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ABSTRACT 

The academic th inking on ecological marketing draws mainly from 

developed countri . Th pr ctices are being lately adopted in 

developing countri hi tudy therefore attempts to find out the 

extent to which 011 com nies in Nairobi have adopted the greening 

pract1c 

Three obJectives were pursued . First, the study sought to establish 

ecological marketing practices adopted by oil firms in Nairobi . 

Secondly , to find out the factors that lead to the application of 

ecological marketing by firms in the oil industry in Nairobi and lastly , 

to find out the challenges faced by oil firms in Nairobi upon adopting 

ecological marketing practices. 

Primary data was collected through questionnaires that were 

administered by drop and pick latter technique. Structured and 

unstructured questions were both used. Likert type profiles, tables 

and percentages were used for analysis . The findings were that there 

were differences in the extent of application . The ecological pract1ce 

was more profound in large oil compan ies than in medium and small 

firms. 

Ho ever, certain limitations are evident. The study was limited to a 

single geographical locality airobi. This therefore does not provide 

ood measure of ecological prac ices in enya as a whol for 

n r h a ion. Th rch ocus d on oil indus u auld of 

r cor 

I I 



1.0 INTRODUCTION. 

1.1 Background. 

CHAPTER ONE 

Environmentalism i r ining resurgence in today's society. The 

previous sur o 

1970s d c 

lie in rest in the environment began in the 

w the enactment of the various legislations. 

hus, ociet becomes more concerned with the natural 

environment. businesses have begun to modify their behavior in 

an attempt to address society's "new" concerns. Some businesses 

have been quick to accept concepts like environmental 

management systems and waste minimization, and have 

integrated environmental issues into all organizational activities. 

Some evidence of this is the development of journals such as 

"Business Strategy and the Environment" and "Greener 

Management International," which are specifically designed to 

disseminate research relating to business' environmental behavior. 

One business area where environmental issues have received a 

great deal of discussion in the popular and professional press is 

marketing. Terms like "Green Marketing", "Environmental 

Marketing" and "Ecological Marketing appear frequently in the 

popular press. Many governments around the world have become 

so concerned about Ecological Mar eting activities that they have 

a emp ed o regulate them {Polons y, 1994a]. In the United States 

(US he Federal Trade Commission ( C) and he a ional 

soc1 ton o A orneys-G n r I ( 99 ) have ev lop e ensiv 

colo 1cal in On o 

000 I h 



has been little attempt to academically examine environmental or 

Ecological Marketing. While some literature does exist [Carlson, 

Grove and Kangun 1993, Davis 1992, Davis 1993], it comes from 

divergent perspectives. 

The term1nolo i ll 1n this area are varied, it includes: 

in , nvironmental Marketing and Green Ecologic I 

Marketing. colo 1cal marketing is defined as the study of the 

positive and negative aspects of marketing activities on pollution, 

energy depletion and non-energy resource depletion [Henion and 

Kinnear, 1976]. 

Firms are members of the wider community and therefore must 

behave in an environmentally responsible fashion. This translates 

into firms that believe they must achieve environmental objectives 

as well as profit related objectives. This results in environmental 

issues being integrated into the firm's corporate culture. 

The activities of the business also affect the environment either 

positively or negatively. Businesses therefore have to craft an 

integrated approach to social imperatives and this has given 

impetus to the expansion of the corporate business social 

responsibili y. The needs and wants of the consumer is a subset of 

societal needs thus satisfaction of the consumers need is not 

e ual o satisfying the society. Thus, the concep of socie al 

mar e m has lead o upsho o ecological m r e in . Broadly h 

Soc1 mar e ing pro rams ar 

rn ou o ch n h 10r h 

in pro r ms 

or or more 



others that are desirable for the societies or the individual's 

interests. 

Kotler and Zaltman (1971 define social marketing as the design 

and implementatton n control of programs seeking to increase 

the accept billty o Cl I 1dea or practice in target group(s) . It 

thus aim to pro uc n optimal plan for bringing about a desired 

social ch n e. The role of the business corporation in 

environmental protection is considered to be a major strategic 

focus for the new millennium and according to Varandarajan 

(1992) environpreneurial marketing is defined as the 'the process 

of formulating and implementing entrepreneurial and 

environmentally beneficial marketing activities with the goal of 

creating revenue by providing exchanges that satisfy a firm's 

economic and social performance objectives [Meadows, 1992]. 

Issues affecting our natural ecology have captured the public 

imagination and concern in recent years. The destruction of 

tropical rain forests and the depletion of the ozone layer leading to 

global warming have senous implication for our qual1ty of life, not 

necessarily today. but for future generations. Even 1f all the 

companies in the developed world were to achieve zero emissions 

by the year 2015, the earth would still be stressed beyond what 

biologis s refer to as its carrying capacity. Increasingly the 

scourges of the late twentieth Century- depleted farmland, 

1sheries and orests; cho ing urban ollu ion; in ec ious dis a e· 

n m1 ra 1on ar s lllin ov r opoli ical ord r [S ua 997]. 



Over the past few years many new concepts 'sustainable 

development' 'environmental economics' 'global warming' 'the 

polluter pays principle', 'bioethics', egocentrism' and so on have 

come to occupy an increasingly prominent place in public debate 

(Charter, 1993) Th n1tude and rate of climate change will 

strongly depend on o reduce the level of green house gas 

(GHGs) cone ntr tion (carbon dioxide, methane and nitrous 

oxide) in the tmo phere With higher concentration of GHGs, the 

likelihood of irreverstble and grave damage to human and 

biological systems also increases [Willums, 1998]. 

Climate change is directly linked to rising sea levels shrinkage of 

Glaciers, changes in rainfall frequency and intensity, shifting of 

climatic zones due to increased temperatures, shifts in the growing 

season, from early flowering of trees and emergence of insects. It 

also increases the frequency and magnitude of extreme weather 

events, such as droughts, floods and storms, which set back the 

development process for decades [Polonsky, 2001]. 

Climate change will further reduce access to drinking water, 

negatively affectmg the health of poor people and will pose a real 

threat to food security in many countries in Africa, Asia and Latin 

America. While climate change is a global unprecedented 

phenomenon its negative impacts are more severely felt by poor 

peopl in developing coun ries and countries in transition. They 

are more vulnerable because o their high dependence on 

ncul ure and 1shery resources an heir limi 

1 u 1on nd m nc1 I cap ci chm 

[0 o n 98] 

human 

v n ih 



The developed countries contribute most to global warming since 

they use most of the fossil fuels. Europe, Japan and North 

America are estimated to account for two thirds of carbon dioxide 

now in the atmo ph r w1th less than five percent of the world 

population . h U mitting 24 percent of the worlds total 

carbon diox1d mi i n [Willums, 1998]. The world has to reduce 

the emission of GHGs through using energy more efficiently and 

by using renewable energy like biomass, hydro, solar, wind and 

geothermal. The promotion of renewable energies is not only 

important for industrial countries; even developing countries should 

mainstream energy efficiency as well as renewable energy 

technology, which ensure both a positive effect on the reduction of 

GHGs and on poverty [Meadows and Randers, 1992]. 

