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ABSTRACT

This study intended to find out how marketing planning is practiced in the Kenyan
manufacturing sector. The focus of the study was on manufacturing firms operating in Naitobi who
are members of the Kenyan association of manufacturers. The objective was to investigate the state
and use of marketing planning to gain competitive edge by the large, ptivate manufacturing companies
in Kenyan.

To achieve these objectives 3 hypothesis were formulated and tested. Data was collected
through  self-administered questionnaires. The questionnaites had both the structured and
unstructuted questions. Respondents were marketing decision-makers of the selected firms. The
collected data was analysed using descriptive statistics. Likert profiles wete drawn to show any visual
differences. Further analysis was done using the Kruskal Wallis rank test.

The study found that the principles of matketing planning ate well known but the practice is
still very poor in the Kenyan manufacturing sector. While most of marketing planners seemed
conversant with the principles of strategic matketing planning, few lived by them. They focused too
much on tactical marketing planning and emphasized more on business system, sophisticated
techniques and lengthy writings assignments. Firms owned by foreigners are more involved in
marketing planning but there was no difference among firms operating in various sectors of the
economy.

Most of those charged with the process complained of lack of support from the top
management. They claimed that too much pressure to produce results in the short-run forced them to
have short-term plans leaving the future of the firms to chance.

If marketing planning is to have any impact in our organizations, It must be based on
continuous dialogue between key managers and be build solidly into the management process rather
than be treated as a discrete function. The focus should be on substantive improvement in forward
thinking and action through analytical analysis, continual environmental scanning and more top
management input. While tactical planning remains important, marketing planners must invest more

in long-term planning to increase the chances of the future survival of their business.
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1.00 CHAPTER ONE; INTRODUCTION
This chapter gives the background information on the Kenya manufacturing sector, an

overview of planning and strategic marketing planning. It also contains the tesearch problem, the

objectives, hypothesis and the importance of the study.

110 An Overview of Kenya Manufacturing Sector

The Kenyan manufacturing sector is one of the fastest growing sectots in the economy.
Initially it was developed under the government policy of import substitution (1967). The recent
change in government policy has reduced government participation in this sector (Aosa, 1992).
Output in the sector recorded real growth of 3.9, 3.4, and 1.9 per cent in 1995, 1996, 1997. Some
factors were quoted to have caused the slower growth including; deepening effects of trade
liberalization, power rationing in the eatly part of 1997, divetsion of transit goods into the local
market, poor infrastructure that led to high input costs, high interest rates on .working capital
competition from unaccustomed imports (K.A.M, 1998). The financial crisis in the Southeast Asia is
also affecting the ability of the local manufacturers to compete both in the domestics and the export
market.

The sector is heavily oriented towards production of consumer goods. There is little
production of intermediate and capital goods ( Coughlin et al, 1990). The industry can be classified
into three sectors, which are discussed below;

(1))Agro-based industrial sector

This sector contributes around 89% of the value added in the manufacturing sector. It has
developed on the basis of traditional domestic resource activities. Included are food processing,
animal feeds, beverages and tobacco; miscellaneous food products; tanneries and leather products,
woods and wood products; pulp and paper industries (K.A.M, 1998).

(i) Hagineering and Construetion industrial sector




Included are metals and fabricated metal products, machinery and equipment; furniture and
fixtures; structural metal products; electronics, transport machinery and equipment and miscellaneous
machinery. The sector relies heavily on imported raw material and contributes about 12% of the value

added in manufacturing (IK.A.M, 1998).
(iif) Chemical and Mineral industrial sector

Included are sub-sectors like industrial chemicals; fertilizers, salts; pesticides; including
pytethrum extract, paints, varnishes and Lacquers, pharmaceuticals (drugs).

The survival of Kenya's manufacturing industry will depend on its ability to create linkages
with other major sectors of the economy such as, agriculture and the service industry. The
government's ability to create a more relatively enabling environment and inter industry linkages to
facilitate transfer of technology, skills and enable individual firms to realize the economies of scale
(K.A.M, 1998). According to the G.O.K Sessional paper No.2 of 1996, Kenya must join the league of
newly industrialized countries by the year 2020. The manufacturing sector has not been dynamic
enough to function as "an engine of gt&vth" for the whole economy.

The private sector companies in Kenya are owned and operated by both local and foreign
investors. Most foreign companies are subsidiaries of multinational corporations. Local companies are
owned by Kenyans, Kenyans of Asian origin and a mixture from other countries. Kenyans of Asian
origin dominate the local manufacturing (Kenya economic survey,1988). A study of 84 manufacturing
firms conducted by Aosa (1992) showed that 46% were owned by Indian, 29% by foreigners, 17% by
indigenous Kenyans and 7% were of mixed ownership.

The Kenya manufacturing scene is characterized by high levels of concentration. In 1988, the
proportion of large companies was 26% (K.A.M, 1988) and they accounted for 81% of total
manufactured output. Longdon, (1981) in his study focusing on multinational manufacturing
companies in Kenya found that a small number of large multinational subsidiaries were dominant. Of

the subsidiaries he surveyed 24%, held virtual monopoly positions in their marketing segments (over
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95% shate). This cleatly indicated that a few latge companies dominated certain segments of the
Kenya market.

It has been argued that the Kenyan Manufacturing sector plunged itself into the free trade
tegime too fast before allowing the local industry enough time to adjust fully to the new borne
freedom, as most industries found themselves exposed to external competition and malpractice’s.
Kenyan industrialists led by KAM chairman have argued that while liberalization of economies
provided some essential economic freedom, the abrupt “free for all” trade policy jeopardized the
imperative for industrial development. With Global overcapacity and surpluses and without sufficient
mechanism for dealing with competition, cheap substandard products have found their way into our
country leading to unfair competition. Examples of some industries that are threatened by cheap
imports in_clude, textile , sugar , motor vehicle industry, and the shoes industry among others for
example Bata has closed down its factory citing stocks pile up caused by unfair competition.

The salvation of the Kenyan economy lie in spreading out and tapping the wider African
Market. ..as well as improving their quality.

120  An overview of planning

Many companies today operate without formal plans. Kotler,(1990) noted that managers resist
writing formal plans arguing that they have succeeded without them. Some companies might manage
quite successfully without any formal system of corporate planning. But to quote the businessman, Sir
James Goldsmith;

“Muddling through is a euphemism for failing to plan forward. It means acting tactically

and without strategy; it means confusing the means with the end. If we continue to avoid

facing the facts ...the epitaph on the graves of our democracy will be: "They sacrificed
the long-term for the short-term and the long-term finally arrived”

Peter Drucker,(1950) argued that;

“Every one of the great business builders we know of from Medici founders of the Bank of
England ,Thomas Watson had a definite idea, a clear “theory of the business which informed
his actions and decisions. An individual entreprencur does not need to analyze his concepts
and explain his 'theory of the business' to others, let alone spell out the details. He is in one
person, thinker, analysis, and executor. But business enterprise requires that Entreprencurship
be systematized, spelled out as a discipline and organized as work”.
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Drucker, (1950s) pointed out that management must always consider both the short-term and
long-term consequences of their actions. A business must be kept profitable into the long-term future
but at the same time short-term profitability must be maintained to avoid the danger that the long-
term will never be reached.

Wallender as quoted in Aosa, (1992 argued that environmental factors and intra-firm factors
could explain the prevalence of adhoc planning. They isolated political uncertainty, economic
instability and lack of information as factors that militate against long-term planning. The planning
undertaken in developing countries was in response to government requirements or a sense of
obligation to management form.

Drucker, (1964) noted that a manager operates under a lot of pressure to produce results in
the short run. Managers find themselves caught in a "rat race", and managed by whatever the mail boy
dumps into their in-tray.

1.30  Strategic Marketing Planning

Marketing Planning is the planned application of marketing resources to achieve marketing
objectives. It has been defined as;

a logical sequence and series of activities leading 1o the setting of marketing objectives and formulation of plans

for achieving them ( C.LM, 1992).

A strategic perspective to marketing planning centers on planning for the future. It expands
marketer’s role from an emphasis on only tactical decisions to do with marketing mix to include
decisions about the future direction of the organization. Strategic Marketing Planning will involve
strategically analyzing environmental, competitive and business units and forecasting future trends in
business areas of interest. There are three arguments for increasing need for a strategic approach to

marketing. These are the rapid paces of change and environmental complexity, increasing organization

size and complexity and increasing competition.




Many otganizations find it difficult to develop a strategic approach to marketing planning
because of lack of marketing skills, lack of resources in terms of both money and time and because of
non-marketing oriented company culture. Piercy, (1989) noted that the main problem lies in changing
senior management’s guiding philosophy away from finance or production toward understanding the
central importance of satisfying customer needs. Only when the organization believes that the
~ customer is the reason for its existence and seeks to satisfy him ot her better than the competition
does the customer come before production and finance and matketing becomes the essential
ingredient at strategic level of activity.

Doyle, (1993) noted that for the business to succeed, it is dependent on two basic pillats.
These ate the core competencies, the dtive and commitment in the organization. Matketing planning
is crucial as it pulls together the core competencies, drive and commitment and focuses them around
satisfying the needs of customers. Companieé that have failed to recognize the usefulness of marketing
planning have been unable to cope with the changing environment.

Though Philips has a record of innovation in lighting, video, compact discs and electronics
generally its market share has consistently declined and its profits have now dropped to dismal levels.
The central reason for Philips failure is poor marketing planning. Doyle,(1993) reported that a
business achieves success by organizing itself to meet the needs of target customers more effectively
than its competitors. Managers have two objectives to meet that is profit and growth. These two
objectives are in conflict and marketing decision-makers have to balance between growth and
profitability. Marketing decisions have both positive and negative effects the problem being that
positive effects come slowly and negative effects come fast.

The focus in many companies is short-term earnings. Budgets and financial plans provide the
central thrust, as managers are pre-occupied not with understanding customers but with manipulating
costs, expenses and assets. This financial orientation can show substantial profits in the short-run but

in the long-run, lack of marketing focus leads to a steady decline in the companies market share.




Doyle,(1993) also noted that many companies have the “wrong” type of organization. Too
heavy with middle managers and powerless frontline people. Companies ate being forced to radically
re-engineer their organizations e.g. flattening their structures, empowering the frontline people and
making everyone get closer to the customer. Marketing otiented companies need to focus on meeting
customer needs. Customers have choices and if their needs are not met, they will go elsewhere. As
such the central focus is on understanding what needs customers have and coming up with innovative
solutions that meet them.

For effective marketing, it is not enough to meet customers needs; companies should do so
competitively. They have to do better than their competitors and create a competitive advantage so
that they are chosen over othets.

The survival of any business today will depend on its ability to matket its products, which in
turn determines its future. As McDonald, (1990): noted very few companies do real marketing
planning. They only develop financial plans and budgets to show them their investments and cash
flows. Given the importance of marketing planning to any business today, there is need to sell it to the
top management. A written marketing plan is the backdrop against which operational decisions are
taken on an on going basis. It itemizes exactly what the marketing function will achieve and the
expenditure it will incur in order to contribute to the achievement of corporate objectives (Hotton et
al, 1993).

