompetitive dvantage- reating and u tainin uperior 
Performance~ The ree Pre ew York, 

p . ·. (19 
P rforman , 

nd u. t inin up ri r 



Severin, W. J., Tankard, J. W. (2001), Communication Theories- Origins, Methods 
and uses in the Mass Media, 5th Edition, Longman, New York, pp. 309-314 

Scarborough, N. M. and Zimmer r, . W. 1 9 ), Effective small Business 
Management, Prentice H llln . pp r addle River, 5111 Edition 

The Chartered In. titut f 1 \rkdin ': • tudy 'I ext, (June, 1999), Integrated 
Markctin~ 'ommunh.'lltitm I'' Edition, BPP Publishing Limited, London, United 

Kingdom 

The hnrh:n:d ln 'litut f Iarketing: Study Text, (2004), Fundamentals of Marketing, 
rd Edition. pp Pr fe ional ducation, London, United Kingdom, pp.75-82 

The hartered In titute of Marketing: Study Text, (May, 2004), Marketing in Practice, 
3rd Edition, BPP Professional Education, London, United Kingdom, pp.227-228 

The Steadman Group (2005), Quarterly Media Report: Fourth Quarter, Nairobi 

The Chartered Institute of Marketing: Study Text, (June, 1999), International 
Marketing Strategy, 1st Edition, BPP Publishing Limited, London, pp. 218-220 

The Chartered Institute of Marketing: S~dy Text, (~ay, 2004), Strategy Marketing 
Decisions, 1st Edition, BPP, Professwnal Educatwn, London, pp. 282-288 

The Chartered Institute~~ Ma:~eting: Study !e~t, (~a~ 2000), Integrated Marketing 
Communications, 2 Edition BPP Pubhshmg Limited, London, pp.22-253. 

The Kenya Country Report East African Broadcasting Association ( ABA) (1996), 

• airobi. 

Thomp on. . A., ~rick_l~d, A_· J. and Kr~ r, T. R. (1995) Readin 18 trategic 
anagement.S ·ditton R1chard . lrv;m, A. 

r th ' 
p n 

Richard. B .. Br k I I.. R • . Pudcnciana. 'I em a 
p in th air. h tat f. Br d a. ting in .a t rn frica 



Walker, 0. C., Boyd H. W., Larreche J. C. (1996), Marketing Strategy- Planning and 
Implementation, 2"d Irwin/McGraw - Hill, Boston, USA,pp.146-193 

Wind, Y. (1978), "Issues and dvan m 
Marketing Research, ugu t 1 78, 

gm ntation Research," Journal of 
l. 15, pp. 317 

Wright, G., A. N. ( 001 ), trkl't R.:sNtrch and Client-Responsive Product 
Development, M i ·r~)-s n ' \ fri a. 



Appendix 1 

List of radio stations 

STATION LAU H G' RE REACH 

D T , 
- ,. ~ 

KBC English D 8 1 'a\ National 

Service 

KB Kiswnhili National 

ervH.:c 
1--

KBC -

Regional: 

A. Central Broadcasts in Kimeru, Kiembu, 

Kimasai 

B. Eastern Broadcasts in Somali, Baran Rendile ' ' 
Burji, Turkana 

C. Western Broadcasts in Luo, Kuria, Teso, Pokot, 

Kalenjin, Luhya 

Metro FM June 1996 Commercial Nairobi, Mombasa, parts of Western, 

Eastern and Rift Valley Provinces, 

parts of Machakos, Thika and Kiambu. 

106 East FM Oct, 1998 Asian Covers Nairobi, Kusumu and Eldoret 

IQRAFM Oct, 2000 Muslim 150 Kms radius from Westlands 
' 

covering Thika, Athi River, Machakos, 

Kutui, arok Kajiad , Kerugoya, 

Kirinyaga ai a ha and Magadi 

C mm rcial 
--

98.4Capital -s p. 1996 Radiu f60 Km fr m 
-

air i city 

I· c ntn.: nd n 1r n m nd 

W st rn en · . 



