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ABSTRACT 

The study sought to seek information to help feed manufacturers position the1r offerings in 

the market so that target customers know the key benefits embodied in the ofTenng. Most of 

the feed manufacturers have used product related brand charactenst1cs as well as functional 

benefits only in creating their brand identities. The study had the following objectives. 

i) to determine the extent to which value propositions innuences choice of feed brands 

ii) to identify which amongst the benefits are more Important m mnuencing the cho1ce. 

tii) to establish other factors that could aJso influence the choice of feed brands and also 

the magJUtude of these other factors. 

The study was conducted between May and September 2002 The study covered horse 

owners ~no are members of the llorse Associations of Kenya. Th1s compnsed the population 

of interests. 

However a sample study was used for purposes of data collectiOn whereby the sample umt 

used was based on location that 1s those horse owners residing m Karen- Langata district of 

Nairobi. 

Systematic sampling methods were used to select the elements that composed the sample. 

Primary data was collected usmg questiormaires. Data collected was analyzed to determme 

the emp1ncal d1stnbut1on. Data on Likert Scale was analyzed using statistical programs 

mainly SPSS package. 

The study found out that in taking the broader view of the brand the likelihood of creatmg 

real differentiating value is enhanced Also the study confirmed that product related 

associations always form an important part of the identity because they are directly linked to 

a brand choice decisions thus for animal feeds functional benefits were more criticaL 
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Other factors considered important in influencing the choice ofhorsemeaJ brand amongst the 

horse o~11ers were identified as; 

i) organizational attributes 

ii) brand personality 

iii) brand as symbol 

IV) sponsorship 

v) feeds free from aflatoxins and 

vi) freslmess of feeds 

The author recommends that feed manufacturing firms need to thus also consider emotional 

and self expressive benefits, organizational attributes, brand personahty and brand as symbol 

as well as functional and product related brand characteristics for it's only in taking the 

broader view of the brand that real positioning of the feed brands will occur. 
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OIAPTERO E 

ll'TRODUCrtON 

BACKGROUND 

Back m 1980, the Mmistry of Livestock Development started prepanng briefs on the policies 
and programs wh1ch the ministry was going to adopt and 1mplement as part of the rev1ew of 
government polictes. This arose from the fact that an analysts of the present and projected 
demand situations for the major livestock products indicated larger and posSibly continuing 
deficats over domestac supplies (National Lavestock Development Pohcy, 1980). 

It was anticipated then that we needed a future livestock development pohcy to help the 
nation, avoid any shortfalls in livestock production since such shortfalls would e1ther be 
expensive to satisfy from imports or else the welfare of our people would be senously 
compromised. This objective was dem:ed from the econom1c situat1ons detaJicd in sessional 
paper number four of 1980 while others are spectfic to livestock as a primary production 
sector. (NatJonaJ Livestock Development Policy, 1980) 

The major natJonaJ objective which livestock development was aimed at achieving were; 
allev1ation of poverty through the creatlon of income-generating employment at all stages of 
livestock production (primary production, marketing, processing, transportation and reta1lmg) 
production of swplus over domestic demand for exports whenever poss1ble so as to cam 
fore1gn exchange; and conservation of the natural resources to ensure sustained resource 
productivity in the future {National Livestock Development Pobcy, 1980) 

The major obJecllve which were specific to this primary production sector mcluded the 
production of sufficient animal protems to ensure adequate nutritron for our people; 
production of the necessary raw matenals for our agro-industries mtcns1fi cataon in use of 
high potentJaJ land to ensure higher land and other resource productivrty. (Nataonal Livestock 
Development Policy, 1980) 

However, there were constramts to ach1evmg the above objectives The maJor constramts 
have mcluded the high costs of inputs such as arumal feeds which were e1ther unavallable or 



too e:<pensh·e to the ordinlll)' farmer (National Livestock Development Polley, 1980, hence 

referred to as N. L. D.P. - 1980). 

Other challenges in the industry mclude improving quality. Lack of adequate quality control 

capacity to match the proliferallon of suppliers after liberal1sation has had negat1ve impact on 

the perfonnance of livestock due to poor quality inputs includmg feeds and ,·etennary drugs. 

(National Development Plan 2002-2008). 

The Mtnistry of Livestock Development then came up with sector spec1fic policies aimed at 

increasing meat producllon, dairy production and apiculture. Apart from the foregoing sector 

specific pollc1es, the ministry of livestock development was to implement other measures in 

support of mcreased livestock production. Some of these measures were the development of 

an animal feeds mdustry whose aim was to alleviate the efTects of drought to the primary 

producers. But the greatest challenge aillicting the animal feeds industry resulted from the 

fact that the industry 1s based on by-products of human food processing When there is a 

shortage of human food therefore, there is a shortage of animal feeds ((National Livestock 

Development Po hey-J 980). 

The ministry of livestock development then intended to work closely with the ministry of 

agriculture to develop crops specifically for animal feeds including cassava, lupins, winged 

beans, lucerne, sunflower, millet and sorghum. There were also plans to undertake the 

necessary research to develop appropriate farm level technologies to formulate animal feeds 

from fann by-products and wastes. (N.L.D.P, 1980) 

Currently, tbe country on average produces adequate livestock products mainly milk and 

meat Accordmg to the National Development Plan (2002-2008) the hvestock industry 

contnbutes approximately 10% to the gross domestic product, and the plan predicts that 

successful mnovattons wlll lead to substantive increase in animal populations. 

In order to revitalise the hvestock sub sector, a similar process with regard to the (N L.D.P-

1980) will be pursued during the plan period (National Development Plan 2002-2008) 
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Broad actions to be pursued are promoting and supporting the producllon of feeds from 

sorghum, millet, triticale, oil seeds, fishmeal and the utili1alion of by products of sugar, 

pmeapple and other crops to augment conventional feedstuffs among other actions (National 

Development Plan 2002·2008) 

The countcy on a\erage produces adequate livestock products mainly m1lk and meat 

(National Development Plan 2002·2008). The use of compound feeds have thus mcreased 

greatly. As a result, there has been proliferation of suppliers (National Development Plan 

2002·2008) especially after liberalisation. With over 20 feed manufacturing firms aJI 

concentrated around NaJrobl and 1ts environs competmg for the same market. Th1s has made 

1t difficult for the farmers to choose amongst the many alternatives cons1denng the fact that 

all the products on offer appear to be homogeneous. 

The challenge then to the feed manufacturers is how to pos1t1on their products in the market 

and ulttmately answer the question in the customer's mmd, "why should I buy from you?" 

Koller ( 1999) argues that one frequently hears of one liner formulas that promises marketing 

s uccess and quotes nine of the more prormnent one hners like; wm through higher quality. It 

is true that poor quality 1s bad for busmess but accordmg to Kotler (1999) good quality also 

has its limitations. It is perceived quality according to the customer that drive financial 

performance. (Aaker 1996) 

Other one liner formulas includes win through better service, win through lower prices, Win 

through high market share, wm through adaptation and custorruzation, win through product 

Improvement, win through product innovation, win through entenng h1gh growth market and 

win through exceeding customer expectations (Kotler 1999) 

Clearly then, there is no one market road to success. Instead of relying on one major 

differentiation or thrust, a company needs to weave 1ts O\\-Tl un1que tapestry of marketmg 

qualities and activaties. (Kotler 1999) 

Thus many steps are involved in developing a strong brand. And Kotler ( 1999) argues that 

tlus can be classified under two main headings: 
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- Developing the value proposition 

Building the brand 

Developmg the '•alue proposition involves:-

- Choosing a broad positioning for the product. 

Choosmg a spec1fic positioning for the product. 

- Choosing a value positioning for the product 

- Develop total value position for the product. 

In choosmg a broad positioning, the business unit should focus on being the product 

d1fferentiator, the low cost leader or the nicher. (Porter, 1980) 

According to Kotler (1999) companies need to go beyond a broad positioning to express a 

more concrete benefit and reason to buy drawing from such possibilities as best quality, best 

performance most reliable etc. He further states that 

"in searching for a specific positioning the business unit should consider the following 

possible sources" 

- Attribute positioning- the company positions itself on some attribute or feature. 