While the marketing manager must react to tactical requirements of the marketing mix, he
must also make a probabilistic assessment of possible environments in order to anticipate and
“invent” his future rather than simply concentrate on the short-run. This allows him to take a
proactive approach to all-important markets the firm will be pursuing in the future. A research by
McDonald, (1992) into the practices of marketing planning among British manufacturing companies
identified the area of marketing planning as a major area of weakness in the developed countries. He

concluded that the problem as companies face up to the challenges of the 90s and beyond, is not that




the philosophy of marketing is not believed, rather is that most companies patticulatly industrial goods

companies have difficulty in making it work.

The developments in theory and practice of Marketing planning have tended to reflect
business circumstances in developed countries. Some scholars have noted that contextual factors in
less developed countties are different from those of developed countties. As such guidelines for
organizational design developed for Western nation are not necessarily appropriate for countries in
sub-Saharan Africa. We would therefore expect the conduct of marketing planning outside developed
countries to vary due to differences in contextual factors.

Companies today are operating in a constantly changing envitonments. Today’s truths and
realities all too often becoming tomorrow's misconceptions and illusions. The excitement of
consumers in the 1960s has given way to a more cautious questioning mood. Days when it was only
necessaty to ride the tidal wave of growth are gone (McDonald et al, 1992). Few practicing managets
understand the real significance of a strategic marketing planning as opposed to tactical or operational
marketing ph@g. In a study into how British companies carried out their marketing planning,
McDonald, (1992) concluded that despite it's simplicity and logic, marketing planning remains one of
the most tricky area for both the academics and practitioners alike. He identified a number of
problems of marketing planning systems that are discussed below;

a) Weak support from chief executive and top management

Unless the chief executive sees the need for formalized marketing planning system, understand
it, and shows an active interest in it, it will be impossible to implement it successfully.
b). Lack of plan for planning

This is the timetable for introducing a new system. Many marketing planning systems fail due
to the belief that once they are designed, they can be implemented immediately.

c). Lack of line management support
This is hostility, lack of skill, lack of data and information leading to failure to obtain support

and willingness of operational managers.




d). Confusion over planning terms

Most of the initiators of these planning systems are highly qualified and often use
terminology's that are perceived by operational managers as meaningless.
e). Too much details, too far ahead

This is the problem of overplanning caused by elaborate systems that demand much
information and generate vast amount of quantities of paperwork generally demotivating for all
concerned.

f). Once a year ritual

The activity of marketing planning treated as a ritual done at the end of the year and quickly
filed away never to be referred to gain.

g). Failure to integrate marketing planning into a total corporate planning system

Difficult to initiate an effective planning system in absence of a parallel corporate planning
system.

h). Delegation of planning to a planner

Planner supposed to be a coordinator of planning not an initiator of goals and strategies.
Where operational management fail to cooperate, the planner becomes just a kind of an administrative
assistant.

Many prescriptive approaches have been developed often as a checklist of activities that need
to be done to write a marketing plan. However, changing the organization culture is not a simple task.
It requires top management support, internal communication and training on an on going basis related
to both the marketing concept and functional marketing and cross-functional team building skills.
More often than not, environmental change unfreezes internal inertia and crisis situation promotes
longct—tcrm planning centered on customer satisfaction. However many companies do not see the

need early enough and are left behind by those companies with a far more strategic marketing

onentation.




140  Statement of the problem

The usefulness and the practice of strategic marketing planning to organizations have been
established with the evidence mainly drawn from developed countties. Studies conducted by
McDonald et al (1989), Leppard et al, (1992) and Howatd, (1990) have shown that Matketing Planning
is a major area of weakness. Companies that thought they were planning were simply budgeting and
forccasting and they suffered grave operational difficulties as a result. Other studies carried out by
McDonald in America, Europe and Australia have confirmed these results.

In Kenya a few studies have been conducted in the mote general area of strategic planning.
These studies include; Shumbusho, (1983), Aosa, (1992), Karemu, (1993), Bett, (1 995) and Kangoro,
(1998). Though they provide a valuable insight into the area of strategic planning, none has addressed
the area of strategic marketing planning. The current study seeks to fill this gap. Specifically it aims to

answer the following question; how is marketing planning practiced in the Kenya manufacturing sector?

1.50  Objectives of the study
The study aims at the following objectives:
1. To investigate the state of marketing planning within large, private manufacturing companies in
Kenya.
2. To investigate the use of marketing planning by large, private manufacturing companies in Kenya
in developing a competitive edge.
The following three hypothesis were formulated for empirical testing. These hypotheses are
stated below;
1H.: Manufacturing companies that have no history of planning will be more involved in
strategic marketing planning.
2H,: Foreign owned manufacturing companies operating in Kenya invest less in
strategic marketing planning than locally owned companies.

3H.: Increasing competition does not induce companies to adopt a strategic marketing




planning process.

The table below shows the distribution of the vatious hypotheses to their respective objectives.

Figure.1

Objectives | Hypothesis

1 IH, 2H

2 3H

1.60  Importance of the study

Kenya has the biggest manufacturing sector in Fast Africa (Aberco, 1988). The average size of
this sector is 8% of the GDP of tropical Affica countries (Aosa, 1992). Kenya has an above average
manufacturing sector (Aosa, 1992). Despite it's importance no study has been done on matketing
planning in this sector.

This research will be of interest to;

the Kenya manufacturing companies as they will be able to improve their marketing
planning process.

To the financial institutions they will find the research useful patticularly when appraising

projects to advance credit.
To the academia the study will give an understanding of the marketing planning process.
Besides it will form a basis for further reseatch in the area of marketing planning.

Marketing ptofcssionals and practitioners will use the study as a guide in their marketing

planning activities.

1.70 Organization of the study
This report will be organized into the following chapters;
1. Introduction; This include the background information of the study, the statement of the
research problem, the objectives of the study and the importance of the study.

2. Literature review; These are reviews of previous researches in this area. It has literature

10




on marketing management and a model for Marketing Planning in organizations.
3.Research desigm; This set out various steps necessaty in executing the study thereby satisfying
its main objectives. Issues dealt with include the population of the study, data collection method,
and data analysis techniques.
4. Research findings and interpretations of the findings

5. Conclusions of the study, limitations of the study, recommendations and suggested areas of

turther research.
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2.00 CHAPTER TWO; LITERATURE REVIEW
This chapter reviews the literature on marketing management and a model for marketing

Planning in organizations.

2.10 Marketing management

Marketing management has been defined as;
the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and

services fo create exchanges that satisfy individual and organizational objectives.(Ametican marketing

Association ,1985).

The definition clearly identifies the need for analysis, planning, implementing and control
activities. The marketing management process consists of; organizing the marketing planning process,
analyzing marketing opportunities, selecting target matket and managing the marketing effort.

Perspective on what constitute marketing has undetgone considerable change over the last
SOyears. In the early part of this century many companies pursuing sales otientation believed that with
enough effort and expenses, almost any product could be sold by a high powered sales force. This
implied that the role of marketing was to help dispose of whatever goods/services the company
decide to produce.

In 1950s leading marketing practitioners and scholars began to have a different view. The
business environment was becoming too compedﬁve and personal income permitted the purchase of

more discretionary items. A former executive of General Electric Mckitterick, (1957) concluded;

"The principal task of marketing function is not so much to be skillful in making the
customer do what suits the interest of the firm but to be skillful in conceiving and

. * "
making the business do what suits the interest of the customer .

The above statement is considered to have led to the evolution of marketing concept.

Mckitterick, (1957) noted that it is not easy for a marketing led firm to implement the marketng

concept as they are faced with a vast atray of alternative policies and programs for mecting customer
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needs. The organization cannot pursue all buyers and cannot take all possible marketing action. To
deal with this problem involved in marketing concept otganizations need to adopt the marketing
planning approach.

To understand the relationship between corporate and marketing planning, it is helpful to
think of the process as a seties of events each dependent on the one before. Decisions at corporate
level allows divisional decisions to be made. ...and they enable tactical decisions (Gestalt psychology,
1994). Because marketing planning lies at the heatt of the company revenue generating activities, all
other corporate activities, such as financial planning, human resoutces planning, production planning,
uses it as inputs (Donnelly, 1992). Corporate planning is cleatly a top management responsibility.
However, marketing managets and other middle level managets in the organization are directly
involved in the process;

Hence if Corporate planning is done properly, it will result in cleatly defined blueprint for
managerial action at all levels in the organization (C.IM, 1993). However because of the difficulty,
many companies rely on sales forecasting and budgeting systems. All too frequently, these bear no
relationship to the real opportunities and problems facing the company.

The disappointing cesults encountered by manufacturing companies reflect their failure to
recognize that the concept of marketing planning need to be viewed from a strategic point of view.
planning process depends largely on the activities of othet functions such as

The success of marketing

engineering, manufacturing and technical services. This means that changes in the marketing strategy

are likely to be based on product design, cost, or service innovations. As such the role of marketing
planner rather than developing self contained marketing requirements is to coordinate the various

functions participation in the marketing planning so that top and operating manager can decide hoy

best to respond to the changes in the environment (Ames, 1969).

Many organizations having embraced marketing planning as a sophisticated way of running th

turning the entire job to marketing. After a couple of yeaf

business try to implement the concept by

of frustration they are ready to write off marketing planning as a monumental waste of ume. The re
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cause of problems lies not in the concept, however but in the way it has been applied ( Ames, 1969).

The marketing planner task may seem 1o mote complex than that of the plant manager who
must plan the best utilization of their company's labot, equipment, raw material ot of the financial
officer who must plan the flow of the company's funds. However these other managers work with
better data, mote measurable and dependable plant input-out relationship and more direct control. In
matketing, information is poot, expenditure affect demand and cost simultaneously and human factots
play a larger role. The need to make ordet out of this chaos may be answered by one of management
science's newest and most promising development- the strategic marketing planning model which is
computetized, industry specific database, comprehensive and designed for developing and evaluating
alternative company marketing plans.

Tactical decisions are onl going decisions with an objective of getting the right balance between
clements in the marketing mix. This type of operations can result in spending efficiency. It can be
classified as the money saving end of the business as opposed to the money making end of the
business. The second basic marketing activity, strategic innovation is probably more likely to create
major increase in profits than optimizing tactical operations.

Many scholars have come to the agreement that manufacturing companies will find themselves
faced with a more challenging business environment in the 1990's and beyond than in any other time
in the past. More and more companies are attempting to tap foreign market and this has intensified
competition almost on every front. Companies are being forced to develop marketing skills to meet
competition they have never had to contend with before. Domestically added marketing strength will
be needed to tap new sources of profit so as to reduce reliance on growth through acquisition and
merger.

Creating and supporting 2 marketing organization, adopting new administrative mechanism

and increasing one's marketing expenditures, important as they are, cannot by themselves guarantee

marketing success.
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2.20 Marketing Planning Model

The basis for an effective strategic marketing planning is a workable and a realistic marketing
planning model. A matketing planning model is meant to guide the marketing planner to come up
with good marketing objectives and strategies to gain a competitive edge in the matket place. Scholars
have suggested various Models, which can be used to conduct marketing planning. They include
McDonald, (1992), Paul Smith, Shultz et al; Professor Doyle's, (1993) among others. For this study
we will adapt Professor Doyle's Model. This model is llustrated below;

MARKETING PLAN
Step 1. Marketing audit

e Where are we now?
e How did we get here?

o Where are we heading?
SWOT analysis: Strengths, weaknesses (internal), Opportunities and threats (external)

e What should be done?

