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The study comprising this project, investigated
consumer' attitudes toward marketing.  This was achieved
via the four maikéting areas of Product; Price; Promotion;

and Place (distribution),.

The need for the study arose from the fact that

various social commentators have vastly different views on

social worth of marketing as most marketing literature today

shows. Both criticism and compliments have been made

without much empirical evidence to support either sides

"

However, it is a fact that consumer attitudes toward a firm
as a whole or, in particular{ toward its products, for

instance, may strongly influence the success or failure of

that firm's marketing strategy. llence it was the purpose

of this study to provide some kind of information service

to marketing practitioners of the basic 'public!

the
perception of and satisfaction with/marketing establishmente

The study sampled respondents from Nairobis' middle

socio=economic claws, The attitudes of these respondents

tovard marketing were mainly measured by the Likert=type

scule instrument,

After the data was collected, pertinent attitude indices
and percentages were computed and tahled, The findings
from there analyses led to the conclusion thatie
The respondents intervieved gencrally showed a

high norative prependerince tovarids N“"‘""“& and



“more specifically, they showed a high nezative
attitude tendency toward marketing's three main
areas viz: product quality; Price of products;

and advertising of products,

Retailing or selling, as surrogates of distributicn
in this study, however, won the respondents
'positive' attitude. The respondents did not

show much apprehension for retailing or selling

except they felt that most middlemen make 'excessive!

profits,

In view of the above conclusions the following recommendations

for managerial consideration were made. That:=

a)

b)

Since not all consumers may openly complain about their
disatisfaction with products they buy, business firms
should not underestimate the fmpact of private actions
that consumers may resort to (such as brand switching
and "bad mouthing" - talking ill of the product for
exapple); that businesses should make disatisfaction
data an integral part of their information systoms,

These may keep the managemeit avare of an otherwise

undiscovered attitudes toward a firm's products,

The business firms need to take urgent corrective

Beasures tovard their product and pricing policion to

ensure that consumers' product qrality and price "~

expectations are mol,




c)

d)

- Vviili

The business firms or marketing practitioners need to
be more cautious with the ndvor{ising they offer; that
they should do research to know what the consumers
want t§ read, scegand hear from the advertisments
and not to feed consumers with what they (firms) feel

consumers should read, sce, and hear; and

The businesses should conciously engage in some kind of
campaign programme that will improve the apparent

respondents' skepticism with marketing in general,



CHAPTER QN

As human history speeds toward the year 2000, with
its awe-inspifing problems and opportunities, the subjecet
of marketing is attracting increasing attention from
companies, institutions and nations.1 Marketing,

defined as:

"eeo a social process by which individuals

and groups obtain what they need and want
through creating and exchanging products
and value with others..."2 :
has evolved from its carly origins in distribution and
selling into a comprehensive philosophy of relating
any organization dynamically to its markets, Large and
small business firms everywhere are beginning to
appreciate the difference between selling and marketing

and are organizing to do the lnttcr.3

The intensifying interest in marketing is paradoxical

because while marketing is one of man's newest action

4

disciplines, it is also one of the world's oldest profossions,

From the time of "sinple barter" through the stage of a

money economy to today's modern "conplex marketing system",

1. Kotler P., Marketins Mana gment, Analysis, Planning
and Control, 4th Kd, , EPrentico Hall of India
Private Linited, 1082) p, 3,

2. Ihid, pe S,
’. !b‘d’ P. 5'

1. lbhl. Pe Se




exchanges have been taking place, But marketing - the

study of exchange processes and relationships - formally
appeared only in the early part of the twentieth century
48 a result of questions

and issues neglected by its

X g 5
mother science, economics,

In this short time, marketing has achieved the image

of society's saviour in the minds of many, and society's

corrupter in the minds of others. HMarketing's good decds

have been described in various ways:

Agpressive marketing policies and practices have
been largely responsible for the high material
standard of livinge., Today through man's
low=cost marketing we enjoy products which were
once considered luxuries...

Advertising nourishes the consuming Power of Men,
It creates wants for a better standard of living.
It sets up before a man the goal of a better home ,
better clothing, better food for himself and

his fomily, It Spurs individual exertion and
greater production, It brings together in

fertile union those things which would otherwise
have not met,.,

Other take a dimmer view of marketing's contribution

to society:

For the past 6000 years the field or marketing
has beon thought of as made up of fast-huck
artists, con-men, uhoolcr-dculera.
goods distributors, Two many of us have heen
"taken" by the tout or Con=man; and all of us
at times have been prodded into buying all sorts
of "thinng" we really did not need, and which

wve found latep ony, we did not even want,, .8

and shoddy=

8. Kotler, op. cit. Pe 3,

G, Villiam ™y, Stunton, Fundamentals ol Harketin -
(New York: Mcuraw 4511, Book Comapny, 1964) :
Ppe 15, e

7. Sir Yinaton Chwrrh(l' as cited

b

in hotler, Db Q‘to| Ppe 3.

you want your bDanghter teo .
.'v_.-orn.»l ol -‘!-‘ﬂ"ﬂ"ig’l :

8, Richare X, i.ruhr, "Woild
Marry a lNarketin- Man?™
(January, 1967). p. 1.




What does a myn need, recally nced? A few pounds
of food each day, heat and sheltery six feet to
lie down in = and some form of wvorking activity
that will yield a sense of accomplishment, That
is all « in a materiay sense, And we know it,
But we are brainwashed by our economic system
until we end up in a tomb beneath a pyramid of
time payments, nortgages, preposterous.gadgetry,
Playthings that direct our attention from the
sheer idiocy of the charade, ..

In short, there is serious mixed feelings about

marketing's role in society today.

1:1, STATEMENT OF Till. PROBLIM:

from the preceeding background, it is clear that

various social commentators have vastly diflferent views

on social worth of marketing, llowever, a number of
published measures of consumer attitudes available from
existing marketing literature have been mnstly‘on attitudes
in general and not Specific to attitudes tnw&rd marketing.

It is, therefore, the purpose of this study to survey
LNairobi's middle class consumers and their attitudes

toward marketing practices,

1:2. OBJECTIVES OF Tui STUDY 3

The primary objective of this Study was to investigate
the atiiiudes of a selected group of Nairobi consuwers

tovard marketing practicos,

Specific objectives of this study veres

a) to examine the extent to which constmers' attitudes

toward marleting pructices s favourable or

unfavevralle and,
- T—

" g g s— m - s




.0,

b) to determine what attitndos consumers have toward
cach of the marketing mix variables: product,

price, promotion, and place (or distribution).

1:3. IMPORTANCE OF Til STUDY:

Currently, there appears to be no particular measure
of consumer attitudes toward markeying in Kenya that is
regularly or periodically reported to the marketing/consumer
rescarch community, This study is therefore expected
to provide a premise from whicllcontinuallnonitoring of
the basic "public" perception of and satisfaction with

marketing estublishment will be developed,

.
Also, in view of the apparent longstanding public

hostility toward marketing practices and marketing

institutions (Barksdale and Perrault, 1986; Miller, 1974;

Packard, 1957; and ﬁuruingi. 1979) it would bhe appropriate

to provide such an inforuation service for those in the

field for several reasons: -

a) to semsitize marketors to consumers' perceptions

of vhat they offer in the market;

b) to serve to fdentify the nature of the publie

relutions task and other fundamental tunks

Facing marketing: and

¢) to make a positive contribution toward® marketing's

publlic imape by dnuonntrnlinu that marketing cares

about the publie enough to ask for its opinion,



More generally this survey Qi]l serve as a basis for
a continual barometer of "how marketing is doing" in the
eyes of the consumer public, The provision of such a
Measure of public impression of marketing is also cxpected‘j
to be of interest not only to Marketing/Cohsumer rcsearchg;s
and practitioners but to public policy makers and thé.

general public as well,

Finally, this study is expected to offer, more
specifically, a basis for further acadenic investigations

into related areas such as attitudes toward advertising,

price, product quality, ahd others,

1:4, PLAN OF MATERIALS:

The study will consist of five chapters including the

introduction, Chapter two will review the existing literature

relevant to the study, This will comprise a discussion

of general attiiudes and a review of general findings

wabout consumer behaviour and attitudes in Africa, and in

particular, Kenya,

Chapter three doseribes the researeh we thodology

used in the study, In this chapter, the sanpling procedure

and the sequence of the research plan and data collection

Process arc outlined, Chapter four will present the
o 8
results obtained from the study, highlighting the ..




