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ABSTRACT 

This study intended to find out how m~rkctiog planning is practiced in the Kenyan 

manufacturing sector. The focus of the study was on manufacturing firms operating in Nairobi who 

arc members of the I' en •an asst i:ttinn of manufacturers. The objective was to investigate the state 

~nd usc of mark<:ting planning to gain ompctitive edge by the large, private manufacturing companies 

in 1 cnyan. 

' J'o achi '\T these objecti cs 3 hypothesis were formulated and tested. Data was collected 

through sdf aJministercd questionnaires. The questionnaires bad both the structured and 

unstructured t1uestions. Respondents were marketing decision-makers of the selected fu:ms. The 

collected data was analysed using descriptive statistics. Likert profiles were drawn to show any visual 

differences. Further analysis was done using the K.ruskal Wallis rank test. 

The study found that the principles of marketing planning are 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 marketing planning, few lived by them. They focused too 

much on tactical marketing planning and emphasized more on business system, sophistic~ted 

techniques and lengthy writings assignments. Firms owned by foreigners arc more involved in 

marketing planning but there was no difference among fu:ms oper~ting in various sectors of the 

economy. 

lost of those charged with the process complained of lack of support from the top 

management. 'I11ey claimed that too much pressure to produce results in the shott-run forced them to 

ha,·c hort-tetm plans leaving the future of the fu:ms to chance. 

If marketing planning is to have any impact in our organizations, It must b' based on 

continu u dialogue between key manager and be build solidly into the management process rather 

than b treated a a discrete function. 'I he focus should be on substantive imprm·ement 111 forw:ud 

tlunkin • n I , ction tluou h anal ·tical analysis, continual environment. l scanning and more top 

manag m nt input \' hil tactical plannin r mam important, marketing planner mu t inn· t mote.: 

1Il I ng t nn pl. nmn to incr a c the chanc f th fut\Hc ur\' tval o thcit lm in 



1.00 CHAPTER ONE; INTRODUCTION 

This chapter gives the ba kground information on the Kenya manufacturing sector, an 

ovcrvi ·w of planning and ·tt.ll · •i marl ·ting planning. It also contains the research problem, the 

objectives, h)'l)(llht•sts and th ·imp rtan 'of the study. 

1.10 An Ov 'rview of enya Manufacturing Sector 

Th' 1· enyan manufacturing sector is one of the fastest growing sectors in the economy. 

Initially 1t ' as 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 early part of 1997, diversion 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 dome lie and the export 

market. 

·1 he sector heavily oriented towards production of consumer goods. ·n1 'n: is littk 

pr duction of intermediate and capital good ( Coughlin et al, 1990). '1 he industry can bc classified 

1111 thre ct , \\ hich are di cu ed b low; 

d mdu tri I tor 

ct r c ntril ut around 9 Yo of th •alu dd d in the m. nu . cturin It h 

f . dsu n I d m u r 1U •, 

tu t ; th t 1 1 lu t 

). 



Included arc metals and fabricated metal products, machinery and equipment; furniture and 

fixtures; suuctural metal products; electronics, tmnsport machinery and equipment and miscellaneous 

machinery. The sector relies h . ,•ily on imported raw material and contributes about 12% of the value 

added in manufactuting (I \ I, l ( (H). 

(iii) Chemica I and t\ 1 inl·t.d indust 1 i. 1 ·ctor 

lnclmkd arc sub sectors like industrial chemicals; fertilizers, salts; pesticides; including 

pyrethrum extract, paint:, varnishes and Lacquers, pharmaceuticals (drugs). 

rhc sun·1val of Kenya's manufacturing industry will depend on its ability to create linkages 

' ith other major sectors of the economy such as, agriculture and the service industry. The 

gm·ernment'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.J\. 1, 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 growth" for the whole economy. 

The prh·ate sector companies in Kenya are owned and operated by both local and foreign 

inYestor . lost foreign companies are subsidiaries of multinational corporations. J ,ocal compames ar 

owned by I' enyans, I' enyans of Asian origin and a mixture from other countries. I " cnyans of 1\sian 

ori 'in d min ate the local manufacturing (I' enya economic survey, 1988). A study of 84 manufa turing 

mn c n ucted b • Ao a (1992) howed that 46% w rc owned by Indian, 29% b ' forei •ncrs, 17% by 

mdt nou 'en • n and 7% :\'ere of mixed m ncr ·hip. 

·h m. nufacturin cenc 1 charactet:izcd b • hi h I v<: I of cone ·ntr:Ht >n. In I 1 , tht: 

f I. r c mp. l1l 26 .1\ . I, 19 ) and th r I o , t t. I 

1) m lu t11d n mulun 

u\ 1 h n 
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95% share). This clearly indicated that a few large comparues dominated certain segments of the 

Kenya market. 

It has been argued th. t th ~~ ·nyan Manufacturing sector plunged itself into the free trade 

regime too fast before :tllowin r th · lo al industry enough Lime to adjust fully to the new borne 

freedom, ns most industt i · ( und th ·msclves exposed to external competition and malpractice's. 

I · cnyan indu~tl ialists I ·tl b · I AM chairman have argued that while liberalization of economics 

provided ~otnc css ·ntial economic freedom, the abrupt "free for all" trade policy jeopardized the 

impemtivc for industrial deYclopment. With Global overcapacity and surpluses and without sufficient 

mechnni ·m 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 

import include, 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. 

TI1e salvation of the Kenyan economy lie in spreading out and tapping the wider African 

Iarket ... as well as improving their quality. 

1.20 An overview of planning 

!any companies today operate without formal plans. Kotler,(1990) noted that managers resist 

writing formnl plans arguing that they have succeeded without them. S me companies might mannge 

tJUite succc ·fully without any formal sy tem of corporate planning. But to t}uote the busine sman, Sir 

Jame G ld mith; 

r l 

" luddlin through i a cuph ·rni m for failin • to plan forward. It mean a tin ' tn tically 

an I with ut tratc •; it m nn confu ing them ·an ' ith th nd. If we c >ntinttl' to avoid 

em th fact ... the pit, 1 h on the r v of out demo me ~·til be: ""! he • :u.:rifi t: d 

th I n -t nn f; r th hort-tcnn nd th Ion -term fin II · arrived" 



Drucker, (1950s) pointed out that mnnagement must always consider both the short-term and 

long-term consequences of their n ttons. A busin ·ss must be kept profitable into the long-term future 

but at the same timt shot t tum pmfttablllly must be maintained to avoid the danger that the long­

term will tH·vct bc rt•a ht·d. 

\" .dkmkr a~ tJUOt ·d in 1\o ·a, (1992 argued that environmental factors and intra-firm factors 

could c.·plain the ptcYalcnce 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 deYeloping 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. 1fanagers find themselves caught in a "rat race", and managed by whatever the mail boy 

dumps into their in-tray. 

1.30 Strategic Marketing Planning 

farketing Planning is the planned application of marketing resources to achieve marketing 

objectt\·es. It has been deftncd as; 

11 logical srqumre and series of activities leading to the se//111<~ ofmarketmg oi?Jectit•e.r and fommlation of plan.r 

for achiuing them ( CI.M, 1992). 

trat<.: ic p rspcctivc to marketing planning center on planning for the futme. It ·:pands 

mark tcr' r I' fr 1m an cmpha ·i on only t. ctical dcci ions to do with m. rk tin t mi: to include 

ut th futur dir ction of the or nization. hat gic t. rk tin Plannin • will involvt 

zm cnvtr nm nt. I, c mp tiuv nd hu in unit 1111 • ut\lrc ttc: nd 111 

ar 
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Many organizations find it difficult to develop a strategic approach to marketing planning 

because of lack of marketing skills, lnck of resour es in terms of both money and time and because of 

non-marketing orient d comp:mr ulturc. Pier y, (1989) noted that the main problem lies in changing 

senior tnanagemt·nt's guidin,' philosophy away from finance or production toward understanding the 

central impmtatl ' t' <.> satis ·in1 ·ustomcr n •cds. Only when Lhe organization believes that the 

customer is th · reason for it · existence and seeks to satisfy him or her better than the competition 

docs the customer c me before production and fmance and marketing becomes the essential 

ingredient at trategic lc\·cl of activity. 

Doyle, (1993) noted that for the business to succeed, it is dependent on two basic pillars. 

These are the core competencies, the drive and commitment in the organization. Marketing planning 

is crucial as it pulls together the core competencies, drive and commitment and focuses them around 

satisfying the needs of customers. Companies 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 

busines achieve succe s by organizing itself to meet the needs of target customers more effectively 

than it competitors. Managers have two objective to meet that is profit and growth. These two 

objccth· , rc in conflict and marketing deci ·ion-maker have to babncc between growth anti 

hrk tin dcci ion ha,·e both po iti\'e and negati\' effect the problem b ing that 

IU c m wl · and n •ativ m fa t. 

Jn n n • rnin ' . I ud nd finan i. I 1 I 11 1 1 l\' adc the 
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Doylc,(1993) also noted that many companies have the "wrong" type of organization. Too 

heavy with middle managers and po' erl ss fr ntlin people. Companies are being forced to .radically 

re engineer their organization . . fl. ttcning their structures, empowering the frontline people and 

making everyone get h>sl'l' to th · ·u. tom 't. Marketing oriented companies need to focus on meeting 

customer twt·ds. 'ustnm ·rs h:\\' hot · · and if their needs are not met, they will go elsewhere. As 

such the ccntt al focus is n under-tanding what needs customers have and con'ling up with innovative 

solutions that tnect them. 

l 'or cffecti\'e marketing, it 1s not enough to meet customers needs; companies should do so 

competitiYcly. They have to do better than their competitors and create a competitive advantage so 

that they are chosen oYer others. 

The rnvival of any business today will depend on its ability to market 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. GiYen the importance of marketing planning to any business today, there is need to sell it to the 

top management. A wntten marketing plan is the backdrop against which operatwnal deciswns arc 

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 (1 Iotton et 

al, 199 ). 

'\'~hil the mark ting manager mu t react to tactical requirements of the marketing mix, he 

mu t .I make . pr babili tic a c ment of 1 o iblc Ctl\'tronmcnt in otdcr to anticipat anti 

"m • nt" ht futur rath r th n imply c nc ntrat n th hort-run. ' I ht him take 

.ch • ll-itn) rt: nt m. rk · pl uin' in the utur 
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the philosophy of marketing is not believed, rather is that most companies particularly industrial goods 

companies have difficulty in making it work. 