Over the past three decades major companies have been 

subjected to increasing pressure to improve their environmental 

performance. This arose from economic developments such as 

the energy crisis of the 1970's and from the growth in 

environmental legislation. The focus on hazardous wastes and 

emissions as well as accidental releases of chemicals mostly 

affected manufacturing operations Customers are demanding 

more environmentally friendly products which in turn is resulting in 

requirements for manufactures to recover and recycle products at 

he end of the products life [Boner, 1997]. Today, things are 

cha ging increasingly and the ocus is on products. There re 

na 1onall sponsor d eco-label ro rams and r s ric ions on h 

u o hazardous ubs anc such chloro uorocarbon vol 

o n1c co ound or ol 1n I c lon O] 



Leading firms aim to achieve better market positioning, reduced 

costs and a greater degree of managerial control by being 'ahead 

of regulator'. Environmental credentials have become an essential 

part of market po ttio in for many companies. Xerox, for 

example, beli v th t. 1n t long term products can be marketed 

at least p rtly on h basis of environmental merit. Meanwhile, 

Hitachi 's envtronmental objectives include increased customer 

satisfaction (Stuart. 1997). Clearly Industry or parts of it at least is 

earning much more public tolerance, even respect, by 

demonstrating that it can make a profit while reducing waste 

generation, pollution emissions and raw material consumption 

[Long , 1991] . 

1.2 The Oil Industry in Kenya 

The oil industry plays a significant role in the economy of any 

country. The petroleum fuel is the major source of energy; thus it is 

often described as the wheel that moves the nation. In Kenya, the 

industry accounts for over 20 percent of the Gross National 

Product [Government of Kenya, 2000]. 

In terms of consumption, the transport sector is the largest 

consumer of petroleum products at approximately 60 percent of 

the total volume followed by manufacturing (16 percent) , 

commercial establishments (11 percent) household use (9 percent, 

ma e up o lique ted pe roleum gas or coo ing and erosen o 

li h in and coo ing and ricul ur (4 ere n ) [Go ernrn o 

ny 2000] 



The first multinational oil company is thought to have started its 

operation in Kenya at the turn of the 20th century. The first 

operation by the major oil companies were set up at the port town 

of Mombasa from wh r nsion was made to the rest of East 

Africa con i t1n o K n , Uganda and Tanzania. Kenya is not a 

producer of p trol um and thus it imports chiefly from Persian Gulf 

area, most of it as crude oil , with refined petroleum products 

accounting as yet for a small but rising share of the total import. 

The crude oil is refined in the country's only refinery at the port city 

of Mombasa and transported inland by pipeline, road and rail 

[Government of Kenya, 2000]. 

1.3 Challenges of the oil Industry 

Oil industry in Kenya has undergone several major transformations 

that have been occasioned by the environmental changes that 

have been taking place locally and globally [lsaboke, 2001] . The 

effect of the economic downturn over the last two decades has 

aggravated the functioning of the industry. The liberalization of the 

oil industry by the Kenya government in the mid 90s after 

recommendations from the Breton woods institutions has 1mpacted 

greatly on the industry [lsaboke , 2001 ]. The objective of the 

liberalizations was to create a competitive environment by allowing 

more mar eters in the industry to improve on product availability at 

lower prices, with the long run benefits to the consumers [GOK: 

1996- 998]. 

he 

jOr Oil n cr 

c 0 mar 

lo 1n 



the sector [East African, 1999]. The prices had remained erratic, a 

situation attributed to changes in the global crude oil prices and 

government taxation [Economic Survey, 2002]. 

There has been tr m ndous increase in the number of 

marketers in th oil in u try since liberalization from the original 

seven, m mly ub 1 iary of the multinational oil companies to 

approximately fifty registered oil companies thereby increasing the 

turbulence in the industry [lsaboke, 2002]. The current number of 

registered oil companies is at 115 [Economic Survey, 2002]. 

The extension of the oil pipeline to western Kenya has been 

another milestone in the industry, impacting on the transportation 

and storage of oil products, particularly white fuels in the country . 

This has reduced the number of road accidents of oil tankers. 

Equally, there has been a substantial increase in the number of 

registered vehicles in Kenyan road despite the downturn in the 

economy. This had the positive effect of growth to the sub-sector 

due to increased use of petroleum products. The introduction of 

unleaded fuel in Kenya by oil companies IS another change m the 

oil industry. The greatest challenge for motor owners was from 

sale of adulterated fuel to motorists who bear hidden costs like 

increased motor vehicle running costs, reduced life spans of 

vehicles, increased emissions of toxic gases and high medical 

cos s or treatmen of diseases resul ing from toxic emissions. The 

o ic na ure of he leaded uel e haust gases af ec s children s 

1n II c ual capaci y and developmen [S nja 200 ]. 



1.4 Research Problem 

Customers are demanding more and more environmentally friendly 

products and production processes. As issues touching on the 

environmental pollut1on t prominence, every company and 

sector - includJn th oil industry has to be more aggressive in 

their environrn nt I innovations to be competitive. 

Empirical research and practice have evidenced that there is a 

relationship 1n the long run between social responsiveness of an 

organization and corporate effectiveness [Kweyu, 1993]. Fenn 

[1971] concludes that a businessman who gives his time and 

companies that set social objectives and strive to achieve them 

position themselves to enjoy the benefits of such involvement. 

With liberalization of the oil sector in the mid 90s, the industry in 

Kenya has undergone tremendous changes in the past decade. 

The ones profitable sector was opened for stiff competition . The 

new entrants in the industry eroded the market shares of the big 

players. Consequently the sector transformed into free-for-all with 

retail petrol stations sprouting in all localities The sector become 

so disorganised, the petroleum institute of Kenya had to step in to 

bring back sanity. The need for environmental compliance and 

environmental legislation become crucial for the sector. 

Several studies have been done on the oil industry and other 

sec or in enya. Among hem Wairachu [2000] concludes that oil 

f1rms in enya have had o adjus he1r mar e in mi I m n , 

1nnova ive and see n a r o 

in o ~ n o h ur ul n 



environment. There are few researches done on the ecological 

marketing locally. Among these studies, Kiongera [2003] study 

was on the green marketing practices and challenges of firms in 

the cement industry His fmdings were that firm needed to be 

environmentally fri ndl in it practices. Obuya's [2003] study 

surveyed th nt t which manufacturing firms in Nairobi 

practices gr tin . His findings were that many firms are 

succumbing to governmental pressure for environmental 

compliance. Also pressure to be competitive is driving greening 

processes. 

Kenyatta [2004] studied the eco-marketing in Kenya on selected 

service organizations. He founds that some firms in the service 

sector were integrating eco-marketing as a positioning strategy for 

competitiveness. 

Global concerns from the stakeholders for the natural environment 

have been growing by the day. These concerns have raised firm's 

level of environmental consciousness and performance. A niche 

consumer segment has been emerging and is often Willing to pay 

extra in exchange for greener products. All over the world, 

manufacturers are gearing up to become ISO 14001 certified . 

Locally in Kenya, products are being ecolabled for 

competitiveness. The environmental bodies and legislation has 

been growing. National! Environmen al Management Authority 

[NE A] is one institution ha had been manda ed h nya 

ov rnmen o en orce nvironmen I compliance or com ni s. 
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Thus, the oil sector will be used for the study primarily because of 

the intense harmful environmental effect the sector has in Kenya. 

This research will seek to answer the question: - How do oil 

companies in Nairobi practices ecological marketing? 

1.5 Objectiv of the study 

The objectiv of tlli tudy are as follows: -

1) To establish ecological marketing practices adopted by oil 

firms in Na1robi. 

2) To find out the factors that lead to the application of 

Ecological marketing by firms in the oil industry in Nairobi. 

3) To find out challenges faced by Oil firms in Nairobi upon 

adopting ecological marketing practices. 

1.6 Importance of the study 

This study will help to increase awareness on the need for the 

business community to present their bu iness as part of the 

society. An improved appreciation of the issues surrounding 

ecological marketing will lead to more positive image of the firm . 

The various Lobby groups will find the study invaluable. These 

include the environmentalists that are keen on the ecological 

1ssues. It will result on better understanding on the various 

greening practices. The companies will be able to respond 

positively to pressure groups on there ecologically wan ing 

ac ivi ies. 

h u y ill cr e r und rs an in o o rnm n 

pohc m o ro c 1n 1 c1 1 n poor 

I I 

,, 



business practices that will degrade the environment by minimizing 

environmental harm and not necessarily eliminating them. They 

will help them properly integrate environmental concerns into all 

areas of policy making in relation to economic development. To the 

scholars the study 1 ood groundwork to build on so that more 

insight can b thrown into the extent of use of eco-marketing 

practices . It will dd an important contribution to the future of 

ecological rnarket1ng research. 