Kiss FM 

Classic FM 

Sauti ya 

Rchcma 

imbn FM 

Jesu lord 

Family FM 

WauminiFM 

HopeFM 

Sound Asia 

Baraka FM 

heki FM 

July, 2000 Commercial 

Sept, 2004 

frican 

2004 Religious 

1999 Religious 

July, 2003 Religious 

April, 

2003 

March, 

2000 

Religious 

Asian 

Nairobi, Mombasa, Eldoret, also covers 

Nakuru, Nyeri and Kisumu 

0 km radius from Nairobi 

"'ntire western Kenya, i.e., central and 

north rift, western, Nyanza, eastern part 

of Uganda. 

60 km from Nairobi 

Nairobi, Mombasa, Nakuru, Eldoret, 

Kisumu, Nyeri 

Nakuru, parts of Rift Valley and 

western Province 

Nairobi, Nakuru, Mombasa 

Radius of 150 km from Nairobi 
' 

covering Muranga, Machakos, Kajiado, 

Makueni, Nyeri and Oldonyo Sabuk 

100 km radius from Nairobi, to areas as 

far as Limuru, Thika, Muranga, 

Kirinyaga, Narok and Machakos 

National 

Feb, 2000 Coast/Christian Mombasa to Malindi parts ofTaita and 

May, 2004 Coast 

7 

Tanzania 

Kilifi outh c t and Momba a city 

ity 

Kiambu, 

kuru nd 



KamemeFM Feb,2000 Vernacular 160 km radius from Nairobi covering 

Kajiado, Ngong, Thika, Machakos and 

Kiambu 
·-

Coro FM Nairobi, Nyandarua, Maragwa, 

Muranga, Thika, Kajiado, Narok, 

Nakuru, Embu, Machakos, Meru,-

chogoria area 

Bibliu llu · ·ma Religious Nairobi, Eastern Province, Western 

Province, Central, Nyanza and Rift 

Valley. 

Inooro FM Aug, 2003 Vernacular Nairobi, Kitui, Nyeri, Rift Valley and 

Meru. 

Citizen FM Aug, 1999 Local Nairobi, Nakuru, Kisumu, Nyeri, 

Eldoret, Kitui, Wundanyi and 

Mombasa. 

RamogiFM Aug, 2003 Vernacular Nairobi, Rift valley and entire Nyanza 

Province 

Mbaito FM Dec, 2004 Vernacular Nairobi and Eastern Province, 

Machakos, Makueni, Kitui, Mwing, 

Embu, and Meru. 

Musyi FM ept, 2005 Vernacular airobi and greater Eastern province 

Chamge FM ov,2005 Vernacular Nairobi and Rift Valley Province 

MuugaFM ept, 2005 Vernacular 

Mulero May, 2005 Vernacular air bi and We t rn Pro mce 

Ka airo i Rift Valle , W tern and 



PRO E 

1t I PI • ~ 

onald, 

u tion to Market 

ran Field university, 

1an em nt pa e 72 

Apper.~cli.x .z 

WHO BUYS 
I Recording information about 

the decision makers in terms of 
whom they are - customers 
profiling. Demographics, 
operating variable, situational 
factors, personal 
characteristics, purchase 
approach, purchasing function 
organization. 

2 Testing a current segmentation 
hypothesis to see if it stacks up 

preliminary segments. 

WHAT IS BOUGHT 

Listing the features customers look 

for in their purchase - what, where, 

when and how. 
2 Focusing onto those features 

customers use o select between the 

alternative offers available- key 

Discrimination Features KDFs 

Forming egments 

By attributing a 'score' to all the CPis 

for each micro-segment, the similarity 

between micro segments can be 

determined. 
2 Micro-segments with similar 

requirements are brought together to 

form clusters. 
3 Clusters are sized by adding the volume 

or values represented by each micro­

se!!111ent 
49 

WHY 

WHO BUYS WHAT 

Building a customer "model' 
of the market- bases on either 
the different combinations of 
KDFs customers are known to 
put together, or derived from 
the random sample in a 
research project. Can be 
constructed by Preliminary 
Segment_ Each customer in 
the model (sample) is called a 
m icro-segmen 

2 Each micro-segment is 
profiled ing information 
from the daLa 1i ed in ''Who 
Buys". 

3 Each icro- gmen is sized 
to reflect the ·alue or volume 
they represent in he market. 

As customers only seek out features 

regarded as key because of the benefit(s) 

these features are seen to offer them, the 

benefits delivered b each KDF should be 

listed. For some customers it is only by 

combining certain KDFs that they attain the 

benefit (s) they seek- benefits should also 

be looked at from this perspective. 