- Benefit positioning - the product promises a benefit. 

- Use/application positioning - the product is positioned as the best in a certain application. 

- User poslt.Joning - the product is positioned as the best in a certain application 

- Competitor positioning - the product suggests its superiority or difference from a 

competitors' product 

Category positioning- the company may describe itself as the category leader. 

Quality/price positioning - the product is positioned at a certain quality and price level. 

Kotler (1999) warns that companies must avoid tmderpositioning, overpositioning, confused 

positioning, irrelevant posit.Joning and doubtful positioning. He further notes that buyers 

think in tenns of value for the money. Thus sellers must value position of the brand and he 

distinguishes five value poSitions:- more for more, more for the same, the same for less, less 

for much Jess and more for Jess. 

4 



Thus ro ultimarefy~tisty me customer, the brand needs to offer a set of benefits and features 

referred to as the brand's total offering and by companng thls to the total cost for each 

competitive offering, the customer will choose the supplier who appears to offer the most 

atlracti ve total value proposition (Koller 1999). 

According to Aaker ( 1996), total value proposibon is a statement of the functional, emotional 

and self- expenstve benefits by the brands that provide value to the customer. The functional 

benefit is a benefit based on a product attribute that provides functional utility to the customer 

as such relates dtrectJy to the functions performed by the producL To dtscover what 

emotJonal benefits are, the focus of research needs to be on feelings (Aaker 1996) whereby 

the role of feelings is most important when consumers don' t have deeply considered altitudes 

towards brands (Batra, Myers and Aaker, 1996). 

To generate emotJonal response, the advertisement shouJd be believable and engender 

empathy (Batra, Myers and Aaker 1 996). 

Aaker (1996) observes that the strongest brand identities have both functional and emotional 

benefits. But brands can also become symbols of a person's self concept and thus provide a 

self expressive benefit by providing a way for a person to communicate his or her self image. 

Aaker ( 1996) notes that the purchase and use of brands is one way to fulfill the need for 

self-expression. 

Brands are not evaluated independent of price. A brand that is seen as overpriced by 

customers will not be rewarded even if there are clear and meaningful benefits. He further 

notes that the goal of identity creation and management is usually to focus on benefits rather 

than price. So, most benefits in a value proposition can provide the basis for a customer 

relationship (Aaker 1996). 

The purpose of thJs paper then is to determine the extent to whicb value propositions 

influences choice of horse feeds. 
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First. the paper describes the meaning of value propositions and brand identity Secondly, it 
descnbes the role of price and various positioning strategies currently in use. 11urdly, it looks 
at the application of value propositions in feeds marketing. 

STATEMENT OF TilE PROBLEM 

There is generally a growing need for quality feeds in Kenya today (National Development 
Plan 2002-2008) Thus many feed companies have cropped up to prov1de feed for the 
growing industry resulting in perfect competition. 

The products on offer tend to serve the same purpose. And most of the feed manufacturers 
have positioned their products at a certam quahty level as outlined by specHicat1ons from the 
Kenya Bureau of Standards (KS 01-62. 1990, KS 01-138. 1990, KS OJ-(,) 1994, 

KS 01--674. 1999). 

Considering that the ingredients used to manufacture the feeds are the same. the products 
appear to be homogeneous. Thus brand loyalty, a key consideration when placmg a value on 
a brand (Aaker J 996) is eroded. Then what is evident are fluctuations in sales. 

So the infonnat.ton the research 1s seekmg is to help feed manufacturers posttion the1r 
offering so that target customers know the key benefits embodied m the offering 
(Kotler 1999). 

Keller ( 1998) observes that favourable associations occur when consumers believe that the 
brand posses attnbutes and benefits that satisfy the1r needs and wants such that a pos1ttve 
overall brand attitude JS fonned. 

Aaker ( 1996) assens that a common pitfall when creating brand identities is to focus on 
product related brand charactenst.tcs. He thus encourages strategists to break out of that box 
by considenng emotional and self expressive benefits, organizational attributes. brand 
personality and brand symbols as well. For in taking the broader view of the brand, the 
likelihood of creating real differentiating value ts enhanced. 
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This study then seeks to find out, \\hat is the extent to \\hich functional, emot10nal and self 

e:<press1ve benefits influences brand cho1ce? Specifically Horse feeds. 

OBJECTIVES OF TilE STUD\' 

To detennine the extent to wtuch value proposihons mnuences choice of horsemeal 

brand 

2. To 1dentify which amongst the benefits are more important m influencing the choice. 

3. To establish other important factors that influence cho1ce of the horsemeal brand. 

4. To determine the magnitude of other factors considered important in influencing choice. 

IMPORTANCE OF THE STUDY 

Most of the feed manufacturers have used product attnbutes and functional benefits to 

position the1r brands. But Aaker {1996) notes that product attnbutes and functional benefits 

have limitations. He argues that the way to overcome these limitations is to expand the value 

propositions by 

"c:onsiderinz emotional and self-espressive benefits, organizational at1ributes brand 

personality, and brand symbols as weU." 

The findings of this study will be of importance to marketers of feeds who may apply some 

of its results to improve on their brand's personality which serves as a foundation for 

meaningful differentiation in contexts where brands are s1milar with respect to product 

attributes. (Aaker 1996). The results \\ill be better marketing strategies being set so as to be 

able to maintain or gain greater market share and also improved profitability 

The study will also fonn a basis for further research in the same area or industry by other 

scholars, academicians and researchers. 
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CHAPTER1WO 

LITERA TVRE REVIEW 

Introduction: 

The purpose of this chapter is to elaborate the definition of brand identity and of related 

concepts such as the value propositions and credibility that a brand adentity generates. AJso to 

exa.nUne the various positioning strategies that can be applied. A theme of the chapter is that 

there is value in taking the broader view of the brand. To achieve maxamum brand strength, 

the scope of a brand identity should be broad rather than narrow. 

The brand idenbty should help establish a relationship between the brand and the customer by 

generating a value proposttions mvolving functional, emotional or self expressive benefits. 

2.0 VALUE PROPOSITION 

Aaker (J 996) states that a brand's value proposition 

"is a statement or the functional, emotional and self-expressive benefits delivered by the 

brand that pro~de value to the customer. An effective value proposition should lead to 

a brand-customer relationship and drive purchase decisions". 

Kotler (1999) argues that no company can be good at everything. This is due to the fact that 

companies have limited fWlds and must decide where to concentrate them. Again choosing to 

be good at one thing may reduce the possibility of being good at something else. Thus to help 

the customer choose our product, we need to mention all the benefits and features that the 

bnmd provides. This set of benefit and features is referred to as the brand 's total offering. 

But Kotler ( 1999) argues that the customer will also want to assess his totaJ costs of 

acquiring, using, storing and disposing of the product. The seller's price is only one of the 

costs. Others are the effort, time and psychic costs. Then the customer examines the 

difference of the total offering to the total cost for each competitive offering he is 

considering. The customer will choose the supplier who appears to offer the most attractive 

total value proposition. 
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2.1 VALUE PROPOSITION AND BRAND IDENTITY 

In building strong brands- those that wtU create customer interest and lo.>alty by providing a 

value proposition and a basis for a relatJonstup- requires a clear effective specification of the 

brand identity and position 

Aalcer (1996) states that to guide the marketmg program most effectively, the Identity needs 

to include, m add1t1on to the core 1dentity an extended 1dcntity and identity symbols. lie 

further states that a common pitfall when creating brand 1dent1ties 1s to focus on brand 

attributes. Firms must break out of the brand as product box by considering emotional and 

self-expressive as well as functional benefits and by considering the brand as a person, the 

brand as organizations, and the brand as a symbol perspecltve 

Aaker ( 1996) notes that the perspectives are very different Their goaJ 1s to help the strategist 

consider different brand elements and patterns that can help clanfy, ennch and differentiate 

an 1dentJty. A more detailed identity will also help guide implementatton decisions. He 

observes that, just like a person's adentity serves to provide d1rections, purpose and meaning 

for that person. a brand identity similarly provides direction, purpose and meaning for the 

brand. 