Finally , for marketers ecologically concerned segments may exist 

in a size large enough to warrant exploitation. Thus the study may 

lay the foundation for further research on these segments. 

Marketing to this segment by changing existing products or 

introducing new ones may represent a new market opportunity to 

the marketer. The study will benefit the consumers because the 

aspects of consumer acceptance or preference will be a critical 

factor in influencing producer and production processes. 



CHAPTER TWO 

2.0 LITERATURE REVIEW 

Ecological marketing involves developing ecologically safer 

products, recyclable nd biodegradable packaging, better 

production nd pollution control and more efficient operations 

[Freeman , 198 ]. nvironmental or Ecological Marketing may be 

defined as all act1v1t1es designed to generate and facilitate any 

exchanges intended to satisfy human needs or wants, such that 

the satisfaction of these needs and wants occurs, with minimal 

detrimental impact on the natural environment [Polonsky 1994b]. 

This definition incorporates much of the traditional components of 

the marketing definition, which is "All activities designed to 

generate and facilitate any exchanges intended to satisfy human 

needs or wants" [Stanton and Futrell 1987]. 

Eco marketing is a subset of social responsibility. It developed in 

part by the pressure of consumers and other stakeholders who are 

committed to increasing environmental awareness and bringing 

about changes in production and marketing in order to safeguard 

the natural environment [Kotler, 1996]. 

2.1 Importance of ecological marketing 

The 1eld is of great significant to any organizations because 

various s akeholders are taking great interest on the na ural 

environmen . Firms hat adopt Ecological Mar eting practices as a 

mar in s ra egy ar~e ci ing various men s. Amon hem r : 

p rce1v nvironm n al o n 

0 0 UOI ha C n u 0 C I [ 87, 



Shearer 1990]; Organizations believe they have a moral obligation 

to be more socially responsible [Davis 1992, Freeman and Liedtka 

1991, Keller 1987, Mcintosh 1990, Shearer 1990]; Governmental 

bodies are forcing firms to become more responsible. 

Competitors' env1ronm nt I ctivities pressure firms to change 

their environm nt I m r tmg activities. Cost factors associated 

with waste d1 po I. or reductions in material usage forces firms to 

modify their behavior [Azzone and Manzini, 1994]. 

2.2 Green Marketing Opportunities 

Equipped with a better grasp of ecological Issues, enlightened 

businesspeople voluntarily adopt environmentally responsible 

business practices. A growing number of CEOs now appreciate 

the link between environmental responsibility and more efficient -

and profitable - business practices. And more and more business 

communicators know how to use green marketing strategies to 

take advantage of opportunities to boost their corporate 

environmental images [Ottoman, 1998]. 

2.2.1 Better Returns. 

Many companies, and especially those in such highly polluting 

industnes as chemicals, oil , and electrical power generation, now 

have management systems in place to make sure corporate 

environmental profiles and products exceed consumers' 

expectations. Today, major Kenyan companies conduct 

environmen al audits and recycle their was e. Countle s other 

upgrade heir facili ies chnolo i uch 

e s re uce op ra ing co s 

Pro UCIO CO· ICi n ro UC u 



raw materials and saves energy, too. The changes required to 

make and market environmentally sensitive products enhances 

employee morale and productivity with a payoff in improved 

customer relations and overall returns on investment. Enhanced 

corporate imagery ensue nd this can help attract investors and 

top talent. 

2.2.2 Competitive Advantage. 

Many marketers now know that being the first to the shelf with an 

environmental innovation brings competitive advantage. Since the 

first edition of Green Marketing was published in 1993, Rayovac 

introduced Renewal brand reusable alkaline batteries and 

redefined the market for rechargeable. With 50 percent of the 

production capacity for phosphate detergents, German-based 

Henkel pioneered the market for zeolites and claimed market 

leadership when their consumers shifted to phosphate-free 

detergents. Philips Lighting , inventors of compact fluorescent 

lighting technology, stood ready when businesses and electric 

power utilities came calling for replacements for energy guzzling 

incandescent. Wellman , Inc., has expanded its business definition 

from plastics recycler to pioneers in the market for branded 

polyester fiber made from used Coke bottles. 

Many of these leaders have been showered with any number of 

eco-accolades now offered by industry. media, government or 

environmental ,groups. One example is the Special Edison A rd 

for Environmental Achievement bestowed y he American 

Mar e in Association. I has b n won b For un 000 1rm 

1ncludin 3 and Proc r and G II r o u -



and-coming firms with a deep-green orientation like Natural Cotton 

Colours, Patagonia, and Tom's of Maine [Wellford, 1997]. 

Looking to cash in on the potential for future green-oriented sales, 

well-established m n r ters now shop for green companies 

with promi in r n ; recent acquisitions include Earth's 

Best by Foo y Heinz), Murphy's Oil Soap (Colgate-

Palmolive), rthRtte Cleanmg Products (Reckitt & Colman). After 

nearly two decades of compromising on quality -and languishing 

on once-dusty health food store shelves as a result-today's crop of 

green products finally embody all that consumers demand: an 

opportunity to clean up the mess without having to give up price or 

quality. With the deepened consumer confidence in green products 

that results, the market becomes legitimized. 

2.2.3 Increased Market Share. 

Times are tough for marketers of branded products. Brand loyalty 

is near all time lows, and the percentage of Americans who feel 

that some brands are worth paying more for is declining. In this 

tough, competitive cl1mate, environmental compatibility breaks ties 

at the shelf (Ottoman, 1993) Pragmatic consumers skew 

purchases to those products and packages that must be recycled 

or otherwise safely disposed of in their communities. All else being 

equal many consumers look to do their bit by happily switching 

brands or boycot ing those companies and produc s deemed 

environmen ally sound and boyce ing he brands o com anies 

isappoin in en ironmen al rae records. 

I . 



Theses growth opportunities have not been lost on such market 

leaders as Procter & Gamble, McDonald's, and Compaq. They 

offer the greenest of mainstream products and take pains to 

project environmentally propriate corporate images. Pick up a 

bottle of Tide laundry t r nt and learn how it is "phosphate-

free," contain " 10 le cleaning agents," and is packaged 

in a "recycl d- ont nt'' ottle. 

2.2.4 Better Products. 

While much brand switching is conducted in the name of altruism I 

what attracts many consumers to greener products is quite simply 

the prospect of higher quality: water-saving showerheads slash 

energy bills, concentrated laundry detergents are easier to carry 

and store, and nontoxic garden products are safer for children . 

Except these enhanced primary benefits-of performance, 

convenience, price, and safety, for example-that accompany 

environmental improvements to continue to propel the market for 

environmentally preferable products in the years and decades 

ahead [Ottoman, 1998]. 

2.2.5 Personal Rewards. 

Green marketing offers a rare opportunity to Integrate one's values 

into the workplace. Creating products that are more in sync with 

na ure allows one to personally contribute to environmental 

cleanup and help ensure a more ecure future for our children 

[Cha er 999]. 



2.3 The Climate 

The climate debate has been on the board agendas ever since the 

United Nations Convention on Climate Change was signed in Rio 

summit of 1992 with the im of stabilizing emissions of greenhouse 

gases at 1990 lev I th year 2000. Most birds, mammals and 

plants h v n i , but little is known, however, about 

other order , uch insects, or about organisms that inhabit 

poorly explored h bttats. such as the deep-sea floor. The current 

total of all identi ted spectes is about 1.7 million. However, this 

number pales next to estimates of the total number of species , 

which has been put conservatively at close to 14 million by an 

international group of experts (but could range from 3 million to 

111 million species) . Much of this wide range is accounted for by 

insects, which could number anywhere from 2 million to 100 million 

species [Winter, 1995]. 