2 For thoroughness, benefits can be looked at 

from the perspective of each preliminary 

segment. 
3 Once the CPis for the market have been 

developed. These benefits are critical 

purchase influences CPis. Perspective of 

each preliminary segment their relative 

importance to each micro-segment is 

assessed (by distributing 100 points between 

the CPis) 



Appendix 3 

Operational Dimensions of Segmentation Practices 

1. Meaning and Importance of mark t segmentation 

Dimensions of cgm nt ti n R h.:vant issues Relevant 

Questions 
f- . 

Mcantng 
-------- -1- oncept Knowledge 1 

'l yp · · )r individual u ·t mer Indicating the nature of 

individual radio listeners 

2 

f-2. riteria for Effective Segmentation 

Dimension of 

segmentation 

Size and Growth 

Measurable 

cc ible 

Expanded Dimension Relevant Issues 

of segmentation 

• The size of the 

market 

• Growth 

potentiality 

• Willingness of 

the listeners to 

provide 

information 

• o erage ofth 

market 

• 

• 

• 

Number of 

listeners-

whether, 

small, 

medium or 

large 

Ability to 

establish 

number of 

listeners and 

their 

characteri tic 

s 

Ability t 

r ach 

li tcner 

Relevant 

Questions 

3 (a) & (b) 

3 (c) & (d) 



Actionable/responsiveness • Listeners • Listeners 3 (f) & (g) 

r p n or complaints, 

t dbn k to compliments, 

rndio suggestions 

programmes and non-

response 

L iflcn:ntiubl • Distinguishing • Ability to 3 (h) 

listeners isolate 

listeners 

3. Bases for Segmenting Consumer market 

Broad Dimensions of Extended definition Relevant Issues Relevant 

Variables of variables Questions 

Demographics Age Listeners can be 6 (a) (i) 

infants, youth, 

adults, or old age 

Sex Male, female 6 (a) (ii) 

Family life cycle Single, newly 6 (a) (iii) 

married and 

married with 

children 

Income Low, middle and 6 (a) (iv) 

high income 

earner 



Education Listeners can be 6 (a) (v) 

of primary, 

secondary, 

college and 

university 

education 

ccupation Listeners can be 6 (a) 

sportsmen, (vi) 

doctors and 

others 

Religion Christians, 6 (a) 

Muslims, others vii) 

Race African, non- 6 

Africans (a)( viii) 

Ethnic group Tribes of 6 (a) 

listeners (ix) 

Nationality Kenyan, Non- 6 (a) 

Kenyan (x) 

Geographic Country Kenya 6 (b) 

(i) 

Regions Western Kenya, 6 (b) 

Central Kenya (ii) 

Citie Nairobi, 6 (b) 

Momba a (iii) 
r-: ) -Tm: n akuru ·ld r t 6 

i ) 

Pr vine We t m, N anza 6 (b) 

\' 

Di tri t 6 (h) 

VI 



Divisions 6 (b) 

(vii) 

Locati n 6 (b) 

(viii) 

R si i nfial ar<;;a 6 (b) 

(ix) 
f-

Is it Bchuviowl Ucnefit sought 6 (c) 

entertainment, (i) 

news, sports or 

religious 

User status Non-listeners, 6 (c) 

preVIOUS (ii) 

listeners, others 

Usage rate Regular listeners, 6 (c) 

one-time (iii) 

listeners, others 

Occasions Music listeners, 6 (c) 

news listeners, (iv) 

others 

Psychographies Lifestyle Urban, Rural, 6 (d) (i) 

Muslim, others 

Personality Compulsive, 6 (d) 

authoritarian, (ii) 

ambitiou 

Social cla s L wer middle -6 d) 

upper working (iii) 

l 
' th r 



4. Segmentation process 

Dimension of stages Relevant issues Relevant 

questions 

Survey Know the listeners 7 

and programmes 

they prefer 

Analysis Listeners prefer 7 b (i), (ii) 

different & (iii) 

programmes like, 

music, religious 

and others 

Profiling Grouping together 7c 

listeners with 

similar needs and 

wants. 