0

responses, data analysis, and th interpretations of

findings,

Finally, chapter five will contain the conlusions
drawn from the findings, the implications of the findings,
the limitations of the study, and suggestions and

recommendations for further study.



CHAPTER _TvO

LITERATURE RTVIEW

Introduction: ‘

The measurement of general éonsumer attitudes has been
of interest to academic and commércial researchers for many
years. The marketing and consumer behaviour literature .
contains a number of efforts to develop.measures of consumer
satisfaction with business in general (see for example,
Barksdale and Darden, 1972; Hustard andiPessemier, 19733
and Lundstrom and Lamont, 1976). But suffice it to Bay, a
number of published meﬁsuree of consumer attitudes available
from the existing marketing literature have dealt mostly

with attitudes in general and not'specific to attitudes

toward marketing., As such, this chapter reviews literature

on general attitudes, among others stated below, sn as to

highlight the nature of attitudes; their importance in the

development of marketing strategy,; a historical perspective

of attitude research, their functions and how they develap,
and, their relationship to behavisur, This will provide

the basis for the current study,

Besides, a discussion of some general findings about

consumer bYehaviour in Africa will follow. T™his

section will be f{mportant as it wil) provide information

about the mature »* the Afriean consumer, Such informatiom,

it o hoped, wild provide an ex . \anntion for wharover

.
attitudes congurars in this study shell be found to hold,
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Other studies on consumer attitudes in Least Developed Countries

(LDC's) shall be mentioned for comparison and reference

purposes,

Finally, a review of studies, surveys and/or
observations revorted on consumer attitudes toward
marketing in Kenya will be particularly examined in great
detail, This is because the current study has its
setting in Nairobi, Kenya; and, a thorough understanding
of what has been reported about consumer attitudes towards
marketing practices will provide valuable information
required for comparison with the findings that this study
shall reveal, especially with regard to the four marketing \

mix variables: product, price, promotion and place

(distributdon),



2e¢1 THE NATURE OF ATTITUDES

. The most frequently used definition of attitudes was

farmulated by Gordon Allport about Iifty years apgo. He
wrote: "Attitudes are learned predispositions to respond
to én object or class of objects in a consistently
favourable or unfavourable way". Objects to which we

hold attitudes may be tangible or intangible,

According to Pride and Ferrel (1980), attitudes are

learned through experience and interaction with other people,

And just a5 attitudes are learned, they pgan also be changed,

However, they maintain that an individual's attitudes

remain generally stable and do not change from one moment

to the next, Likewise, at any one time a person's attitudes

are not all of equal strength, Yome are stronper than

others. Hence, it is possible that consumer attitudes

towards a firm and its products may atrongly influence the

fuccess or failure of that organization's marketing strategy.

p

When consumers have strong nepgative attitudes about one

Or more aspects of a firm'a marketing practices, they not

only may stop buying the product but also may tell their

relatives and friends not to use it, This explains how

important attitude measures should be to marketors,

T« Allport, W.0., "Attitudes™ §n G.As Murchinson ed.,

A Handboano £ 8 " ~

¥orcester, Maas Clark University Press,
193%). P, 798.804,




Assael (1981) upholds the definition of attitudes given
by Allport. Although he dwellsn much on brand attitudes,
he all the same notes that brand attitudes are consumenrs
tendencies to evaluate brands in a consistently favourable
or unfavourable way. This evaluation, he says, is based
on past experience with a brand, current information, and
environmental influences. Hence, attitudes can be referred
to as a central component of the consumers! psychological
set, and one of the two thought variables in addition to
needs,

Needs are directed toward achieving specific goals.

Attitudes make it possible to evaluate alternative brands,

2¢1.1 Multidimensional Nature of Attitudes

Recently, (see Assael, 1981), the definition of

attitudes has been extended from a one-dimensional nature
(for examnle, brand A beeing evaluated on an overall basis

from poor to excellent) to a multidimensional concept, This

hag arisen as marketers recognize that consumers not only

evaluate a brand as good or bad alone, but they also Judge

brands on a number of evaluative dimensiona, For example,

A consuzar may formulate three nceds in purchasing

breakfast cereal: nutrition, weiphtewatching and wholew

wheat content, Attitudes toward brands as well ae products,

will depend on the degree to which brands or products have

these nttributes and on the walue which in placed on these

attributes, -

T"’Q cerres 1o wvhie a2 Lrear

s

. has the attribhutes wanted
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by a consumer is referred to as Perceived Instrumentality

- that is, the extent to which a certaip brand of cereal

is insfrumental in achieving nutrition, weight controly or
natural ingredients. The value placed on each attribute
depends on the consumers emphasis on each attribute. Both
value and instrumentality determine whether the consumer

is satisfied with the attribute, Therefore the consumers®
attitude toward a brand/product depends on the instrumentality

of the brand/product in achieving certain needs and on the

value of these needs, As will be seen later, this neyer

multidimentional definition of attitudes is the basis of many

of the multiattribute mbdels. These models measure

attitudes on a dimensional basis by determining how consumers

evaluate brands across product attributes, For example,

"
consumers would rate cereals on "good taste", "freshness ~

"opening", "convenience", and so on, The sum of these

ratings weignted by the value which is placed on each

attribute would represent the consumers' attitude toward

the brnhd.

The validity of a multidimensional definition of

attitudes is evident from the study by Woodaide ot ad
(1975).

S8rand attributes were measyred on a2 multidimentional

basis by product attritbutes and on a onec dimentional basis

.
by obtaining a simrle, overall evaluation of the bhrand,

It vas found that the multintey

‘hute measure of bLrand -

sttitudes was elignificant)y more "ainted to congumer hahaviour
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2
than the single measure,

2e2 ATTITUDES AND THE DEVELOPMENT OF MARKETING STRATEGY

-

In marketing, consumer needs, for example, are
defined to identify market opportunities. Likewise,
marketers should be interested in defining and measuring
attitudes toward their marketing activities. This is
because attitudes can help predict consumer behaviour,

describe consumer segments, and even evaluate marketing

strategies,

In predicting consumer behaviour, it is important to

note that underlying attitude measurement is the assumption

p

that attitudes are related to behaviour. The more a
consumer favours a brand, for instance, the greater the
likelihood he or she will purchase it. Attitudes are a
measure of inclinations to purchase. Therefore, a

positive trend in an attitude forecasts an increase in

sales,

In describing consumer segments, identifying needs and

attitudes can be useful, Although in most casea segments

are frequently based on need criteria (for example, in the

2. Yoodmide, A.G., Clockey JuDoy and Combes J.M.
“Similarities and Differences of Generalized Arand,
Attituden, Nohavioral Intentions, and Renorted
Behaviour" in Assael Henry, Concumav Hohavinur
and Marketing Action, (Xent Publishing Gompanyt
oston, Fasnachusettas, 1981) p, 988,