Aaker {1996) defines brand identity as 

"a unique set of brand assodations that the brand stratqists aspires to create or 

maintain. These associations represent what the brand stands for and imply a promise 

to aJstomen from the orcanizations memben." 

Brand identity should help establish a relationship between the brand and the customer by 

generating a value proposition involving, functional, emotional or self-expressive benefits. 

To elaborate the defmition of brand identity, Aaker (1996) provades a brand 1denttty planning 

model which the author intends to adopt since it shows that there is value m expandmg the 

concept of a brand. 
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Fi&ure 2:0 Brand Identity Plannin& Model 

BRAND IDENTITY 

BRAND AS BRAND AS 
BRAND AS 

BRAND AS SYMBOL 
PRODUCT ORCANIZ.A TION PERSON 

I. Product 8COJ!C 7. Organ11.o111011 9. PI: RSONALITY e g. I I . Visual Imagery 

2. Produc:t attnbuto attributes e g. genuine, energetic, rugged &Met1phon 

3. Qulhty/ Vlllue imoV11bon, consumer 10. Oran.J c;ustomer 12 8...00 heritage 

4 thet concern. truttwortbncs! rela110nship e 8 friend, 

.s UJC1'1 8. l.oc:aJ vs global adviser 

6. Country of orip 

~ 1 
VALUE PROPOSmON CREDIBILITY 

-Functional • Ernot~ooal • Self-Expressive ·Support other brands 

a-r.a. Bene fill Benefill 

1 

BRAND - CUSTOMER RELA TJONSHlP 

Not every brand identity needs to employ all or even several of these perspectives. For some 

brands, only one will be viable and appropriate Aaker (1996) Each brand should, however, 

consider aJJ of the perspectives and use those that are helpful in articulating what the brand 

should stand for in the customer's rrund. 

2.2 FUNCTIONAL BENEFITS 

Aaker (1996) states that the most visible and common basis for a value proposition is a 

functional benefic, that is, a benefit based on a product attribute that provides functional 

utility to the customer. Such a benefit will usually relate directly to the functions perfonned 

by the product or service for the customer. He further argues that functional benefits 

especially those based upon attnbutes have direct links to the customers decistons and use 

expenences. 
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If a brand can dominate a key functional benefit. it can dominate a category (Aaker 1996) 

forcing competitors to position their brands along inferior dimensions, The challenge is to 

select fWlctionaJ benefits that will "ring the bell" \\ith customers and that \\111 support a 

strong position relative to competitors. Aaker (1996) notes that the latter task mvolves not 

on!} creating a product or sen:ace that delivers, but also commurucating that capabihty to 

customers. 

However, functiOnal benefits have limitations (Aaker 1996) tn that they ofien fail to 

dt1Terent1ate, can be easy to copy, assume a rational decisaon maker, can reduce strategic 

flexibiltty and mJubat brand extensions. To overcome these limitations, Aaker ( 1996) notes 

that \\C need to expand the brand identity perspective beyond product attnbute by considering 

the brand as an organization, person and symbol. Another is to ex.pand the value proposition 

to include emotJonaJ and self-expressive benefits as well as functJonaJ benefits 

Functional benefits are often linked to fairly basic motivations such as physiologicaJ and 

safety needs, and involve a desire to satisfy problem removal or avoidance (Keller 1998) 

2.3 EMOTIONAL BENEFITS 

Aaker ( 1996) observes that when the purchase or use of a particular brand gives the customer 

a positive feeling, that brand is providing an emotional benefit. Emotaonal benefits add 

nchness and depth to the experience of owning and using the brand To dascover what 

emotional benefits are or couJd be associated with a brand, Aaker ( 1996) notes that the focus 

of research needs to be on feelings. As such we need to ask ourselves how do customers feel 

when they are buying or using the brand? What feelings are engendered by the achievement 

of a functional benefit? Aaker ( 1996) notes that most fWlctional benefits will have a 

correspondmg feeling or set of feelings. 

2.3.1 HOW FEELINGS G IVE MEANING TO BRAND. 

Batra, Myers, and Aaker (1996) states that ad evoked feelings can shape consumers attitude 

towards brands. But they observe that the role of feelings in advertismg as most important 

when consumers don't have (or don't care to have) deeply considered attitudes towards 
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brands. According to Batra. M)ers, and Aaker (1996), attitudes towards a brand have tY.O 

components. An evaJuati~e component that is inOuenced by beliefs about the brand and a 

brand specific "Jil..ing .. that cannot be explained by knowledge about beliefs. This "liking'' 

component IS presumed to be based on the attitude towards the ad as well as by exposure 

effects. 

The relative importance of likmg will be high when the amount of brand attributes 

mforma1Jon and associated processing efforts are low. This suggests that feelings are 

probably more important in shaping brand attitudes in low involvement situations. 

Batra. Myers, and Aaker ( 1996) note that those ads evoking positive feelings reduce the total 

amoWlt of thinking that consumers go through about the reasons stated in the ad why that 

brand is better. They further note that ads evoking feehngs are most likely to be needed when 

consumers have a low level of intrinsic interest in the product category or brand, so that they 

are not forming deeply considered attitudes. This is most hkely to happen in the mature 

stages of a product category's life cycle. 

Aaker ( 1996) states that there can be a set of feelings and emotions attached to a brand 

personality, just as there are to a person. Such that some brands can be aggressive and pushy 

while others can be warm and empathetic. Such use of a brand can cause feeHngs and 

emotions to emerge. These feelings can be a part of self expression. A warm person will be 

most fulfilled when a warm feeling occurs. Similarly, an aggressive person wtll seek out 

contexts where aggression is accepted. 

Keller (1998) refers to emotional benefits as experiential benefits and argues that these 

benefits relates to what it feels like to use the product or service and can correspond to both 

product related attributes as well as non-product related attributes such as usage imagery. 

These benefits satisfy experiential needs such as sensory pleasure (sight, taste, sound, smell 

or feel), variety and cognitive stimulation. 

Emotional rewards are often at the heart of the motivation that builds the value of brand 

equity. Emotions help give products meaning and increase product use satisfaction while also 

potentially enhancmg product perceptions. 
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The feelings associated with a brand and the emotions they eroke can become so strongly 

associated that they are accessible dunng product consumption or use. 

2.4 SELF-EXPRESSIVE BENEFITS 

Aaker (1996) argues that a brand can prO\ilde self-expressive benefits by providing a way for 

a person to commurucate Jus or her self-mtage. Constdenng the fact that a person has 

multiple roles, then for each role, the person will have an associated self-concept and a need 

to express that self-concept. Accordmgly one way to fuJftJI this need for self-expression is 

the purchase and use of brands. He observes that when a brand provides a self-expressive 

benefit, the connection between the brand and the customer is hkely to be heightened 

However, there is a close relationship between emotional and self-expressive benefits. But its 

helpful to consider self-expressive benefits separately (Aaker 1996) by focusing on the 

following; 

- Self rather than feelings 

- Public settings and products (for instance wine and cars) rather than private ones (such as 

books and TV shows) 

- Aspirations and the future rather than memories of the past. 

- The permanent (something linked to the person's personality) rather than transitory. 

- The act using the product (wearing a cookjng apron confirms oneself as a gounnet cook) 

rather than a consequence of using the product feeling proud and sat.Jsfied because of the 

appearance of a well appointed meal. 