The developments in thcat ' . nd pra tice of Marketing planning have tended to reflect 

business cit umst.tn · ·s in dl·vel()ped cow11ri •s. Some scholars have noled that contextual factors in 

less dev ·loped ountti ·s :\ll di f•rcnt from those of developed countries. As such guidelines for 

organizational d •stgn U'\' loped for W stern nation arc not necessarily appropriate for countries in 

sub Saharan \inca. \\'c 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 environments. Today's truths and 

rcalitie 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 

necessary to ride the tidal wave of growth are gone (McDonald et al, 1992). Few practicing managers 

understand tl1e real significance of a strategic marketing planning as opposed to tactical or operational 

marketing planning. In a study into how British companies carried out their marketing planning, 

IcDonald, (1992) concluded that despite it's simplicity and logic, marketing planning remains one of 

the mo. t tricky area for both the academics and practitioners alike. I lc identified a number of 

problems of marketing planning systems that arc discussed below; 

a) \X' ·ak upport from chief executive and top management 

nle Lhc chief e.·ccutive sec the n d for formalized marketing planmng s ·st m, untkrstand 

Jt, , nd h w • n • ctive inter tin it Jt vill b impo ible to implement it sue c full ·. 

b). I r pl. nnin 

11n 1 th urn bl f< r intr lu 111 n :v t m. L n • mark un pl. nnin 1l lu 

r d th n l lmJI m nt d unm 



d). Confusion over planning terms 

Most of the initiators of th sc planning systems are highly qualified and often use 

terminology's that arc pcrcctvcd b opcrnti nal managers as meaningless. 

c). Too much details, too far :tht•:H.I 

This is th · ptollctn f ov rplanning caused by elaborate systems that demand much 

information .llld gcnctatc \'a ·t amount of quantities of papetwork generally demotivating for all 

conccrncd. 

Q. Oncc a year ritual 

The activity of marketing planning treateu as a ritual done at the cnd of the ycar and ttuickly 

ftled away ne\'er 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. 

\\'here operational management fail to cooperate, the planner becomes just a kind of an administrative 

assistant. 

!any prcscripciYc approaches have been developed often as a checklist of activities that need 

to be done to write a marketing plan. I Iowevcr, changing the organization culture i not a simple task. 

It r quir · top mana em ·nt upport, intemal communication and training on n on • in' basi related 

b th th m. rkctin c nccpt and f1111 rional m. rkctin and cro -fun tion. 1 L am buildin ' kill . 

ft n th. n n t, nvir nm nu 1 ch n 
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1.40 Statement of the problem 

The usefulness and the practice of strat gic marketing planning to organizations have been 

established with the evtdcnce m. inl dtn\ n from <.lcvcloped countries. Studies conducted by 

McDonald et al (19H9), I ·pp:Hd t :tl, (1 < 92) an<.l I loward, ( 1990) have shown that Marketing Planning 

is a tn:1jor arl':t of \\'l':tlnc ·. C mpani ·s that thought they were planning were simply budgeting and 

forl'castmg amlth · ·suffer d graYc operational difficulties as a result. Other studies carried out by 

C\lcDonald 111 .\merica, Europe and Australia have confirmed these results. 

ln I -cnya a few studies have been conducted in the more general area of strategic planning. 

These studies include; Shwnbusho, (1983), Aosa, (1992), Karemu, (1993), Bett, (1995) 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 Ke1rya manufaclmiug sedor? 

1.50 Objectives oft 1c study 

The study aims at the following objectives: 

1. To inYestigatc the state of marketing planning within large, private manufacturing companies 111 

I' cnya. 

2. To inn tigatc the usc of marketing planning by large, priYatc manufacturing companies in 1· cnya 

in developing a competitive edge. 

Th f, Bowing three hypothesis wer formulated for empirical testing. 'l he c hypothese ar 

t. t d b l \\; 

111 ,: c mp. me th. t ha\'C n hi to • pl nrun :vill h m r Ill\' h u1n 

tin pl. nmn 
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planning process. 

The table below shows the distribution f the various hypotheses to their respective objectives. 

rigure.1 

Objectives IJypotht· ~is 

1 lll, 21 1 

2 311 

1.60 Importance of the study 

I -enya has the biggest manufacturing sector in East Africa (Aberco, 1988). The average size of 

this sector is 8°-o of the GDP of tropical Africa countries (Aosa, 1992). Kenya has an above average 

manufacturing sector (Aosa, 1992). Despite it's importance no study has been done on marketing 

planning in this sector. 

This research will be of interest to; 

the Kenya manufacturing companies as they will be able to tmprove their marketing 

planning process. 

To the financial institutions they will fmd the research useful particularly when appraising 

projects to ad,·ance credit. 

To the academia the study will give an understanding of the marketing planning process . 

Be ide it will form a basis for further research in the area of marketing planning. 

larketing profes ional and practitioner. willu c the stutly as a guide in th ·ir markctin , 

1 I nntn cti,•it1c ·. 

1.70 ' r '•lnizati< n f th tud ' 

nl7. d mt th 

1. 
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on marketing management and a model for },farketing Planning in organizations. 

J.Resem·cb design; This set out various steps n cssary in cxe uting the study thereby satisfying 

its main objectives. lssu<:s lkalt wtth intlml' the popubtion of the study, data collection method, 

and data analysis ttchnittlll'S. 

4. Rcsc:trcb lindillf..!t>' .uul int ·q r •t;Jtions of the lindi11gs 

5. Cvm:lusions vftb · ·tud 1 Jimit;llions oftbe study, recommendations and suggested areas of 

fiirther rcse.trch. 



2.00 CHAPTER TWO; LITERATURE REVIEW 

This chapter reviews the litcr:1tur' n market-ing management and a model for marketing 

Planning in organizations. 

2.10 Mark 'tin()' ttamltl' ·m nt 

I\ l:ukctlng management has been defined as; 

thv p1Vcm of planning and exemting the conception, pricing; promotion and distribution of ideas, goods and 

sem'ces to create exchanges that satisjj individual and organizational oo/ecti7Jes. (American marketing 

Association , 1985). 

1 he 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 market and managing the marketing effort. 

Perspective on what constitute marketing has undergone considerable change over the last 

SOyears. In the early part of this century many companies pursuing sales orienta Lion 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 h:we a different "icw. l'hc 

businc s em·ironmcnt was becoming too competitive and personal income permitted the purchase of 

more di crctionary items.;\ former exccutlYC of (,cneral Electric lckittenck, ( l !J57) concluded; 

"] 1 1 rincipal ta k o m t kcting functi n i 
cu mer d wh. l uit th intctc t f th 
m kin th bu 111 d :\'hat uit th int r 

h 
It b 

not o much to b' killful in m.tkin t the 
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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 organizations need to adopt the marketing 

planning approach. 

'l'o untkr~tand thl· n·l.ltionshtp b ·tween orpomte and marketing planning, it is helpful to 

think of the: prm ·~~ "" a s ·ri ·s of · nts each dependent on the one before. Decisions at corporate 

level allow~ dtvtstonal d · ·i ·ions to be made .... and they enable tactical decisions (Gestalt psychology, 

199 ~) . lkcause marketing planning hes at the heart of the company revenue generating activities, all 

other corporate acU\'ities, such as financial planning, human resources planning, production planning, 

u es it as inputs (Donnelly, 1992). Corporate planning is clearly a Lop m.anagcmcnt responsibility. 

However, marketing managers and other middle level managers in the organization arc dirccdy 

involved in d1e process; 

Hence if Corporate planning is done properly, it will result in clearly dcfmed blueprint for 

managerial action at all levels in the organization (C.I.M, 1993). However because of the difficulty, 

many companies rely on sales forecasting and budgeting systems. All too frequently, these bear no 

relation ·hip to the real opportunities and problems facing the company. 

The clisappointing results encountercu by manufacturing companies reflect thctr failure to 

recognize that the concept of marketing planning need to be viewed from a strategic pomt of vi ·w. 

The uccess of marketmg planning process uepenus largely on the activities of other functions such as 

engineering. manufacturing and technical cn·icc . 'l11i · means that chan >e in the marketing ·tratcgy 

• r hkcl to b ba cu on pr duct u 1 n, co t, r n•ice inno,·atiotL. A m:h the r le of mat kctin 

If c ntain d mark tin • re(luitcmcnt i 

P· rti 1pat1 n lll th m. rk ·tin pl. nnin 
th. t t 1 an l op r un man. r :Ill de ~idt: ho 
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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 organizations need to adopt the marketing 

planning approach. 

To t~ndc.·t·stand the.· tdationship b ·tween corporate and marketing planning, it is helpful to 

think of tht.· pn>cc.·ss ts a series of cv ·nts each dependent on the one before. Decisions at corporate 

lcvd allows dt\·tstonal decision to be made .... and they enable tactical decisions (Gestalt psychology, 

1994). lkcausc markcung planning lies at the heart of the company revenue generating activities, all 

other corporate acunties, such as financial planning, human resources planning, production planning, 

uses it as inputs (Donnelly, 1992). Corporate planning is clearly a top managem.ent responsibility. 

HO\\'cver, marketing managers and other middle level managers in the organization arc directly 

involved in tl1e process; 

Hence if Corporate planning is done properly, it will result in clearly deftned blueprint for 

managerial action at all levels in the organization (C.I.M, 1993). However because of the difficulty, 

many companies relv on sales forecasting and budgeting systems. All too frequently, these bear no 

relationship to the real opportunities and problems facing the company. 

'1 he disappointing results encountered by manufactuting compames reOcct their failure to 

recogtuze that the concept of marketing planning need to be viewed from a strategic potnt of \'lew. 

The ucccss of marketing planning process depends largely on the acti,·ities of other functions such as 

engineering, manufacturing and technical cn•icc . This means that changes in the marketing stratcm 

arc likely to be ba ed on product de ign, co t, c r • crvice innO\·ations. J\ such the role of m:ukctin 

pi nn r rather than devclo( in elf contained mark tin rcc1uircmcnt i to co 1rdinate the \'artou 

1 rticap. ti n in th m. rkcun pl. nnin th. t t p an l op 't, tin m. na 1 , n d ide.· ho 

b t t 
Ill th 11\'lr nm Ill (Am ' 1969). 

h '111 nb dmr un tl nnin d tl 
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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 no more complex than that of the plant manager who 

must plan the best utilization of thctt company's hlbor, equipment, raw material or of the fmancial 

officer who must plan thc Oow of th · ompany's funds. llowever these other managers work with 

better data, motl' mcasUL.d I· and d •pcndablc plant input-out relationship and more direct control. In 

marketing, information is poor ·xp ·nditme affect demand and cost simultaneously and human factors 

play a larger role. The need to make order out of this chaos may be answered by one of management 

science's newe ·t and most promising development- the strategic marketing planning model which is 

computerized, indusu-y specific database, comprehensive and designed for developing and evaluating 

alternatiYe company marketing plans. 

Tactical decisions are on going decisions with an objective of getting the right balance bel:\veen 

elements in the marketing mi.x. 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. 

!any scholars have come to the agreement that manufacturing companies will find themselves 

faced \\'ith a more challenging business environment in the 1990's and beyond than in any other time 

in the past. lore and more companies arc attempting to tap foreign market and this has intensified 

compctiti n almo t on every front. Companie arc being forced to de\'clop markctin , sl ill!; to mt·et 

c mpcuti n they hav never had to contend w1th before. Domestically added mark ting strt'n •t h wtll 

b n cd d to t. 1 new ourc of I rofit > • 1cduc r liancc on gmwth throu •h a ~lJUisition and 

m r r. 

n, d 1 un • ne 1.• dn 1m 11. tl\ l' m h. m m 

amp t nt th nn t I th m h 



2.20 Marketing Planning Model 

The basis for an effective strategic marketing planning is a workable and a realistic marketing 

planning model. A marketing planning model is meant t guide the marketing planner to come up 

with good matketmg objectt\'t:s and stutq1,i s to gain a cotnpcLit.ive edge in the 111.arket place. Scholars 

have suggL·stcd vatiou-: l\ l( Ids, ' hi h can b' us ·J to conduct marketing planning. They include 

rvtcDonald, ( l9t .. ), 1 aul 'mith, Shultz ct al; Professor Doyle's, (1993) among others. For this study 

we will adapt Pr fe ··or Doyle's 1 1odcl. This model is illustrated below; 

MARKETING PLAN 

Step 1. Marketing audit 

• \ here are we now? 