-

-
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cereal market, certain consumers yrimarily emphasize’
nutriticn, others good taste, price or caloric contents),
consumer segments can also be described in terms of brand
attitudes. Certain consumers may favourably view a brand
vyet not purchase it because of a high price, lack of
availability, or loyalty to another brand.3 These consumers
are what Wind refers to as '"the vulnerable segment"; that
is, they are vulnerable to the company's promotional
influences due to positive attitudes toward the brand.
Identifying the demographic characteris£ics of this segments
mey permit the copmany to use media mos@ likely to reach
this group, On t;:ZKZAd, research intd their needs may
permit development of more effective promotional and

product positioning strategies,

As a diagnostic consumer measure, brand attitudec are
used in evaluating: new product concepts; products in test
markets prior to launchi product effectiveness overtime;

advertising messages prior to introductionj and, advertising

effectiveness over time,

How critical attitudes are in evaluating alternative

positionings for new product concepts can be illustrated

3« ¥ind Yoram; "“Brand Loyalty and Vulnerability" in

Arch G, Woodside, Jagdish N. Sheth and Peter
D. Rennet, eda,,

- . Consumer and Industrial Bu
ehaviour (Yew York: HNorth Holland fnc.. 15;*9.
Pe 315-31 :

Ve
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a
by the following example 14picturwphone could be

positioned as a more cost effective substitute for sales
C &

trips, a more accurate means of communicationy, or a means

of ensuring dependable communications. The proper
positioning depends on the needs of a defined target group
and how it rates the various key product attributes like
speed, precision or control. A new product concept must,
however, be rated on key evaluative criteria using a
multiattribute approach. Hence the marketer will then try
to position the products to be rated favourably on the

criteria important to the target proup.

Also, when products are introduced into a test market

prior to launch, they must be rated on similar evaluative

criteria. This is also true when products have been

on the market for sometime, For example, evaluating a

description of a picturephone is different from evalunting

the product in use. Marketers need thus determine whether

or not the product has successfully delivered on the key

criteria, CGiven also that the product's evaluation may

also change over time as customera' needs change as new

products enter the market, periodic reassessments of

product attitudes are essential,

In the evaluation of the effectiveness of advertising

Ressages, attitudes also play an important rede. In most

casea, for example, television commercialas and print ads =

are freauently fudped by how larre and how favourable an



s

Rl R

attitude shift they produce:‘ Brand uttitudes are measured
before aﬁd after exposure to a commercial in a controlled
environment, Hence overall changes in attitudes as well
as changes in specific criteria related to product

positioning are used to evaluate the commercialst

effectiveness.

However, one point to remember while considering the
role attitudes play in developing marketing strategies is
that attitudes are more effective in evaluating high
involvenent products, For low involvement productes, a
highly favourable, atrongly held attitude may not be a

necessary condition for purchase,

2.3 ATTITUDE RESEARCH: HICTORICAL PERSPECTIVE,

Before 1970, attitude measures focused more on the

relationship between attitudes and behaviour. They

(attitudes) were defined in a single - dimentional manner,

Marketers tried, then, to relate attitudes to behaviour to

demonstrate their pover of prediction., The results were

mixed, neceasitating marketers to come to realize that

attitudes influenced behaviour under cortain conditions only.

Therefors, 1f attitudes were to have diagrostic value in

influencing atrategy, they had to be weasured wmultidimentionally.

This explaine why «fter 1970 a multiattribute approach in

k, Assae) Heary, op. ecit. p. 12
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in measuring attitudes gained prominence,

The realization that attitudes may not influence
behaviour was largely the result of Festingers' work in

5 : . :
cognitive dissonance and Krugman's work in Passive

——

Learningos Both theories tended to downplay the impotance
of attitudes as a determinant of future behaviour. They
concluded that attitudes conld result from previous
behaviour as well as influence future behaviour. After
i970, Rosemberpg and Fishbein's7 work gained increasing
prominence in marketing, Both saw attidues as the result
of a process by which consumers evaluated brands on a
number of criteria linked to consumer needs, This
multiattribute approach was well suited to the needs of |

marketers since they had so far recognized that consumers

evaluate brands on specific attributes,

Consequently, the primary focus was on determining the

structure of attitudes, Attitudes thus were reparded as

multidimensional and were thought to be more relevant for

5«  Festinger Leon, A Theory of Cornitive Dinmona (Now

York: Harper an ow, 19%7).

6o Krugman E, Herbert, "The Impact of Telavinion
Learning Without Involvement ,* Publje Opinion
Quarterly 29 (Fall 196%): Pe 349356,

%2 Fishbein Martin, "A Behaviour Theory Approach te The

“elations Jetween Beliefs About an Obfoct and the.
Attitudes Towards the Obfect ,™ in Martin Fishbein -

ed,, Readinea in Attitude Theo nnd Maarureme
(New York: Soan vlley r:mns. %‘bma

Advertising:



high involvement products and for products where the

choice criteria were more appaionie

llovever, before considering these two streams of
consumer rescarch, it is imparative that we understand

the functions that attitudes serve and how attitudes

develop.

e

2:4, FUNCTICONS OF ATTITUDLES:

Understanding the functions of attitudes requires
understanding how they serve the individuale Daniel Katz

classified uttitudcs8 into four functions:

a) the utlitarian function '
b) the value-expressive function
¢) the ego-defensive function; and,

.

d) the organization of knowledge function.

2:4:1., The Utilitarian Function:

As a utilitarian function, attitudes serve to pguide

consumers in achieving desired neods, For example, if a

consumer considers safety and immediate relief the most

important criteria in selecting an analgesic, the consumer

8. Katz, Doy "The Fumctional Approach te the Study
of Attitudes™ fn Assancl, ey op. cit. pp. 1599,

5% 4

"




will be directed to brands that fulfil these needs. Similgrly,

attitudes will also direct congumers away from brands unlikely

/

to fulfil their needs. ILutz, for example, notes that
media advertising is consistent with the utilitarian

function by featuring performance characteristics.?

2.4.2 The Value-Expressive Function:

Attitudes express a self-concept and value system,
The self—image of an individual purchasing a sports car,
for example, may be of a hard driving, domineering person
who likes to gain the upper hand and so on, Appressiveness _
may manifest itself in purchasing a car that fits this image.
Similarly, the individual who adopts the code of conformity
of an organization and dresses in a conservative manner
may be said to have accepted the vglues of qonservntiam

as expressions of wealth,

Nowonder then that advertisers often appeal to the

1
1

value-expressive nature of attitudes by implying that use

to

or purchase of a certain item will loead/self-enhancement ,

ashiovoaont. or independence, In this manner, advertisers

are appealing to a large segment who value these selfe

expreasive traits,

n, lutz R.J. , " FPunctional Theory Framework for
Demigning and Pretesting Rdvertising Themes ," At

Attitude Researech Pla 8 for lligh Staken
(Chicago:r American larketing xouoelntfou. -
1979)

L] PP. }7""”-

LSkt
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2.4e3 The Ego-Defensive Function:

The ego ies protected from snxieties and threats by
attitudess Many proiucts for ewample, mouthewashes, are
purchased to avoid anxiety = producing situations. Most
people use mouthwashes to avoid bad breath rather than to
cure it, Advertising can therefore capitalize on the
fears of social ostracism by demonstrating greater social
acceptance through use of certain products, Consequently,
consumers may develop positive attitudes toward products
or product brands associated with social acceptance,
confidence, and sexual desirability. Thus, advertising

should appeal'to the ego-defensive nature of attitudes by

demonctrating the benefits of product usage or the risks of

non usage.,

2.4.4 The Orpinzation of Knowledpe Function:

Attitudes organize the mess of information consumers

b

come .crosa.daily and help set up standards on which to

Judge the information. The organization of the knowledge

function reduces uncertainty and confusion, Advertiasing,

for example, that nrovides information about new producte

or product brands or new characteriotice of OALL ULy, brands

i3 valuadle for the information it provides,

In ousmary, attitudes do have diflferent funetionna,

The function that is served will affect the individual®'s

g 4 :},’?ﬁ :
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overall evaluation of an object, For example, two

individuals having equally favourable attitudes towards
‘Dawanol' will vary markedly in the nature of these attitudes
dependfng on whether they reflect a utilitarian function
(like providing quick relief) or on ego-defensive function

(the more I take Dawanol, the more likely I am to draw

attention to myself).