Keller (1 998) refers also to their benefits as symbolic benefits and argues that they are more 

extrinsic advantages of product or service consumption and usually correspond to non­

product related attributes especiaUy user imagery. Symbolic benefits relate to underlying 

needs for socaal approval or personal expression and outer directed self-esteem. Thus 

consumers may value the prestige exclusivity or fashionability of a brand because of how it 

relates to their self-concept (Ketler 1998) Symbolic benefits should be especiaJiy relevant 

for socialfy vtStble "badce" products. A badge product is one where consumers believe that 

brand usage signals or conveys some information about the person to others. 
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2.5 THE ROLE OF PRICE 

Aaker (1996) notes that a brand's price is also related to the benefits that the brand provides. 

A pnce that IS too high relative to the benefits wtll undercut the product service's value 

proposit.Jon, as brands are not evaluated independent of price A brand that is seen as 

overpnced by customers wiJI not be rewarded even if there are clear and meaningful benefits. 

Price however is a complex construct. (Aaker 1996). Wh1le a higher pnce can reduce the 

value proposition, it can also signal higher quality as long as consumers take it as true. As 

part of brand identity, price can define the competitive set such as whether the brand is 

upscale, middle market or downscale (Aaker 1996). A high price must signal a higher quality 

or a premium position. A low relative price signals a lower quality or lower value posit1on. 

The issue then is whether the value proposition is driven by benefits or by pnce. 

Aaker (1996) concludes that in value proposition focus on benefits rather than price. For 1f 

you talk of benefits, then you can claim to be competitive in that product compet1tJve set 

Batra, Myer and Aaker (I 996) state that heavy users of brand are concerned with obtaining 

good value in all their purchases and tend to be attracted to whatever brand is on sale 

To illustrate the relationship of brand 's price to the benefits, the author intends to adopt the 

value proposition model from Aaker (1996). 

Figure: 2. I 

The value proposition 

Functional benefits Emotional benefits Self-expressive 

benefits 
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2.6 POSITIONING STRATEGIES 

Kotler ( 1999) defined positioning as the effort to implant the offerings key benefits and 

differentJatJon m the customer's mind. He further argues that in addition to the key benefits, 

seJJers wiU present additional reasons to potential buyers as to why they should buy their 

brand. A brand is not onJy single positJoned on one centraJ attnbute or benefit, but cames 

fuller positioning. The full positioning of the brand is called the brand's value proposition. 

Batra, Myers and Aaker (1996) notes that the key idea m positioning strategy is that the 

consumer must have a clear idea of what your brand stands for in the product category, and 

that a brand cannot be sharply and d1stinctJy positioned 1f It tries to be everything to 

everyone. Such positioning is achieved mostly through a brand's marketing commumcat1ons, 

although its d1stnbution, pncing, packagmg and actual product features also can play maJor 

roles. 

Batra. Myers and Aaker {1996) states that 

"positioning is not what you do to the product, but what you do to the consumer's mind 

through various communication" 

Many products in the market for instance have identical formulas but are promoted for 

different purposes, by using different names, packaging, product forms and advertismg. 

Batra, Myers and Aaker (1996) argue that a positioning strategy is vital to provide focus to 

the development of an advertising campaign And they 1dent1fy seven approaches to 

positioning strategy. 

- Using product characteristics or customer benefits. The product promises a benefit 

(Kotler 1999) and probably the most used positioning strategy which associates an obJect 

with a product characteristic or customer benefit. (Batra, Myres and Aaker) 

- Positioning by price and quality. Batra, Myers and Aaker ( 1996) note that the pnce 

quality issue is so important that it needs to be considered in any positioning decision 

This is because in many product categories, there eXISts brands that deliberately attempt 
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to offer more in terms of service. features or performance. Manufacturers of such brands 
charge more, (Batra et aJ 1996) partly to cover higher costs and partly to help 
commumcate the fact that they are ofh1gher quality. 

- Positioning by use or application Kotler ( 1999) argues that the product is positioned as 
the best in a certam apphcat1on. Batra, Myers and Aaker (1996) observe that a 
positiorung by use of strategy represents a second or th1rd pos1t1on for the brand, a 
position that dehberately attempts to expand the brands market 

- Positionmg by product user. The product is posataoned m terms of a target user group. 
(Kotler 1999) For example, many cosmetic companaes have used a model or personality 
to position the1r products (Batra et aJ 1996). The expectation is that the model or 
personality W111 mfluence the products image by reflectang the charactensucs and image 
of the model or personality commurucated as a product user. 

- Positioning by cultural symbols. Batra, Myers and Aaker (1996) note that advertisers use 
deeply entrenched cultural symbols to differentiate their brand from competitors. The 
essential task is to identify something that is very meaningful to people that other 
competitors are not using and associate the brand with that symbol. 

- Positioning by product class. Some products need to make cnticaJ positionmg decasions 
that involve product-class associations Batra et al ( 1996) For example some margarines 
position themselves with respect to butter 

- Positioning by competitor. In most posataoning strategies, an exphc1t or 1mphc1t frame of 
reference is one or more competitors Batra, Myers and Aaker ( 1996) 

They observe that 1t is useful to consider positioning with respect to a competitor for two 
reasons: first, the competitor may have a firm. well-crystallil.ed image developed over many 
years. As such, the competitors' image can be used as a bridge to help commumcate another 
unage referenced to it Second, sometimes it is not important how good customers thmk you 
are; it is just important that they believe you are better than a given competitor. 
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Batra, Myers and Aaker (1996) notes that the identification and selection of a positioning 

strategy can be d1fficult and complex. But they state that It becomes more manageable if it is 

supported by marketing research and decomposed into a six-step process. 

• Identify the competitors 

• Determine how the compelltors are perceived and evaluated 

• Determine the competitors' poSttlon 

• Analyze the customers 

+ Select the position 

+ Monitor the position 

In each of these steps, one can employ marketing research techniques to provide needed 

mformation. Sometimes the marketing research approach provides a conceptuali1.ation that 

can be helpful even ifthe research is not conducted. (Batra, Myers and Aaker 1996) 

2.6.1 Identifying tbe competitors 

Batra, Myers and Aaker {1996) notes that in most cases, there will be a primary group of 

competitors and one or more secondary competitors and 11 wdl be useful to 1dent1fy both 

categories. One approach is to detennine from buyers of a product which other products they 

conSJdered and another approach is the development of association of products with use 

situations. 

So, a sample offeed buyers might be asked what other feeds they might have bought instead 

or what brand would have been purchased had wann feeds brands been out of stock. The 

resulting analysis thus will identify the primary and secondary groups of competitive 

products 

2.6.2 Detennioing how the competitors are perceived and evaluated. 

Batra, Myers of Aaker (1996) states that to determine how competitor products are perceived, 

it is necessary to choose an appropriate set of product attributes for the companson The term 

attributes includes not only product characteristics and customer benefits but also product 
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associations such as product uses or product users The task is to identify potentially relevant 
attnbutes. to remove redundanctes from the hst and then to select those that are most useful 
and relevant in describmg brand images. 

2.6.3 Determining Che competitor posiCion 

The primary focus of interest is how competitors are poslltoned with respect to the relevant 
attributes. What is the customer's image of the vanous competitors? We are also interested 
in how they are positioned with respect to each other. Which competitors are perceived as 
similar and which as different? Batra, Myers and Aaker ( 1996) notes that it is possible to use 
research to help answer such questjons empirically that ts multi-dimensional scaling whtch 
can be based upon either attribute data or non-attribute data. 

2.6.4 Analyzin& the customers 

The ultimate positioning decision spectfies where in the perceptual map the brand should be 
positioned. Batra, Myers and Aaker (1996). Thus the task is usually to identify segments or 
clusters of customers based on their preferred locations in the perceptual maps. 

2.6.5 Makin& the positioning decision. 

Batra, Myers and Aaker ( 1996) states that it is not possible to generate a solution to the 
positioning question however, some guidelines or checkpomts can be offered 

- An economic analysis should guide the decision. Of interest thus would be the potential 
market size times the penetrating probability. 