Many of the world's species are gravely threatened . Various 

projections suggest that from 1975 to 2015 between 1 and 11 °/o of 

the world's species per decade will become extinct. The three most 

important causes include habitat loss, species introducttons 

(accidental and deliberate) , and the hunting of spectes for food or 

for wildlife trade. In fact, trading in illegal wildlife is second only to 

illici narcotics (in dollar value) in the illegal trade economy. Such 

losses, impose profound costs are both a practical and intangible 

level. Species diversity provides a host o wild and domes ic 



Wild plants and animals are vital to human survival. Science is 

constantly discovering new ways in which biodiversity can help 

alleviate human suffenng Conserving the genetic species and 

ecosystem asset o th world help to improve and sustain the 

quality of lif ut th ct1v1t1es of a rapidly growing human 

popul tion 1 tlo in natural habitats at the accelerating pace. 

Life on e rth 1 possible in large part because of the presence of 

the atmosphere Apart from providing the oxygen upon which life 

depends, the atmosphere: Absorbs, distributes and re-emits solar 

energy; Some re-emission is held back by the atmosphere, which 

is part of the natural "greenhouse effect," keeping average 

temperatures at levels suitable for life; Shields all forms of life from 

harmful ultraviolet (UV) radiation, through its protective 

stratospheric ozone layer. This thin layer of gases is today being 

affected by human activities as never before. Local air quality 

remain an urgent priority in the developed world and is also in the 

process of becoming an urgent priority in many transition 

economies and developing countries, where the damage caused 

by air pollution is believed to be as much as 2-3°/o of GNP 

[Ottoman, 1998]. 

Although oceans cover three-quarters of the earth , only a small 

fraction is readily available for human consumption: 97°/o is 

sal wa er in the oceans and the vast majority of the remainder is 

loc ed up in ice caps and glaciers or s groun wa r. nchec 

1 0 resh a er reduc he amoun a aila le or u 

in co r 10 o mer 
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Pressure on local water sources is increasing as cities grow. Even 

relatively developed mega-cities, such as Mexico City, face 

massive challenges W1t 20 million inhabitants, Mexico City 

largely depends for 1t w t r on an underground aquifer, which is 

rapidly bein d th r linked problems are the loss of up to 

u ly through cracked pipes and extensive 

water cont min tion - more than 90% of liquid industrial waste is 

still discharged untreated into the sewer [Ottoman, 1998]. 

Between three and four million tonnes of oil enters the oceans 

annually. Shipping accidents, although very visible and widely 

publicized, account for only one-eighth of the total. Oil released by 

accident, or as part of deliberate routines in "normal" marine 

transportation activities, is estimated to be about three times the 

amount spilled by ship disasters. The result is that input of nitrogen 

compounds, particularly from fertilizers , sewage and combustion 

processes, result in the loss of valuable fisheries . This is 

happening with disturbing and increasing regularity in "enclosed" 

marine environments such as the North Sea and the 

Mediterranean. Regulatory and monitoring programs, regional 

programs and legally binding agreements have been launched, 

such as the London Dumping Convention and the Mediterranean 

Ac ion Program [Charter, 1999]. 

he issues a ec ing he a ricul ural sec or ran e rom que tions 
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undernourished today and about 180 million children suffer from 

malnutrition. Even though 1.5 billion more people are adequately 

fed compared to thirty years ago, population growth continues to 

make the food issue a risin challenge for society. 

The growth in o ly has more than kept pace with 

popul tion row h ince 1950. In developed countries 

overproduction h s dominated in recent years. On average, food 

as calories per cap1ta has increased continuously in developing 

countries. However shortages of food are common in Sub­

Saharan Africa and south Asia, where supply has declined in 

recent years. This is mainly due to poor infrastructure, political 

unrest and low investments in agriculture and agricultural 

research. Part of the problem is also due to considerable losses 

during harvesting, storage and transport of food products. Yields 

are low and often declining because more and more marginal and 

poor land with either low productivity or prone to erosion has had 

to be used for crop production. Often, the soil is mined for 

nutrients causing yields to continually decline. One cause is that 

plant res1dues and manure are burnt instead of being Incorporated 

into the soil in order to maintain soil organ1c matter. 

Forests cover one-third of the earth's land surface. Three-quarters 

of hose forests are outside developed countries. Fieldman (1990) 

pain ed ha rees have a profound effect on local climates by 

bsorbin and releasin a er vapour ile ir roo s rue ures 

pro ad soil abili , hich Ips ro ion. 
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rate of deforestation in developing countries has accelerated. The 

world's forest areas can possibly be reduced by, as much as one­

third within the next 40 years if appropriate actions are not taken . 

The tropical rain forests, which span the equator in Africa, the 

Americas and A 1 , cov nly 6o/o of the earth, yet they are host to 

half of all livin ci . fh e forests have been under increasing 

pressur both rom lo ing and, increasingly, from clearance and 

other ct1v1t1 rising from local population growth and agriculture 

[Gladwin , 1993] 

Energy supply and demand has been at the center of many of the 

major environmental and sustainability controversies of the past 

couple of decades. During the 1970s, with successive OPEC oil 

shocks, energy supply occupied center-stage politically. At the 

time, the key question was how quickly supplies of fossil fuels 

would run out. New industries have grown up around energy 

efficiency and renewable energy supply, although relatively low 

energy prices have slowed momentum in both areas in recent 

years. By the late 1990s and into the new millennium, attention 

has sw1tched to another set of constraints· global warming and 

other forms of environmental change. 

2.4 Environmental Agreements and Conventions 

he surge in public interest in the environment began in the 

970's, a decade tha saw the enactment of important legislation 

such as he clean air Ac in 1970, he Resource conservatio n 

co Ac in 1976 n he cl an er Ac in 1977 [C irncro 

92] As n ira m o on Ia 



the public agenda. Various governments and international bodies 

entered into various environmental agreements and conventions. 

2.4.1 Basel Conven i n on the Control of Trans boundary 

Movement of H u W s and their Disposal 

The Purpo nv ntton was to control the transboundary 

mov m nt o r ou wastes for final disposal and recycling. 

Basel w dev loped primarily but not exclusively in response to 

concerns of developtng countries that hazardous waste from 

developed countnes was increasingly being dumped in the 

developing world . The Convention originally included a well­

defined prior informed consent procedure that required a state of 

export to have the consent of the state of import prior to any trans­

border movements commencing. The state of export also had to 

be convinced the wastes would be handled in an environmentally 

sound manner in the state of import before authorizing the 

movement. In addition , states partly to Basel were prohibited from 

having any waste trades with non-parties unless a bilateral 

agreement requiring environmentally sound management was in 

place State parties were also given the right to ban the import or 

export of any hazardous waste in the exercise of 1ts national 

sovereignty. 

2.4.2 Prior Informed Consent for Trade in Hazardous 

Chemicals 

h o j c ives were o pro ec he env1ron n nd hunan h I h 

a ch m1cal o 

c 
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tool of the agreement were a prior informed consent (PIC) 

procedure for the trade in hazardous chemicals, understood as 

those chemicals banned or severely restricted in the country of 

manufacture. 

4.3.2 Mont 

ozon I y r 

ro o ol n he substance that deplete the 

The go I o he Montreal protocol were to prevent the continuing 

depletion of the ozone layer that surrounds the planet and protects 

it from harmful ultra-violet rays . The Ozone Protocol included 

phase-outs and bans on ozone-depleting substances. To ensure a 

broad application of these requirements , incentives for developing 

country participation were included. The Protocol includes a 

prohibition on trade with non-parties, and a phase-out on produc­

tion and trade between the parties , of ozone-depleting substances 

or products containing them. This Protocol was the first major 

environmental agreement dealing with emissions or wastes, as 

opposed to wildlife protection , to include significant trade 

measures [Wellford , 1995]. 