2.5 ATTITUDE DEVELOPMENT:

Atfitudes develop overtime through a learning process
that is affected by family influences, peer group influenceg,
information and experience, and personality (see Assael, op.
cit. pp. 159-169)., Bennet and Kassarjian have said the
following as far as how important the family influence is
on purchase decisions:

"Attitudes toward personal hygieng, preferences
for food items, attitudes toward boiled vegotables
or fried food, and beliefs about the medicinal

value of chicken soup are similarly acquired

11
(from parents)",

Although, of course, there is tendency to rebel in the

teenage yoars, there is a high correlation between the

attitudes of parents and their children. (Assael 1981),

0. Locander B. Willian and Austin ¥, Spivey,. “A

Functional Approach to Att{tude Measurement "

Journ Marketing Research 15 (Noveaber 1978):  w
PPe 57 7o

. Aapted fror Asznel Henry, op. elit, pp. 160,



Many studies have shown pervasive group influence on
purchasing behaviour. Kartz and Lazarsfeld found peer
groups are much more likely to iniluence attitudes and
purchasing behaviour than is advertisingaja Coleman also
found thaf socially integreted doctors who valued peer
group norms accepted a new drug faster‘l.3 Arndt found also
that integreted consumers accepted a new coffee product

sooner % In both studies, product attitudes were influenced

by group norms,

According to learning theory, past experiences influence

brand attitudes by conditioning future behaviour, However,

brand loyalty will quickly demise if the brand fails to

perform well, Therefore, information also becomes an

important determinant of attitude. Knowing, for example,

that a product has a newer, faster acting formular mny induce

4 consumer to switch,

The consumers® personality affect his attitudes, Traits

.Such as agrression, extroversion, submissivenenn, or

authoritarianism mAY influence attitudes toward productes,

For instance, contrary to the norms of the peer proup, an

AEressive consumer may buy an expensive sports ear to

manifest aggreasion by driving » ear with speed and pickup,

W S — —

» &nuoal. H, op, cite, Do 160,

13, Ivid,

14, Tuid,




2.6 THE RELATIONSHIP OF ATTITUDES TO BEHAVICUR:

Thus far, we have underscored the nature of attitudes,
their importance to the development of ﬁarketing strategy,
their functions, and how they develop, among others,

However, before this section can be concluded, it is important
that we hipghlight the evidence of a relationship between

attitudes and behaviour.

Two types of studies, have attempted tc establish a
relationship between attitudes and behaviour. First,
studies done at a particular point in time demonstrate such
a relationship, but because the measures of attitudes and
behaviour were taken at the same time, the rescearcher does
not know if attitudes influenced subsequent behaviour or
vice-versa. Second, studies done over time can show
whether changes in a consumers' attitudes are ralnted to
subsequent changes in behaviour. In both types of studies,

attitudes tend to be measured on a one-dimensional basis,

The first study was conducted by Achonhnugs who

used the same consumers to interview in three different
time periods regarding their attitudes toward nnd consumption
of nineteen branda in seven product categories. Since the

came consumers were interviewed, attitudes in time 1 could

15, Achenbaum Alvin A,, "Advertising Doesn't Manipulate
Consumers”, Journsl of Advertisine Research 12
(‘Qr!l 1972): rPe. }"150




he compared to behaviour in time 23 attitudes in time 2

could be related to behaviour in fime 3. In this study,
attitudes was found to be relaied to behaviours According
to Achenbaun, the percentage of users, for exanmple
quickly declines as attitudes become less favourable.
This agrees with what Pride and lerrel say about
attitudes and their importance to an organization
marketing strategy:

veothat consumer attitudes towards a firm and

its products strongly influence the success

or failure of that organization's marketing

strategyeee When consumers have strong

negative atttitudes about one or more aspects

of a firm's marketing practices, they not

only may stop using the product but also
may tell their relatives and friends not to

useit..o

These provide evidence of a relationship between attitudes
and behaviour, Yet another study supporting the relationship
between attitudes and behaviour was conducted by Assael and
Duy.17‘ They analyzed the relationship between changes in
attitudes and subsequent market share for analgesics,
deodorants and instant coffeo, Measures of attitudes and

awareness were related to subsequent warket share for

16, Pride, W.M., ant Ferrell, 0.C., Marketing: Basi
Concents nvl Pecinions, end Ld,, l"oughlon"—g
Company, Bostlon 1980) : pe 118,

. "
17, MHenry vwnael and Day, Georpe, stitudes and Awarenoss

ax Predictors ol MNarket Share", in Assael Neary,

up'-c". e 169,
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thirteen brapds over a two=year periods, Assael and Day
found strong relationships between awareness and market
share and between attitudes and market share for many of

the brands studied.

An important outcome of this study was the conclusion
that a tracking system to measure consumer attitudes over
time by a series of surveys would be a worthwgile
expenditure for many companies. Such a system provides
a basis for evaluating the strengths and weaknesses Of.a

company's brands and can be utilized to predict future

market shares

llowever, one important thing that need be noted is the
fact that studies linking attitudes to behaviour frequently
measure intention to buy rather than actual behaviour,
Researcheré assume intention to buy is related to
subsequent behaviour and thus use intention to buy to
evaluate alternative new product concepts and advertising

themes,

It is important that the relationship between intention
and subsequent behaviour should be confirmed if purchase
intention is to be regarded as a valid measure of action
tendency. In this way, it can be falr to generalise the

evidence of a relationship between attitudes and behaviour,

Finally, it i= also fmportant to note that there are

certain factors that may fnhibit the relationship between

attitudes and beliaviour, h heen menlivned previously;
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positive attitudes do not always lead to a purchase, A
case in. question wns that attitudes are less likely to be
related to behaviour for low invnivement product cafegories°
In addition, several market conditions may affect the
relationship between attitudes and behaviour. One factor
is price. An increase in the price of favoured brandg may
cause the consumer to switch with no change in attitudesg
(see for example Assael 19813 Pride and Ferrel, 1q90);
Another factor is unavailability. The unavailability of
the preferred brand may lead to Lhe vurchase of a less

preferred one with no change in attitudes,

The purchase cycle may also inhibit the relationship
between attitudes and behaviour, A coasumer is more likely
to fulfill purchase intentions vhen the nurchase cyele e
short. The reason bh2hind this is thot many factors ean
intervone in the snace of a longer veriod (if the rurchane
cycle is long) to change the intentione, such ns chanpe ip
needs, egonomic cireumatances, or alternntives availyble o
that is, intentions may change 28 a reault of shorteterm

changes in the marketing environment,

Hownver, these inhibiting factors aside, it is annnpant
that attitudea and behaviour arve atronpgly and nosftively
rolnted, Unon thisa rrimise, therefore, a 4igscuenion ot
nome penarnl Findingn on eoncumer hahaviour in A¥rica fal¥awn,
Although tha etudias that =hall he reviswad in thia Aleusrion

dea) mainly with the nature nf L} "rican ennrumer, 14 §n



hoped that such information will enable us to draw useful
conclusions as to why these consumers hold particular
attitudes toward marketing practices as the findings shall

'

reveal,

However, before the discussion can be-presented, it is
important to note that most, if not all, studies reported.
about consumers behaviour in Africa, are based on general
observations by westorn researchers; their opinion may of

course not be totally representative.