- Positioning usually implies a segmentation commitment. Batra, Myers and Aaker ( 1996) 
observe that the effect of generating a distinct, meaningful position IS to focus on the 
target segments and not to be constrained by the reaction of other segments 

For the case of Wann feeds where you attempt to reach all segments of the feed users in that 
case, it might be reasonable to consider deliberately generating a diffuse image, or an image 
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that will mean d1fferent things to different people. Batra, Myers and Aaker (J 996). 
However, they warn such an approach IS risl1· and difficult to implement and usually would 
onJy be used by a large brand with a very strong market position. 

• Jfthe advertising is working, stick with it 

• Don't try to be something you are not 

• Consider symbols 

A symbol or set of symbols can have strong associations that should be considered when 
making positioning decisions. 

2.6.6 Monitor the position 

Batra, Myers and Aaker (1996) note that a positioning objective hke any advertismg 
objective should be operational in that it should be measurable. To evaluate the advertlsmg 
and to generate diagnostic information about future advertising strategies, 1t IS necessary to 
morutor the position over ttme. This can be done through a variety of techniques including 
showing test ads to one group of consumers, but not to another, and d1fTcrences in the1r 
pos11Joning maps are then compared. 

2.7 VALUE PROPOSITION AND FEED MARKETING 

Aaker (1996) states that all product classes are struggling to fmd points of distlnctJon in the 
face of deteriorating market contexts. He further argues that powerful customers are focusmg 
on price in an era of belt tightening. A price emphasis is further fostered by aggressive or 
desperate competitors and by defensive players tmwilling to cede market positiOn. Product 
innovations are quickly copied or attract only small niches. How then can feed brands 
differentiate themselves and maintain an advantage? 

Kotler (1999) argues that today's smart marketers don 't sell products, they sell benefit 
packages. They don't seU purchase value only, they seU use value. He states that there are 
three ways a company can deliver more value than tts competJtors. 
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+ It can charge a lower price 

• It can help customer reduce his other costs 

+ It can add benefits that make the offer more attracti\e 

Of particular importance is winning through offering more benefits to the customer 

Kotler (1999) observes that value-adding companies have figured out a stronger value 
offenng or benefit bundle to win the buyers preference. They can offer one or more of the 
following benefits to win the customers business. 

• Custommng 

t More convemence 

• Faster service 

+ More and/or better service 

• Coaching, training or consulting 

• An extra-ordinary guarantee 

t A membership benefits program 

In feed marketing, each brand should however consider all the brand 1dentity perspectives 
and use those that are helpful in articulating what the brand should stand form the customer's 
mind. 

2.7.1 The brand as a product 

Product related association attributes directly related to the purchase or use of a product can 
provide functional benefits and. sometimes, emotional benefits for customers (Aaker 1996) 
A product related attribute could create a value proposition by offering somethmg extra (hke 
features or services) or by offering something better. 

Thus Wann feeds can offer something better by offering more convenience or something 
extra by offering free delivery services for an order of a tonne and above. Wann feeds can 
also position their brands by a type of user. For example, wann feeds horsemeal can claim to 
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be the feed for active horses for Aaker (1996) notes that a strong user position can imply a 
value proposition and a brand personality. 

2.1.2 The brand as an or:anization 

Aaker ( 1996) observes that organuational attributes can contribute to a value propos1tion. In 
particular, organizational association can provide functiOnal benefits. An organu.atJon \\oith a 
reputation for havmg a product-quality culture prov1des value m the fonn of higher delivered 
quality and a guarantee against unpleasant usage expenence. Concern for customers can 
reassure the customers that the product will be supported. Aaker (1996) also notes that 
organizational associations can stJmuJate emot1onaJ benefits. Feelings of respect and 
admiration, for example, can be connected to an orgamtat10n because of 1ts programs and 
values. Thus wann feeds can involve itselfm charity work, wh1ch can help stimulate feelings 
of affection and respect. Organizational associations can also prov1de self-expressive 
benefits. For exarnple,lmkmg oneself (perhaps through a purchase) wtth warm feeds, that is, 
as major sponsor of the local polo tournament, could reinforce one's concept ofloving polo 

However organizational attributes are more enduring and more resistant to competitive 
claims than are product attnbutes. 

2.1.3 Brand as a person: Brand personality 

Aaker (1996) notes that a brand personality can create a stronger brand m several ways. 
First, it can help create a self-expressive benefit that becomes a vehicle for the customer to 
express his or her own personality. For example, a wann feeds buyer m1ght ident1fy 
hlmselflherself as innovative, creative, genuine, energetic etc. 

Second, a brand personality may help communicate a product attnbute and thus contribute to 
a functional benefit. For example, the energizer rabbit is an upbeat personality who never 
nms out of energy, just as the battery it symbolizes runs longer than others Also Michelin 
mans' strong energetic personality suggest that Michelin tyres are also strong and energetic 

21 



There can be a set offeelmgs and emotions attached to a brand personality just as there are to a person. (Aaker 1996) Thus some brands can be aggressive and pushy, "hile others can be warm and empathetic. Such use of a brand can cause feelings and emotions to emerge. 

2.7.4 Brand as a symbol 

Aaker (1996) highlights three types of symbols: visual imagery, metaphors and the brand heritage. He further notes that symbols are more meanmgful1fthey mvolvc a metaphor with the symbol or a symbol characteristic representing a functional, emotional or self-expressive benefit. 
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CHAPTER THREE 

RESEARCH DESIGN 

3.1 POPULATION 

There are various categories of feed buyers just as there arc vanous categones of animals. 

However, for this study, the author concentrated on horsefeeds. Thus the population of 

interest was the horse owners in Karen Nairobi. The population Jist was drawn from the 

annuaJ membership of the Horse Association of Kenya (HAK) 2002. 

The respondents for the study were persons vested w1th the responsibility of buying the 

horsefeeds. These were either owners or managers of the various stables who were thus 

considered familiar with the key considerations before one makes the purchase for the 

various feed brands on offer in the market of which the research identified as SIX brands. 

3.2 SAMPLING METHOD 

A sample study was used for purposes of data collection. The sampling frame used was the 

membership list obtained from the Horse association of Kenya (HAK) which draws members 

from all over Kenya Currently membership is in excess of 70. To delineate the sample unit, 

the author used location to select [Tom the list all those horse owners who reside in Karen­

Langata District of Nairobi, since this is where majority of the horse owners are concentrated 

being in excess of 50. 

To select the elements that compose the sample, systematic sampling methods was used, 

which involved systematically spreading the sample through the list of population members. 

Thus since the population contains 50 (=N) people and a sample size of 15 (=n) (see appendix 

four) is desired, every third (=1 sampling interval) person was selected for the sample 

The starting point was randomly chosen between the first name and the third name inillally 

and then every third name was chosen. The list of elements in the sampling frame was 

arranged in a random order (that is alphabetical), and the accuracy of the systematic sampling 

was then assumed to be equal to that of simple random sampling. 
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The researcher allowed a samphng error of 0. J at the ninety fi\.e percent confidence level, 
and the population variance or the expected \anance of0.04 (See appendix 3) 

3.3 DATA CO LLECfiON 

The study used primary data as such survey method was used to conduct the research. As 
such various methods of personal interviewmg were used tncludmg 

a) door to door mterv1ewing for those who fall in the sample whereby respondents were 
interviewed in person in the1r homes and for those who could not be reached dunng the 
day 

b) self-administered interview method was used where the mtemewer len the quest1onnaJTe 
and picked it up later. As such a survey is seemed appropriate since most of the 
respondents were uniquely qualified to provide the des1red informatJOn 

And also the survey method provided the descriptive information on feelings, behefs and 
attitude. Primary data was collected using questionnaires. 

The questionnaire contained structured close-ended and structured open-ended questions. 
For validation of the questionnaire, this was first pre-tested wtth few respondents and 
thereafter revised to suit the objectives of the study. 

The questionnaire was m two parts. The first section of the questionnaJTe ga>ve a general 
background of the respondent and the second part gave information on attributes of benefits 
sought. 