Step 2. Marketing mission

e Scope of the business

e Goal of the business

Objectives
e marketing objectives
e innovative objectives
e resources objectives
e productivity objectives
e social objectives
e profit objectives

Step 3. Strategic priorities

Portfolio analysis

Step 4. Marketing strategy

* Segmentation

® Positioning

15




a) Research phase:
o Targeting marketing segmentation
e Competitors brand
e Choice criteria
e Customers evaluation
b) Positioning strategy
i) Real Positioning
e Being first
e Create new attributes
e Strengthen the current Positioning
e Search new Positioning
i) Psychological Positioning
e alter belief about other brands
e alter attribute importance weights
e reposition competitors brands
Step 5. Marketing mix
e product/brand; tangible, basic augmented and potential
® service
® price
® promotion
e distribution
Step 6. Action plan
e What will be done?
e When will it be done?

e Who is responsible for doing it?

Step 7. Budget

e What is it going to cost?
e What are the returns?
Step 8. Organization

e Does the organization structure and climate support marketing planning .
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These steps are discussed below;

Step 1. Marketing audit

Managers need to answer the following four questions; whete are we now? How did we get
hete? Where are we heading? What should be done? Through this audit a company is able to
understand how it relates to the environment in which it operates. The manager should carefully
assess the strengths, weaknesses, opportunities and threats facing the business. However well the
company is doing, it pays to stand back and reflect on its SWOT analysis and it's implications for the

future. It provides evidence about what the company should and should not try to set as marketing
objectives.

Step 2. Marketing mission

The company’s marketing audit should be followed by definition of its marketing mission. A

Marketing mission defines the scope of the business and indicates how the company will gain the

preferences of these target customers. It has to be narrowed into clear measurable objectives to be

achieved by a specific deadline. Managers need to balance long term and short-term results. 1f we do

not generate profit today, we will not have a long-term future. On the other hand, if we allow short-

term profits to dominate as the business goal, then, we will slowly but certainly see our

competitiveness in the market place erode away.

tep 3. Strategic priorities
Business has limited resources and the task of management is to channel resource into those

areas offering the best potential. Managers at this stage should decide which product and markets

should receive investment and which should be divested from. Peter Drucker who came up with the

original exposition of portfolio analysis wrote that inside any company, products fall into six

categories. These are discussed below in the order of priority,

a). “Tomorrow’s bread winners” are the firm’s new products, which should be given priority.

b). Next is ‘today’s business’ which provide profits to finance new products.
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¢) The third is the “in-between category” products that are performing poorly but can be turned

round drastically.

d). Yesterday businesses are those products that wete once winnets but are now obsolete.

¢). “also rans” are those which never really fulfilled expectations.

f). Finally there are the clear “failures”.

Since Drucker many management consultants have formalized these ideas. This effort to

sepatate the sheep from the goats of the “stars” from the “dogs” is always a crucial initial step in

revitalizing a business.

Step 4. Marketing Strategy

Marketing strategy centers around two key issues; Segmentation and positioning. 1t’s the skills

of companies in these two at€as, which differentiate between top marketers like Sony, Unilever, Coke

and Procter and Gamble. Segmentation recognizes the differences in various markets and the product

is adopted to take care of these differences. Market segmentation allows companies to meet the

different needs of customers; boost profits and trades up your customers into higher margin products.

There are hundreds of examples where companies are throwing away opportunities for doubling or

trebling profits. The issue facing anagement 1s how to build an enduring reason for preference

among customers in the target segments. How to position ourselves as the best in the minds of

consumers where there are many competing brands.

After we have decided on segme

ntation and positioning, we come to marketing mix usually

called the 4P’s that is Price, ptOdUCt, ptomotion and place. The point to note is that the choice of

marketing mix depends directly on the choice of market segment and product positioning.

Step 6. Action plan

The action plan ensures-that-the plan 1s implemented. It lays out a flow chart of the activitie

to be undertaken by managers OVer the next 12 months.
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The final stage of marketing is calculating the financial implications of the plan ie. what is it
going to cost? What are the returns? ‘This will form a budget, which lays out the sales expenditure
and profit targets over the period of the plan.

ep 8. Organization

The extent to which the organizational structure and climate supports marketing planning.

Marketing planning is crucial because it forces managets to look ahead at the key issues
determining the business future survival, profitability and growth. 1f systematic marketing is not
introduced, managers will not understand their matkets and will miss opportunities for profitable
market segmentation. This will eventually erode the firm competitive position. Modern marketing
planning approach puts the customers first and focuses on adding value. Business then is just like
struggle in nature. Companies like plants and animals around us, survive and prospet when they adapt
effectively to the constantly changing and generally hostile, competitive environment. If they fail to
adapt, they die.

The management approach that prevails in a company is determined by vatious contextual
factors. Pugh ét al, (1986) and Duncan, (1972) as quoted in Aosa, (1992) identified these contextual
factors to include the company, history and experience, its sizes, ownership, the industry presently in,
resources and dependence. Similarly, Van Fleet, (1991) argues that management challenges differ
across companies and across countries. All these suggest that environmental and company factors
indeed affect the management approach in companies. McDonald et al, (1992) proposed 2 model to
establish how organizations operate. This model assumes that,

* The organization today is to some extent, strongly conditioned by its historical

background. For example, if historically there has never been a pressing need for a

Comprehensive marketing system because of favorable trading conditions this will be

reflected in the current planning systems.
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» The organization today is to some extent strongly conditioned and directed by its future
goals. For example the company that senses that its marketing planning process needs to
improve will take steps to introduce changes.

»  The skills, knowledge expetience and beliefs of the organization personnel determine what
actually happens in an organization. Thus at the heart of any organization is the collective
expettise ot 'education’ at its disposal.

Thus to introduce an improved marketing system might call for changes in all these areas.

Some personnel might need training, more or different resources might be requited, routines and
systems improved, roles and relationships reappraised and the structure and climate of the

otganization re-examined.
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3.00 CHAPTER THREE; RESEARCH DESIGN
This chapter sets out various steps necessaty in executing the study thereby satisfying its main
“objectives. There are two main objectives of the study;
1. To investigate the state of marketing planning within large, private manufacturing companies in
Kenya.
2. To investigaté the use of marketing planning by large, private manufacturing companies in Kenya
in developing a competitive edge.
3.10 Population
This consisted of all large private-manufacturing otganizations that operate in Nairobi and are
members of Kenya Association of Mar;llfacturers. Large is relative but for this study large companies
were defined as those with more than 50 employees. A list of these was obtained from the association
membership register and their 1998/99 directory.
3.20 'The sampling frame
The population was divided into three sectors to provide three sample frames namely;
(1) Agro-based industrial sector.
(i) The engineering and construction industrial sector.
(iif) Chemical and mineral industrial sector.

The sample frame consisted of those firms employing more than 50 employees. The number of
employees is used as a convenient proxy for size. Aosa, (1992) noted that this criteria is probably a
good indicator of complexity of the management.

3.30 Sample and sampling design

After examining the objectives of the study, it was felt that a sample of at least 40
otganizations was adequate. Marketing manager/ Commercial manager/Brand managers of the
selected companies were interviewed. A random sample of 22 firms was selected from the Agro-based
sector, 6 from engineering and construction and the other 12 from the chemical and mineral industrial

sector. These samples were chosen on basis of the number of firms registered in each classification 1n
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the Kenya association of manufacturers directory. This sample is available in appendixea viid,
340 Dara description and collection methods

The study used primary data. The data was collected using a self-administered questionnaire. A total of
40 questionnaires were administered through a drop and pick method. They had three parts; A, B and
1C. Part A of the questionnaire was meant to give company data and had both structured and
junstructured questions. Part B of the questionnaire had structured questions and was meant to give a
"helicopter view" of how the organization do their marketing planning. Part C of the questionnaire
had both structured and unstructured questions and was meant to capture how the Marketing manager
view the attitude of the Chief Executive Officer towards marketing planning in general. Questions
were generated from three basic sources, previous empirical studies, theory and researcher's
experience. A sample of the questionnaire is in appendixes ii. The questionnaire was pre-tested with
some few companies before use.

3.50 Data Analysis techniques 3

Completed questionnaires were edited immediately after collection. Later they were checked
again, coded and keyed into the computer. Coding was necessary to facilitate statistical analyss.

The study was descriptive in nature. Therefore descriptive statistics was used. This entailed
proportions, percentages, means and frequency distributions. As the study was investigative in nature,
the measures were deemed adequate. Descriptive statistics pre-supposes much prior knowledge about
the phenomena being studied (Churchill, 1983). Likert profiles were drawn to indicate any visual
differences. Further statistical tool, Kruskal Wallis rank test was used to analyze the data using SPSS

version 6.
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400 CHAPTER FOUR; DATA ANALYSIS AND FINDINGS

The analysis in this study required an in-depth study of how marketing planning is practiced in
the manufaf:tuting sector. First the whole sample was analyzed, it was then split into sub samples and
: compatisons were made between these. The classification used included the sector (given by the
Kenyan association of manufacturers as Agto based sector, Chemicals and mineral sectors, and

Engineering and construction sectot ) and ownership. The results of this study is presented below,

4.10 Manufacturing companies details

The details sought from the firms engaged in the manufacturing sectot included such areas as
year of establishment, ownetship, number of employees, level of capacity utilization and sales
turnover/profits for the last couple of years. Majority of the firms refused to disclose their sale
turnover/profit figures saying that these were confidential. Thus this classification will not be used for
our analysis.
Sector

Out of the 31 firms that participated in our study 39% were in the agriculture sector, 16% in
the engineering and construction sector and 42% in the chemicals and pharmaceuticals sector. See
table 4.11.

Table 4.11; Sector of respondents

Percent

>

§ i oSBTl - 100.0
% Y R T " T -

=31, Source interviews
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political untest that have tended to associate with the introduction of multi party system. This is

- Ownership

Year of establishment
Our findings revealed that most of the manufactuting firms (39%) were formed between 1971
and 1980. Tt can also be established that very few firms (6%) have been established in the 1990s. The

reduction in the level of investment could be attributed to the stagnating economy and growing

presented in the table 4.12.

Table 4.12; Distribution by year of establishment

, Source interviews

£

As illustrated by the table 4.13 the ownership of the Kenyan manufacturing sector is spread

among three classes of people. These are; the indigenous Kenyans, foreigners and joint ownership.
Indigenous ownership referred to companies owned by locals and Kenyan Indians of Asian origin.
Among the companies studied 36% were owned by indigenous Kenyans, 32% by foreigners and 32%
were jointly owned.

Table 4.13; Distribution by ownership

o



Number of employees

Of the firms studied, 32% had between 150 to 200 employees. 26% of the firms had between

50 to 100 employees and 19% had over 251 employees. These results are presented in the table 4.14.