2.7 CONSUMER BAHAVIOUR IN AFRICA: SOME GENERAL FINDINGS:

As has been mentioned earlier, most, if not all,
reported studies about consumer behaviour in Africa, are
based on general ohservations of western researchers, . This
may not provide adcquate and fair representation of the
nature of the African consumer., llowever, for the purnoses
of this study, this information, it is hoped, will be useful

at throwing some light to the current study,

The first study for our discussion was reported by
Omnna:R The setting of this study is rot mentinned,
However, Omana observed that the Black African is deeply

preoccupied with "health, strength and vitality", which he

———

18 Omana, C.J., "Marketing in Sub-Sahara Africa"™ am cited
&

by Wartngi C.B., The Consumer nnd The Marketin
System in a Daveloring 5nuﬂtrg. Kenyn, Ph.D,
Dissertation (indiana University, Gradunte Schaol

of Businesa, 1980). p. 12,
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says, "is commonly conveyed by the word ®power'", The
importance ofvthis observation is however unclear from what

is available in Waruingi's work. However, one woulg

deduce from Bakers'19 work that to comprehend marketing

in Africa and particularly Nigeria, requires "not only an
understanding of wholesale and retail channels of distribution

but also an understanding of the rather unusual requirements

of advertising and promotion."

In his analysis and description of the marketing
patterns and techniques found in Higeria, Baker argues that
successful marketing programmes, whether for new product
introductions or for maintainance of established brand imnges,
must be developed consistent with a few very basic
considerations. He lists among the most essential
considerations, the degree of literacy and the levels 6{
education with the people, and a broad range of cultural and
personality factors that must be recognized as "peculiarly
African,.indeed even distinct to each geopraphically
concentrated tribal group." "Under these conditions" Baker
says, "local marketing programmes are penerally most effactive
when they are direct, forceful and continous". Perhaps
thias is why, according to Baker for example -« the slopan
"Guiness For Power", next to bulging bicepts of an African
arm, han made the Guiness Stout the “hipghent selling brand

20
of beer in Africa".

"

19, Baker, R,, "Marketing in Wigeria™, Journal af Marketin
(July 1965) p. 46, Sl




On buying behaviour in Africa, the observers have
noted the evidence of a high propensity among urban-
Africans in all income groups to purchase on the assumption
that high prices implices high quality (see Thorelli,
1969) . Hlowever, Baker underscores how important
information search is to the African consumer bhefore
he can do any buying. lle notes the following of the
Nigerian consumers:

Neeowith only a very small part of his income
discretionary, the Nigerian is a carceful
shopper, lle is not inflexible in his
preferences; on the contrary, the Nigerian

is ready to try the new if it is8 presented

to him properly. But he does © © want
value for his money, and while he is

cauticus in his selections, his concept

of value may be difficult to dotcrmine..,"21

This, indeed undersceres the need for careful and
integrated marketing planning for the african consumer
market on the part of marketerse

-

. 2 :'.

Furthermore, according to Marcus™ the African buyer
is "sophisticated, carcful in shopping and un exabaustive
information secekerese” that the African consumer "{gnores

the superficial appeal of fashion for the wore basic and

practical qualities of the product”, From the work of

21 Baker, op. cit. ppe. 16,
22, Marcus, tdward "Selling the Tropical African Marke t™
Journal of larketing (July 1961) pp, 25 < 31, '
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Fayerweathery, = Marcus' findings can be generalized,
Fayerweathef argues that low income - which is characteristics
of African cunsumers -~ consumers in developing countries are
willing to devote more time to nurchases than those in
developed countries. Further, he notes that low income
consumers are not able to make large purchases at infrequent
intervals. This is generally true due to the meagre

amount of money these consumers have; and it is true
particularly with food products because of lack of
refrigeration = but of course with the exception of consumers

who may adore the traditional methods of food preservation,

Besides, Fayerweather presents a sound exnlanation
behind why consumers in developing countries have to be
more careful shoppers, He argues that in develoned countries,,
brond ing, quality control, and close government regulation of
food purity and labelling combine to enable the consumer to
purchase products with least inspection, On the contrary,
in devsloping countries, none of these controls are 80
well developed, For example, in Kenya, it was not until
1974 that the povernment set up a Sureau of Stﬂndnrda.n
statutory body meapt to set standards for national industrial
products, Cn the absence of well developed standards,
according to Fayerweather, the buyer must rely much more

on

his buying skill. He munt do a preat desl of inspecting and
direct = dealing with ovner - merchant,

23, Fayerweather, John Intemational Marketine, Ene)evood
Cliffa, Naw Jergey: Frentice-lnll Tne., (1963),
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Fayerweathers' arguments get support from the study
conducted by.Thorelli- and Sentcll?” This study was set
in Thailand, It was a survey study where 1,000 Thai
households were interviewed through self-administered
questionnaires, The findings were that consumebrs shopped
frequently and intensively. Resvondents in the study
indicated that they regularly consulted many different
sources 6f information prior to making key purchases. Hencg,
the conclusion that information search,-relatively speaking,
plays a greater role in the buying process among consumers

in the developing countries than in the industrialized

world,

On the other hand, some authors‘have surgested that in
African countries where white populations are fairly large,
the white consumers take on the role of an "opinion leader®
- a reference for the African consumer., Thorelli. (1968)
layds this suggestion from the "evidence" out of his study
in Souti'Africa. He argues that whenever a low income
African counld emulate a white consumer several income
classes between, he will take it. Similar notions ppe
suggested by Omana (1965). He observes that in advertising
to the sub=Snharan Afriean market, the advertigepr conveys
the idea that the product in question is populsar with the
European=population too., He goes further to suprest that
in cnses where vhite population in low or nerlirible, the
une of an American, or a Euronean - should be conasidered in
the sdvertisement, These rtudies as hn; boen mentioned :

y not "o nlized Horeave
may n ‘Q.L:t:r i . 'Ver they were done neveral

— b nlddtar 2o Vel el . B, SRS ‘m L Lt N -l PR A




several years ago. Things must have changed sincej
although so far we have no current information of .

empirical value to compare withe.

Brand loyalty of the African consumer is a question:
cumbered with mixed feelings according to studies available,
Some have argued that the African cunsumer given a quality
product, priced within his financial ability, is a
"customer with unprecedented degree of brand loyalty" (see
for example Omana, 1965. Marcus, 1961). Yet, Munn (1966)
writing about the Nigerian econsumer argued that Yrand loyalty
is as "incongrous as it is meaningless" when one is poor,
Thorelli on the other hand, wrote that brand loyalty is
not strong among the urban African consumer, Whichever

position is true, however, remains a matter of research!