2.4.4 Convention on International Trade in Endangered 

Species (CITES) 

The purpose of the cities are to protect wildlife, both flora and 

fa na tha are designated as endangered under the Conventions 

procedures. CITES has been bes nown for its s eps o protect 

11 a imals rom e inction in particular ivo -bearin anirn 1 . 
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on the trade in live animals or parts of animals that are 

endangered . This was designed to remove the profit brought by 

the international trade that lies at the root of the demand for rare 

wild flora and fauna. 

2.5 Environm n I M n m nt Systems (EMS) 

nvironm nt I is a process by which industries are 

encour g d to ch n e production patterns and product qualities to 

incorporate environmental values. This influence is often effected 

when independent. th ird-party organisations, either private or 

public, inspect a company's operations and grant green labels if, 

among other things, the production and product(s) meet 

established, environmentally friendly standards. The company can 

then use the green labels in production marketing, a practice that 

gives the company several advantages access to the growing 

group of consumers who will only buy environmentally friendly 

products, a potential price premium for the product as a specialty 

item, and an increase in product quality along with less qual ity 

variat1on of the product. 

2.6 Ecological Marketing Practices 

The traditional tools within the marketing mix are extended with the 

grea er emphasis being on communication policy (Public 

Rela ions) and the product policy (eco-design) . The products 

· urabili design for recycling and design for disassembly are 

cons1 re ·. Eco-design, social corpora e responsibili y and u lie 

re h ools or he ne ap ro c o mar e in 
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approach, advertising was geared to demand stimulation and for 

planned obsolescence. 

To achieve more sustainable products and services, industry and 

other societal sectors ill need to think and act in new ways. 

Businesses need to r hu the value their products provide and 

consider wh th th tv lu would not be better delivered wholly or 

in part by rv1 h r er, 1992). 

r-

• D1spos I .... • Reuse 
.... 

• Products ... • Services 
.... 

• Obsolence ... • Durability 
.... 

• Take-back ... • Restore 
.... 

Figure 1: The Sustainability Paradigm 

Source · J. Ottoman Consulting Inc 

The traditional marketing approach was grounded on linear, 

departmentalized thinking , through - put society with growth 

objective (cradle to grave orientation). The new marketing 

approach focuses on life cycle thmking from product development 

to final disposal (cradle to cradle) and product stewardship. The 

main objective of the new approach is sustainability. The trend in 

he new approach is ef 1ciency revolution with new eco-design 

produc s, consuming more services (up-cycling, re-use, produc 

sharing, produc leasing) and re ponsibili y of he consum r 

hrou h s le change. 



2.6.1 Extension of product use: value chain to value circle 

One means of tapping into new market opportunities and 

increasing the material and energy efficiency or products is to 

prolong the use of product In many cases, products are used for a 

relatively short p no o t11 , disposed of and replaced by new 

ones, which th h1gh level of material and energy 

consumption o in 11 lized countries. It follows the 'take-make-

waste' r tion le o he current 'industrial system which assumes 

indefinite supplies of resources and infinite sinks in which to dump 

waste. Landfill disposal costs, rising costs of raw materials and 

energy as well as extended product responsibility laws, make 

companies think in cycles. Product take back programmes have 

become a serious alternative to land filling (Ottoman , 1998). The 

product take back programmes help build up long-term 

relationships with the customer. Thus, eco-marketing is closely 

related to relationship marketing [Payne, 1995]. 

Companies have started designing their products for repair, 

remanufacture and re-use: the German company Grammer AG 

guarantees to take back and re-use its 'Natura' office chairs with 

no cost to the customer. Returned cha1rs are disassembled, the 

separated parts are tested , and up to 90°/o of the old chair are re­

used in the manufacture of the new ones. SONY, the world market 

lea er in consumer electronic, design all their products in line with 

cological principles i.e. durable repairable, reusable etc. Xerox 

h s closed i s loop in an economic ay by leasin its cop 

m c tn s. is case e ampl sho s h r dis n u ion h 

com h 
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become critical success factor for the future. Renting and leasing 

are ways of prolonging product life and making sure that used 

products is returned to the manufacturer. Eventually, the linear 

'throughput' economy 1s t nsformed into 'circular ' economy; the 

traditional value ch 1n urn 1nto a value cycle. 

Prolong d v lu ch in to value cycle. 

Prolonged Value Chain 1. 
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Re-Manufacturing Distribution 
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Figur 2. Fror 1 prolonged value cham to Value circle. 

Source dapted from Charter, M and Polonsky, M. 

Greener Marketing: A Global perspective on Greening 

marketmg practice (Sheffied: Green leaf Publishing, 1999) pp. 

89 

2.6.2 Intensity of product use: Eco- Efficiency to sufficiency 

Another opportunity for tapping new market opportunities and 

increasing the eco-efficiency of products is to intensify their use 

products vary according to the intensity of their use. Some 

products are used quite often , others hardly at all. The more the 

products and shared, the fewer the products have to be produced 

and the lower the environmental impact. Consequently, the shift 

from single users to multiple users reveals a high potential for 

environmental improvement. 
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2.7 Challenges of ecological marketing practices 

Green products are typically durable, non-toxic, made from 

recycled materials, or minimally packaged. There are no 

completely green product for they all use up energy and 

resources and cr t - roducts and emissions during their 

manufactur , tr n o w rehouses and stores, usage, and 

eventu I di p I. o r en is relative, describing those products 

with less imp ct o the environment than alternatives. 

Ask the quest1on "What is green?" If any certainty exists at all, too 

often the answer is " It depends." That's because the factors that 

make a product "green" often depend upon the specific product or 

product category, where it will be used, how often, by whom, and 

for what reason. 

Biodegradability, for example, may be a highly desirable feature for 

laundry detergents whose suds can pollute local waterways, but it 

may not be appropriate for paper cups or plastic trash bags 

destined for landfills where decomposition occurs slowly, if at all. 

Conventional alkaline batteries are considered green if they 

contain no added mercury, but they are highly toxic nevertheless, 

because of other materials they contain. 

Wha migh be green in my backyard may not be green in yours. 

a is ecause of regional varia ions in he amount or yp s of 

na ural resources ha ar available, he local clim ic nd 

ope raph1cal con i ions a r r uc ion r u , r c elm 
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Is a product likely to be used once and thrown away, or over and 

over again? According to one chemist, if a ceramic mug will not be 

used at least 1 000 times, then the energy it takes to make it 

doesn't justify its presumed environmental prefer ability over 

polystyrene. Compact fluorescent light bulbs cost more than 

incandescent for a reason: all those weighty materials consume a 

lot of energy in their manufacture and transport. If they are used in 

lamps that are turned on and off frequently , the long-term energy 

savings likely won't be realized; incandescent may be preferable. 

Environmental impact is literally designed into products upfront. So 

existing products can only be tweaked so much before a jump to 

an entirely new or different technology capable of filling the same 

consumer need is necessary to make a significant improvement in 

environmental performance. For example, no amount of tinkering 

i h incandescent ligh bulbs (which throw off 90 percent of their 

ener y in excess heat) will ever achieve the cooler-burning 

1cienc o compac luorescen s. Use recycled envelop n 

a ton 111 n ural as u -ma11 ill 1 b 
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Making "green" even tougher to pin down is the fact that no 

agreed-upon method exists to measure the precise relative 

environmental impact of one product against alternatives. In the 

debate over cloth versus disposable diapers, for example, value 

judgments come into I - I stic and paper production and solid 

waste , or cotton nd the water and energy to wash the 

diaper? 