Table 4.14; Distribution by number of employees

1, Source interviews

n=
Capacity utilization
From the table 4.15, it can be established that most of the firms(61%) are operating in tﬁe

range between 61%-80% of their capacity. None of the firm interviewed is operating below 50% of

~ their capacity. 23% of the firms are utilizing over 80% of their capacity.

Table 4.15; Distribution by level of capacity utilization
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4.20 Corporate issues

Out of the 31 companies interviewed, 77% indicated that they have a corporate plan, 84%
have a marketing plan. Only 13% of the companies indicated that they have no corporate plan. 61%

said that their marketing plans are compatible with their corporate plan. See table 4.21.

-~

Table 4.21; Distribution by corporate plan and marketing plan

n=31, Source interviews

4.30 Marketing issues

All the companies acknowledged that they monitor the developments in the matketing
environment. Out of the 31 companies interviewed, 90% of the companies monitor consciously the
economic, fiscal .and social/cultural environment, 84% monitor consciously the political/legal
environment, 77% monitor consciously the technological environment. This is presented in the table

4.31.

Table 4.31; Monitoring developments in the business environment

n=31, Source interviews

Developments in marketing
Out of the 31 companies studied, 97% monitored consciously the trend in market size in
terms of value, volume, prices and trade practices. 90% monitored consciously the use of sales force,

. 87% monitored consciously trends in the developments of channels of distribution, turnover and
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product presentation. 84% monitored consciously trends in development of terms and conditions,
purchasing patterns and product demand. 81% monitored consciously trends in communication. 75%
monitored development trends in product use, substitute products and exhibition. 61% monitored
~ development trends in promotion. This is ptescnteci in the table 4.32.

‘Table 4.32; Monitoting developments in the matketing environment

n=31, Source interviews

Of the firms that paruapat:ed in the study, 97% monitored their competitors regularly, 84%
indicated that they monitored their competitors marketing strategies and new entrants. 71% indicated

that they monitored mergers and acquisition. These results are presented in the table 4.33.
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Table 4.33; Monitoring developments in the competitive environment

' 'n31, Source tervis
Industty environment

Out of the 31 respondents 61% indicated that they monitored the activities of trade

associations, 42% monitored the inter-industry profitability, 54% monitored the of investments level
of the competitors, 71% monitored the changes in the cost structure, technological development and
the sources of raw materials. These results are presented in the table 4.34.

Table 4.34 Monitoring developments in the industty environment

4.40 SWOT-analysis
Out of the 31 firms studied, 45% had somebody responsible for converting the analysis into a

highlighting the main strcngth. and weaknesses. 45% indicated that they had no such a

person. See table 4.41.
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Table 4.41; Somebody responsible for converting analysis of findings

Lhete 151

n=31, Source interviews
Out of the 31 firms studied, 29% said that the petson is senior and he has access to the
necessary information.

Table 4.42; Seniority of the person in charge of Swot analysis

‘3, terviews
Marketing objectivz:.,s/and strategies

Of the 31 respondents, 58% indicated that their marketing objectives are cleatly stated and
that they are consistent with their corporate objectives. 52% have clear objectives on divesting old
products and 58% have clear objectives on the number of customers. 61% indicated that they have
objectives on introducing new products while 71% indicated that they have objectives on volume of
sale. 74% indicated that they have objectives on products range, 77% indicated that they have
objectives on market share and 83% indicated that they have objectives on market penetration (See

table 4.43).
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Table 4.43; Objectives

n=31, Source interviews

4.50 Monitoring and evaluation
Of the 31 firms studied 55% indicated that marketing planning is not well conceived in their

organization and their internal communication do not function properly. 84% still have unexploited

opportunities while 65% indicated that there are still organizational weaknesses. 81% indicated that

; control mechanisms exist to ensute that planned objectives are met. 68% indicated that there are
procedures for dealing with marketing planning process in their organization and 65% indicated that
there is a contingency plan in the event that such objectives are not met or the conditions are

changing. 39% indicated that there are conflicts between corporate and marketing function in their

~ organization (Sce table 4.51).
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' Table 4.51; Monitoring and evaluation of matketing planning

n31, Source eewé
4.60 The likert type profile
Before the Kruskal-wallis one way analysis of variance test was conducted, two likert type
 profiles were drawn to present any visual difference between various sub-samples with respect to the
CE.O gpowledge of marketing planning and also use of marketing research to aid in marketing
planning process. They wete based on the sector and ownership and are presented in table 4.71 and
4.72 respectively. Their results are discussed below;
Sector
From the table 4.71, it can be concluded that the three sub-samples (agro- based, chemical and
minerals and engineering and construction industtial sector) are drawn from the same population. All
tend to be between 3 and 4 of the likert scale. It can be concluded that their approach to marketing
planning is not significantly different.
Ownership.
As illustrated by table 4.72, it can be concluded that the three sub-samples (indigenous, foreign
and joint owned ) based on ownership of organisations are drawn from the same population. Their
approach to marketing planning is the same.
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Table 4.71
Likert profile 1 based on the sector

If you strongly | If you tend to If you don’t know if you | If you tend to If you strongly
disagree with disagree with agree or agree with the agree with the
the statement the statement disagree with the statement statement
statement
1 2 3 4 5
1 2 3 5

1 C.E.O. demonstrate an understanding

of the marketing planning. § ’

2.C.E.O. use marketing plan to make

marketing decisions. ; R

3. C.E.O. shows active interest in

marketing planning. ) )

4. C.E.O. allocates adequate resoutces to

marketing planning. " ‘

5. Our marketing planﬁing balances between

short term and long term objectives. L :

6. Planning not left to just planners-

everybody is involved. ) A

7. Our plans match the current capabilities

with the current opportunities. * ,

8. Marketing research is used as

input to our marketing planning. v y
9. C.E.O. receives information to assess
whether marketing planning is going

T R e ey ki il

Key - Group 1; agro- based industrial sector

Group 2; engineering and construction industrial sector

+++++++++ Group 3; chemical and minerals industrial sector
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Table 4.72

Likert profile 2 based on ownership

If you strongly | If you tend to If you don’t know if you If you tend to If you strongly
disagree with disagree with agree ot agree with the agree with the
the statement the statement disagree with the statement statement
statement
1 2 3 4 5
1 2 ;) | 4 8

1.C.E.O. demonstrate an understanding

of the matketing planning. = )

2 C.E.O. use marketing plan to make

marketing decisions. , ;

3.C.E.O. shows active interest in

marketing planning. ’ :

4.C.E.O. allocates adequate resources to

marketing planning. , ,

5.Marketing planning balances between

shot term and long term objectives. ’ .
6.Planning not left to just planners-
everybody is involved.

7.0ur plans match the current capabilitics

with the current opportunities. - .
8. Marketing research is used as
Input to our marketing planning.
9.C.E.O. receives information to assess

whether marketing planning is going

to fruition.

T Group 1; indigenous owned
Group 2; foreign owned

++4+4++++++ Group 3; joint owned
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4.70 Findings from Kruskal-wallis rank test

To test the difference among the various groups, the Kruskal-wallis one way analysis of
variance was used. All the cases from the groups are combined and ranked. For each group, ranks ate
summed and the Kruskal-wallis statistic is computed from these sums. The K statistic has
approximately a Chi-square distribution with v = c-1 degrees of freedom (whete c is the number of
sample groups) under the hypothesis that the groups have same distribution.

The Kruskal-wallis rank test was carried out using the SPSS package version 6 to confirm the
findings of the likert profile. The sample was divided into sub-samples based on sector and ownership.
The Kruskal-wallis rank test was undertaken for each classification. The confidence level was set at
95%(5% significant level) to test the null hypothesis that there are no differences between the major

groups based on the sector and ownership. The results of the test were compared with the table value

of the chi-square. The table values are X?=5.99 at 2 degrees of freedom and X2?=3.84 at 1 degrees of

freedom.
Note; Variables represent the averages of various responses from the sub-samples used in drawing the
likert type profile.
Results of Kruskal-wallis rank test of groups based on sector
The K statistics is computed for all responses to test the null hypothesis at 5% level of

significance. This is presented in the table 4.71. Since the K statistics is less than the critical value

X?=5.99, we fail reject the null hypothesis. Thete are no major differences in the marketing planning

activities among groups in different sectors (agriculture sector, engineering and construction sector
and chemicals and the minerals sector). This confirms the findings of the likert type profile that no

difference exist between the different sub-samples based on the sector.
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Table 4.81; Sectot of the respondents

a n=31, Soutce interviews
b Kruskal Wallis Test

¢ Grouping Variable: SECTOR
Results of Kruskal-wallis rank. test of groups based on ownership;
Testing the null hypothesis at 5% level of significance, the K statistics is computed for all

responses and presented in the table 4.72. Since the K-Statistics are less than the critical value
X2=5.99, we fail to reject the null hypothesis that there are major differences in the marketing
planning activities among different ownership groups (indigenous Kenyans, foreign and jointly owned

firms). This conﬁrms’i)/ur findings of the likert type profile that no significant difference exist between

firms owned by different people.

Table 4.82; Distribution by ownership

Asymp. Sig. [616 05T,
a n=31, Source interviews
b Kruskal Wallis Test

¢ Grouping Variable: ownership
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4.80 Hypothesis testing

To test the hypothesis, the Kruskal-wallis one way analysis of variance was used. The test was
cartied out using the SPSS package version 6 to find out whether the difference in the groups were
statistically significant. To carry out the Kruskal- Wallis test the sample was divided into sub-samples
based on history of planning, ownership and level of competition. The Kruskal-wallis rank test was
undertaken for each classification. The confidence level was set at 95% (5% significant level) to test the
null hypothesis that there are no significant differences between the major groups based on history of

planning, ownership and level of competition. The results of the test were compared with the table

value of the chi-square. The table values are X2=5.99 at 2 degrees of freedom and X2=3.84 at 1

degrees of freedom.
Note; Var- represent the various responses from the sub-samples used in analysing the data.

The three hypotheses were tested using the Kruskal-Wallis rank test. The results of the test are

presented in the table below;

Hypothesis decision Results

1H Reject Significant
2H Reject Significant
31 Reject Significant

n=31, Source intcrviews
Discussion of hypothesis results

History of planning and involrement in marketing planning

Companics that had a history of planning were compared with those that had no history of
planning in respect to their practices of marketing planning. The practices were corporate 1SSuCs,

marketing issucs, monitoring business environment, monitoring developments in marketing, analysis

of competitive environments, analysis of industry activitics and chief executive understanding and
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support for marketing planning activities. In all these marketing planning aspects, companies that had
a history of planning were significantly different from those that had a short or no history of planning.
They were more involved in strategic marketing planning. The detailed results are in appendix v,

OQuwnership and involvement in marketing planning

Foreign owned companies were compared with locally owned companies in respect to their
involvement in marketing planning activities. The practices were corporate issues, marketing issues,
monitoting business environment, monitoring developments in marketing, Sot analysis, analysis of
competitive environments, analysis of industry activities and chief executive understanding and
suppott for marketing planning activities. In all these aspects of marketing planning, foreign owned
companies were significantly different from locally owned companies. They were more involved in
marketing planning. :

This can be explained by the fact that foreign owned companies are subsidiaries of bigger
multinational companies and they receive support and are influenced by their parent companies. Aosa,
(1992) call such a relationship dependence and argue that dependent companies tend to differ from
independent companies in their management approaches. The detailed results are presented in
appendices vi

Competitive environment and involvement in marketing planning

Companies operating in highly competitive environment were compared with those operating
in less competitive environments in respect to their involvement in marketing planning activities. The
practices were corporate issues, marketing issues, monitoring business environment, monitoring
developments in marketing, analysis of competitive environments, analysis of industry activities and
chief executive understanding and support for marketing planning activities. In all these aspects
companies operating in highly competitive environment were significantly different from those in less
competitive environments. They were more involved in the practice of marketing planning,

This can be explained by the fact that companies operating in highly compettive

environments are fighting for survival and have scen the need to adopt a more marketing oriented
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apptoach to their marketing activities. The results are in appendix vii.