• I low did we get here? 

• Where are we heading? 

WOT analysis: Strengths, weaknesses (internal), Opportunities and threats (external) 

• What should be done? 

Step 2. Marketing mission 

• Scope of the business 

• Goal of the business 

Objectives 

• marketing objectives 

• innovatl\'e objectives 

• resources objectives 

• pn ducti\'ity objective 

• ocial objective 

• pr fit objecti,•c 

pri >riti 

tit r tr.ll ' ' 

• u n 

• nu • 



a) Research phase: 

• 
• 
• 

• 

Targeting marketing segmentation 

Competitors brand 

Choice criteria 

Cu:;lotm·rs t•valuati< n 

b) Positioning sttalcgy 

i) Real Positioning 

• Being ftrst 

• Create new attributes 

• Strengthen the current Positioning 

• Search new Positioning 

ii) Psychological Positioning 

• alter belief about other brands 

• alter attribute importance weights 

• reposition competitors brands 

Step 5. Marketing mix 

• product/brand; tangible, basic augmented and potential 

• 

• 
• 
• 

serv1ce 

pnce 

promotion 

distribution 

Step 6. Action plan 

• What will be done? 

• When will it be done? 

• \X'ho i · responsible for doing it? 

tcp 7. Budget 

• \'\1hat I It , lllrt 10 C t? 

• 'h t • rc the r tl.Jtn ? 

• th n tru tur nd lun t UJ p 1m rk un, pl. nnm • ? 



These steps arc discussed below; 

Step 1. Marketing audit 

Managers need to answer th follm ing four questions; where arc we now? How did we get 

here? Where are we heading::> \\·hat should he done? Through this audit a company is able to 

understand !tow it rdates to the en\'ironment in which it operates. The manager should carefully 

assess the strengths, weaknesses, opportunities and threats facing the business. Ilowever well the 

company is doing, it pays to tand back and reflect on its SWOT analysis and it's implications for the 

future. It pro,·ides c,·idence about what the company should and should not try to set as marketing 

objectives. 

fucp 2. t\Iarkcting 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 

achieYed by a specific deadline. Managers need to balance long term and short-term results. If 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 sec our 

competitiYencss in the market place erode away. 

-1£p 3. Strategic priorities 

Bu incs. has limited resources and the task of manag ment i · to channel re ourcc into those 

area offenn the best potential. lanager: at thi stage shoulu decide which product anu markets 

h uld r~ccive invc tmcnt anu which hould be div • ted from. Peter Druck r wh 1 cam up with thl' 

on mal f p rtfoli naly i w t th. t in id ny c Jtnf an ', 11 luct fall mto 1.· 

u ed b I w in tlt or r of pri rit •, 

lu h h uld l n pu zn . 

l ) t J ' t 
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c) The third is the "in-between category" products that arc performing poorly but can be turned 

round drastically. 

d). Yesterday businesses nrc those products that wcr ·once winners but arc now obsolete. 

c). "also rans" arc those which lll'\'l'l rc:tlly fuHillcd expectations. 

Q. Finally thnc arc the ·lear "failur •s". 

S111cc Drucker many management consultants have formalized these ideas. This effort to 

separate the sheep from the goats or 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. It's the skills 

of companies in these two areas, 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 arc hundreds of examples where companies arc throwing away opportunities for cloublmg or 

trebling profits. The issue facing management is how to build an enduring reason for preference 

among customers in the target segments. I low to position ourscl\'es as the best in the minds of 

consumer· where there arc many competing brands. 

Step 5. [ larketing mi.· 

ftc.r we have dcetdcd on ~ egmentation and po. itioning, \\ c come.: to marketing mix u ually 

called the p• that j Price product, promotion and place. Th point t n tc 1 that the hoic( of 

m. rkctin mix d 1 end dir ctl , n th choice of m rk t m nt and 1 r du t 1 tti 11111 ' · 

n en ur 

rr nl 

th t-th 1 I n 1 impl m nt d. 

r th n t 1 m nth . 

at n 



Step 7. Budget 

The final stage of marketing is calculating the fmancial implications of the plan i.e. what is it 

going to cost? What arc the 1 'tu rns? This will form a budget, which lays out the sales expenditure 

and profit targets over th<: p •rind of the plan. 

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

Marketing planning is crucial because it forces managers to look ahead at the key issues 

determining the business future survival, profitability and growth. If systematic marketing .is not 

introduced, managers will not understand their markets 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 Wee 

struggle in nature. Companies Wee plants and animals around us, survive and prosper 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 various contextual 

factors. Pugh et al, (1986) and Duncan, (1972) as quoted in Aosa, (1992) identified these contextual 

factors to mclude 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. IcDonald et al, (1992) proposed a model to 

c tabli h how organization operate. 'I his model a , umes that, 

• ' Iltc org. nization tc day to ome e.·t nt, strongly conJitimwd b · its his tot ical 

b. ck 't und. h>r xampl if hi t tically there ha n vcr bn:n , ptl' ttl • nc d for . 

m. rk un of f, \'Of, bJ tl.tdin r ndition ht wil\ he 

r n t d Ill lh cu nt Jl nnin 



• 

• 

The organization today is to some extent strongly conditioned and directed by its futw:e 

goals. For example the company that senses that its marketing planning process needs to 

imprm e will tnk' st 'PS to introduce changes. 

The ~;I· ills, knm 1 'dg ·experience and beliefs of the organization personnel determine what 

actually happens 111 an organization. Thus at the heart of any organization is the collective 

expertise or '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 required, routines and 

ystems improved, roles and relationships reappraised and the structure and climate of the 

organization re-examined. 



3.00 CHAPTER THREE; RESEARCH DESIGN 

This chapter sets out various steps necessary in executing the study thereby satisfying its main 

objectives. There nrc tw mnin bj ctives of the st-udy; 

I . T o inves tigat · th · stat · of marl cling planning within large, private manufacturing companies in 

l · cnya. 

2. To investigate the usc o f marketing planning by large, private manufacturing companies in Kenya 

in developing a competitive edge. 

3.10 Population 

This consisted of all large private-manufacturing organizations that operate in Nairobi and are 

members of Kenya Association of Manufacturers. Large is relative but for this study large companies 

were defmed as those with more than SO 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 fram es namely; 

(i) Agro-based industrial sector. 

(ii) 111e engineering and construction industrial sector. 

(iii) Chemical and mineral industrial sector. 

T he sample frame consisted o f those flrms employing more than SO employees. The number of 

employees i · u cJ as a comcmcnt proxy fo r size .. \ osa, (1992) noted that this criteria is probabl ' a 

'Ood indicator of complexity of the management. 

3.30 ampl and ampling de ign 

fter examining the objective of the . tuJy, it was dt th . t :1 . mph: ol :It k :t t 10 

w. • d quat . tark tin mana r / o mrmrci.l man r/ Br . nd m. n th 

• nd m . mpl o 22 

th nun 
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the Kenya association of manufacturers directory. This sample is available in appendixea viii. 

, 3.40 Data description and collection methods 

The study used prim. ry dnt. . 'l'h data was collected using a self-administered questionnaire. A total of 

40 questionnnir ·s w rc :u.lministcred through a drop and pick method. They had three parts; A, B and 

C. Part /\ of the questionnaire was meant to give company data and had both structured and 

unstructured questions. Part I3 of the questionnaire had structured questions and was meant to give a 

"helicopter Yie'> " 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 

Completed questionnaires were edited immediately after collection. Later they were checked 

again, coded and keyed into the computer. Coding was necessary to facilitate statistical analysis. 

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 knO\ ledge ab ut 

the phenomena being studied (Churchill, 1983). Likert proftles were drawn to indicat any \'isual 

difference . Further stati ·tical tool, Kruskal Wallis rank test was used to anal•% the data using SP 'S 

\' r. ion G. 



4.00 CHAPTER FOUR; DATA ANALYSIS AND FINDINGS 

The analysis in this study required an in-depth study of how marketing planning is practiced in 

the manufacturing sr ·tt r. First th ·whole sample was analyzed, it was then split into sub samples and 

comparisons wtr' mad· 1 ctwc ·n these. The classification used included the sector (given by the 

r· cnyan asso ·t.\llon of manufacturers as Agro based sector, Chemicals and mineral sectors, and 

I 1.nginccring and construction sector) and ownership. The results of this study is presented below, 

4.10 Manufacturing companies details 

The details sought from the f1tms engaged in the manufacturing sector included such areas as 

year of establishment, ownership, number of employees, level of capacity utilization and sales 

turnover/ profits for the last couple of years. Majority of the f1tms 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, 1G% in 

the engineering and construction sector and 42% in the chemicals and phmmaccuticals sector. Sec 

table 4.11. 

Table 4.11; ector of respondents 

Sector 

Agricultur 

[~nginecring and 

Construction 

hemical an 

Pha naceuucal 

Percent 

38.7 

16.1 

1.9 

otal 1 

n 1, ur mt 

2 



Year of establishment 

Our finclings revealed that most of the manufacturing firms (39%) were formed between 1971 

and 1980. It can also be establish ·cl that very few fu:ms (6%) have been established in the 1990s. The 

reduction in the kvd t 111v •s tmenl could be attributed to the stagnating economy and growing 

politi al umcst that ILl\' • tended to associate with the introduction of multi party system. This is 

present ·tl in the table 4.12. 

Table 4.12; Di tribution by year of establishment 

Year range Percentage 

Before 1960 i16% 

1961-1970 23% 

1971- 1980 [39oi;-- ---- --

1981-1990 16% 
-.--

1991- to date [6% 

Total 100% 

n=31, Source interviews 

Ownership 

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 I enyans, foreigners and joint ownership. 

Indigenous ownership referred to companies owned by locals and Kenyan Indians of Asian origin. 

Among the companies studied 36°'o were owned by indigenous I enyans, 32% by foreigners and '32°-o 

w re jointl}' owned. 

Table 4.13; Distribution b}' ownership 

Ownership 

In i enou Kenyan 

J•orci net 

0111 

otal 

Percentage 

2. 

2. 

n= 1 10 [\'l ~· 



Number of employees 

Of the firms studied, 32°1o hnd between lSO to 200 employees. 26% of the ftrms had between 

SO to 100 employees nnd 19% hnd v r 2S 1 employees. These results are presented in the table 4.14. 