Appendix 4 

Questionnaire 

I kindly request you, on behalf of your organization, to please spare some time and answer 

the following questions to facilit te mpl ti n f this study. Your response will be 

treated purely for academic purp 

PART A 

Gcnernllnformntion 

(i) Your name (optional) ........................................................ . 

(ii) Your Job title ................................................................... . 

(iii) Name of your radio station ................................................ . 

(iv) Please indicate the ownership of your radio station, 

Private owned ..... ·················...... ( ) 

Public owned ......... · · . · · · ·.. . . . . . . . . . ( ) 

(Tick where appropriate) 

(v) How long have you been with your current employer? 

Less than 5 years . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ( ) 

Between 5 - 1 0 years . . . . . . . . . . . . . . . . . . . . . . . . ( ) 

Betv een 10 - 15 years ....................... ( ) 

ore than 15 year ......................... . 

Tick" here appr priate) 



(vi) How long has your radio station been operating? 

Below 5 years . .. . .. .. . . . .. . .. . . . . . . . . . .. . . . . . . .. . . . . . . . ( ) 

Between 6 - 10 years .. .. . . . . . .. .. . .. .. .. .. .. .. .. .. .. . ( ) 

Between 11 20 y r .. . .. . .. .. .. .. . .. .. . .. . . .. .. .. .. ( ) 

Over 20 year. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ( ) 

('I ick wh ·r · appr riat ) 

(vii) Which f th f ll wing programmes are offered by your radio station? (Tick 

appropriate bo,'e' 

News bulletins (local and international) ( ) 

Music ( ) 

Film ( ) 

Plays and comedy ( ) 

Sports (local and international) ( ) 

Interviews ( ) 

Religious programmes ( ) 

Weather reports ( ) 

Advertisements ( ) 

Commentaries ( ) 

Press reviews ( ) 

Business reports ( ) 

Others specify ( ) 



PARTB 

Market segmentation is defined th process of dividing a total and heterogeneous 
market into sub-market n thot ar homogenous in nature. 

1. Do you cgm nt you m \rk t' 

( ) 

No ( ) 

If your answer is yes, proceed to Section 1, but if no, proceed to Section 2. 

Section 1 

2. Indicate the nature of your individual customers by ticking the appropriate boxes. 

a) Youth ( ) 

b) Middle aged people ( ) 

c) Old aged people ( ) 

d) Married people ( ) 

e) Professionals ( ) 

f) Others ( ) 

( ) 

( ) 

7 



3. When segmenting your market, do you use the following criteria: 

Yes No 

a) Size ofth audi n · () () 

b) JfOWth p )tl:nti tl () () 

c) horn ·t ·ri ·ti · · fth Ii ·teners () () 

d) bilit l id ntif · target market () () 

e) Hm t reach li teners with programmes () () 

f) Whether the target market do listen to your programmes () () 

g) Reactions of the listeners to your programmes () () 

h) Differentiating listeners () () 

Section 2 

4. Why do you not segment your market? (Tick where appropriate) 

a) Firm is too small ( ) 

b) Have little knowledge about segmentation ( ) 

c) All customers have similar needs 

( ) 

d) Market is not accessible 

( ) 

5. Without formali ed market egment: 

a) H w do •ou en ur that your rv1ce ar uitable D r allli ten r ? 

...................................................................... ................ ... ....... ..... 

. . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 



b) How do you prospect for listeners? 

····································· ····· ························································· 
······················ ············· ·········· ······················································ 
·························· ·· ··· ····· ·· ······· ··· 

c) How will you know th pc i 1 r quir~m nts of your listeners? 