4.90 Compatison with other empirical studies

A numbet of empirical studies have been cartied out on the planning activities of companies
in different countries at different times. Wellendet, as repotted in Aosa, (1992) found that managets in
Aftica carried out Ad hoc planning Woodburn (1984) found in his study of South Aftican firms that

' foreign companies were more involved in strategy development than local ones. He also found out
that size and complexity significantly influenced involvement and formality of planning activities. Our
vﬁndings were consistent with their findings.

Fubara (1986), found that planning in Nigetia tended to be informal and characterized by
budgeting. Most of the formal plans reported were actually budgets. Profitability was greatly
emphasized. Our findings on Kenya indigenous firms is that they were largely professional and their
planning formal.

Adegbite (1980) also carried out a study in Nigeria. He found that formal corporate planning
was widespread in Nigeria. Modern management was institutionalized in Nigetia. These results were
similar to ours.

McDonald (1990) carried out 2 research into the practices of marketing planning among
British manufacturing companies. He identified marketing planning as a major area of weakness
among British firms. They tended to concentrate mote on short term planning. Our findings among
Kenyan manufacturing firms are the same.

It is evidenced that our findings were largely similar to those of other researchers on strategic

planning.
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500 CHAPTER FIVE: DISCUSSIONS, SUMMARY AND CONCLUSION

As set out in chapter one, the objective of this study was to investigate the current practices of
matketing planning and use of marketing planning to gain a competitive edge by firms in the
manufactuting sector. This chapter will discuss our findings as they relate to the 2 objectives of the
study. It also contains the implications and limitation of the study as well as suggestions for further

reseatch.

5.10 Summary and conclusion

In chapter two, a model of marketing planning is discussed. The model brought out the
various components of marketing planning process. These include marketing audit, mission statement,
objectives, strategies, marketing mix, action plan and the organization. A summary of the findings are
discussed below,

On the first objective of the study, corporate and marketing issues were assessed in
relation to marketing planning. In addition competitive environment and industry activities were also
investigated. Two hypothesis were developed and tested. The findings of the two hypothesis are,

i) Companies that had a histor&r of planning were more involved in strategic marketing
planning than those that had no history of marketing planning. This can be attributed to the fact that
they had developed marketing planning systems and expertise over time.

i)y Foreign owned companies were more involvement in marketing planning than locally
owned companies. This can be attributed to the fact that most of these are branches of multinationals
operating in Kenya and received a lot of assistance from their mother companies in terms of financial
resources and expertise.

Most of the organization studied had both the corporate and marketing plan. They understood
the purpose of a marketing plan and had a marketing plan by product, which is well communicated to

all the relevant managers. Respondent claimed that marketing planning tended to be short term in

39



Kenya as managers are under too much pressure to produce results in the shott-run in poor
petforming economy. Othet’s felt that it is normally done in a hurry to meet deadlines and is never
reviewed over time to accommodate the changing environment.

The discipline of marketing planning is certainly there in organizations. It is practiced but not
to the degree it should be practiced to yield positive results. Managers also felt that marketing plans
drawn are generally very impressive but enough resources are never allocated to implement them.
Other respondents claimed that the plans are never written and that they exist in the minds of the
practitioners.

Marketing planning lack clear support from the top management in most otganizations. They
had no idea of the business their company wanted and the kind of support it would be willing to
throw into various markets. With no suppott from where decisions are made that really control the
business, the plans they come up with are bound to fail.

The situation above seemed to prevail in many of the companies. Instead of building
marketing planning solidly into the management process, it is carried on as a parallel activity that gets
plenty of lip service and little real attention from the decision-makers.

Despite the conviction among top managers that marketing planning is important, many of the
executives interviewed are disappointed with their marketing planning efforts so far. When asked to
comment about what their companies have done to become more marketing oriented, they quote
such things as declaration of support from top management, creation of a marketing organization,
adoption of administrative mechanism-formal marketing planning approaches and increased
marketing expenditures. Such moves are useful but by themselves, they cannot guarantee marketing
success. The change that is needed is a fundamental shift in thinking and attitude throughout the
company so that everyone in every functional area places paramount importance on being responsive
to market needs.

It takes a long time to define the market right. Getting the right product/market focus will

contribute to accelerated growth and profit more than anything else. Successful companies place much
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less emphasis on marketing planning system that is on such components as format, techniques and
lengthy writing assignments. Naturally, the recommended marketing plan gets the approval from top
management before it becomes a blue print for the business. An approach based on continuous
dialogue between key managers rather than on completion of forms by functional heads working in
isolation ensure the kind of balancing between functions and between long and short term interest
required to make the marketing planning a success.

Matketing plans will always be subject to unknown risk and so must be tempered by the
judgement and experience of decision-makers. But a systematic analysis of market forces and their
probable effects on a patticular product will go a long way towards keeping the risks at tolerable limits.

Virtually many of the companies interviewed were quick to admit that their efforts to do a
good job of planning are not neatly as effective as they should be. Many companies tended to regard
marketing planning as 2 discrete function and they developed discrete marketing plans. Successful
companies concentrate their marketing planning efforts by ensuring that they have the right strategic
focus for their business. Reviewing the strategic focus is important as it is all too easy to develop
"marketing myopia ".

The second objective involved investigating the use of marketing planning by large,
private manufacturing companies in Kenya in developing a competitive edge. A third hypothesis was
developed and tested to help meet this objective. The findings of the hypothesis are,

i) Companies operating in highly competitive environment were compared with those
operating in less competitive environments. Those operating in very competitive environments were
more involved in strategic marketing planning than those operating in less competitive environment.
This can be explained by the fact that they had realised the use of marketing planning to gain a
competitive edge in the market place.

Most respondent indicated that marketing planning forms an integral part of their planning
proccs.s but regretted that most Kenyan managers are yet to appreciate the role of marketing planning

_to the success of their business. They also indicated that the discipline has improved over time
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particulatly in the 1990s as companies respond to the ever increasing competition and the
liberalization of the economy.

The study revealed that most firms are collecting information about their markets and
customets. Most companies monitored their competitive environment in a conscious way. This shows
that unlike in the past when the environment was relatively stable, companies are trying to search for
uniqueness in the segment they serve. The study found that the shift towards a market driven
approach is still very low. Environmental scanning which is very important in marketing planning
process is still done pootly in the manufacturing sector due to lack of expetience iﬁ the process.
Companies must learn to undertake envitonmental scanning in a formal and a systematic way.

Companies must monitor the activities of theit competitors so that to offer value to customers
at 2 cost lower than theirs. Many companies seemed to have given in to the idea that competition is
too stiff and it is difficult to outdo competitors. Others atgued that everyone had some groups of
customers and as such no need to put too much effort in fighting competitors.

Strategic marketing planning is very crucial to any organization as it takes into consideration
fundamental changes in the environment and makes them be pro-active rather than reactive to the
issue of the day. With the dynamic changes taking place in the environment the study found that
deliberate attempt is being made by the management of the manufacturing organizations to improve
their marketing [‘;lanning. It was found that with the increasing turbulence, firms in the manufacturing
sector are beginning to be marketing driven in many of their activities.

There is nothing particularly sophisticated about the marketing planning as it applies to
manufacturing sector or is there anything conceptually difficult about what it takes to come up with a
good marketing plan. What it takes is total company involvement from top down and willingness to
depart from the traditional practices. It is a tough job to succeed in marketing planning. Proof of
difficulty lies in the fact that only a few companies have done it well. A good marketing plan gives a
company's responsiveness needed to gain a competitive advantage at the market place and accelerate

“ their profit growth in the years ahead.
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Ignorance of marketing planning theory is not the cause of the disappointment so many
manufacturing companies are experiencing. While many marketing executives in companies agree that
the principles of marketing planning are simple and clear, only a few live by them. And in my
judgement, this is what separates the successful companies from unsuccessful companies in the

manufacturing sector.

5.20 Implications of the study

The finding of the study is that the practice of marketing planning is still very poor among
manufacturing companies in Kenya. Most executives are well awate that effective marketing planning
depends on markets and economics facts and results in operating programs, not just budgets. Few
executives appeared to be at all mystified by formal marketing planning concepts. Yet major problems
crop up when such companies set about putting these concepts into practice.

Companies need to step up their marketing planning practices. There is need to formalize the
marketing planning activities especially now that they are faced with stiff competition. It may also be
advisable to ensure professionalism in their management. Thete is need for people with skills,
competence and expetience. Such people will help in improving the way marketing planning is done in
these organizations.

Most of the executives complained that marketing planning seemed not to add any benefit to
their organization and only added cost. But if Marketing planning is to have any real impact on the
performance of the company, it will have to be adapted more closely to the particular requirements of
business. This demands less emphasis on the business system that is sophisticated techniques and
lengthy writing assignments. Instead the whole focus should be on achieving substantive improvement
in thinking and action through tough-minded analysis, continual environmental scanning and more
top management inputs. This is the only approach that can lead to better ways of doing things and

impr(wcd results, thus making formal marketing planning process something more than a costly

fagade.
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5.30 Limitations of this study

The first limitation is that there was no previous study on which to base this one. This meant
that the tesearcher had to collect too much information on vatious aspects of marketing planning and
as such the study-lacked focus.

There were also a lot of practical constrains. The researcher was operating within limited time
and resources. This affected the number of companies visited.

Thete was also a reluctance of marketing decision-makets to respond to questions, a fact

demonstrated by the row response rate.

5.40 Recommendations for further research

This study documented the practice of matketing planning in the Kenya manufactuting sector.
It would recommend that a study of Matketing planning be done for organizations in different sectors
and also for specific organizations in the various sectors in Kenya. This would provide a lot of insights
into the area of Matketing planning.

Due to constant changes in the environment studies can be done on regular basis to document

the effects of these changes on Marketing planning.
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Appendixes

Appendixes i
MAY 1999
Dear respondent,
I am a Postgraduate student in the Faculty of commerce, University of Naitobi pursuing a Masters
degree in Business and Administration (MBA). I am conducting a study on the topic "AN
INVESTIGATION OF ASPECTS OF MARKETING PLANNING WITHIN LARGE PRIVATE
MANUEACTURING COMPANIES IN NAIROBI".
Your organisation has been selected to form part of this study. Kindly assist me by completing the
attached questionnaire as well as providing any other relevant information, which you feel, will assist in
this study.
The information is purely for academic purposes and your name will in no way appear in the report. Any
information provided will be treated in strict confidence. A copy of the research findings will be made

available to your organisation upon request.