3.4 DATA ANALYSIS 

Before processing the responses, the raw data obtained from the questtonnaire underwent 
prehminary preparations before it could be analyzed usmg stallsttcal techmques This 
tncluded data editing and statistically adjustmg the data. 
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The data was then tabulated, that is, analyze each quesuon by itself to determme the 
empirical distribution (frequency distribution). Tius enabled the researcher to detenmne the 
extent of item, non-response, errors and also the shape of the distnbullon of the variables. 

The tabulation also helped the researcher calculate the descriptive (summary) statistics 
particularly the percentages. Data on the Likert scale was analyzed using statisltcal programs 
mainly SPSS. 
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CHAPTER FOUR 

SUMMARY, DISCUSSIONS AND CONCLUSION 

Introduction 

ThiS chapter contains summaries of the data which was collected together with the findings 

on various issues The chapter also presents the discuss1ons of the findings revealed in the 

study. Even though all the questions in the questionnaire have been evaluated, the questions 

presented using descriptive statistics (tables, frequencies and percentages) are those that were 

considered as more appropriate to address the stated object•' es Th1s tnes thus to bnng out 

the various benefits that influences choice ofhorsemeaJ brand. As such the concentratiOn •s m 

those questions that helps the author gather information on the functional benefits, emotional 

benefits and self-expressive benefits to sought And in this case try as much to address the 

main objective of the study (determination of the extent to which value proposJllons 

mfluences choice of horsemeal brand). 

The full list of tables of the findings are exhibited in the append1ces sect•on. 

4.1 DISCUSSIONS AND SUMMARY OF FINDINGS 

Even through strategists are encouraged to avoid the product attribute fixation trap, product 

related associations always form an important part of an identity because they arc directly 

linked to brand choice decisions and the use experience as evidence by results smce 61 .5% of 

the respondents agree that convenience is a major influencer of brand choice. See Table 4.1.0 

Table 4.1.0 Convenient Location 

Responses Frequency Percent 
strongly agree 4 30 8 

agree 4 30.8 

neither 3 23 1 

disagree I 7.7 
strongly disagree 1 7.7 
Total 13 1 lO<L 
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L1kewise for quahty consistency Table 4. 1.1 shows that over 53.8% of the respondents 
strongly agree and 38.5% agrees that consistency tn the quality of the product is a major 
consideration when choosing brands. 

Table 4.1.1 Consistent Quality 

ree 7 
5 

13 

Thus for brand strategists the product related attnbutes can create a value proposition by 
olfenng something better for example the convenience 111 the locallon. 

Quality/Value is also a product related attribute also cons1dered Important Value ennches 
the concept by adding the price dimens1on and the findings on the cross tabs on reasonable 
prices versus conststent quality proves this smce 71.4% of the respondents strongly agree that 
we should strive to provide value by offenng the highest quality product at reasonable pnces 
as shown by Table 4. I .2 

Table 4.1.2 Reasonable Prices • Consistent Quality Cross Tabulation 
o/e within consistent quality 

Responses consistent qual1ty 
strongly agree netther 
agree 

strongly agree 71.40% 40.00% 
Reasonable agree 28 600/o 4000% 100.00% 

lpnces neither 20.00% 
Total JOO.OO% 10000% 100.00% 
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Table 4.1.3 Reasonable Prices * Consistent Quality Cross Tabulation 

% oftotaJ 

Responses consistent quality 

strongly agree neither 
agree 

strongly agree 38.50% 5040% 
Reasonable agree 15.40% 1540% 770% 
prices neither 7 70% 

Total 53.80% 38 50% 7.70% 

Total 

5380% 
38.50% 
7.70% 

100.00% 

The brand-as-organizations perspective focuses on atlnbute of the orgamzat1ons rather than 

those of the product or service. 

Such organization attnbutes as reputatiOn and consastent quality are created by the people 

culture, values and programs of the company. 

Table 4. 1.4 shows that 92.3% of the respondents agree that they purchase feeds from their 

suppliers because they have good reputation and also they offer consistent quality. 

Its then noted that its easier to copy a product than to duplicate an organization with unique 

people, values and programs. 

Second, organizational attributes usually apply to a set of product classes and a competitor in 

only one product class may find it difficult to compete. 

Third, because organizational attributes such as being innovative are hard to evaluate and 

communicate, it is difficult for competitors to demonstrate that they have overcome any 

perceived gap. It is relatively easy to show that for example one's printer is faster that that of 

a competitor, it is hard to show that ones organization is more mnovative 
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Table 4.1.4 Company Reputation* Consistent Quality Cross Tabulation 
Responses consistent quaJity Total 

strongly agree neither 
BJUee 

strongly count 4 2 6 Company agree %of total 30.80% 1.5 40% 4620% reputation 
agree count 2 3 5 

%of total 15 400/o 
-~ 

23 100/o 3850% 
neither count 1 I 2 

%of total 7.70% 7.70% 1540% 
Total count 7 5 1 13 

%of total 53.80% 3850% 7.70% 100.00% 

By positioning a brand by type of user and thus claiming it is the feed for active horses, Table 
4.1.5 shows that nearly 70% of the respondents agree. A strong user type pos1t1on implies a 
value proposition and a brand personahty. User imagery can be based on e1ther typical users 
(people you see using the brand) or idealized users (as portlayed in ad\crtising and 
elsewhere). 

User imagery can be a powerful driver of a brand personality, in part because the user IS 

already a person and thus the difficulty of conceptualizing the brand personality 1s reduced -
the upscale personaJity of Mercedes is influenced by user imagery. 

Table 4.1.5 Active Horses 

Resvonses Frequency Percent 
strongly agree 5 38 5 
agree 5 38 5 
neither 2 15.4 
stron8Jy disagree I 77 
Total 13 100 

The other strategic option of associating the brand with a region that adds credtbahty to It, 
23% neither agrees nor d isagrees, whereas 16% were non-comm1ttal proves that locat1on 
even though a factor influencing the choice (since 30.8% of the respondent strongly agrees), 
shows that the extent of the effect depends probably on the product class and the md1v1dual as 
shown by the table below. 
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Table 4.1.6 Convenient Location 

Responses Frequency l Percent 
strongly agree 4 _1 30.ft 
agree 5 j 38.5 
neither 3 . 23.1 
strongly disagree J l 7.7 
Total 13 l 100 

By considering the brand as a organiZation for innovativeness of the organi,ation behind the 
brand and commitment to modernizing its manufacturing technology most of the respondents 
did not care much about this, however, knowing that the feed mcorporates local raw materials 
69% agrees that this tS a major determinant of choice of their brand See Table 4. 1.7, 4. 1.9 
and 4.2.0 

Table 4.1. 7 Innovative Company 

Responses Frequency Percent 
strongly agree 2 15.4 
agree I 7.7 
neither 9 69.2 
Total 12 92.3 
System I 7.7 

100 

Table 4.1.8 Penonal Service 

Responses Frequency Percent 
strongly agree 7 53.8 
agree 3 23 I 
neither 3 23. 1 
Total 13 100 

Table 4.1.9 Modem Technology 

Responses Frequency Percent 
strongly agree 2 15.4 
agree 2 15.4 
neither 6 46.2 
Disagree 2 15.4 
System 1 7.7 

13 100 
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Table 4.2.0 Local Raw Material 

Responses Frequency Percent 
strongly agree 4 30.R 
~ee 5 38 5 
neather 3 23. 1 
stTongly disagree I I 7.7 
TotaJ 13 100 

Sance organizational attributes are more endunng and more resistant to competiti\C claams 
than are product attributes, the strategist should thus focus on them for example 
organizational attnbutes can contribute to laJue propositaon. The focal orientation can 
involve emotional and self-expressive benefits based on admaration, respect or sample hkang. 

If the brand is consadered as a person~ as such a major sponsor of our local event Table 4 2.1 
shows that 66.7% of the respondents agree that sponsorship as a major annuencer of choace. 
Likewise 92.3% agree that if the feeds are perceived to be strong and ensure healthaer horses 
and also the brand is considered familiar, 61.5% of the respondents agree that this innucnces, 
their choice of horse meal brand. This is shown by table 4.2.2. The brand as a person 
perspective suggests a brand identity that is richer and more interesting than one based on 
product attributes. 