········· ···· ··········································· ······· ................................... . 
······· ·· ·· ·· ········ ........... ..... ... ... ....................................................... . 
o o o o o 0 0 I o t 0 o " 0 0 ~ 0 I 0 'o 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 o 0 0 0 0 0 

d) I low will u kn if li teners are satisfied or not? 

··· ·········· ······ ····· ··········································································· 
··································································································· 
·················· ············ ·················· 



(i) 

(ii) 

PARTC 

6. To what extent has your radio tat ion u ed the following variables to segment the 
market? Please tick th appli bl rioblc to your organisation on the scale of 

1-5, where: 

5 

4 

a m derate extent 

to a mall extent 

1 to no extent 

Market segmentation Sub-variables 

Variables 

(a) Demographics 

Age 

e . 

Infants 

Youth 

Adults 

Old aged 

Male 

Female 

1 

() 

() 

() 

() 

() 

( 

2 

() 

() 

() 

() 

) 

() 

Scores 

3 

() 

() 

() 

() 

() 

() 

4 

() 

() 

() 

() 

() 

) 

5 

() 

() 

() 

() 

() 

) 



(iii) Family life cycle 

(iv) In com 

(v) Education 

(vi) Occupation 

(vii) Religion 

(viii) Race 

(ix) Ethnic group 

(x) ationality 

Single 

Newly married 

Married with 

() () () () () 

() () () () () 

hildr n () () () () () 

in orne () () () () () 

fiddle income () () () () () 

High income () () () () () 

Primary () () () () () 

Secondary () () () () () 

College () () () () () 

University () () () () () 

Farmers () () () () () 

Teachers () () () () () 

Bankers () () () () () 

Christians () () () () () 

Muslims () () () () () 

Others () () () () () 

Africans () () () () () 

Non-Africans () () () () () 

() () () () () 

Kenyan () () () ) () 

on-Kenyan () ) () () () 



(b) Geographic 

(i) Country () () () () () 

(ii) Regions () () () () () 

(iii) Cities () () () () () 

(iv) Towns () () () () () 

(v) Provinces () () () () () 

(vi) District· () () () () () 

(vii) Divisions () () () () () 

(viii) Location () () () () () 

(ix) Residential areas () () () () () 

(c) Bahavioural 

(i) Benefits sought Entertainment () () () () () 

News () () () () () 

Sports () () () () () 

(ii) User status Non-listeners () () () () () 

Current listeners () () () () () 
Ex-listeners () () () () () 

(iii) Usage rate Regular listeners () () () () () 

One time listeners () () () () () 
Others () () () () () 



(d) Psychographies 

(i) Lifestyle () () () () () 

(ii) Personality () () () () () 

(iii) ocial clt·s \! er () () () () () 

iddle () () () () () 

Upper () () () () () 

PARTD 

7. The process of market segmentation involves three stages: 

a) Do you do some survey to identify potential listeners? 

Yes () 

No () 

b) Do you compile data on the following? 

(i) Who listens to your programmes 

Yes () 

0 () 

ii) What pr gramme th y li t n to . 

y ) 



(iii) Why they listen to those programmes. 

Yes () 

No () 

c) Having done analy i , d ' u m nt our listeners into groups such as: 

Income 

Religion 

Others 

Thank you for your co-operation in this exercise. 

Yes No 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 

() 



Appendix 5 

Letter of Introduction 

R OFIAIROBI 
F TY OF COMMERCE 

MBA PROGRAM- LOWER KABETE CAMPUS 

Tdcphon~ 321 bO E'\l 208 
Tekgnuns .. \' i11Sil) ··. N~llrob1 
T~k:x · 2:!095 \ ars11\ 

. \ I i ,- I 

DATE .. r; .~ .. \. ~ .. ~ . .\_ .. , .~ .. l .. C.'~ .+~., ..... . 