Environmental issues are constantly changing, reflecting new 

discovenes such as the hole in the ozone layer, shortages in 

natural resources , population shifts, and fewer places to bury 

everyone's trash . Technology is constantly advancing . Consumer 

tastes and attitudes evolve. Laws and marketing strategies are 

rewritten accordingly. Thus, no matter how well companies do their 

homework, what is accepted as "green" today may easily wind up 

being viewed as "brown" tomorrow. The aerosol industry and 

McDonald's learned this the hard way. 

In the late 1970s, in response to reports linking 

chlorofluorocarbons to ozone layer depletion and subsequent 

consumer outcry, the aerosol-packaging mdustry qu1ckly switched 

to hydrocarbon-based propellants. However, it is known that 

hydrocarbons create smog when mixed with sunlight; so the move 

is on o md a viable alternativ • lest further sales be lost to pumps 

and o her competi ive echnologies. 
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polystyrene foam replaced paper, but then was replaced altogether 

by quilt wraps. This much heralded, source-reduced alternative 

may one day be replaced itself by compostable packaging, now in 

test. Environmentally speakmg, the folks at McDonald's can't rest. 

Because of esc I tin lo I food demands, coupled with the 

environm nt I ociated with cattle raising, the very 

beef in Me on M cs may soon be under fire regardless of 

whether produce domestically or in the Amazon rain forest. 

With green a moving target, planning gets tricky; industry can only 

respond as qUickly as the market demands. 



CHAPTER THREE 

3.0 RESEARCH METHODOLOGY 

This section deals with the research design that was used to 

conduct the study. It con i ts of the research design, the 

population o tu . th urv y method, the research instrument 

and D t An ly 1 • 

3.1 Research Design 

This is a descriptive study designed to determine the application of 

ecological marketing practices by oil companies in Nairobi. 

3.2 Population of the study 

The population of the study consisted of oil companies in Nairobi. 

Nairobi was chosen because it has the highest consumption of Oil 

products in Kenya [Government of Kenya, 2000] . 

The population was sub-divided mto three sub-groups: small , 

Medium and Large. The sub-division was in terms of the number of 

employees which according to the statistical abstract of 1996: 

- Small firms : 

- Medium firms: 

arge 1rms: 

Less than 10 employees. 

between 1 0 and 50 employees. 

Above 50 employees. 

A lis con aining he oil companies in Naira 1 was o ain d rom 

roleum ins i u e o 
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3.3 Data Collection 

The managers I owners of smaller oil firms were the targeted 
respondents. In the medium and large oil firms the marketing 

manager or senior mem er of the marketing departments were the 
targeted respondent . t was collected using a structured 

qu he first section of questionnaire 
con i u 10n 1med at obtaining general organizational 
data. h cond section consisted of specific questions aimed at 

obtaining data for the objectives of the study. 

One questionnaire per company was administered using the "drop 
and pick latter method". The "drop and pick latter" is a modified 

technique of the mail survey where the researchers leave the 
unfilled data collecting instruments with the respondents to 
complete and collect them latter, when ready. 

3.4 Method of Data Analysis 

Data was summarized using descriptive statistics. This was in form 

of percentages, frequencies and mean scores. The percentages 
and frequency tables was used to summarize and reflect the 

relative weight of the specific characteristics of firms. The mean 
scores were calculated from the responses that were rated on a 
1ve point li ert scale. 



CHAPTER FOUR 

4.0 OAT A ANALYSIS AND FINDINGS 

4.1 Overview 

This section r port o t ti tical basis the tabulation of simple 

question in th u 1 n i es. The results are based on those 

respond nt wh n ered the particular questions being 

analy d wi 11 he e elusion of non-respondents. Data collected 

was summ rized. analyzed and presented by use of tables , 

percentages bar charts and Iikert type profiles. 

Table 1: Response Rate 

NO. OF QUESTIONNAIRES FREQUENCY PERCENTAGE 

NOT SENT , .. ,,, !i:.:,;,:,.t,·,'.i.:,::.r-/. =:, ;xmtiliffi: 3 
. ·'· 'i> .,:J~l.!li;i;.; 

RECEtVED INCOMPLETE!~t.W} 11 .:-:. :~r 

SENT AND NOT RECEIVED 7 

RECEtVED COMPLETE 87 

TOTAL 108 

Source: Response data. 

10°/o 

6o/o 

81°/o 

100°/o 

Out of the 108 otl companies that consisted the population of this 

study 1 05 oil companies received the questionnaires Out of them, 

only 98 questionnaires were received back. Of 98 questionnaires 

recei ed 11 questionnaires were incomplete and therefore not 

use in a a analysis. 87 questionnaires there ore were use for 

d a nalysis. A response r e of 81 °/o was e med a propria 



4.2 Size of Firm by Number of Employees 

The size of the firms was an important factor in establishing the 
organizational learning curve. For purpose of data analysis, oil 
companies were categonzed into three grouping namely: Large, 
Medium and Sm II co nie based on the following criteria. 

Table 2 

NO. 

EMPLOYEES 
1-9 

10·50 

ABOVE 50 

OF FREQUENCY 

58 

Source: Response data 

67% 

According to these classifications it was found that 58 oil 
companies could be classified as small, 20 of them as medium and 
9 of remainders as large. Of these firms, 10% had over 50 
employees and 23% had 10 - 50 employees. The majority of 
companies, 67°/o had less than 10 employees. 

4.3 Profile of Ownership and Respondents 

Firms were classifieds in terms of ownership. This was deemed 
importan in determining whether differences existed based on 
heir o nership. 



Table 3: Profile of Ownership of Oil Companies 

OWNERSHIP FREQUENCY 

Locally owned 

Foreign own 

Multin tion I 

7 89.65% 

Oth r 

Total 

1 

3 

87 

Source: Response data. 

2.29% 

3.45% 

;:;:·' 

1.15% ::·. 
:~::: ;:;. 

3.46%,.. ;::: ... 
100% 

In terms of ownership of oil firms, different form of ownership was 
found. Majority of oil companies studied had local ownership 
(89°/o), foreign ownership (2%) , subsidiary of multinational 
companies (3°/o), parastatals (1 °/o), while other form of ownership 
represented the rest (3°/o). This comprised of both locally and 
foreign owned companies. 

Table 4: Profile of Respondents 

It was important to find out the position of the respondents, as this 
was indicative of the level of understanding of operational issues of 
any trm. 



TOTAL 87 

data. 

A large proportion of the respondents to the study were managers 

mostly handling the operations of the business. They accounted 

60°/a of the respondents. Accountant assistants and sales 

representative accounted 22% and 1 0°/o respectively. Others 

represented 8% of the respondents. It was crucial to determine the 

title of the respondents, as this was indicative of the level of 

understanding of ecological marketing practices by the firms. 

The oil companies that are foreign owned elicited a clear 

understanding of green marketing than either those locally owned 

multinational subsidiary and parastatals. This could be explained 

by the fact that social responsibility generally and green marketing 

speciftcally are more pronounced in their home countries. 



4.4 Products Offering by Oil Companies. 

Table 5: Products mix of oil companies. 
!"""""""---------------~-.. ........ -..~ ................ -..'l'l'l'l'i'l'i ............ i"i ....... 'i ..... .. 

;
1
: PROOUCTS FREQUENCY PERCENTAGE{ 
! ! Leaded gasoiirie-~a .... 7 _____ 1 ooo;o 
I Unle d d 0 24% _ _____ _, 

l g olin 

Oil lubric nt 38% 

\ Fcrt't-li __ r ______ ~----------~S~~~o----~--_, 
1 wa~s 1 2% 

! Shampoos 3 4% 

! Battery acid 59 68% 
~~·----------~--------------~----~ Source: Response data. 