Lake a person a brand can be perceived as being upscale, competent, impresstve, fun, acttve, 
youthful or intellectual. 

Table 4.2.1 Sponsor Local Event 
r--
Responses Frequency Percent 
strongly agree 5 38.5 
agree 3 23. 1 
neither 2 , 154 
disagree l 77 
strongly disagree 1 77 
Total 92.3 12 
Missing l 7.7 
Total 13 100 
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Table 4.2.2 Strong Feed 

Responses Percent 
17 

strongly _agree 53.8 I 5 
agree 38.5 I 
neither 7.7 7.7 
Total 13 I 100 

Table 4.2.3 Enhance Performance 

Responses Frequency Percent 
strongly agree 5 38 5 
agree 4 30.8 
neither 4 30.8 
Total 13 1 100 

Thus it is true that the brand personality can create a stronger brand for example 11 can help 

create a self-expressive benefit that becomes a vehicle for the customer to express h1s or her 

own personality. It may aJso help communicate a product attribute and thus contribute to a 
functional benefit. 

By considering the brand as a symbol for the unique symbol Table 4.2.4 shows that 38 5% of 

the respondents agrees that this influences their choice however maJonty 46.2% neither agree 

nor disagrees whereas 7. 7% strongly disagrees. A strong symbol can provide cohcs1on and 

structure to an identity and make it much easier to gam recognitiOns and recall Its presence 

can be a key ingredient of brand development and its absence can be a substantial hand1cap 

Elevating symbols to the status of being part of the identity reflects the1r potential power. 

Table 4.2.4 Unique Brand Symbol 

Responses Frequency Percent 
strongly agree 4 30.8 
agree J 7.7 
neather 6 46.2 
disagree I 7.7 

,_strongly dj~ree 1 7.7 
TotaJ 13 100 
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For unique combination of ingredients t bl 4 2 5 h a e . . s ows that 6 I .5% of the respondents agrees 
that the brand heritage for example the horse meal w1th · b' · d d 1 d umque com snat1on an ec arc 
nutrition content on the bag influences the brand cho1ce Shown by Table 4.2.6 ~here 46.2% 
agrees. 

Table 4.2.5 Unique Ingredients 

Responses Frequency Percent 
strongly agree 4 30.8 
C!&fee 4 30.8 
neither 3 23. 1 
dis~ree I 7.7 f- . 
strongly d1sagree ) 7.7 
Total 13 100 

Table 4.2.6 Declared Contents 

Responses Frequency Percent 
strongly agree 4 30.8 
agree 2 15 4 
neither 4 30.8 
strongly disagree 3 23. 1 
Total 13 100 

Thus, symbols on their own do not communicate much. They are more meaningful if they 

involve a metaphor with the symbol or a symbol characteristic representing a functiOnal 

emotional or self-expressive benefit. For example the energizer bunny for long battery hfe or 

Michael Jordans leaping ability for the performance ofNike. 

A strong symbol then can be the cornerstone of a brand strategy. A vivid meanmgful 

heritage also can sometimes represent the essence of the brand. Wann feeds then can have a 

link as the first feed company to have a declared nutrition content on the bag remindmg 

customers that they purchase feeds from a unique company that reminds them of comm1tment 

to quality. 

However, when asked whether the use of the brand makes the experience of using the product 

more exciting table 4.2. 7 shows that 38.5% of the respondents were neutral whereas only 

15.4% considered this as important. Thus feelings played insignificant role in choice of feeds 

and thus the purchase or use of a particular brand did not give the customer a positive feel mg. 
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Table 4.2. 7 Exciting 

Responses Frequency Percent 
very important 2 15 4 fairly important J 7.7 neutral 5 38.5 
not so important 2 15 4 
not at all important J 7.7 
Total II 84 6 
Missing 2 15 4 
Total 13 100 

To the strategist, thus, we need to fuse fWlctionaJ and emotJOnal benefits in order to create a 
composite for horse feeds. 

4.2 CONCLUSION 

The study found out that product related associations will almost al\vays be an important part 
of a brand identity because they are directly linked to a brand choice dec1s1on and the use 
experience. 

But these attributes are not the only bases for customer decisions and competitive dynamics . 
One pitfall to feed manufacturers then is the failure to distingu1sh between a product and a 
brand. The product includes characteristics such as scope, attributes, qual1ty/value and uses. 
A brand includes these product characteristics and much more. 

- Brand users 

- CoWltry of origin 

- Organ11.ational associations 

- Brand personality 

- Symbols 

- Brand-customer relationship 

- Emotional benefits 

- Self-expressive benefits 

The focus on product attributes is often caused in part by a reliance on research IS popular for 

several reasons 
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- It's often effective, because attributes are important to the purchase decision and the use 

expenence. 

- It is relatively easy, smce customers are more comfortable talking about attributes than 

about less tang1ble benefits ( wh1ch m1ght seem irrational ) 

- It reassures managers that customers evaluate brands using a log1cal model, wh1ch means 

that their decisions are easier to predict and understand . 

Thus in brand building, the effort should be to create the texture and depth requ1red so as to 

identify which event to sponsor, which package is superior or what store display supports the 

brand. For there is a need for a richer, more complete understandmg of what the brand stands 

for. 

So, a key to developmg a strong brand identity is to broaden the brand concept to ancludc 

other dimensions and perspectives. These include:-

- Brand as a product perspective that includes user imagery and the countf) (or region of 

origin) 

- A brand identity based on the perspectives of the brand as an organtzat1on, a person and a 

symbol in addition to a product. 

- A value proposition that includes emotional and self expressive benefits as well as 

functional benefits. 

- The ability of a brand to provide credibility as well as a value proposition. 

- The internal as well as external role of the brand identity. 

- Brand characteristics broader than a brand position (active commumcat1ons objectives) or 

a core identity. 

4.3 LIMITATIONS 

The study was constrained by a number of factors. For example, time was a limiting factor 

and this limited the scope and depth of the study. 

Thus owtng to the short time during which the study had to be completed, it was not possible 

to collect information from as many individuals as the researcher had expected smce a census 
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would be appropriate for this study. However the populat1on being dealt "'ith was 

homogenous and thus sampling was considered fine. And also w1th the sampling, it enabled 

more time to be spent on each interview (personal) thereb} mcreasmg the response quallt} . 

The researcher also notes that the study would be much better 1fthe concentration was on the 

whole range of animal feeds which includes Dairy feeds, Poultry feeds, Pig feeds and Dog 
feeds. 

4.4 SUGGESTIONS FOR FURTHER RESEARCH 

It is clear that in order to develop a strong brand identity, it is better to broaden the brand 

concept to include many dimensions and perspectives. This brand identtty provides a value 

proposition to customers. 

But since no company can be good at everything due to limited funds and also due to the fact 

that being good at one thing may reduce the possibility of bemg good at something else, it IS 

the responsibility of the brand strategist thus to consider all of the perspectives and use those 

that are helpful in articulating what the brand should stand for in the customers mind. 

Further research should also incorporate for example other feed buyers including the Dairy, 

Poultry, Pig and Dog feed buyers. Again the study has only been carried out in Karen 

Nairobi Area thus generalizations should only be made in reference to horse owners and, if 

any comparison is to be made, this should only be done to those farmers who reside in the 

same locations and probably who buy also dog feeds. 
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APPENDIX 1: 

Dear respondent, 

LEITER TO RESPO DENTS 

UNIVERSITY OF NAIROBI 

FACULTY OF COMMERCE 

DEPT. OF BUSINESS ADMINISTRATION 

P.O BOX 30197 

NAIROBI 

I am a post graduate student at the University ofNa.Jrobl, faculty of Commerce. In order to 

fulfill the degree requirements, l am undertaking a management research project proposal 

The study is titled 

"Determination of the extent to which value propositions innuences brand 

choice. Case of horse feeds." 