Table tJ.ltJ; Distnbutton b • numb ·r of ·mployees 

Employee Percentage 

50-100 j261Yo 

101-150 10% 

151-200 r32% 

201-250 13% 

251-over r19o/o .. -

Total 100% 

n=31, Source interviews 

Capacity utilization 

From the table 4.1S, it can be established that most of the firms(61 %) are operating in the 

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

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

Table 4.1 S; Distribution by level of capacity utilization 

Capacity utilized 

51%-60% 

61%-80% I 

81%- 100% 

Total 

n=31, ource intcrnews 

Percentage 

f3% 

100.0% 

2 



4.20 Corporate issues 

Out of the 31 companies interviewed, 77% indicated that they have a corporate plan, 84% 

have a marketing plan. nly 13% of th companies indicated that they have no corporate plan. 61% 

said that their m:nkellng Jbns ar' c mpat.ible with their corporate plan. See table 4.21. 

Table 4.2 1; 1 1stribution by corporate plan and marketing plan 

Percentage 

Corporate Plan r7% --
Marketing Plan 84% 

n=31, Source interviews 

4.30 Marketing issues 

All the companies acknowledged that they monitor the developments in the marketing 

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; t-.Ionitoring developments in the business environment 

Factor Percentage 

Economic 

Political/legal 

Fiscal 

Technology 

ocial culrural 

r 90o/o 

84% 

f 90% 

77% 

D • •clot nH nt in mark tin ,.. 

ut th 1 c mp.m 

m n1 r d 

tudi d, 7 Vo m nitN d con i 

p 

th u n \ in m t k 1 tZl' m 

r n 



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 tr nds in produ t usc, substitute products and exhibition. 61% monitored 

development trends in promotion. This is presented in the table 4.32. 

'l'ahk 11. )2; ~~( nllonng dcv lopments in the marketing environment 

Factor 

nluc 

Volume 

Prices 

Trade practices 

Terms and conditions, 

Channels of distribution, 

Turnover 

Product presentation 

Product demand 

Product use 

Substitute products 

Exhibition 

Communication 

Use of sales force 

Promotion. 

n=31, Source intetYiews 

Competitive environment 

Percentage 

197% . 

97% 
p>Tilo_5 ___ _ 

97% 

~ 84o/~ - . -----

87% 

,. 87°1~ 

87% 
r· -- . -

184% 

75% 

175% 
I 

75% 

I 81% 
' 

90% 

f the firms that participated in the stmly, 97% monitored their competitors regularly, 8·1% 

1nd1c. t d that th ·y monitotcd their compctH<>I " marketing strategi · and new ntrants . 7 1% indicatt•d 

rc ult . t pr cnt d in th . hie t. ). 
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Table 4.33; Monitoring developments in the competitive environment 

Factor 

Competitors 

Competitors marketing stratt.'gics 

Mcrgcts and :tCl)Uisition 

Nt·w entrant: 

n= l, ourcc interviews 

Industry em'ironment 

Percentage 

197% 

84% 

171% 

84% 

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

associations, 42°•o 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 industry environment 

FACTORS 

Inter-ind,ustry profitability 
' 

Competitors investments 

Trade associations 

PERCENTAGE 

!42% 

54% 

161% 
I 
I 

Cost structure 71% 

Technological developments r 71% 

Raw materials 71% 

n= 3 1, Source interviews 

4.40 '\ 'OT -analy i 

ut of the I fi11n~ ~tudictl, 45% h:H.I somcbod ' rc pon iblc for convcuin the , nalysi mto a 

umm hi hli htin th main tr ngth and w aknc c . 5% indi atnl th. t the • had no u ·h a 

p n. 



Table 4.41; Somebody responsible for converting analysis of fmdings 

Response 

There is 

Thcte isn't 

They don't knm 

Percentage 

5.2 

45.2 

j9·7 
11 31, Sour c tnt •tvicws 

Out of the 31 ftnns studied, 29% said that the person is senior and he has access to the 

ncccssar · information. 

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

Response Percent 
!' 

Yes f9.0 
No 16.1 

Don't know (5 
Not applicable 48.4 

n=31, Source interviews 

Marketing objectives and strategies 

Of the 31 respondents, 58% inclicated that their marketing objectives arc clearly 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% llldicated 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 product range, 77% imlicatcd that they have 

objecti\·c on market share and 83% indicated that they have objectives on market pcnctrauon (Sec 

tab! 



Table 4.43; Objectives 

Variable 

1. Product rang~: 

2. V ohum· 

3.Mnd ct pcn~.:ttation 

4.tiarl ct share 

S.Number of customers 

Percent 

174.2 

71.0 

f 83.9 

77.4 

r ss:·1 "· 
6.Inttoducing new product 61.3 

?.Divesting of old product f,

5
s~

8
{.6

1
~~=-~~=--~~~~~-

8.Stated marketing 

objectives 
I 

n=31, Source interviews 

4.50 Mo~toring 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 

conttol mechanisms exist to ensure that planned objectives are met. 68% indicated that there are 

procedures for dealing with marketing planning process in their organization and 65% indicated Lhat 

there is a contingency plan in the event that such objectives are not met or Lhe c nditi.ons arc 

changing. 39% indicated that there arc conflicts between corporate and mark t.ing function in their 

organization (Sec table 4.5 1 ). 



Table 4.51; Monitoring and evaluation of marketing planning 

Variable Percent 

Marketing Planning system [54.8 

Control tm·chanism 80.6 

Uncxploitl·d nJ pmtunitics [83.9 

Internal communication 54.8 

Organizational weaknesses 165 
Procedures 68 

Conflicts r 39 

Contingency plans 64.5 

n=31, Source interviews 

4.60 The Iikert type profile 

Before the Kruskal-wallis one way analysis of variance test was conducted, two W<ert type 

profiles were drawn to present any visual difference between various sub-samples with respect to the 

C.E.O knowledge of marketing planning and also use of marketing research to aid in marketing 

planning process. They were based on the sector and ownership and are presented in table 4.71 and 

4.72 re pectively. Their results are discussed below; 

ector 

From the table 4.71, it can be concluded that the three sub samples (agro based, chemical and 

minerals and engineenng and consu-uction industrial sector) arc drawn from the ame population. 1\U 

tend to be between 3 and 4 of the likert scale. It can be concluded that their approach to marketing 

planning i not significantly different. 

Owner. hip. 

illu tmtcd by table 1.72, it can b concludt:d th. t th three uh - ample (tndtg •twus, on·• 1n 

nd 1 lilt wn d ) b d n wn hi1 of 111 tion , t drn :\ n r 1tn th . m 1 opul. tion 'llu ir 

PI r ch t m rk tin (I nnin i th . m . 



7able 4.71 

Likert profile 1 based on the sector 

[f you slrongly 
disagree with 
the statement 

If you tend to 

disagr' ' ' ith 
the slat m ' Ill 

If you don't know if you 
ngree or 
disagree with the 
statement 

lf you tend to 
agree with the 
statement 

If you strongly 
agree with the 
statement 

3 

1 C.E.O. demonstrate an understanding 

of the marketing 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. 

4 5 

1 2 3 4 

----------,----------,----------, --------~rr--------- , 

r 

I 

----------,----------,----------,--~------,~---... 

r 

' r 
----------,----------,----------,--- ----~--------, ,,. 

1 
/,I 

/, 
----------,----------,----------,-~-

~ ' 
5. Our marketing planning balances between 

short term and long term objectives. 

6. Planning not left to just planners­

everybody is involved. 

7. Our plans match the current capabilities 

with the current opportunities. 

8. larketing research is used as 

input to our marketing planning. 

9. ·.L. . rcc ivcs information to as e s 

whether marketing pbnning is going 

to fruition. 

< 
---------- ---------- ---------- ---- ·-----4----------, ) ' ? , 

----------,----------,--------- , -

----------,----------,----------,---

------------------- r up 1; ro- b. I in lu tti I ct r 

1 up 2; n tn 
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Table 4.72 

LJkert profile 2 bt1Jed on ou,m•J:rhJp 

If you strongly 

disagree with 

the statement 

I [you tentl to 

disagn:c with 

th ·~tat •mcnt 

l f you don't know if you If you tend to 

agree or agree with the 

If you strongly 

agree with the 

disagree with the statement statement 

statement 

2 3 

l.C.E.O. demonstrate an understanding 

of the marketing 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 

short term and long term objectives. 

G.Planning not left to just planners­

CYet) body is inYolvccl. 

7.0ur plans match the current capabilities 

with the current opportunities. 

8. Iarketing research is used as 

Input to our marketing planning. 

9 .•. E.O. receives information to assess 

K 

whether marketing planning is going 

t fmiti n. 
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4.70 Findings from Kruskal-wallis rank test 

To test the difference among the various groups, the Ktuskal-wallis one way analysis of 

variance was used. All the ens'S from the groups arc combined and ranked. For each group, ranks are 

summed and the I tusl al' allis statistic is computed from these sums. The K statistic has 

approximatdy a '111 -Stluar • disu·ibution with v = c-1 degrees of freedom (where cis the number of 

sample •rnur s) under the hypothesis that the groups have same distribution. 

The K.ruskal-wallis rank test was carried out using the SPSS package version 6 to confirm the 

findings of the likcrt profile. The sample was divided into sub-samples based on sector and ownership. 

The Kmskal-wallis rank test was undertaken for each classification. The confidence level was set at 

95°'o(5% significant level) to test the null hypothesis that there are no differences between the major 

groups based on the sect'?r and ownership. 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; Variables represent the averages of various responses from the sub-samples used in drawing the 

likert type proftle. 

Rwtlts of Kmska/-Jval/is rank test of groups based on sector 

'I he K statistics is computed for all responses to test the null hypothesis at 5°'o lev 1 of 

ignificancc. This is presented in the table 4. 71. ince the I' stati tics is less than the ctl!Ical value 

.. r2=5.99, we fail reject the null hypothesis. There ar no major differences in the m:nkeung planning 

activitic mnon 'toup in different ector (agriculture ector, engineenng and construction scctot 

nd ch mi~at and the min ral ector). 'I hi confitm th findin ) the likelt t pt· prolil· that no 

dt 



Table 4.81; Sector of the respondents 

Variables 95 96 97 98 99 100 101 102 103 

-~·" - -
chi-S<Juarc(I -). 1.65 l. 28 .581 .118 .322 .219 .652 .318 .620 

df 

i\symp. ig.~ 

a n=. l, ~ urcc interviews 

b K.ruskal '\ allis Test 

2 

.437 

c Grouping Variable: SECTOR 

2 2 2 

.401 .748 .943 

2 2 2 2 2 

.851. .896 .722 .853 .734 

Re.r11IIJ ofKmskai-lval/is 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). Tllis confirms our findings of the likert type proflie that no significant difference exist between 

firms owned by different people. 