1 00°/o of the respondents oil companies have gasoline retailing as 

their core business. Large oil companies, due to economies of 

scale, they have diversified into other ventures. This large oil 

companies accounted to only 10%. 

4.5 Other Business Operations of Oil Companies. 

Table 6: Other products mix 

OTHER BUSINESS ACTIVITIES FREQUENCY PERCENTAGE 

Explora ton 1 1.14% 

LPG and accessones 23 26.4°/c 

Ins c ct e 3 3.45% 

Illuminating kerosene 68 78.2% 



Table 7: Oil Companies ISO 14001 Certification. 

FREQUENCY PERCENTAGE 

YES 4 

NO 83 5 0 

Sourc : R p 11 

4 oil comp me representing 4.5°/o of the oil companies are ISO 

1400 1 certified with the largest chunk not being environmentally 

certified . This represented 95.4%. 

4.6 Importance of ecological marketing activities to 

respondents. 

Table 8 
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32 (36%) 18 14 (16%) 

(21%) 

16 (18%) 14 (16%) 22 29 (33%) 

(25%) 

,,:Social 
:~: ' ' 

; ... 35( OYo) 12 (14%) 8 (9%) 

responsibility 

Conservat1oni t 1 ( 17 \) 15 (17"/o) 12 

(14%) 

Environm nt I 35 ( 0%) 12 {14%) ~~. 18 

group 
;? 

(21%) 
'/. 

Source: Response data. 

The above table indicated that 55% of the respondents said that 

return was critically important green marketing activity. All 

respondents ranked social responsibility and environmental 

compliance second with a score of 40%. 48°/o of the respondents 

said green consumer was important, while 36% of respondents 

rated sustainable growth second. 33°/o of the respondents were 

indifferent with regard to competition . 25% were indifferent to past 

environmental disaster, stakeholder's goodwill and own initiative. 

36°/o of the respondents said that an environment activist was not 

important. 28o/o of respondents rated soc1al responsibility , 

stakeholder's goodwill and green consumerism equally with a 

score of 32°/o as not important. Compliance with international 

bodies resolutions was rated highest as not very important with 

40°/o o respondents. This probab y was because it has no 

re ance on he companies op ra ing environm n . st 

v1ronm n I disas rs as ran e second by 33°/o res ondent . 



4.7 Level of importance on ecological practices 
In this section the research sought to find out how critical greening 
practices are in the oil sector. Of importance was to test if firms are 
making any attempt to portray themselves in this direction. 

Table 9: 
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From the analysis on table 9 , it is evident that (49) 57°/0 of 
respondents find the ecological marketing practices to be critically 
crucial. Of this 49 respondents , 59°/o cited oil products 
biodegradability as most important environmental practice. 1 0°/o of 
the respondents cited both product take back programmes and 
companies involvement in clean up activities as critically 1mportant. 
Thus product recycling come in handy in restoring and re-use of 
the oil produc s. 



Other ecological marketing practices of oil companies that 
respondents cited were products eco-labeling (8°/o), sponsorship of 
greening activities (6°/o), adoption of greening as a strategy (5°/o) 
as well as an organization core objective (2°/o). 

4.8 Challenges on Adopting Ecological Practices 
Table 10: Challeng s of cological practices 
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In this section the research sought to look at challenges being 
faced by oil companies in undertaking greening issues, if any. 
From the result, 43% of respondents said that the challenges 
facing the oil companies were critically important, with 26°/o saying 
they are important. 13°/o id they were not sure whether this 
challenges are import nt or not. 9°/o of the respondents said that 
the challenges were not Important and neither not important at all. 
In total 34 respondents said that that costs for compliance and 
government pressure was the two main critical challenges facing 
the oil companies in the pursuit of ecological practices. 10 
respondents ranked negative publicity also highly as important 
factor. 3 of the respondents cited external pressure from 
environmental groups as important. Employee's resistance, 
departmental rivalry, supplier of funds and pressure for compliance 
from international bodies had equal ranking with no respondents 
their favor. 



CHAPTER FIVE 

5.0 SUMMARY, RECOMMEDATIONS AND CONCLUSIONS 

This chapter summ rize and discusses the findings of the study 
on the objectives. It also presents the conclusions as well as the 
limitations of the study and suggestions for future research . 

5.1 SUMMARY 

The research outlined here was formulated to establish three main 
issues. First, was to find out the ecological marketing practices 
adopted by oil firms in Nairobi. Secondly, we aimed to examine the 
factors that lead to application of ecological marketing by firms in 
oil industry and lastly we aimed to examine the challenges oil firms 
in Nairobi faced upon adopting greening practices. 

In relation to the first objective, various marketing practices were 
identified. Production of products and by-products that are 
biodegradable was identified as the most critical greening 
practices being adopted by oil companies. This also involved 
usage of packaging materials that are environmentally friendly . 
Equally, oil companies' engagement in clean up activities in the1r 
locality was cited as an important ecological pract1ce 1n the 011 
industry. Other activity carried out in greening practices includes 
Oil Company's involvement in products and by-products take back 
programmes. Oil products and by-products are ecologically 
harmful i mishandled, hus he involvemen in products tak bac 



programme become crucial to ensure proper products and by­
products disposal. 
In relation to the second objective which sought to examine the 
factors that lead to the application of ecological marketing practice 
in the oil industry, few f ctors were identified. Oil firms cited the 
engagement of these pr cttces as mainly driven by profitability. 
55°/o of the respondents ctted returns as critically important factor 
in adoption of ecological practice. 

When asked the reasons that had necessitated the adoption of 
ecological practices, over 40°/o of the respondents cited social 
responsibility as critical factor. This may be explained by the need 
of oil companies to comply with external pressure. This was 
confirmed by equally the same number of respondents that cited 
pressure from environmental groups (40°/o or respondents) as a 
factor. 

In regard to the challenges the oil firm's face on adopting the 
ecological marketing practices, costs involved in practice of 
orientation was cited as the single most crucial challenge. The cost 
for engaging on greening marketing practices are enormous, 
incurred in the short run and their benefits to the industry or oil 
firms are in the long run. MaJority of products and by-products of 
the oil companies are environmentally unfriendly Government was 
cited as a critical element in the oil sector as it was found to exert 
enormous pressure to the players in the oil industry to engage in 
ecologically safer practices. 



5.2 RECOMMENDATIONS AND CONCLUSION 
This section marks the end of the study. The study's findings are 
largely consistent with the literature in that big players in the oil 
industry are resh ping tlle1r practices in line with the ecological 
marketing practices. Medium and smaller firms are yet to integrate 
wholly the greening practices. Many firms have the high cost of 
compliance with the ecological marketing practices in its 
operations. These costs are in the short run for long run gains on 
the bottom line. 

With the enactment of new legislations, many players are 
succumbing to governmental pressure. Stakeholder's requirement 
has also played a key role in the action of oil players. Negative 
publicity has made some players to redefine themselves . 
Environmental pressure group also has played their role to the 
same end . 

In relation to the objectives of the study , the researcher fells that a 
number of recommendations can be considered . This 
recommendations will go along way in fulfilling the needs of the 
vanous stakeholders namely; Government, Consumers, 
environmental ists, employees and employers. 

The researcher recommends that the government may introduce a 
properly planned ecological ax r,eform that moves taxes from labor 
0 poilu ing resources. This would move the energy mi awards 

more sus ainable r, sourc . mp ion or inv m nt in 



alternate energy technology and in other eco-friendly initiatives can 
also be considered . 

The transport sector is the largest consumer of oil 
products in Kenya nd thus poses a huge threat to the 
environment. The need for transport rises with economic 
growth and the availability of transport lead to economic 
prosperity. Given that different transport modes produce 
very different effects per passenger-kilometer or ton­
kilometer traveled, government may tilt the balance in 
favor of a particular mode, notably the rail transport. The 
researcher recommends the government to enhance 
development of the rail sub-sector using alternate energy 
and to de-emphasize usage of oil based road sub-sector 
to enhance ecological stability. 