Your co-operation will be highly appreciated. Thank you.

Yours Faithfully,

Wanjere M.D
MBA CANDIDATE.
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Appendixes ii
PartA:
Company data

Please answer the following questions on the spaces provided.
1. Name of the OfgANIZAtON. v vevivstrrtrriiiii i
IR EINRABIAE . 0o a5 oo dnaninssnnnsssnaninsnnsiosonshisivasssassarossivests foik on ANe
3. Who owns the company (Tick one):

Q) Indigenous investors

U Foreign investors

[ Joint Foreign and Indigenous investors

4. Number of employees (1998)

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

6. Products produced in Kenya:
O number of product ines. ..........oooooiiiii

O number of product items in the lines..............ccooooiiiin

7. Annual sales turnover for the last six years (Kshs):

|- ST PR B o ianiiini
19 e B Rise s cosimgoss
1998 ... i APW oo evpions

8. Annual pre-tax profits (losses) for the last six years (Kshs):
1993.....c000000000 o RPN
19940 L ITRCRTEAS
1995.....cc00000000 VRO

9. Nature of production facilitates in Kenya (Tick one):
Q) single plant
O multi-plant
10. Markets served (Tick one):
O domestic markets only
O foreign markets only

0 domestic and foreign markets
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11. Type of products produced (Tick one):
0 predominantly consumer products
Q) predominantly industrial products

U Both consumer and industrial products

12. Level of capacity utilization (average for 1998) (Tick one):
Q 81% - 100%
O 61% - 80%
Q 51% - 60%
Q 41%-50%
U less than 40%
13. For how long have you been conducting your matket planning? (Tick one);
O 0-5yrs
O 5-10yrs
O over 10 yrs
14. What proportion (%) of your sales if any do you sell to;
J Government agencies........ TR TR TE A ORI Aoy

L] Non commercial ofganizations. ............o.ovvviiiiiiiniii.

15. How can you describe the level of competition in your organization,
O  Very competitive............

O Not competitive..........
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Part B

Please indicate by ticking in the appropriate spaces provided

Yes; No; Don't know; Not applicable;
If it is true If it is not true If you do not know If it is not applicable
whether it is true ot not | according to you ot your
otganization

Section 1. Yes No Don't | Not
Cotporate Issues: know | applicable
1. Is there a corporate plan in your organization?
2. Is there a corporate statement about;

¢ The nature of company's current business
mission?

¢ The vision of the future?

3. Are there defined boundaries in terms of:

¢ Product or services (that will be offered)?

¢ Customers or markets (to deal with)?

¢ Distribution facilities?

¢ Size and character of the workforce?

4. Are there objectives for promoting the
corporate image with:

¢ ThHestockmarket?. . .........coovivenrinninniini

O COBIDINREE . ..o oe csnrccsrnsasssnsosnsonsssnncssge

¢ The Local Community?.........ccoovvirunninnn

¢ The employees?. ........coooemiiniiniiii

¢ Environmentalist/conservationist lobby?......
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Dlease indicate by ticking in the appropriate spaces
provided.

Matketing Issues:

Yes

Don't

know

Not
applicable

4. Do you have a marketing plan?

5. Is it compatible with corporate plan?

6. Does the matketing plan cover the same

petiod as corporate plan?

7. 1s the marketing plan regularly reviewed?

8. Is the marketing plan based on an assessment

of market potential or past performance?

9. Is there a marketing plan by product?

12 Do the relevant manager have a copy of the

marketing plan?

Section 2.

1 a)Are the following factors of the business
environment monitored on a regular and
conscious way in terms of how they affect the
company's business prospects?

® Beonomic factors. ..cioeercisersesisasssassencess
¢ Political/legal factors...........cooooviiiiinnn.
@ Fiscal factors.......coveirraninrneosiesioiiincnnn
¢ Technological factors............ccoovvviniiinn
L

Social-cultural factors........cooveeririenniinna
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Please indicate by ticking in the appropriate spaces
provided.

Yes

Don't

know

Not
applicable

b). Ate the following developments in marketing
monitored in a regular and conscious way in terms
of how they affect the company's business
prospects?

() Trend in Market size /growth:

R AR O e TP

N e e R e R S G TN S SR

if)Developments/trends in prices;
¢ term and conditions -

¢ trade practices

(iti) Development trends in;
¢ Chinnel el AEtHbULON. .. .. . 55 v avs w4 S
¢ Purchasing pattern.........cc..oocovviiiiiiiiin,

I e s sa e e

(iv)Developments/trends in;

& BRI A s s v e
¢ Productdemand...............oeniiis N
¢ Product presentation............coovieiiiiiinnin

T L SRR S

(v)Developments/trend in;

T T N S
O S s £ Ehilih s o5 v naeassancscnnasss
0 ASPORERE 5Es ci v o asviinenninianicencaranaianns
ST TSR SR SO oo
*

T TR SRS A SR S
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Yes No Don't | Not
Please indicate by ticking in the appropriate spaces know | applicable
provided.
) Ate the following aspects of competitive

environment monitored in a regular and
conscious way in terms of how they affect the
company's business prospects?

COMPEHILOLS. . vvvveesirrririseseriisiireiinn
Competitors marketing strategies...............
Competitors strengths/weaknesses.............
NEW ENELANES. . cuvenreneirrrrennsiesiesieiiiiiies
Mergers/acqUiSItions. .......ovvrrevirrenniiiinn

Competitors reputations ..........................

d)

Are the following industry activities

monitored in a regular and conscious way in terms

of how they affect the company's business

prospects?

¢
¢
¢
¢
¢
L

>

trade aSSOCIAtION(S). «.vvvvvveverrrrnssesrernnnn
inter- industry profitability.................
investment levels of competitors...............
activities of trade association(s).................
changes in COSt SLIUCTULE. ....oovvvviiiiiinn
inVestment PLOSPECES. ......vvuerireriiiiiin
technological developments.....................
sources of raw materials...................o

energy R Rt ey gk ks sine e s vries oo
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Please indicate by ticking in the appropriate spaces provided

Section 3:
SWO'T analysis

Yes

Don’t
know

Not
applicable

1) Is there someone (individual or group) responsible for
converting the analysis of factors in Section 2 into a
summary which highlights,

¢ Company’s Principal Strengths?

¢ Company’s principal Weaknesses?

2) Does this person have access to the necessary

information?

3) Is this petson sufficiently senior for his analysis to

make an impact?

4) Is the organization climate such that a full and
accurate analysis is seen as striving for improvement
rather than an attack on specific department or

vested interest?

Please indicate by ticking in the appropriate spaces provided

Section 4:

Marketing Objectives and Strategies

Yes

Don’t

know

Not
applicable

1) Are the Marketing Objectives clearly stated and

consistent with the corporate objectives?

2) Are there Clear strategies for achieving the stated

Marketing Objectives?

3) Are there agreed objectives about;

RIS & 00 o s i S0V s Sl e e e e eneanns
D TR 6wivss vobnsvabaaesbonineeessdossen
Nber OF COstolietIr.......00 ..o i iiiieniiionnnn

Introducing new products?..........oooiiiiiiin

& e iy & e ¢

Divesting of old products? .................................

The product fange?. ..........oooeveennnniiniiiiiiiinn

I L s s sont ahabiswh W9y sds s 0 st s0noes oos




Please indicate by ticking in the appropriate spaces provided.

Section 5.

Monitoring and Evaluation

Yes

Don't

know

Not
applicable

1. Is the Marketing planning system well conceived

and effectiver

2. Do control Mechanisms exist to ensure planned

objectives are met?

3. Do internal communications function effectively?

4. Are there any problems between marketing and

other corporate functions?

5 Are people clear about their roles in the marketing
planning process?'
6 Is there a procedure for dealing with the marketing

planning process?

6. Is there evidence that such a procedure reduces the

chance of subsequent failure?

7. Are there still organizational Weaknesses?

8. Are there still unexploited opportunities?

9. Are the assumptions upon which the marketing

planning was based valid?

10. Are there contingency plans in the event of

objectives not being met/conditions Changing?
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Part C

A

B

C

D

E

If you strongly
disagree with

the statement

If you tend to
disagree with

the statement

If you don't know if you
agree or disagree with

the statement

If you tend to
agree with the

statement

If you strongly
agree with the

statement

Please indicate by ticking in the appropriate space provided.

A

B

C

D E

the chief executive demonstrates an understanding

of marketing planning.

the chief executive use the marketing plan as the

basis for making key marketing decisions.

the chief executive show an active intetest in

market planning.

the chief executive allocate adequate resources to
ensure that marketing plan is completed

satisfactorily.

Our marketing plan has a good balance between

short term and long term objectives.

In our organization we don't leave planning just to
the planners, other managers have a valuable

contribution to make.

Our plans recognize that in the short term, we
have to match our current capabilities with

opportunitics.

8. Marketing research studies (by internal staff or

agencies) are often used as inputs to the

marketing planning process.

9).The chief executive officer receive information,
which enables him to assess whether or not the

marketing plan is going to fruition as expected.
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Other relevant information

10.Drawing from your work experience what can you say about the practice of marketing planning;
*  in your organization.

* Kenya in general.

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

11. Any other information on marketing planning in Kenya.

Thank you for your cooperation. Your contribution will go a long way in making this study a

success. z
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Appendixes v,

History of planning

VAROWIS

by VAROOOI3

Chisquare D signif. Chi-squere D Signif
14835 2 AT63 19305 2 389

VAR00019

by VAROOOI3

Chi-square DF. signif. Chi-square D Signif,
11823 2 5537 1655 2 4370

VAR00020

by VAROOOI3

Chisquare DF. signif. Chi-square D Signif,
7484 2 6819 11784 2 5548

VAROOO2I
by VAROOOI3

Chi-square DF. signif. Chi-square DF. Signif.
4117 2 8140 77371 2 6192

VAR00022

by VAR00013

Chi-square DF. signif. Chi-square DF. Signif.
3750 2 8% 918 2 6317

VARO0023

by VAROOOI3

Chirsquare DF. signif. Chi-squre DF Signif,
300 2 88 B 2 MI8

VAROO024

by VAROOOI3

Chirsquare DF signif Chi-square DF. Sigrif
7806 2 6768 1344 2 5106

VAROO02S

by VAROOOI3

Chi-square DF. signif. Chi-square DF. Signif.
1697 2 4339 22408 2 3R

VAROOS

by VAROOOI3

Chisquere D F-signif Chi-squere DF. Sigif
18906 2 388 3572 2 1676
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VAR00027

by VAROO013

Chisquare DF. signif. Chi-square D.F. Signif.
43886 2 1114 53987 2 0672

VAR00028

by VARO0OI3

Chisquare D.F. signif. Chi-square DF. Signif.
48483 2 0886 62919 2 (430

VAR00029

by VAR00O13

Chissquare DF. signif. Chi-square DF. Signif.
42783 2 1178 54384 2 0659

VARO0030

by VAR0OOI3

Chirsquere DF. signif, Chi-square DI Signif,
185 2 9123 3439 2 840

VAR003]