You have been selected to form part ofthis study. This therefore 1s to kmdly request you to 

assist me collect data by filling out the accompanying questionnaire or according me an 

opportunity to come and assist you fill it 

The information provided will be used exclusively for academ1c purposes and will be treated 

with strict confidence. Your name will not appear in the final report A copy of the research 

project with suggestions will be made available to you upon request. 

Your cooperation will be highly appreciated. 

STUDENT 

T.M.MUTUGU 

SUPERVISOR & SENIOR LECfURER, UoN 
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APPENDIX 2: QUESTIONNAIRE 

Please help answer the following questions. 

I. Name of the individual (optional) -------------------------
2 Do you own the horses Yes No ------------
l How many horses do you own/manage -----------------
4 For how long have you had/managed horses 

<1 year 1-2 years 2-3 years 3-4 years > 4 years 

( ) ( ) ( ) ( ) ( ) 

5 L1st all the brands of horsemeal you have ever used. 

6. For each brand please indicate how much you like the brand on a scale of 1- I 0 

I dislike Like it 

() ( )( )( )( )( )( )( )( )( )( 

10 

others 

7. What do you think ts the most important criteria that influences your choJCC of the 

horsemeal brand? 

8 What is your feed consumption per month (in bags) __________ _ 

9. Approximately how many times per month do you buy--------

10. Which brand do you use most ofien. ________________ __ 

11. What one thing do you like most about your feed supplier/manufacturer 
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12. What one thing do you hke least about your feed supplier/manufacturer 

13. Who introduced you to your supplier/manufacturer --------------------14. Please indicate source of advertisement if any 

Have not seen or heard IY Rad1o ~f MQuth 

15. The following reasons are most important in inOuencmg ch01ce ofhorsemeal brand. 

Strongly Neither Agree D•sagree Strongly 

Agree Agree nor D1sagree OJ~ 

- the company carries or has ( ) ( ) ( ) ( ) ( ) 

a reputation for quahty products 

- the prices are reasonable in ( ) ( ) ( ) ( ) ( ) 

relations to quality of the product 

- the location of the company is ( ) ( ) ( ) ( ) ( ) 
convenient 

- the quality of the product 1s ( ) ( ) ( ) ( ) ( ) 

conststent 

- the feed has no antibiotics or ( ) ( ) ( ) ( ) ( ) 

growth promoter 

- it's the feed for active horses ( ) ( ) ( ) ( ) ( ) 

- the texture of the brand ( ) ( ) ( ) ( ) ( ) 

- the nutrition content of the feed ( ) ( ) ( ) ( ) ( ) 
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Strongly Neither Agree Disagree Strongly 

Agree ~ nor Otsagree Otsagree 

- the organizations behind the ( ) ( ) ( ) ( ) ( ) 

brand is known to be innovatave 

- personal service is very ( ) ( ) ( ) ( ) ( ) 

important to me 

- the organization is known to ( ) ( ) ( ) ( ) ( ) 

be committed to modemhe tts 

manufacturing technology 

- the feed is manufactured ( ) ( ) ( ) ( ) ( ) 

locaJiy, incorporating local raw 

materials 

the company offers free ( ) ( ) ( ) ( ) ( ) 

delivery services 

- the brand is a major sponsor ( ) ( ) ( ) ( ) ( ) 

of our local event. (polo, race, 

show jumping) 

- the feeds are strong and ensures ( ) ( ) ( ) ( ) ( ) 

healthier horses 

- the feed enhances performance ( ) ( ) ( ) ( ) ( ) 

of my horse(s) 

- the brand's symbol is unique ( ) ( ) ( ) ( ) ( ) 
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Strongly Neither Agree Strongly 

A&ru Agree nor Disagree Di~agree D1sagr~~ 

- the brand has a unique ( ) ( ) ( ) ( ) ( ) 

combination of ingredients 

- the brand has a declared ( ) ( ) ( ) ( ) ( ) 
nutntion content on the bag 

- the company is able to ( ) ( ) ( ) ( ) ( ) 
customize its offerings 

- it's a familiar brand ( ) ( ) ( ) ( ) ( ) 

- the brand IS readily ( ) ( ) ( ) ( ) ( ) 

available 

I 6. Which of the following reasons are the most important in influencing your choice of 

horsemeal brand from any particular finn? 

Very Fairly Neutral Not so Not at all 

important important important Important 

- package of the brand is of ( ) ( ) ( ) ( ) ( ) 
quality 

- colour ( ) ( ) ( ) ( ) ( ) 

- person who makes the product ( ) ( ) ( ) ( ) ( ) 

- people who endorse the brand ( ) ( ) ( ) ( ) ( ) 
veterinary surgeons/opinjon leaders 
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- the company has knowledgeable ( ) ( ) ( ) ( ) ( ) 
sales person 

Strongly Neither Agree Strongly 
A&ltt ~ nQr D1sgr~~ OI~A&[~Si D1sa&!eSi 

- the company is open at ( ) ( ) ( ) ( ) ( ) 
convenient hours 

- the company offers special ( ) ( ) ( ) ( ) ( ) 
discounts 

- the brand proves good value ( ) ( ) ( ) ( ) ( ) 
for money 

- use of the brand makes the ( ) ( ) ( ) ( ) ( ) 
experience of using the product 

more excllmg 

- the company has knowled- ( ) ( ) ( ) ( ) ( ) 
geable sales person who offers 

advice on use 

- the smell of the product ( ) ( ) ( ) ( ) ( ) 

- the instructions on how to ( ) ( ) ( ) ( ) ( ) 
use are m the package 

- age of the brand in the market ( ) ( ) ( ) ( ) ( ) 

- the company offers various ( ) ( ) ( ) ( ) ( ) 
varieties of feeds 

I 7. Please list all other factors you consider Important in influencing your cho1ce of 
horsemeaJ brand 
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APPENDIX THREE: 

A) DETERMINlNG THE SAMPLE SIZE 

We need to identify 

I. size of the sampling error that is desired 

2. confidence level: for example, the 95 percent confidence level 

3. expected variance 

Using the general formula for the interval estimate (recall that (r and (r- " are the same) 

X± sampling error, or X...:r ~ 

.l'n 

We know that sampling error = 2lS: 
./n 

dividing through by the sampling error and multiplying by ..Jn 

..J n = zlr- I sampling error 

and squaring both sides we get an expression for sample s•~e 

n=Z2 lr 2 I (sampling error)2 

B) DETERMINING THE POPULATION ST ANDARD_ DEVIA TION 

In most cases the population standard deviation is not known and thus II must be estimated by 

usmg one of several available approaches. For this study, the researcher used an approach 

referred to as "worst case" situation (Aaker, Kumar and Day 2000). 

In this case, the largest population variance would occur if haJf the population would respond 

With a +o.2 and the other half with a - 0.2. 
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Population opinion 

On for example 

3(-

spollSOislup 5 -

-02 -OJ 

DiSt18fCC 

The population variance would then be 

0 .. 0 I 

Nc1thcr Asrcx ASJCC 

nor Di sagrcc 

o.5(0.2 - oi + o.5 (0.2 - 0)2 = o.5 (0.04) + o.5 (0.04) 

=-0 04 

Since the allowed samplmg error = 0.1 

Then to determine the sample size n = ~ 
(sampling error)2 

This implies that Z = I. 96 for the 95% confidence level 

N = (1.96)2 (0.04) 

(O.Ii 

= 3.84 (0.04) = 0.1536 = 15.36 

0.01 0.0 1 

To select the sample 

-+{)2 

Strong!} Agree 

Using systematic samplmg: trus mvolves systemaLJcally spreading the sample through the hst 

of population members. 
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Thus if N (population) ~ 50 

And n (sample size) of 15 is requ1red, 

Then every [50115 = 3 33j third(= 1, sampling inten·al) person is selected for the 

sample 

Randomization will occur in the selection of the first person 
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