The researcher recommends that the voluntary 
partnership initiatives between government agencies, non­
governmental organization and businesses in the areas of 
sustainable environmental management should be 
embraced . Also, Manager's performance may be 
appraised along the whole life cycle of the company's 
products. The policy makers should formulate and enforce 
implementation of tough take-back requirements for such 



sectors as oil manufacturers and marketers to prevent 
environmental pollution. 

The insurance industry may shape the sectors investment 
strategy by supporting eco-friendlier organization with 
lower insurance premiums. Organizations with long term 
environmental problems or even from those with potential 
problems ecologically may be reflected on their premiums. 
The researcher recommends that the corporate 
accounting should expand the accounting reporting and 
disclosure to accommodate the environmental reporting to 
reflects on the risk ness of an organisation. 

The Gross Domestic Products as an indicator of economic 
health rises when costs are incurred in repairing damage 
from disasters. The researcher recommend that national 
indicators such as GOP should reflect environmental 
degradation , what may be called Green Gross Domestic 
Product. 

5.3 LIMITATIONS OF THE STUDY 

The following constituted the limitations of the study First, the 
study was limited to a single geographical location Natrobi. The 
firms in one location could have unique shared characteristics that 
could bias he generallizations of the s udy tndings. 



Secondly, time was also a limiting factor, as most question needed 
sometimes for respondents to react appropriately. Though the 
researcher did his best by explaining certain silent issues in the 
questions, it was obvious that some responses required further 
consultations with the rese rcher, which was not possible within 
the time limit. Most re pondents seemed to be in hurry to fill the 
questionnaire. 

The study also focused on only one sector and the findings may 
not be generalized to other sectors. This was limiting in its setting. 

5.4 SUGGESTION FOR FUTURE RESEARCH 
The following areas can be recommended as possible areas of 
future research. First, a research of a similar nature can be carried 
to other sectors considering only one sector was studied . This will 
elicit any fundamental differences in the practices. 

Secondly, further research should be done particularly if there are 
sufficient funds , time and labor to comprehensively include firms 
from all over the country. This could give more balanced findings . 

- I -
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APPENDIX 1 

INTRODUCTION LETTER 

Faculty of Commerce 

Department of Busin s Admn1r tr tion 

University of Narrobr 

P.O Box 30197 

Nairobi 

July 2005 

Dear Respondent 

RE: MBA RESEARCH PROJECT QUESTIONNAIRE 

The attached questionnaire is designed to gather information on the ecological 
marketing practices by oil companies in Kenya. 

This study is being carried out for a marketing research project as a requirement for 
the degree of masters in Business Administration . Any information that you disclose 
will be treated in strict confidence and only used for academic pursuit. In no instance 
will your name or that of your firm be mentioned in the report. 
However findrngs of the research can be availed to you upon completion. 

Your cooperation will be hrghly appreciated 

Thank you 

Yours' sincerely 

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

• I . 

Dr. R. M. Musyo a 

SUPERVISOR 



APPENDIX 2 

QUESTIONNAIRE 

PART 1: GENERAL INFORMATION 

1 . Title of respondent in the firm 

2 How long has your company been in operation in Kenya (Please tick)? 

a. 1 to 5 years 

b. 6 to 10 years ) 
C. 11 to 15 years ) 
d. 16 to 20 years 

e. Over 20 years 

3. How would you classify your company as regard to ownership? 
a. Locally owned 

b. Foreign owned 

c. Multinational subsidiary 

d. Parastatal 

e. Others , specify 

( 

( 

( 

4 In tea h to al number of employees in your company 

1- [ 1 - [ ) ( ) 

• II • 



PART 11: ORGANISATION DATA 

1. Tick appropriately (-.1) the vanous product categories that your company produces 
or market in Kenya 

• Leaded gasoline 

• Unleaded gasoline ( 
• Oil Lubricants ( 
• Fertilizers ( ) 
• Waxes ( ) 
• Shampoos 

• Battery acid 

If other (s) specify 

2 In Kenya, is your company engaged in any other business? 

D Yes 

If yes , which are these activities? 

- Ill -



3. Tick (--.1) the statement that most appropriately describe the term ecological 
Marketing. 

• All activities designed to generate and facilitate any exchanges intended to 
satisfy human need . 

• All activities and actrons that contribute to the welfare and interests of society 
as well as those of the organization. 

• All activities designed to generate and facilitate any exchanges intended to 
satisfy human needs, such that the satisfaction of these needs occurs with 
minimal detrimental impact on the natural environment. 

• All activities that identifies, anticipates and supplies customer requirements , 
efficiently and profitably. ( 

I • 



4. To what extent do you agree with the following statements regarding your 
Company involvement in addressrng ecological marketing issues? 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

[Use the following key to tick r op11ately (~) 

5 = Critically import nt 

4 = Important 

3 = Neutral 

2 = Not important 

1 = Not important at all 

Returns are higher than cost. 

To comply with government legislation . 
To target and win green customers . 
To enhance stakeholder's goodwill. 
Competition from other players in the industry 
Company own initiative . 

To comply with international bodies resolutions 
To attain sustainable growth 

Past environmental disasters . 
Social responsrbrlities of the company. 
Consumer protectron groups. 
Environmental groups pressure 

5 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

4 3 2 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

[ ] [ ] [ ] 

1 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 



5. By ticking appropriately ( ), indicate the importance your company attaches to 
the following in determining th uccess of ecological marketing program. 
[Key: As in Question 4.) 

5 4 3 2 1 
• Changes tow rd de radable products. [ ] [ ] [ ] [ ] [ ] 
• Product take-back programmes . [ ] [ ] [ ] [ ] [ ] 
• Eco-labeling of products . [ ] [ ] [ ] [ ] [ ] 
• Ecological issues being among the [ ] [ ] [ ] [ ] [ ] 

firm core objectives. 

• Clean-up involvements . [ ] [ ] [ ] [ ] [ ] 
• Disposal of product waste [ ] [ ] [ ] [ ] [ ] 
• Sponsorship of environmental [ ] [ ] [ ] [ ] [ ] 

conservation activities 

• Adoption of environmental issues as a [ ] [ ] [ ] [ ] [ ] 
strategy 

• Stakeholders empowerment on environmental [ ] [ ] [ ] [ ] [ ] 
issues through education 

• Promotion of ecological products . [ ] [ ] [ ] [ ] [ ] 
• Prompt resolution on ecological issues. [ ] [ ] [ ] [ ] [ ] 

• I 



6. What are the challenges being faced by your company while adopting ecological marketing practices. 

[Please tick as appropriate (")] 

5 4 3 
• Increased cost o nv1ronmental compliance. [ ] [ ] [ ] • Resistance from the company owners. [ ] [ ] [ ] • External pressure from the environmental [ ] [ ] [ ] 

group rivalry from competitors. 
• Negative publicity from media . [ ] [ ] [ ] • Resistance from employees. [ ] [ ] [ ] • Departmental resistance and rivalry . [ ] [ ] [ ] • Resistance from suppliers/buyers . [ ] [ ] [ ] • Pressure from international bodies [ ] [ ] [ ] • Pressure from government. [ ] [ ] [ ] 

• Pressure from suppliers of funds [ ] [ ] [ ] 

If other (s) please specify 

7. (a) Is your company ISO 14001 (Environment) certified? 

D Yes 

(b) If o to 7(a), what is your company doing to attain the ISO 14001 
cert1 tea ion? 

2 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

THANK YOU FOR YOUR VALUABLE TIME AND COOPERATION 

- II -
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[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 

[ ] 