Finally, it is apparent from the preceerding disgussion
that the studies that have been mentioned are fairly .
general. They have largely zeroed in on the behaviour
of tg; African consumer, None has attempted to address
itocelf to the attitudes and the complaining behaviour of the
consumers although this may be implied,” A few studies,
however, can be cited as regards consumdr attitudes and

complaining behaviour especinlly townrds some marketing

practices.

o X - 4
One such study was conducted by Alre in 1971, " In this

oy J0h% Vo Wonsumer Attitudes to Local Products
g {n A Developing Economy.” Tha Niperian Situation",
Jourpal of Management Studiea, (Ausust, 1971): pn.

1827




study Aire examined consumer attitudes toward prpducts and
their marketing in a developing economy, Nigeria,
Questionnairs were administered to 450 respondents
representing a cross~section of socio-economic classes,
Besides, a section of the respondents were interviewed to
get elaborations on questionnaire responses. Among other
things, respondents were asked to indicate their satisfaction
or disappointment with the products they had bought and
whether they intended to repeat purchase, The results were
mixed, Considerable satisfaction was shown with some
product groups that included furniture, aetergents. 502ps,
and beverages. On the other hand, a high level of

consumer disatisfaction was also noted on the product groups
that included textiles, elesctric bulbs, among others,

26

As Varuingi notes; Aire did not indicate whether
the satisfaction measure used was a simple "Yes « No"

statement. Other than that, it should be noted that the

product categories used in this study are so wide that the

findings of this atudy leave a lot to he desired,

In the name study, the resvondents were asked to rive
their rating on quality of the products locally made in
Nigeria. Of the total responses, 32.5 percent had their
expoectations met, 19.2 percent thought the product quality

were higher than expected, and %8.3 percent thought products?

quality were lowver than expactod, Alphouph what At re had

a(k'.‘\’ the respg "’"""l;ﬂ ¥an l"f A reneral ﬂ&turﬁ (.‘L“,‘ r' ‘r

a4 ¥Yaraingi, on, cit, p». 22,
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Aire had asked the respondents to name those products they
were rating dne would tell which products, to Nigerians were
of lower and higher quality respcctivol&, comparcd to
imported products), other studies have also concluded largely
that locally made products' quality is usually lower than
expected (sce for example, Yaruingi, 1979), For example

27 ?
Varuingi, in his review of conplaint letters that the
Kenya consumers have written to the press, has reported
complaints about a wide range of locally made products,
An example was drawn from a senior government official who
publicly expressed discontent with Kenya made products,
In the Weekly keview the Chief Nursing Olficer said the

following about local products quality:

"seoThat in 1977 the Mipistry of Health imported
8 375,000 worth of uniform material after being
disatisfied with the local material,, "2
She claimed that uniforms made from Lenyan made materials
faded after the first wash and were also casily torn,
-
Whether or not this was an isolated cuse shall he scen in
the next section where a review of studies, surveys, and/or

observations reported on consumer attitudes toward

marketing in Kenya shall be presented,

27, VWaruingi, C.B., "Consumer Complaints in Kenya During
1975 and 1976", Contact: The Journul of the Keny.

Copsumor OUrranization (April 1979 PPe 11 = 18,

28, leckly Heview, July 11, 1977,
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However, besides such dissatisfaction with the quality
of lacally~-made products, Hawkins (1965) has reported the
distrust with which the business community is viewed in
developing countries. In his study of the distribution
system of mainland Tan,ania, Hawkins attributes the ?istrﬁst
to the practice of bargaining whereby the éustomer usually

appears to feel at a disadvantapge vis-a-vis the shopkeeper,

While bargaining might be responsible for some illmwill
towards business in developing countries, many other
marketing (malpractices that add to consumer discontent
with marketing must not be forpotten). A few studies shall

be featured briefly in the following section.

L/é{S CONSUMER ATTITUDES TOWARD MARKETING IN KENYA:

The preceeding section has introduced us to the nature
and behaviour of the African consumer; and the economie
circumstances that influence this bhehaviour can he
construﬁg. In addition, we have also seen examnles of
marketing aspects that have caused consumer discontent and
distrust with business in general and businessmen in
particular, However, these have been examined from a wider
context - Afriea, Hence, this section shal) review in
detail what is on record about consumers and marketing in
Kenya. This shall be done from the perspective of each of
the marketing mix variables, Product, Price, Promotion,

and place (diateibution),



2.8.1 THE PRODUCT:

As reflected in the case of the Chief Nursing Officer
quoted above (Weekly Review, 1977), the Kenyas' consumer
does not feel comfortable with the quality of some of the
products offered in the market. Several complaints
have been forwarded through letters to the press a;d
through other journals like the‘consumers's Digest.
Waruingi (1979), reviewing complaint letters that consumers
in Kenya have written to the press, has reported such
complaints about a wide range of locally made products
suchs as bread, butter, cheese, sugar, milk, edible oils,

tea leaves, c¢ofee and many others. These products, he

foundy were largely adulterated hence below desired standards,

Besides, Waruingi has singled out short-weipht related
complaints on products that include milk packets, soﬁpa-
and short-lenprths of bed sheets, Furthermore, ha underscores

the danger that is posed by some products whose usage have
been seeﬁ to be unsafe., He sinpgles out the mercury poisening
threat posed by cosmetics on sale in Kenya, Waruingi

claims that as early as 1939, cosmetics containing 0,2
percent mercury were considered haraful by many authorities,
While in Kenya, in 1975, cosmetics containing upto 10

percent ammoniated mercury were being cold in Nairobi, 1In
fact, Waruingi sinples out an example of a case about a

women who died out of a prolonged use of a cream whieh the
government chemist found to have contained 2 750 wicroprans

of mercury. Her own body, he says, "had 13,7200 wicrorrans



of mercury over and above what is safe."

Short-weights and product safety have not only been
exposed by this single study of Waruingi, Criminal Cases
are on record with regard to short-weimhts.. Senior GovernmentI
Ministers and officers, respectively, have>been quoted in
the press trying to answer to continious concern by the
consumer public about the safety of some products sold in

Kenya. These cases shall be reviewed as follows:

Looking through the files of the Weipghts and Measyres
Department of the Ministry of Commerce, the following cases
regarding short-weights can be citied: On January, 15th
1982, at Makadara court Nairobi, Messrs Charles Maina and
John Gicheru were jointly charped with one sount nf selling
less quantity of goods than that demanded Lo be sold,

contrary to section 19 of the Weights and Measures Act,

The‘yarticulars of this case were that the accused,
being owner and emnloyee, respectively, of a butchery in
Nairobi, sold 7.807 kg. of ment without bones, a quantity
vhich was less than the dennndod,10kg,by 2.193% kg, A
customer had ordered and paid for 0ig. Both anscused
pleaded guilty to the charge nnd.voro fined Shs. 4000,00

or six months imprisonment in default. This wan eriminal

cane number 198/82,

Another cane dated back to 10R4, This was eriminal

case number 11°2/84, The canme wn: heard befare a Nalrebi



court on 30th January, 1981 whereby Meusrs Colpate Palmolive
E.A. limited was charged with having in their possession

for sale goods which bore a false statement of weight
contrary to rule 9 of the weights and measures (sales ang
Labelling of Goods) rules, made under section 46 of the

Weights and Measures Act.

The accused company was found in possession of prepacked

Ajax Machine Wash which was packed in 500 grams packs. On
testing the content of the packets it was found that mos€

of the packets was less than the stated quantity of five
hundred grams, The accused pleadéd guilty and were fined
2,000.00, Other cases to this effect could be cited,
Suffice it to say, such marketing (mal)practices hns no

doubt left the consumer to be more and more suspicious of

marketing.