TO WHOM IT MAY CONCERN 

P.O. Box 30 197 
Nairobi, Kenya 

I - ( L1 J - .- - . I - 7 I / I I ..--- \ I - \ (\ ' I ( f : \ ,_ f/ ...,. I I ,- I ~ .' (-f I . I f 'v-- -- ,.,._- --
The bearer o t 11s etter .. ... ~ . . / .... : .......... -.~ .... . -:-: ..... . ...... . .............. . . 7...... -

}) 
~ r • \ · "' ; -; lJ.._ ·-- ,- ; ' I ' -,~·~ · · 'o· - 1 - -· - , _ ..?---- • 

RegistratrbiT .................................................................................. . 

is a l\'laster of Business Administration (MBA) student of the University of airobi. 

fie she is required to submit as part of his/her coursework assessment a research pwject report on some management problem. We would like the tudcnts to do their projects on real problems affecting firms in Kenya. We would. therefore. appreciate if you a sist him/hex by allo'' ing him her to collect data in your organization for the re·cnrch. 

·1 ht.: n: ult o tht: report will be used solely for endemic purp) es and a copy of th am, will b a\ aih.:d to the interviewed organizations on n:qucst. 

·1 h. nk u. 

\ 



Appendix 6 

Data analysis: Demographic variables 

Variables Scores Mean score 
1 2 3 4 5 

Age: Infants 20 4 1 0 0 1.24 
Youth l 3 3 10 8 3.60 
Adults I 2 1 6 15 4.28 
Old ag 8 1 8 2 6 2.88 

Sex: Male 17 0 1 2 5 2.12 
Fcmul' 17 0 1 2 5 2.12 

Family life: Singh! 5 7 4 1 8 3.00 
Newly ~larried 4 2 16 0 3 2.84 
Married with children 4 2 6 6 7 3.00 

Income: Low income 8 1 5 7 4 2.92 
Middle income 5 1 9 2 8 3.26 
High income 9 5 6 2 3 2.40 

Education: Primary 7 2 8 5 3 2.80 
Secondary 3 1 9 4 8 3.52 
College 3 0 9 5 8 3.60 
University 4 6 7 1 7 3.04 

Occupation: Farmers 11 1 1 6 6 2.80 
Teachers 7 4 4 5 5 2.88 
Bankers 7 6 5 2 5 2.68 

Religion: Christian 8 2 5 0 10 3.08 
Muslim 18 3 3 0 1 1.52 
Others: Hindus and singhs 24 0 0 0 1 1.16 

Race: Africans 10 2 1 12 3.20 
Non-African 21 0 2 1 1 1.44 

Ethnic Groups: 15 0 1 1 8 2.48 
Nationality: Kenyan 10 2 1 0 12 3.08 

Non-Kenyan 20 2 1 1 1 1.44 
Source: Re earch data 



Appendix 7 

Data analysis: Geographic variables 

Variables Scores Mean Score 

l 2 3 4 5 

Country 11 0 0 1 13 3.20 

Regions 14 1 1 2 7 2.48 

Cities 6 1 1 5 12 3.64 

Town· 8 0 1 8 8 3.32 

Province· 16 1 1 2 5 2.16 

District 20 2 0 2 1 1.46 

Divisions 22 1 0 1 1 1.32 

Locations 23 0 0 1 1 1.28 

Residential areas 23 1 0 1 0 1.16 

Source: Research data 

7 



Appendix 8 

Data analysis: Behavioural Variables 

Variables Scores Mean score 

I 2 3 4 5 

Benefits: Entcrtainm nt 0 1 0 2 22 4.80 

New~ 0 0 2 15 8 4.24 

Sports 0 1 8 7 9 3.16 

User stutu : N n-li tener 4 3 1 4 13 3.76 

Current li teners 0 0 5 1 19 4.56 

K ·-listeners 3 3 1 11 7 3.64 

Usage rate: Regular Listeners 1 0 0 3 21 4.72 

One time listeners 2 2 2 11 8 3.84 

Others 10 3 5 3 4 2.52 

Source: Research data 



Appendix 9 

Data analysis: Psychographic Variables 

Variables Scores Mean score 

1 2 3 4 5 

Lifestyle 6 1 0 3 15 3.80 

Personality 8 2 3 1 11 3.20 

Social cln · ·: I JW r 11 1 0 4 9 2.96 

Middl 6 0 2 9 8 3.52 

pper 9 2 7 3 4 2.64 

Source: Re earch data 