Table 4.82; Distribution by ownersllip 

Variables 95 96 97 98 99 100 101 102 103 

chi-square f.968 5.950 .017 2.863 1.209 1.554 1.601 1.710 .053 

Df 2 2 2 2 2 2 2 2 2 

.Asymp. I g. .051 .992 .239 .449 .425 .974 

a n=:\ 1, omcc inten·icws 

h Kru kal '( alli Test 

c r upu1 1• riabl : O\ n r hip 



4.80 Hypothesis testing 

'l'o test the hypothesis, the 1· rusknl-wallis one way analysis of nriance was used. The test was 

carried out using th · SP:: pacbg · 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 

bas ·d 011 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°/<J 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 arc 

presented in the table below; 

If ypothcsis decision Results 

til Reject Significant 

2ll Reject Significant 

31 I Reject Sig11ificant 

n= 3l, Source interviews 

Ois ussion of hypoth sis rc ults 

I Ii lot of p!tnmin and imYJirtmmt in nwkttin fJIIInJtin 

~Oill J , Ill th, t h d . hi 101) mp. r d \\ ith th J ' th,\1 h. d no hi tor· ol 

11. nnin' in 

nit J in nm nt m nit 



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 involvetl111 stratcgi marketing planning. The detailed results are in appendix v. 

Otl'lll't:rhlj> am/ i11mlt•f11Jt'lll inmarkctingplanning 

I !mrtgn O\\'nctl ompanie' were compared with locally owned . companies in respect to their 

involvement in marketing planning activities. The practices were corporate issues, marketing issues, 

monitoring bu ·mess environment, monitoring developments in marketing, Sot analysis, analysis of 

competitive erwironments, analysis of industry activities and chief executive understanding and 

support for marketing planning activities. In all these aspects of marketing planning, foreign owned 

companies were significantly different from locally owned com.panies. They were more involved in 

marketing planning. 

This can be explained by the fact that foreign owned comparues 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 

mdcpendent companies in their management approaches. The detailed results are presented in 

appendices Yi 

Competilir•e emironmml and tmJO!t'cmml in marketing plamring 

ompanies operating in highly competitive environment were compared with those operating 

in le. competiti\'e em·ironments in respect to their invoh·ement in marketing planning acti,·iti s. ·1 he 

practice were corporate i sues, marketing is ues, monitoring business environment, monitmin' 

devd pm •n in marketing, analy ·i of competiti,·c crwironmcnt., analysis of indu try a ti,·itl s and 

c m 

lllJ 

uU\' undc t. ndin and uppmt for markctin • plannin • cti\'itic . In all the c pn:: ts 

in hi hly c m1 titiv m r nm nt w r nr 1 ntl • d1 r nt fr m th t' in lc 

Ill\' 

th f th 

I nd h 
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approach to their marketing activities. The results are in appendix vii. 

4.90 Comparison with other mpiri al studies 

A number of empin ·:tl studi 'S have been carried out on the planning activities of companies 

in different ountn ·s ;tl lhfC ·r ·•H times. Wellcndcr, as reported in Aosa, (1992) found that managers in 

Africa carticd out .\d hoc planning. Woodburn (1984) found in his study of South African firms that 

foreign companies \ ere 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 

findings were consistent with their findings. 

Fubara (1986), found that planning in Nigeria 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 (1986) also carried out a study in Nigeria. He found that formal corporate planning 

was widespread in Nigeria. Modern management was institutionalized in Nigeria. These results were 

similar to ours. 

McDonald (1990) carried out a research into tl1e practices of marketing planning am ng 

British manufacturing companies. He identified marketing planning as a major area of weakness 

among British firms. They tended to concentrate more on short term planning. ur findmgs among 

I,.. cnyan manufacturing firms arc the amc. 

It i e\·idcnccd that our findings were larg ly imilar to those of other research r on stt. tcgtc 

pl. nnin •. 



5.00 CHAPTER FIVE: DISCUSSIONS, SUMMARY AND CONCLUSION 

As set out in chapter one, th · obj tive of this study was to investigate the current practices of 

marketing plnnning and us· of mark ·Ling planning to gain a competitive edge by flrms in the 

manu fa turing sc tot. l'hi · ·haptcr will discuss our fmdings as they relate to the 2 objectives of the 

study. lt also ontain· the implications and limitation of the study as well as suggestions for further 

research. 

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 fmdings 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 history 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 de,·clopcd marketing planning system and expertise over time. 

j~ f'oreign owned companies were more im·olv ment in marketing planning than locally 

0 ,. 11 d c mpanic', 'l11i ·can be amibuted to th fact that mo. t of these :u· branches of multinationals 

. tin, in Ken •a , nd r ccivcd a lot of a i tanc from their mother com1 anie in tc1m of tinancial 

r urc and 

u n tud1 d h d b th th rp t and m. rkcun 1 I n ' ! h 

H 11111 

II th r I It t Ill Ill 



Kenya as managers are under too much pressure to produce results in d1e short-run in poor 

performing economy. Other's felt that it is normally done in a hurry to meet deadlines and is never 

reviewed over time to accomm )tbte th' changing environment. 

The disctphne of mark ·un t planning is certainly there in organizations. It is practiced but not 

to the degrct: it sh uld b • pracuced to yield positive results. Managers also felt that marketing plans 

drawn ar · gt:nerall · Yery unpress1ve 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 d1e 

practitioners. 

I\Iarketing planning lack clear support from the top management in most organizations. Tbey 

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 support 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 comparues. 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 litde real attention from the decision-makers. 

Despite the conviction among top managers that marketing planning is important, many of the 

executiYes inten·iewed 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 quot · 

uch thing as declaration of support from top management, creation of a marketing organi:t.ation, 

ad pti n of admini trati,•c mechani ·m-formal marketing planning approaches . nd tn rcas ·d 

m rk tin e ·pcn<.IItme . uch move ar u ful but by themsclve , th y cannot guat. ntc · m:ll'kcting 

UCCC • r ) l chan C th. I i needed I a und m Ot.J hift in thinking , nd , ttitud throu >)lOUt thl• 

c In! 11 th t functi pl. P· mount nnpo t•tn on h in • t ptHl 1\' ~ 

m rk 

h I n um 111 th n rk t n ht. lUll rh n til 

ntnb t th th n n llun 11 I h 



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 . blu print for the business. An approach base<.l on continuous 

dialogue between kc ' man:tgL'ts rath ·r than on complcLion of forms by functional heads working in 

isolation cnsutc th · l-ind of balancing between funcLions and between long and short term interest 

rec.1uired to make the marketing planning a success . 

.l\Iarketing 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 particular product will go a long way towards keeping the risks at tolerable lin'lits. 

Virtually many of the companies interviewed were quick to admit that their efforts to do a 

good job of planning are not nearly as effective as they should be. Many companies tended to regard 

marketing planning as a 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 

II k · · II 
mar eung myop1a . 

The second objective involved investigating the usc of markcLing planning by large, 

printc manufacturing companies in I cnya in developing a competitive edge. A third hypotheSiS was 

developed and tested to help meet this objective. The findings of the hypothesis arc, 

Q Companies operating in highly compeutive em·ironmcnt were compared with those 

operating in lc , competitive em•ironmcnt ·. '1 ho c operating in very compctiti\·c en\'ironments were 

m r im·oh•cd in tratcgic markctin} plannin than tho c operating in le compctiti,·c cm·ironmcnt. 

'l11i c n h X( lain d b · th fact th. t th y had rcali ed the u c o math tin planntn t to ~~ . in . 

c mp 1tl th m. rkct rlac . 

1 nd nt md1 t I th t m r tin 11. nnin nn n mt • I p 1t th 11 pl. lllllll 

th II bu 10 b lh h. I I 11 
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particularly in the 1990s as compames respond to the ever increasing competition and the 

liberalization of the economy. 

The study r vcalctl that most firms arc collecting information about their markets and 

customers. Most com1 ani ·s motHtOJ ·tl their competitive environment in a conscious way. This shows 

that unlike in th · past wh ·n the em ironment was relatively stable, companies are trying to search for 

uniqueness in the segment they serve. The study found Lhat the shift towards a market driven 

approach is sull Ycry lo\: . Environmental scanning which is very important in marketing planning 

process is still done poorly in the manufacturing sector due to lack of experience in the process. 

uh'l.!jluli~~ mu t l~nrn to undertake environmental scanning in ft fotmlllllnd il syslelllt\ltC \ ny, 

Companies must monitor the activities of their eolnl)etitots SO that to off t V\\hl t tU"\U\11 t 

at a cost lower than theirs. Many companies seemed to have given in to the idea that competition i' 

too stiff and it is difficult w outdo com_petito.rs. Others argued that evcryon hncl some groups of 

customers and as such no need to put too much effort in fighting competitor . 

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 mad by the management of th manufacturing organizations to itnprov 

their marketing planning. It was found that with the increasing turbulence, f1rms 111 the manufactunng 

sector arc beginning to be marketing driven in many of their activities. 

' l11cre i~ nothing particularly . ophi ticated about the marketing planning as it applies to 

m nufacturin ~ ector or 1 th r anything conceptually difficult about what it takes to corn up with a 

d m. rk tin plan. '\ h. t it tak total comp. ny irwol\' mt·nt from top d ,, n and '''tllin rn to 

d 1 r fr m th t • dru nal pr ctic It i t u h j h to d m m rk tin 1 I. ruun '· Pr o o 

hIll th 
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Ignorance of marketing planning theoty is not the cause of the disappointment so many 

manufacturing companies nrc .·periencing. While many marketing executives in companies agree that 

the principles of marketing planning ar' simple and clear, only a few live by them. And in my 

judgement, this 1:; wh.tt scp;u.ltl's th successful companies from unsuccessful companies in the 

manufacturing s~:ctor. 

5.20 Implications of the study 

The finding of the study is that the practice of marketing planning is still vety poor among 

manufacturing companies in Kenya. Most executives are well aware 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. There is need for people with skills, 

competence and experience. Such people will help in improving the way marketing planning is done 111 

these organizations. 

lost of the executh·es complained that marketing planning seemed not to add any benefit to 

their organization and only added cost. But if farketing planning i to have any real impa t on th 

performance of the company, it will have to be adapted more clo ely to the particular rcttuiu.:mcnts of 

bu inc . ·1 his demands l "· empha i on the bu inc s syst m that is ophi ticat tl tcchnitJUCS . nd 

I n th • i •nmcnt . ln tcad th vim! focu hould bt• on n hin·in • sub tanti, c imptm· m nt 

111 tlunktn nd • ti 11 thr u h t u 'h-mind d . n. I ' i , continu. I l:m·it nm nt. I nntn • nd llHlll 

nt lflJlll . ' l1ti i th nl ' 1 pr . h th. t • n I • d t :u\ \ 

C m. I n r un 1 l nnm m thm • m 1 th. n 



5.30 Limitations of this study 

The ftrst limitation is that ther was no previous study on which to base this one. This meant 

that the researcher had to oil t too mu h information on various aspects of marketing planning and 

as such the study l:tckL·d fo ' us. 

Th ·r · ' ·r · abo a I< l of practical constrains. The researcher was operating within limited time 

and resources. This affecled the number of companies visited. 

There was also a reluctance of marketing decision-makers to respond to questions, a fact 

demonstrated by the row response rate. 

5.40 Recommendations for further research 

This study documented the practice of marketing planning in the Kenya manufacturing sector. 

It would recommend that a study of Marketing 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 Marketing planning. 

Due to constant changes in the environment studies can be done on regular basis to docw11ent 

the effects of these changes on Marketing planning. 