An astounding case hinging on product safety is found
on recofd in Volume III, No. & of the Consumers Digest
(August, 1983)s The issue is a about 'grumoxone' « a
pesticide sold in Kenya, The question is "How Danperous
is Granoxone?", There is a growing awareness smong the
people of Kenya of the potential dangers posed by dangerous
pesticides in use today, Some of the pesticides such as
Diedrin, DDT., BHC, Chlordane, Heptachlor and Aldrin are

banned or severely pestricted in their countries of ortgtn?g

29, ‘Consumers Pigest, Vol, IIT lo. & (August 1523);
Pa 160



Most of the countries that have banned these chemical
pesticides do not have restrictions fpr their export to the

Third World. This has turned to be a poisonous trade,

Recently; 2 the local. press has ekposed the dangerous
herbicide gramoxone (or "paraquat" as it is sometimes
called). The concern for most people over these herbicide
was the security and quality of their health and that of

their environment from being poisoned.

The Kenyan people do not have to wait for additional
information on the hazards of gramoxone in order to ban it,
when it is already known elsewhere in the world that the

chemical is the worst poison, probably nex.L to dioxin,

Apparently, most of the information and knowledge on
dangerous pesticides has even filtered among Kenyaeg
decision and policy makerses @n March 27, 1982, Manyun
Waiyaki, then Minister for Agriculture, warned chemical
cheats ;;d called on the members of the Pesticide Chemicnl
Association of Kenya to comply with their code nf qthicn.31
Nineteen days later on April the 14th 1982, Mr, Zephania

Anyieni, then Member of Parliament, said in Parliament that

peasticiden banned in their eountry of arigin should not

30, Conaumers Bizeat Vol. 6 Mo, 9 {Septemher 1924) 5’ BL

31, lalle f":::ﬂ",. March n ";D?. P. 3.

32, Kenyn Newun Apener in .L:JJ.L;,.,.II:'.' n Aprid “'o "’P?. Pe %o
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be registepved for use in Kenya. Dr. Zachary Onyoka,

as the head of the Kenyan Delegation to 1982 UNuDPS!Y
Session of Special Character, called for Third World
Countries not to be used as dumping® ground for toxic
substances including pesticides banned elseyhere
because of proven hazardous effects on the environment
and human health.33

While it is known that some incidences of gramoxone
poisoning are intentional, to commit suicide, the list of
victims of circumstances, ignorange, and accidents will
continue to increcase, Some deaths, particularly in the
rural areas go unnoticed. Kenya can not afford to
continue using dangerous pesticides and other unsafe
products on the one hand and on the other hand assume that
it can be able to maintain the quality of health of its

people and that of the environment,

-
Gramoxone is not the only case: The table below
gives examples of other Banned and Restricted pesticides

being sold in Kenya,.

33. Consumer Dipest, August 1983, Vol, I11 No, 4de
PP, 26 » 24,

34. Consumer Digost, (1983, op. cit, Voles 3 No. 4
pe 21,




COMNON | TRADE NAMES| CLASS OF CUMPANY CUUNTRILS
CIEMICAL |IN KENYA CHEMICAL INVOLVED BANNED/
NAME RESTRICTLED
ALDRIN  |ALANDRIN: TWIGA (K): | CANADA

NOVA=ALDRIN| INSTECTICLDE| Shell=llOEST :| WEST GERMANY
ALDRIN MURPHY CPL: | U.S.Ao

NOVA: SAPA BRITAIN

D.D.T DIDIMAC; TWIGA: THIGA CANADA
DDT; MAY AND Wo GERMANY
DICUPHANE; | INSECTICIDE | BAKERS .8k
MURFUM=DDT SaPa; JAPAN
NOVA DDT MURPHY BRITAIN
25 & 75 CLP; NOVA

DIELDRIN | KYNADRIN TWIGA} CANADA
DILLDRIN SHkLL3 We GURMANY

® | NC¥ADIEL=- INSECTICIDE | SAPAS U.8:4.
DRIN = 50 MURPHY CPL; |JaPaN
NOVA BRITAIN

Source: Environment liason centre, Nairobi,




Many of the local rural farmers who use them are
unavare of their hazards and side effects. No information
and adequate advice is offered to this 'ignorant' farﬁers
on the use and application of these pesticides, Neither
are they informed of the potential alternatives available

for them,

Indeed, the Kenya government should review all the
pesticides available on the market in Kenya and, if
possible, withdraw all the 'dangerous' pesticides and

offer suitable alternatives flor 1ts‘consumcr public,

2.8.2 THE PRICE:

The following maxim has been coined to express how the
consumer feel about price in Kenya, "That which goes up
and never comes down - PRICLEY, Rccently35 the price of
petrol, Bas, kerosene, and diesel were announced by the
government as a result of falling prices of petroleum oijl

the

inzyorld market. While this was wellcome news for motorists,

gas consumers, diesel consumers and kerosene users, the

38, Consumers Digest, Vol. 6 No. 4 (April 1986) T I




ordinary users have complained that the benefits of
reduction of price of oil has not been passed on to them,
They have consequently decried the government to intervene
and force those manufacturers not voluntarily willing to
reduce prices to do so. !'ence, although it is not explicit
how much prices mean to concumers, the concern that follows
as a result of reduced prices of petroleum products jis a
pointer that prices thatthe market asks for its nroducts

are not favourable,

Some consumers have come in the open to challenge
the vrices of some particular products, In a letier from
Mombasa*:’G for example, one consumer expressed her
dissatisfaction with the price of eczgs in Mombasa, She
reckons, they are a bit too high particularly "for a ropulation
whose majority are vegeterians," As has been mentinned,
no research has been done to determine the magnitude of these
complaints. The current study is hoped to confirm or not
whether th&se comaplaints are ‘universal', However it should
be mentioned that the government of Kenya controls the prices

of several basic products especially foodstuffs,

2.2.% Promotion:

Advertising, one of the key promo-tools larpely used

by marketers has come under severe criticiom in Kenya

36. q‘ln :“‘a” I: "!"”:I; . .101. 1’ g'ﬂ. (‘ (allr“"‘ ""‘ ’ Y
wd * T emhe 1
Phe ‘:. . qna)



not only from the public but also from senior government
officials. Varuingi (1979) carried out a survey

research on attitudes toward particular aspects of
advertisinge. asked whether or not advertisements they
see, read and hear, present a true picture of the products
offered in the market, respondents strongly agreed that
advertisements did not present a true pircture of products
offered in the market, This finding supports the view
expresscd by Kenyas' Vice President, Mr. Mwai Kibaki,

In his address to the Kenya Association of Manufacturers
'

the Vice President described some advertising in Kenya as

tterrible' and accused some advertisers of telling lies to
3

the public. lle was quoted as saying the following on

advertising:

"ie have a serious socio-econouwic problem and it
should not be belittled, so0o give us your help,
Someone tries to sell such-and-such a drug, and
says that it can cure 27 different disonsés, and
be is allowed to say it on radio and television
everydaye lle may have vans going around tellin
the public this..." 8

(Trade and Industry) 1979)

In Mr., Kibaki's view, there is much wrong with advertising
in Kenya. Nowonder, consumers have called for stiffep

control of advertising clai-u.37

37 MAre the Advertising claims trye?® Consumer Djge
Vol. 3 Nos 4 (August, 1983) pp, 13, .
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On the question of more government regulation of
advertising, Waruingi's study reported mixed feelings,
Some respondents advocated self-regulation of
advertising; others called for stiffer controls by the
government. One of the leading advocates of sclf=
regulating advertising is Mr. Yanjui, Chairman, East
African Industries - a lecading industrial concern

specialized in consumer products,

In a speech to the Kenya Consuner Organization in 1978,
Mr, Wanjui argued that the government should not be requested
to interfere so much with what we should "read, sce or know"
as this could "eventually interefere with human rights"

(contact, June 1978).