by VAROOOI3

Chi-square DF. signif, Chi-square DF. Signif,
15649 2 AST3 19665 2 3741

VAR00032

by VARO0013

Chisquare DF. signif. Chi-square DF. Signif.
22606 2 329 2752 2 25%

VAR00033

by VAROOOI3

Chisquare DF. signif. Chi-square DF. Signif
M 2 628 29 2 2475

VAROO034

by VAROOOI3

Chiisquare DF. signif, Chisquere D Signif
10027 2 6057 21118 2 .94M

VAR0003S

by VAROOOI3

Chisquare DF. signif Chi-square D Signif.
475 2 835 938 2 6301




VAR00036

by VAR00013

Chisquare D.F. signif. Chi-square D.F. Signif.
4375 2 8035 9238 2 6301

VAR00037

by VAROOOI3

Chissquare DIF. signif. Chi-square DF. Signif
2865 2 8666 10913 2 5M5

VARO0038

by VAROOOI3

Chisquare D signif: Chisquare D Signif.
16927 2 4290 4ld6l 2 1258

VAR00039

by VAROOOI3

Chi-square DF. sigif, Chi-squre DF. Signif
4375 2 8035 12963 2 520

VAR00040

by VAR00013

Chi-square DF. signif. Chi-square DF. Signif.
30544 2 2171 64413 2 (0399

VAROOMI

by VAROWI3

Chisquere DF. signif, Chisquare DF. Sigif
694 2 T 24 2 3B

VAROO42

by VAROOOI3

Chirsquare DF. signif Chi-square DF. Sigif
0671 2.6 T2 2 609

VAROO43

by VAROOOI3

Chisquare DF. signif Chi-square DF. Signif,
0671 2961 T2 2 60

VAROOOH

by VAROOOI3

Chisquere DF. signif Chisquere DF. Signif,
M8 2 84 14983 2 4T

VAROOO4S

by VAROOOI3

Chisquare DF. signif. Chi-square DFF. Signif
LI8I0 2.5541 34867 2 179

VAR00046

by VARO0013

Chi-square DF. signif. Chi-square DIF. Signif
2108 2 8734 14943 2 4737

VAR00047

by VARO0013

Chisquare D, signif. Chi-square D.E: Signif.
I 2B 320 2458

VAR00048

by VAR00013

Chi-square DF. signif. Chi-square DF. Signif.
J01 2 6804 1895% 2 3876

VAR00M49

by VAR0O0013

Chisquare DIF. signif. Chi-square D, Signif
J01 2 6804 18956 2 3876

VAR00050

by VAR00013

Chisquare DF. signif. Chi-square DIF. Signif.
1282 2 B39 2400 2 8869

VAR00051

by VAR0O0013

Chi-square DIF. signif. Chi-square D.F. Signif.
T01 2 6804 18956 2 3876

VAR00052

by VAR0O0O13

Chissquare DF. signif: Chissquare DF. Signif.
10833 2 5818 31946 2 2024

VARO0053

by VAR0O0O13

Chi-square DF. signif. Chi-square DF. Signif.
22319 2 3276 .3543 2 .17HM

VAR00054

by VAR0OO13

Chisquare DF. signif. Chi-square DF. Signif
40 2 663 17821 2 402

VARO00SS

by VAROOO13

Chissquare DF. signif. Chi-squeare DF. Signif

0M 2 7314 23214 2 313




VAR00056

by VAROOOI3

Chisquare D.F. signif. Chi-square D.F. Signif.
45009 2 1094 62010 2 20450

VARO0057

by VAROOOI3

Chissquare DI, signif. Chissquare DF. Signif.
216 2 8907 398 2 8192

VAR00058

by VARO0O13

Chissquare DF. signif. Chi-square DF. Signif.
2708 2 8734 1496 2 4741

VAR00059

by VAR00OI3

Chisquare D signif. Chi-square DF. Signif,
10833 2 5818 32099 2 2009

VAR00060

by VAROOO13

Chisquare DF. signif, Chi-square DF. Signif
10833 2. 5818 3209 2 2009

VAR00061

by VAR00013

Chisquare DF. signif. Chi-square D Signif.
0089 2 9955 020 2 9891

VAR00062

by VAR00013
Chi-square DF. signif. Chi-square DF. Signif.
13993 2 4968 22160 2 3302
VAR00063

by VAROOOI3

Chisquare DF. signif. Chi-square DF. Signif
TJ0I 2 6804 1895 2 3876
VARO0064

by VAROOOI3

Chissquare DF. signif. Chi-square D, Signif

14935 2 479 25721 2 2164
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Appendixes vi,

Ownership

VAR00019

by VAR00002

Chisquare D, signif. Chi-square DF. Signif.
10144 2 3139 12857 2 .2568

VAR00020

by VAR00002

Chissquare DIF. signif. Chi-square DF. Signif.
27121 2 6015 3646 2 5460

VAR00021

by VAROO002 >
Chi-square DIF. signif. Chi-square DF. Signif.
3131 2.5758 4531 2 5008

VAR00022

by VAR00002

Chi-square DF. signif. Chi-square DF. Signif.
27271 2 6015 20000 2 .1573

VAR00023

by VAR00002

Chissquare DIF. signif. Chi-square D, Signif.
24545 2 1172 66316 2 0100

VAR00024

by VAR00002

Chisquare DF. signif. Chi-square DIF. Signif.
18033 2 17933 8571 2 495

VAR00025

by VAR00002

Chi-square DF. signif. Chi-square DF. Signif.
8015 2 307 14436 2 2%

VAR00026

by VAROOO02
Chi-square DF. signif. Chi-square D Signif.
0B 2 475 13571 2 2440

VARO0027

by VAROOOO2

Chi-square DF. signif. Chi-square DF. Signif.

ARl 2 560 5293 2 A6

VAR00028
by VAR00002
Chissquare DIF. signif, Chisquare DIF. Signif.
10909 2 2963 14737 2 208
VAR00029
by VAR00002
Chi-square DF. signif. Chi-square DF. Signif
A08 2 5019 5965 2 439
VAR00030
by VAR00002
Chi-square DF. signif. Chi-square D.F. Signif
8 2 BT 426 25152
VAR00031
by VAR00002
Chi-square DIF. signif. Chi-square DF. Signif.
352 2 556 4082 2 529
VAR00032
by VAR00002
Chi-square DIF. signif. Chi-square D.F. Signif.
10144 2 3139 12608 2 2615
VAR00033
by VAR00002
Chissquare DF. signif. Chi-square DF. Signif,
- 556 2 455 15038 2 2201
VAR00034
by VAR00002
Chissquare DEF. signif. Chi-square D, Signif,
285 2 6271 5009 2 4M1
VAR00035
by VAR00002
Chisquare D signif. Chi-square DIF. Signif.
556 24556 15038 2 2201
VAR00036
by VAR00002
Chissquare DIF. signif. Chi-square DF. Signif.
15153 2 218 32321 2 072
VARO0037
by VAROOOO2

Chi-square D, signif. Chi-square DF. Signif.
0000 2 10000 0000 2 10000




VARO00038

by VAROOO02

Chisquare D, signif. Chi-square DF. Signif.
10909 2 2963 42000 2 0404

VAR00039

by VAROO002

Chi-square DF. signif. Chi-square DF. Signif
10909 2 2963 42105 2 (402

VAROOMO

by VAR00002

Chi-square DF. signif. Chi-square D Signif.
421 2 52600 7243 2 397

VAR00M41

by VAR00002

Chisquare DF. signif. Chi-square DF. Signif
10909 2 2963 42105 2 0402

VAR00042

by VAR00002 %

Chisquare DF. signif. Chi-square DF. Signif.
27271 26015 20000 2 .1573

VAR00043

by VAR00002

Chisquare DF. signif. Chi-square DF. Signif,
2121 2 6015 20000 2 .1573

VAR00044

by VAR00002

Chi-square DF. signif. Chi-square DF. Signif.
10909 2.2963 42105 2 0402

VAROOMS

by VARO0OO2

Chisquare DF. signif. Chi-square DF. Signif.
0682 2 ™0 2632 2 6080

VAROO46

by VAR0OOOO2

Chisquare DF. signif. Chi-square DF. Signif.
271 | Q15 20000 1 1573

VARO0047

by VAROOO02

Chissquare DF. signif. Chi-square DF. Signif

0682 1 -0 2632 |1 6080

60

VAR00048

by VAR00002

Chisquare DF. signif. Chi-square D.F. Signif.
10909 2 2963 42105 2 0402

VAR00049

by VAR00002

Chisquare D signif, Chi-square DF. Signif.
10909 2 2963 42105 2 0402

VAR00050

by VAR00O02

Chisquare D.F. signif. Chi-square DF. Signif.
0056 2 9405 0150 2 9024

VAROO051

by VAR0O0002

Chi-square D, signif. Chi-square DF. Signif.
10909 2 .2963 42105 2 (402

VAR00052

by VAR00002

Chisquare DIF. signif. Chi-square DF. Signif.
0056 29405 0150 2 9024

VAR00053

by VAR00002

Chi-square DIF. signif. Chi-square DIF. Signif.
0501 2 829 0902 2 7639

VAR00054

by VARO0002

Chi-square DF. signif. Chi-square DF. Signif.
2121 2 6015 10526 2 3049

VAR000SS

by VAR00002

Chisquare D signif. Chi-square DF. Signif.
27121 2 6015 20000 2 1573

VAR00056

by VAR0O0002

Chisqueare D signif Chisquere D Signif,
004 | 654 2755 1 597

VARO0S7

by VAROOOO

Chi-squere DF. signif. Chisquure DF. Signif
331 | 518 S%6m | A4S




VARO0058

by VAR00002

Chissquare DF. signif. Chi-square DF. Signif
10909 2 2963 42000 2 (404

VAR00059

by VAROO002

Chissquare DE. signif, Chi-square DF. Signif.
6136 2 4334 16667 2 197

VAR00060

by VAR0O002

Chi-square D.F. signif. Chi-square D.F. Signif:
24545 2 1172 66667 2 0098

VAR00061

by VAR00002

Chissquare DF. signif. Chi-square DF. Signif.
10909 2 2%3 42105 2 0402

VAR00062

by VAR00002

Chi-square DF. signif. Chi-square D Signif.
01252 9109 026 2 8806

VAR00063

by VAR00002

Chi-square DIF. signif. Chi-square DF. Signif.
2171 2 Q015 20000 2 1573

VARO004

by VAR00002

Chi-square DF. signif. Chi-square DF. Signif.