Appendixes 

Appendixes i 

MAY 1999 

Dear respondent, 

I am a Postgraduate student in the Paculty of commerce, University of Nairobi pw:suing a Masters 

degree in 13usiness and Administration (MBA). I am conducting a study on the topic "AN 

IN I TS11GATION OF ASPECTS OF M/1RKE11NG PLANNING WITHIN LARGE PRJV ATD 

J\L-lNUFJ lCTURING COMPANIES IN NAIROBI". 

Yow: 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. 

1be information is purely for academic purposes and yow: 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 yow: organisation upon request. 

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

Your htithfully, 

\Y./. nj r 

tn 

l.D 

DID T •. 



Appendixes ii 

Part A: 

Company data 

Plerm: anJII'Cr the folloJIII·n~ qm.rlion.r 011 lhf .tpc~re.r prot;ided. 

1. Name of the organization ....................................... ............................... .. 

2. Y car of establishment. ............................................... .. .... .... ... · ............. . 

3. Who owns th · company (rick one): 

0 Indigenous investors 

0 Foreign investors 

0 Joint Foreign and Indigenous investors 

4. Nwnber of employees (1998) 

5. Value of total assets in Kenya(1998). 

(l<shs) ........................................................................... .. 

6. Products produced in Kenya: 

0 number of product lines .................................................... . 

0 number of product items in the lines .................................... .. 

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

1993 ............... . 1996 .............. . 

1994 .............. .. 1997 ............... . 

1995 ............... . 1998 .............. . 

8. Annual pre-tax profits Qosses) for the last six years (I shs): 

1 • 

1993.. .. . . . . . . . . . . .. 1996 .............. . 

1994 ............... . 1997 ............... . 

1995 .............. .. 1998 .............. . 

atm of pr duction facilitates in Kenya (rick one): 

0 ingl plant 

mulli pl. 11t 

nl · 



11. Type of products produced (Tick one): 

0 predominantly consumer pr ducts 

0 predominantly industrial products 

0 Both c.:onsum ·r and industrial products 

12. Level of cnpn ·ity uttltzation (a nagc for 1998) (l'ick one): 

0 81\Yo- 100% 

0 61 %-80% 

0 5l 0 'o- 60% 

0 41°:o- 50% 

0 less than 40% 

13. For how long have you been conducting your market planning? (Tick one); 

0 0- 5 yrs 

0 5-10yrs 

0 over 10 yrs 

14. What proportion (%) of your sales if any do you sell to; 

0 Government agencies ................................. . ................. . 

0 Non commercial organizations ......................................... . 

0 Commercial organizations ............................................... . 

0 Others ....................................................................... . 

15. I row can you describe the level of competition in your organi7ation, 

0 \ T .• 
cry competitive ........... . 

0 ot compctiti\'C ......... . 

7 



PartB 

Please indicate I?J licking in the appropriate spaces provided 

Yes; No; Don't Jmow; Not applicable; 

lfit is true If it is not true 1 f Otl do not h10w 

\: h ' ther it is true or not 

Section 1. 

Cornorate Issues: 

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 defmed 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. 1\re there objectives for promoting the 

corporate unagc wtth: 

+ '1 he stock market? ............................... .. 

+ ~ u totncts? ..................................... . . .. 

+ The Local Community? ........................ .. 

+ ' J h employees? ................................. .. 

+ I ~nvironm nt: li t/ con cn·ationi t lobby? ..... . 

Yes 

If it is not applicable 

according to you or your 

organization 

No Don't 

know 

Not 

applicable 



Please inditale by titking zn the appropn·ale .rpare.r Yes 

prot;ided 

Marketing Issues: 

4. Do you have a marketing plan? 

5. 1s it compatible with ·orporat · Jlan? 

No Don't Not 

know applicable 

t------ ----------------+---+----l------11-------j 

6. Docs the tn.trkcung plan cover the same 

period as corporate plan? 

7. Is the marketing plan regularly reviewed? 

8. ls 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) '\re the following factors of the business 

environment monitored on a regular and 

conscious way in terms of how they affect the 

company's busincs. prospects? 

+ hconomic factors ................................ . 

+ Political/le al factor· .......................... .. 

+ I•j a I fa to ..................................... .. 

+ 'I hn I i .I f~ ct r ........................... .. 

+ i. 1- ultur. I factor ........................... . 



Please indicate ry ticking m tbe appmp1iale .rparf'.r 

p1v1;ided. 

b). Arc the following dcvdopments tn mark ting 

monitored inn regular .uH.I cons 1 us" ay in terms 

of how they affect the company's business 

prospects? 

(i)Trend in Market size /growth: 

+ 111 volutnc ......................................... . 

+ in value ............................................ . 

ii)Devclopments/trends in prices; 

+ term and conditions · 

+ trade practices 

(iii)Devclopment trends in; 

+ Channels of distribution .................. .. ..... . 

+ Purchasing pattern ................................ . 

+ ·rurnover .............. . ........................... .. 

(iv)Developmcnts/ trends in; 

+ Protluct usc ....................................... . 

+ Product demand ................................ . 

+ Protluct presentation .................... .. ... . .. . 

+ Sub titutcs ... . ..... . . ........ . .. .. . .... . .. ... . ..... . 

(v) Dc\·dopm nt./ trend in; 

+ ommunication ........ . ................. . .... . . 

+ >f a! fo rce ................................ . 

+ J\dv rti 111 .................... ..................... 

+ ] ront n ...................................... . 

+ 1--. lubt n ...................................... .. 

Yes No Don't 

know 

Not 

applicable 



P/eaJe i11dicate fry ticking m the appropn·a/e .rpare.r 

jJrotJided. 

c) i\.re the following nspe ts of comp ·ttti • 

environment monitored tn a rl' tular and 

conscious way in t<:uns of h \\ th ·y affect the 

company's busin ·ss pr ·r ·ct ·? 

d) 'ompctitors ...................................... . 

+ Competitors marketing strategies .... . .. . .. . ... . 

+ ompetitors strengths/weaknesses ........... .. 

+ New entrants ................... . .............. . ... . 

+ Mergers /acquisitions ............................ .. 

+ 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? 

+ trade association(s) ......................... . ... .. 

+ inter- industry profitability ..................... . 

+ investment leYels of competitors .............. . 

+ activitie of trade association(s) . ..... ...... ... .. 

+ change. in cost structure ....................... .. 

+ irn-estmcnt pro pects ............................ .. 

+ techno! gical de\·clopmcnts .................... . 

+ ourcc of rnw material ........................ . 

+ n r · utiliz. cion ................................ . 

Yes No Don't 

know 

Not 

applicable 



,ease inr.icate 7y tit' inj!, 111 t e appropnate spaces pro111' e p;; b k ' h dd i 
Section 3: 
SWOT analysis 

1) Is there someone (individual or group) responsible for 

converting the analysis of factors Ill Sc t ion 2 into a 

summary which highlights, 

• Company's Prin ·ipnl Sttcngths? 

• ompany's principal~ , caknc ·es? 

2) Docs this person have access to the necessary 

information? 

3) Is this person 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 

ratl1er than an attack on specific department or 

vested interest? 

Please indicate fry tzckmg m tbe appropnate spaces provided 

Section 4: 

Marketing Objectives and Strategies 

1) Are the Marketing Objectives clearly stated and 

consistent with tl1e corporate objectives? 

2) Arc there Clear strategies for achieving the stated 

I\larketing ObjcctiYes? 

3) 1\re there agreed objectives about; 

+ '1 he pr duct range? ...... , ..................... ,. .... .... , . 

+ The \'olumc of .;ale? ........... ,..,. .... ,. .......... ,. ...... . 

+ larket Pen t • tion? ....... , ....... ... ... .... ,. ........... , 

+ lark t har ? ............................................... . 

• umb r u t tncr ? .................................. .. 

+ lntr du m • n ~· 1 r du t ? ................................ . 

• I 1 • un f ld pr duct ? ................................ . 

Yes No 

Yes No 

Don't 
know 

Don't 

know 

Not 
applicable 

Not 

applicable 



Please indicate I?J ticking in the appropriate spamprovided. 

Section 5. Yes No Don't Not 

Monitoring and Evaluation know applicable 
-

1. Ts the Marketing planning system w ·II on ·ivcd 

and effective? 
-- - ---

2. Do control Mechanisms exist to en ·ure planned 

objectives arc met? 

3. Do internal communicauons funcuon effectively? 

4. Arc 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. ..1\re there still organizational Weaknesses? 

8. Arc there still une.·ploited opportunities? 

"' 9. 1\rc the. umpuon up >n which the marketing 

pl. nnin, w. b, cd ·.lid? 

10. \r th rc conun ~ncy plan Ul th C\·ctlt of 

ol j ll , n tb 10 m t/c 11 m n h 11 in •? 



Part C 

A B c D E 

If you strongly If you tend to If you don't I now if you If you tend to If you strongly 

disagree with disagree with ngr e r disagree with agree wid1 d1e agree wid1 d1e 

the statement the st. tcmt·nt th · stal 'tncnt statement statement 
c ~. 

Plca.re indimlr 1!)' firkin~ in the appmjm~llc .rpa"e prrJtJided. A B c D E 

1 the chief executive demonstrates an understanding 

o[ marketing planning. 

2 the chief executive use d1e marketing plan as the 

basis for making key marketing decisions. 

3 d1e chief executive show an active interest ill 

market planning. 

4. d1e chief executive allocate adequate resources to 

ensure that marketing plan is completed 

satisfactorily. 

5. Our marketing plan has a good balance between 

short term and long term objectives. 

6. In our organization we don't leave planning just to 

the planners, other managers have a valuable 

contribution to make. 

7. Our plans recognize that in the short term, we 

han to match our current capabilities with 

opportunities. 

8. Iarkcting research studies (by internal staff or 

a •cncic ) arc often u · d as inputs to the 

m:nk ting planning process. 

9):1 h hi f ccutivc ffi Cl' fCCCI\ C information, 

~:hi 1 n.bl him t . c ~ h th I H not th 

an. r llll 11 n a rtn t frutti n ·p cl d. 



Other relevant information 

lO.Drawing from your work experience what can you say about d1e practice of marketing planning; 

• in your organization . 

• • •• • • • • •• 0 •••• •••••••• •••••••••••••••••••• 0 ••• •••••••••••••••••••••••••• 0 •• 0 ••••• 0 •• 0 ••••••••••• •••• ••••• •••• •••• 

• • •• • • • • •• • • • • ' •••• •••••• 0 •• 0 ••• •••••••••••••••••••••••••••••••••••••••••••••••••• 0 ••••• 0 ••• •• •••••• 0 ••• ••••• ••••• 

0 ••••••••••••••• 0 ••••••••••••••••••••••••••••••••••• ' ••••••••• 0' • ••••••••••••••• 0 •• •• 0 •••••••• 0 •• ••• • • ••••• 00 ••••• 

• 0 • • 0 •••••••••••••••••••••••••••••••••••••••••••••••••••••••••••• ••••••••• 00 0 ••••••••••• 0 ••••••••••••••••• 0 •••••• 0 

• I en ya in general. 