34787 2 062 63025 2 0121
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Appendixes vii
competition

VARO0019

by VAR00106

Chi-square D, signif. Chi-square DF. Signif.
0173 1 8953 (246 1 874

VAR00020

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif.
0481 1 8264 0782 1 797

VAR00021

by VAR00106

Chissquare DEF. signif. Chi-square DF. Signif,
1082 1 742 2169 1 6414

VAR00022

by VARO0106

Chissquare DIF. signif. Chi-square DF. Signif.
A6 1 670 4027 1 5257

VAR00023

by VAR00106

Chissquare D signif. Chi-square D Signif
2827 1 6295 468 1 496

VAR00024

by VAR00106

Chi-square DF. signif. Chi-square DF. Signif.
1923 1 6610 3169 1 5735

VAR00025

by VARO0106

Chissquare DF. signif. Chi-square DEF. Signif
02 1 7589 126 1 7262

VARO0026

by VAROO106

Chi-square DF. signif. Chi-square D, Signif
369 1 5393 6789 1 4100

VAROOO027

by VAROOIOS

Chi-square DF. signif. Chi-square DIF. Signif

1209 | 279 1470 | 2%
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VAR00028

by VAR00106

Chissquare DIF. signif, Chi-square DF. Signif,
e G A |

VARO0029

by VAR00106 :

Chissquare DF. signif, Chi-square DF. Signif,
3505 1.5538 4324 1 5108

VAR00030

by VAR00106

Chi-square DF. signif. Chi-square DIF. Signif.
29250 1 0872 58558 1 0155

VAR00031

by VAR00106

Chisquare DIF. signif. Chi-square DF. Signif,
8889 1 3458 11243 1 28%

VAR00032

by VAR00106

Chisquare DIF. signif, Chi-square DF. Signif,
B12 1 3925 8913 1 3451

VAR00033

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif,
3005 1 586 8367 1 .3603

VAR00034

by VAR00106

Chisquare DF. signif, Chi-square DF. Signif,
LI077 1 2926 22143 1 1367

VARO0035

by VAR00106

Chissquare DIF. signif, Chi-square DF. Signif,
2169 1 5987 5552 1 4562

VAR00036

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif.
12505 1 2635 25071 1 133

VARO0037

by VARO0106

Chisquare DF.signif, Chi-scuave D Sigif
0B 1| 64 UM% | 67




VAR00038

by VAR00106

Chisquare D.F. signif. Chi-square DF. Signif.
6582 1 A2 1520 1 2166

VAR00039

by VAR00106

Chi-square D.F. signif. Chi-square DF. Signif.
2543 1 6140 7121 1 3987

VAR00040

by VAR00106

Chi-square DIF. signif. Chi-square DF. Signif.

0173 1 8953 0400 1 8414

VARO0041

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif,
B2 1395 2620 1 .1052

VAR0O042

by VAR00106

Chi-square DF. signif. Chi-square DF. Signif.
0812 1 7% 8125 1 36/

VAR00043

by VAR00106

Chissquare DF. signif. Chi-square DF. Signif.
0812 1 775% 815 1 36/

VAR00044

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif.
3250 1 568 16852 1 1942

VARO0045

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif
13000 125423 6250 1 0569

VAROO046

by VAR00106

Chisquare DF. signif. Chi-square DFF. Signif.
3250 1 568 16852 11942

VAROO47

by VARO0106

Chisquare DF. signif. Chi-square DEF. Signif

B2 1.5 260250 1 1082
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VAR00048

by VAR00106

Chisquare DF. signif. Chissquare DIF. Signif.
0236 1 8780 0550 1 8146

VARO0049

by VAR00106

Chisquare D.F. signif. Chi-square DF. Signif.
0236 1 8780 0550 1 8146

VARO0050

by VAR00106

Chi-square DIF. signif. Chi-square DF. Signif.
0812 1 7715% 1448 1 7035

VARO0051

by VAR00106

Chissquare DF. signif. Chi-square DF. Signif.
0236 1 8780 0550 1 8146

VAR00052

by VAR00106

Chi-square DF. signif. Chi-square DF. Signif
0077 1 9301 0125 1 9110

VARO0054

by VAR00106

Chisquare DF. signif. Chi-square DF. Signif
6281 1 429 14538 122P9

VARO00S5

by VAR00106

Chissquare DF. signif. Chi-square D, Signif,
Bl2 1 3925 2625 1 .1052

VAR00056

by VAR00106

Chi-square DF. signif. Chi-square DF. Signif.
9308 1.3347 124% 1 2636

VAR00057

by VAR00106

Chissquare DEF. signif. Chi-square DF. Signif
L1077 1 2926 18252 1 .1767

VARO00S8

by VARO0106

Chi-squere DF. signif: Chi-square D Siggif
250 1 5686 1680 1 1945




VAR00059

by VAR00106

Chissquare DF. signif. Chissquare DF. Signif
2543 1 6140 7121 1.3987

VARO0060

by VAR00106

Chi-square DF. signif: Chi-square DF. Signif.
13000 1 2542 36400 1 0564

VAR00061

by VAR00106 :
Chi-square DF. signif. Chi-square DF. Signif.
6231 1 429 1458 1 2m

VAR00062

by VAR00106

Chisquare D.F. signif. Chi-square DF. Signif.
19082 1 1672 28983 1 0887

VAR00063

by VAR00106

Chi-square DIF. signif. Chi-square DF. Signif.
28271 1 6295 549 1 4612

VAR00064

by VAR00106

Chi-square DF. signif. Chi-square DF. Signif,

181 1 7257 028 1 6525
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Appendixes viii

10.

ik

12

13.

14.

15.

16.

17.

18.

19.

20.

21.

Agip (K) Itd

Allpack industries

British America

Bayer E.A Itd

BOC (K) Itd

Cadbury (K) Itd

Colgate Palmolive (K) Itd
Cosmos Itd

Cussons &Co Itd
E.A.Foundry Work ltd
Economic Housing Group ltd
Galsheet Kenya ltd

General Motor (K) ltd
Glaxo welcome Itd

Haco industries Itd

Henkel Kenya Itd

Farmer's Cho(i;:c Itd

East Africa industries Itd
International distillers (k) Itd
Ital products Itd

Kenya Shell Itd

22,

23.

24.

25.

26.

21

28.

29.

30.

21,

&

33.

34.

35.

36.

37.

38.

39.
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Nestles Foods (K) Ltd
Paper Converter (K) Itd
Rhone-Poulenc (K) Itd
Unga limited

Union locks (K) Itd
Sanpack Itd

Spiners and spiners ltd
Timsales limited

CMC Engineering Itd
SmithKline-Beecham ltd
Kenya Wine Agencies Itd
Kenya Orchards Itd
Kiwi Brands Itd

Kenya Converters Itd
Razco foods Itd

Tetra pack Itd

Kenya New nrewaryr

Procter and Gamble

. Twiga construction company



Bibliography
Aaker D. The concept and trends in Management -

Business Strategy 3t edition 1989,

------ “Managing Assets and skills: the key to a sustainable copetitive advantage california

management review”. Winter 1989 pp 99 to 106.

Aosa “Management in A frica: Contextual factors and influence” outnal of African
£

financial and economic development, May 1992 (in press).

...... “An Empirical investigation of strategy formulation and implementation within
large manufacturing companies in Kenya”. Ph.D. Dissertation, University

of Strathclyde (Scotland), Feb. 1992 (Unpublished)

Ames B C Marketing plannng for industrial products

Harvard Business review July- August1969

------- Trappings vs substance in industrial products

Hatvard Business review July- August1969

Bett AK. Strategic Matketing of Dairy Products in Kenya

Unpublished MBA project 1995,

Coughlin P “Moving in the next phase®, in Aosa E, “Management in Africa: Contextual factors and

influence* of Afri tal and economic development, May 1992 (in press).

Cousins 1. Marketing Planning in the public and non profit sectors.

European Journal of Marketing. Vol.7 No. 7 199 Pg. 15-30
Day, G.S, Smﬁmmmlhmmcwﬂm West  Publishing

company, St. Paul Minnesota, 1984.

66



Dienemann .J and Wintz I Designing a marketing planning that works.

Journal of nursing and administration. Vol. 22 No.1 1992 pg. 23-28.

Drucker P, Business Relatives making the future today, Managing for results

Heinemann Professional Publishing 1964

Doyle, P " Marketing planning: Segmentation and Positioning for higher growth profits".

Video management S.A, Brussels, 1993,

German M, Doneline A, Donaline Jr and Steven P. A Chink in Marketing's Armor strategy above
tactics. Vol. 34, No. 2 Pg. 74 -78 1984

Kenya Government Sessional Paper No. 2 of 1996 on “Industtial Transformation to

the year 20207, Nairobi ,Government printer.

Glaziel R and Alan W, "Planning in Turbulent Environment "Working paper
University of California at Betkeley - April 1991.

Guiltinan |, Paul G, The Scope of marketing management strategies and programs 3¢ edition.

Hobbs J.M. & Heavy, D. L. "Compiling Strategy to Operating Plans” Harvard Business_ Review,
May - June 1977 pg. 119 - 126

Holton A. Developin rational Marketing Plans The Chartered Institute of Marketing

Vol. 9 Issue 2 Feb. 1999

Karemu C. The state of Strategic Management Practices in the public sector: The case

of Supermarket in Kenya. Unpublished MBA project 1993.

Kangoro V, The State of Strategic Management Practices in Public sector organization in  Kenya.

Unpublished MBA Project 1998.

67



Kiggundu, M.N Jorgensen,].] and Hafsi, T “Administrative Theory and practice in
developing countries: A synthesis” Administrative science Quartetly,

March 1983. Pg 66-84.

Kotlet; Marketing Management Analysis, and Planning, Implementation, and
control. 9 edition 1994,

-------- Cotporate Models: Better Marketing plans.
Harvard Business review July- August 1969.

Lawrence L, "One factor analysis for variance by ranks" The Kruskal Wallis test

Statistics for modern business decisions, 5t edition, chapter 16, pg 675.

Love Lock, C.H. WeinBerg, B.C.

Strategic matketing Planning Marketing challenges - cases and exercises (1985)

McDonald M. Marketing plans, how to prepare them, How to use them.
(2nd edition 1992).

McDonald M and Leppard J. The matketing Audit - Translating Marketing theory into practice.
Paper back edition 1994.

McKittrick J. "What is the marketing concept” The frontiers of marketing thought and

action American Marketing Association, Chicago 1957.

Moris H, "One factor analysis for variance by ranks" (Kruskal Wallis test)
Statistical Analysis for decision making, 3 edition, pg 559.

Nachmias C , Nachmias D research methodsin the social sciences, Edwards Arnold publishers ltd,

1981 in Karemu C. The state of Strategic Management Practices in the public sector: The case
of Supermarket in Kenya. Unpublished MBA project 1993.

68



Ngunjiti ] Executive Profile of Stephen Vilijoen, Managing Director, British Oxygen Company
Ltd The Financial Standard, Tuesday, June 15 1999

Peter ] and Donnel Jt. Developing Marketing Plan

Matketing Management 3+ Edition.

- Ringbakk, K.A' "Why planning fails"

Furopean Business, Spring 1971, pg. 15-27

Stonish P.J. I 1 planning pitfalls - How to Avoid them, part 11
Management Review 64(6). June 1975, pg 4 - 12.

The Chartered Institute of marketing, “Strategic marketing management, planning and control”,
Diploma study text BPP publishing Itd , london 1994.

The Chartered Institute of marketing, Unraveling the Planning Process.
Vol. 1 issue 6 1991

Wilson H, George W, Solomon P. Strategic Planning for Marketers
Business Horizons. Vol. 21, No. 6 Dec 1978 Pg. 65 — 7.

69