•••••••••••••••• 0 ••••••••••••••••••••••••••••••••••• 0 •••••••••••••• 0 ••••••••••• 0 ••••••••••••••••••••••••••••••• •• • 

. . .. . .. . ····· ..................................................................... ...... ......................... . 

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

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

. . .. . .. . . . . .. . .. . .. . .. . .. ... ... . .. . ····· ......................................................................... . 

11. Any od1er information on marketing planning in Kenya. 

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

success. 



Appendixes v, 

History of planning 

VAR(XX)I8 
byVAR(XX)I 
01i-«.Jl~1mD.F.signif. 1i-tq.ucDF. i~ 

1.4835 2 .47 1.9.305 2 Jim 

VARro>l9 
byYAR(XX)l 
0 li«Jt~e D.F. signif. 01i-&]lm! DF. Signif 

1.1823 2 5537 1.6556 2 .4370 

VAR(XX)2() 
by V ARro:l 13 
01i~ DF.signif O~D.F.Signif. 

.7484 2 .009 1.1784 2 5548 

VARro:l2l 
by V AR(XX) 13 
Chi~ D.F. signif OlHq.aeD.F. Signif. 

.4117 2 .8140 .m1 2 .6m 

VARro:l22 
by V AR(XX) l3 
01i~~eD.F.signif. 01i~eD.F.Signif. 

3750 2 .82<Xl .9186 2 .6317 

YAR(WJ.J 
byYAR 13 
01i~e D.F.si~1if01i~D.F. ignif. 

J 2 .8228 .7369 2 .6918 

VAl~ 24 
b). V,\R 13 
Ou-tt'-m D.F. ·~r. 

2 .6"J 
~OJ~ 'gnif. 
1.3414 2 51 

n.t. ur. 
2 3l£J. 

VARf!JJ27 
by V AR!XX) 13 
01i~uareD.F. signi[ 01i-fiCji.Jaie D.F. Signif. 

43886 2 .lll4 53987 2 .\XJ72 

VARf!JJ28 
by VAR!XX)l3 
01i-tq.lal'C D.F. signi( 01i~uare D. F. Signif. 

4.8483 2 .0886 6.2919 2 .0430 

YAR00029 
by V AR(XX) 13 
01i~e D.F. si!?Jli[ 01i~e D.F. Signi( 

41783 2 .1178 5.4384 2 .\XJ59 

VARro:JJO 
by V AR!XX) 13 
01i~uare D.F. sigJli[ 01i~e D.F. Signi( 

.1835 2 .9123 3439 2 .8420 

VARro:l31 
by V AR(XX) 13 
01i~e D.F. signif. 01i-fiCJI.m D.F. Signif. 

15649 2 .4573 1.9665 2 3741 

VARro:l32 
by V AR(XX) 13 

01i~D.F.signif.01i-fiCJI.meO.F. i~1if. 

2:Jfi:f> 2 32.29 27522 2 25'215 

YARro>33 
by v AR(XX) 13 
01i~D.F.signi(01i~D.r:. igni( 

.~7 1 2 .6228 27W9 2 2475 

ARJ 34 
byVAR 13 
lhi-:<q.m f. 'gni( 0 · . "nc D.I 'i~( 

l.CJJll 2 . 7 21118 2 .3479 



VAR(XX)36 
by V AR(XX) 13 
Oli«juare O.F. sigpi[ Oli«Jtm D.F. ·~[ 

.4375 2 .8035 .9238 2 .6301 

VAR(XX)37 
by V AROO:H3 
01i-5e~nc D.F., igJ tit: c.l1i-a~m: D.l :. Sig~~( 

2865 2 .B«i> 1.(]) I 2 5795 

VAR(XX)J8 
by V AR(XX) 13 
Oti~ae OF.signif O~eOF. Sigpif 

1.6927 2 .4m 4.1461 2 .1258 

VAR(XX)39 
by VAR(XX)l3 
01i«Jilll'e O.F. signi[ 0~~ OF. Signif 

.4375 2 .8035 1.2%3 2 5230 

VARoo:>40 
by V AR(XX) 13 
O~«Jtne OF. si~f ili~OF. Signif 

3.0544 2 .2171 6.4413 2 .03g) 

VAROO»I 
by V AR(XX)l3 
O~~OF.signi[~eOF.Signif 

,(f..'f)4 2 .7374 23214 2 3133 

VAR00>-12 
by V AR(XX) 13 
O~eOf.si~fOu~OF.Signif 

.cxm 2 . CX:iJ7 .7l11 2 .(JXf) 

'IHqacOf.~uf 
.7ll1 2 ,(JXf) 

Ull":ll'llUI.OD.l· •• if 
t 2 . 737 

7 

VAR00>46 
by V AR(XX) 13 
Oli«JJ..Clle O.F. signif Oli«JJ..Clle D. F. Signif 

. 2708 2 .8734 1.4943 2 .4737 

VAR00»7 
by V AR(XX) 13 
Oli«JJ..Clle O.F. signif Oli~;quare O.F: Sig~~f 

.9784 2 .6131 3.W3 2 .1551 

VAR(XX)48 
by V AR(XX) 13 
ili-squaie O.F. sigpif Oli«Juate D. F. Sigpif 

.7701 2 .6804 1.8956 2 3876 

VAR(XX)49 
by V AR(XX) 13 
Oli«juare D.F. sigpif Oli-squcne O.F. Sig11if 

.770 I 2 .6804 1.8956 2 3876 

VAR(XX)SO 
by V AR(XX) 13 
ili«Juate OF. signif ili-squate OF. Sigpif 

.1282 2 .9379 2400 2 .8869 

VAR(XX)51 
by V AR(XX)l3 
ili«JUare O.F. signif Oli«JW~e OF. Signif 

.770 I 2 .6804 1.8956 2 3876 

VAR(XX)52 
by V AR(XX) 13 
ili~ OF. si~f Oli«jtae Of. ignif 

1.0833 2 5818 3.1946 2 2)24 

VAR 53 
byVAR 13 
OlHq.mOF.si~f u~OJ. ignif 

22319 2 JT/6 .3543 2 1734 

13 
O.F.~if Ju ac D.!-. . ~ . 
2 . 3 1.7821 2 .1102 

1> 1. 
2 



VAROOl56 
byVAROOH3 
Oli«Juarc o.r. signi( 01i~m D. F. i~~( 

4.5WJ 2 .1054 6.2010 2 2.0.l50 

VAR00)57 
byVAROO)IJ 
01i-sqt~uc D.F. sigs1il: 1i 

.21 I 6 2 .8<XJ7 

VAR00)58 
byVAROO)l3 
01i-sqta-e D. F. signi[ Ou~ DF. Si~f. 

2708 2 .8734 1.4926 2 .474 I 

VAR00)59 
byVAROO)I3 
01i-sqtrre D.F. signi( Ou-sqtae DF. Signif. 

1.0833 2 5818 3.2(1)) 2 1fjJ) 

VAROOXiO 
byVAROO)IJ 
01i«J!!re D.F. signif. ili~ DF. Signif. 

1.0833 2. 5818 3.2(1)) 2 1fjJ) 

VAROOX>I 
byVAROO)I3 
01i~ D.F. signif. Oli~D.F. Signif. 

.0089 2 .9955 .0220 2 .9891 

VAROOX>2 
byVAROO)I3 
O~~DF.si~~(O~~DF.Signif. 

13993 2 .4<x>8 221(:A) 2 3302 

VAR(ID)J 
byVA~ 13 
01Hqm D.F.si~( Oli~ D.F. 'gni( 

.7iUI 2 .6ro4 1.8956 2 3876 



Appendixes vi , 
Ownership 

VAR(XX)I9 
by V AR(XXX)2 

01i-f,(JWIC D.F. signi[ 01i~]tOt: .F. i 1i[ 
1.0144 2 . I 9 1.2857 2 .2568 

VAR(XX)2() 
by V AR(XXX)2 
01i~rue D.F. signi[ 01i~eDF. i~f 

. 2m 2 fiH5 .3646 2 .5400 

VAR(XX)21 
by V AR(XXX)2 
01i«JtaeD.F. si~f Chi~ OF. Si~ 

3131 2 .5758 .4531 2.5008 

VARfJJ.Jll 
by V AR(XXX)2 
Chi~D.F.signif Chi~DF. Si~ 

.2727 2 .(i)\5 2<XXXJ 2 .1573 

VAROOJ23 
by V AR(XXX)2 
01Hqae D.F. signif 01Hqtae DF. Signif 

24545 2 .1172 6.6316 2 .oiOO 

VAR(XX)24 
by V AR(XXX)2 
01i~e D.F.si~f 01~D.F.Si~f 

1.8033 2 .17933 .8571 2 .0495 

VAR! 25 
byVAR 
li~DF.si~[Qli~D.F. i~f 

.8015 2 J7'JJ 1.4436 2 7HJ 

13571 2 2440 

Dl·. 
2. 

VAR00028 
byVAR00002 
Oli«jj..aJe D.F. signi( Chi«jUaJe D.F. Signif 

l.a;x)9 2 .2 %3 1.4737 2 2248 

VAR(XX)29 
byVAR00002 
Oli-sqt.Ja~e DF. signif 01i«(llale D.F. Sig~1if 

.4508 2 .5019 5%5 2 .4399 

VAR00030 
byVAR00002 
Chi~ D.F. signif. 01i«(lla~C D.F. Sig11if 

2352 2 .6277 .4236 2 5152 

VAR(XX)31 
byVAR00002 
Oli~D.F.si~fChi«(llaleD.F.Sigllif 

3562 2 . 5506 .4082 2 sm 

VAR00032 
byVAR00002 
Chi~ DF. signif Chi«(llale DF. Signif 

1.0144 2 3139 1.2608 2 .2615 

VAR(XX)33 
byVAR00002 
Chi-sqt.Jale D.F. signif Oli«(llale D.F. Sig11i[ 

5566 2 .4556 1.5038 2 .2201 

VAR(XX)34 
byVAR00002 
Chi~ D.F. signif. Chi«(llale D.F. igni[ 

2352 2 .6277 5/Xf) 2 .4791 

VARCXX>35 
l7y V AR00002 
01i~DF.sig~1i[01i~aeD.F. ig11i[ 

5566 2 .4556 1.5038 2 Z?DI 



VAR(XX)38 
by V AR(XXX)2 
01i-f£ll.'llc D.F. signi[ Oli-fqUllc D.F. igni[ 

l.<m9 2 .2%3 4.2(XX) 2 .0101 

VAR(XX)J9 
by V AR(XXX)2 
Clli-&]LI:llC D.F. sigJli[ ti«]Llll\.! D. F. igJli[ 

L®J 2 :l-. 42105 2 .om 

VAR!IDtO 
byVARroxJ2 
01i«1mre OF. signif 01i~ae D.F. Si~ 

.4021 2 S2ffJ .7243 2 3947 

VARIXX>41 
by V AR(XXX)2 
C11i«]LaeD.F.signif ~DF.Si~ 

l.(W) 2 .2%3 42105 2 .0402 

VARIXX>42 
byVARroxJ2 
Ou«JUClle OF. signif C1lHq.ae OF. Signif 

ITlJ 2 .(i)l5 2rox:J 2 .1573 

VARIXX>43 
byVARrox:J2 
01i~e OF. sil}lif. ChHq.ae O.F. Signif. 

2727 2 ,(i) 15 2rox:J 2 .1573 

VAR(XX).14 
byVARrox:J2 
1i~O.F.si~f.01i~aeOF. i~f 
l.(W) 2.2%3 42105 2 .0402 

1).1-. • li . 
I .1573 

VARIXX>48 
by V AR(XXX)2 
Oli«JUCUe O.F. signi[ Oli-5C]lla!e O.F. Signif. 

l.croJ 2 .2%3 42105 2 .0402 

VARIXX>49 
by V ARrom 
Oli«JUCUe O.F. signif. 01i-tquaie O.F: Sign if. 

l.croJ 2 2%3 42105 2 .0402 

VAR(XX)50 
by V AR(XXX)2 
01i~ O.F. signif. Oli«JUCUe D.F. Sign if. 

.0056 2 .9405 .0150 2 .W24 

VAR(XX)51 
byVAruxm2 
Oli-5C]lla!e OF. signif 01i-5C]lla!e O.F. Signi[ 

J.(WJ 2 .2%3 42105 2 .0402 

VAR(XX)52 
byVARrox:J2 

01i-5C]lla!e OF. signif. Oli«JU'lle OF. Signif. 
.0056 2 .9405 .OJ 50 2 .W24 

VAR(XX)53 
byVARrox:J2 
01i-5C]lla!e O.F. si~1if. 01i«jU<lle OF. Sign if. 

.050 I 2 .8229 ffJJ2 2 .7639 

VAR(XX)54 
byVARrox:J2 
Oli-!q.mOF.sil}lif.Oli«JU'lleO.F. igni[ 

. 7Jl] 2 .(i) 15 1.0526 2 .3049 

i~D'C D. F. igli[ 
2 2 .1573 



VAR(XX)58 
byVAR(ID)2 
Chi-t>quarc D.F. signif. 01i«JJ..c D.F. ignif. 

l.<m9 2 .2%3 4.2(XX) 2 .0104 

VAR(XX)59 
byVAR(ID)2 
Chi-&]tncO.F.signit:Oli ]tUCO.F. ignif. 

.6 136 2 .4 - ~ I. 7 2 .1%7 

VAR(XOO) 
byVAR(ID)2 
On-&Jtae D.F. si~1if. Chi~ DF. SigUt: 

24545 2 .1172 6.(1£1 2 .roJS 

VAR(ID)I 
byVAR(ID)2 
~DF.sigri[Chi~DF.SigU£ 

l.<m9 2 2%3 42105 2 .0402 

VAR(ID)2 
byVAR(ID)2 
01i~aeDF.signif.Chi~eDF.Signif 

.0125 2 .91W JJ226 2 .S&X> 

VAR(ID)3 
byVAR(ID)2 
01i-t;qt.me DF. signif. Chi~ DF. Signif. 

2727 2 .6015 2<XXXl 2 .1573 

VAR(ID)4 
byVAR(ID)2 
01i~ DF.si~f. 01HqaeD.F. 'gnif 

3.4787 2 .~22 6 .3025 2 .0121 



Append ixcs vii 
competition 

VAROOJI9 
by V AROO I (X) 

Oli-«Jtruc D.L igniJ: Oli-9.JlDIC DJ. i~liC 
.0173 I .8953 .02'-16 I .8754 

VAROOJ20 
by VAROOI(X) 
Oli«JtklleO.F.signiCOli~eD.F.S~i[ 

.0481 I .8264 .0782 I .7197 

YAR00021 
by V AROO I (X) 

Oli«jtJrue O.F. signif Oli~e OF. Signi[ 
.1082 I .74?1 .2169 I .6414 

VAR(XX)22 
by V AROO I (X) 

Oli-«J~He OF. signi[ 01i~e OF. Si~i[ 
.1736 I .6770 .4027 I 5257 

VAR(XX)23 
by V AROO I (X) 

Oli-«JLHC OF. signi[ OlHq.ae OF. Signif 
1Jll I .6'ES .4686 I .4936 

VAR00024 
byYAR I 
Oli~OF. ·~fOli~OF. Si~( 

.19".J I .6610 3169 I 5735 

() I. i[ 
I .U 

VAR(XX)28 
by VAROOI(X) 
Oli·RJLm D.F. signi[ 01i-R(tk11C D.r. Signi[ 

.(X)CJ2 1 :m5 .(}X)I 1 .7641 

VAR(XX)29 
by V MOO 1 (X) 

Oli«jlklle D.F. si~i[ Oli-«Juate D.F. Signi[ 
3505 I . 5538 .4324 I 5108 

VAR(XX)30 
by V AROOI (X) 
Oli~ D.F. si~i[ Oli«jlklle D.F. Signif 

2CJ250 1 .om 5.8558 1 .0155 

VAR(XX)31 
by V AROO I (X) 

Oli«jlklle O.F. signi[ Oli«Jtkl!e O.F. Si~if 
.8889 I .3458 1.1 243 I 28W 

VAR(XX)32 
by V AROOI (X) 

01i~ OF. signif Oli-«J~He OF. Si~i[ 
.7312 I 3CJ25 .8913 I .3451 

VAR00033 
by V AROO I (X) 

01i-f£IUClle O.F. si~if Oli-f£IUClle D.F. Signif 
.3005 I 5836 .8367 I . 3(j)3 

VAR(XX)34 
byVAR I(X) 

01i~O.F.signiC O~eD.F. i~iC 
1.1077 I :mh 22143 I .1367 

v 35 
by V AROO I (X) 

1Hq.ne OF. ·~c li~c F i~lif 
IJ(J) I 5987 5552 I .4562 



VAR!XX.l38 
by V AROO I (X) 
01i-f4ac D.F. signi[ 01i~ac D. F., igni[ 

.6582 I .4172 15270 I 216 > 

VAR!XX.l39 
by VAROOI(X) 
Oti-&~m~D.F.signi[ ]ti JllUcl .F. ·~~[ 

.2543 I .6140 .7121 I WI 

VAR(IDW 
by V AROO I (XJ 

01i«]tae D.F. signi[ 01i-&)tae D.F. Signif 
.0173 I .8953 .0400 I .8414 

VAR(XX}41 
by V AROO I (X) 
Oli-&Jlm D.F. signif ili~ D.F. Signif 

.7312 I 3925 26'250 I .1052 

VAR(XX}42 
by V AROOI (X) 
ili~DF.signifili~DF.Signif 

.0812 I .7756 .8125 I 3674 

VAR(XX}43 
by V AROO I (X) 
01~eD.F.si~iCCJH:r.aeDF.Signif 

.0812 I .7756 .8125 I 3674 

VARro»4 
by V AROO I (X) 
0~~ D.F.si~[ili~DF. Signif 

3'250 I .5686 1.6852 I .1942 

VAR 5 
by\' R I 
u~m Df.s®lifO~Df. ·~c 

I I 25423 .615/J I .0':#) 

D.Jo •• '[ 
1.1 12 

VAR00048 
by VAROOI(X) 
Oli«JUa~c D.F. sign if 01i-f41a1e D.F. Signi[ 

.0236 I .8780 .0550 I .8146 

VAR(XX}49 
by V AROO I (X) 
01i-f41al'e D.F. signi( 01i-t;qurue D.F.Signi( 

.0236 I .8780 .0550 I .8146 

VAR!XX.l50 
by VAROOI(XJ 
01i-f4Jal'e Dr. signif Oli-t;qurue D.F. Signif 

.0812 I .7756 .1448 I .7035 

VAR!XX.l51 
by V AROOI (XJ 

ili-t;qurue D.F. signiC 01i-t;qurue D.F. Signif 
.0236 I .8780 .0550 I .8146 

VAR!XX.l52 
by V AROO l (X) 
01i-t;qtBe D.F. si@~( O~-f41al'e DF. Signi( 

.0077 1 .9301 .0125 I .9110 

VAR!XX.l54 
by V AROOI(X) 

~e DF. signif ili-t;qtBe D.F. Signif 
. 6231 1 .42<}) 1.4538 I 7I19 

VAR!XX.l55 
by V AROO I (X) 
~DF.signifili-t;qrnreDF. igniC 

.73 12 I 3925 26'250 I .1052 

VAruXX>56 
byVAROOI 
~~DF. 'l}liC01i~D.F. i~C 
.9308 I .3347 124 I 2636 

~mDJ·. ·, '[ 
I 252 I .1767 



VARlXX>59 
byVAROOHX:i 
Oli-square D.F. signif. 01i«Jllal'C D.F. Signi[ 

.2543 1 .6140 .7121 I. 987 

VAR(XXX)() 
by VAROOI(X) 
01i-squruu O.F. signi[ Oti~Ju.ve OF. igniC 

IJ(XX) 1 .2542 .6400 1 .0564 

VAROO(X)l 
by V AROO 1 (X5 

Oli«JtlfUe D.F. signif. 01i«JWre DF. SigUt: 
.6231 1 .4299 1.4538 1 1I79 

VAROO(X52 
by VAROO I <X> 
01i-sqrnre D.F.signif 01i-sqrnreD.F. Signif 

1.9082 1 .1672 28983 1 .0887 

VAROO<X>3 
by V AROO HXi 
01i-sqrnre OF. signif 01i-sqrnreD.F. Signif. 

2327 I .6295 .5429 I .4612 

VAR(XX)64 
by V AROO I <X> 

Oli-sqrnre DF. signif. 01i-sqrnre DF. Signif 
.1231 I .7257 2028 I .6525 



Appendixes viii 

1. Agip (K) ltd 

2. Allpack industries 

3. British America 

4. Bayer E.A ltd 

5. BOC (K) ltd 

6. Cadbury (K) ltd 

7. Colgate Palmolive (K) ltd 

8. Cosmos ltd 

9. Cussons &Co ltd 

10. E.A.Foundry Work ltd 

11. Economic I J ousing Group ltd 

12. Galshect Kenya ltd 

13. General Motor (K) ltd 

14. Gbxo welcome ltd 

15. llaco indu~trics ltd 

16. llcnkcl Kenya ltd 

17. l•anncr's ~hoicc ltd 

1 H. I• a t ;\ frica indu tric ltd 

1 <J. I tttcrn. ti n.l ui till 

2.1tlprdutlt 

21. 

·)ltd 

22. Nestles Foods (K) Ltd 

23. Paper Converter (K) ltd 

24. Rhone-Poulenc (K) Ltd 

25. Unga limited 

26. Union locks (K) ltd 

27. Sanpack ltd 

28. Spiners and spiners ltd 

29. Timsales limited 

30. CMC Engineering ltd 

31. SmithKline-Beccham ltd 

32. Kenya Wine Agencies ltd 

33. Kenya Orchards ltd 

34. Kiwi Brands ltd 

35. Kenya Converters ltd 

36. Razco foods ltd 

37. Tetra pack ltd 

38. Kenya New nrewaryr 

9. Procter and Gamble 

40. T ~·i !:a con tntctic n cnmp. n • 
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