Mp, banjui prefers sclf-regulation ol the advertising
industry in Kenya. lle pointed out in his speech that the
Marketing Society of henya was in the process of formulating
an advertising code of practice, a proof that advertisers know
that they have everything to gain by raising the ethical

standards of advertising.

llowever, opponnets of self=regulating udvurtiulng
industry have also come outl to strongly advocate need for
government regulation of sdvertising, A lo;ulin,; vocalist
on this opposing side is Edda Gachukia, then lHonourable
Member of the Kenya parliament, Addressing a Seainar of the

Kenya National Council of coeiaul services, she asked:



eee Is it not time perhaps that the government
prescribed certain norms within which the
advertising profession in this country must
be practiced? Such norms could cover, among
other subjects, such areas as: advertising
which goes against medical advice; unvarified
advertising claimsj exploitative advertising
and others  (Nairobi Times, 30th, April,
1988) .

Mrso Gachukia believes that more government involvement
is needed because of the nature of the country's society,
She argueg that "with largely an illiterate, or semi-
literate, unsophisticated society which can be casily

swayed by advertising, the government has to get deeply

involved in its regulation.

Mrs, Gachukia does not stand alone in calling for
stronger regulation of advertising in Kenya. Consumers.
have, on the other hand, also expressced skepticism with
self=regulating advertising. Vhen asked (see Waruingi
1979) whether they thought control of advertising itself
can be genuinely effective, the respondents turned out
skoptic&l with self-regulating advertising, Horeover,
they strongly agreed that advertisers should be forced

to substatiate their claims,

Although advertising cun nourish the Consuming powor
of men and create wants for a better standard of living it
too can be used to deceive the consumer into utter waste of
his/her fortune, A eriminal case can be cited to snshabine

this fatct,
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On 1hth April, 1981, at Law Courts Nairobi, Criminal
Case Number 1111/81 K & A self-selection Store ltd. were
charged by Yeights and Measures, Nairobi for giving an
indicatioﬁ that goods were being offered at a price less
than that at which they were infact being offered contrary
to section 4 (2) as read with section 15 of the 'Trade

Descriptions Acty, Cp. 505, Laws of Kenya.

The particulars of the case were that by means of 1
press advertisement they gave an indication likely to be
taken as an indication that goods, namely New Ajax 420 m1,
Digh-Yashing Liquid was being offered for sale at 1/= off the
normal price whereas it was beinp offered at 25 cents off
the normal price of K.3hs., 10.50, Here the company had
marked the said poods "Shs. 1.00 off" which had implied that
it was Shs., 1.00 off the recommended price, On iuvestigation,
it was found that it was only twenty-five cents off the
recommended price. The comvany plended guilty and was

fined K.Shs. 2,500.00, They paid the fine.

It is obvious that consumers are sometimes at the mercy
of the business community, That the consumers have expressed
their wish for pgovernment control over advertising is not
surprising. Further studiea are, however, necessary to
reveal the magnitude of such cases; and even to seek to
know what the consumers have to say about the court fines

imposed on the "criminals".



2.8.4 Place (Distribution).

Studies are lacking in literature regarding the
distribution of goods and services in Kenya. The only study
available was carried out by Corcoran and Tyrell (1975).

They carried out a survey aimed at determing consumers'
feelings about rural shops where they make their purchases,
Most consumers approved of the friendly service they received,
but openning hours and the availability of credit facilities
were almost evenly appreciated or criticized. Besides, the
survey results indicated that inadequate stocks and dirty

conditions were the worst feantures.

3
Some consumers 8

have also observed that foods, clothing,
and shelter are among the basic human needs and it is a

primary duty of the government to avail them to the peonle
regularly and at reasonable prices, Hence the importanee

of a viable and effective distribution system in the country

to ensure that the basic necessities such as food reach the

consumersa

"Long channel of distribution is the most commonly
practiced in Kenya. This is where manufacturers sel) zoods
in bulk to the wholesalers who in turn sell them to retailern
vho then nells th: consumers, The many wholenalers and

retailers, must mike a profit in order to be in busineas and

”~

38, t "Diat=Idbution of Onode, in Kenya",
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these are reflected in the prices paid for by the consumers,

39
While in theory, consumers can deal directly with

the manufacturers thus avoiding the middleman's profite,
in pradtice it is not possible due to various reasons

such as the location of most manufacturers, beéing in the
urban areas and majority of the consumers are in the rual
areas hence travelling to obtain the goods would make them

more expensive,

However; the government is trying its best to safeguard
the interest of the consumers, It is vipgilant on the
manufacturers, wholesalers, and retailers, and to ensure that
consumers do not pay exhobitant orices, the price of some
locally manufactured goods is controlled at the factory

level while others are controlled at the fnctory, wholesale

and retail levels.

The consumer rights are further safeguarded by the
distribution policy which is geared towards ensuring that
goods and services are available to all sectors of‘tho economy
within easy reach and at competitive nrices, One govenment ‘
organ that has apearhended distribution in thia direction
is the Kenya National Trading Corporation (KNTC) whien was

formed to help Africampo into wholesale trade, *hrough

its country-wide network of deports, the KNTC maken {t

39. Consumor Digest, Op. Cit., p. 14,



possible for the upcoming African wholesalers to replenish

their stocks easily.

Finally, since independence, the Kenya Government has
encouraged Kenyans to enter the commerce sector through
Various measures. Notable among these measures is 1967
Trade Licending Act that gave power to the Jovernment to
embark upon a program of Kenyanization by limiting the number
of trade licences given to non-citizens and raising the number

of the Kenya traders. 8!

Partly as a result of this Act, almost the entire
distributive trade in the rural areas has been acquired by
citizens, In major towns, however, non-citizen traders
are still many.

and Industry
According to the Ministry of Commerce/Statistics of
were
trade licencing as at December, 31st 1980, there/l,761 citigens
and 551 non-citizens in the wholesale trade; 44,593 citizens
and 199 nonZcitizens in the retail trade and 280 citizena and

5%6 non-citizeus in joint ventureu{‘o

In conclusion, although through the government efforts
distribution trade, especially in the rural areas, hag been
put in the hands of Kenyans, the arparent di““"’iﬂfnction
with the availability of stock in rural shops shoula rnise

important aguestions in the minds of these businessmen,

10, Conaumers Direst, (June, 1921) op. eit, p, 16,



They should find out what consumers think about their

profits and justify the need for their middlemanship,

All in ally it is hoped that the current study will
enable us to understand the basic "publict rerception of
and satisfaction with marketing establishment in this country,
Kenya. This should be achieved through the resuts as to what
attitudes consumers have toward markeing practices in
general and particularly, toward each of the marketing mix

variables of product, price, promotion and place (distributiOn),



CHAPTER THREE

METHODOLOGY

31 THE POPULATION:

Tt is ideal in a survey of this kind, for one to sample
the entire national 'consu@er' population of the ccuntry,
However, owing to time constraint and other major constraints
such as finance, such a procedure was not feasible. Hence,
the study was concentrated on the consumers drawn from the
city of Nairobi, a profile of which is presente@ below to
five the reader a better understandipg of the sample selection

procedure that will follow.

A striking feature of Nairobi which is of special
siginificance in this study is the gijvision of the town into
distinctive sections. This is particularly true in the
residential areas and remains one of the most noticeable
legacies of the colonial pericds The British administrators
of Kenya practiced the philosophy of racinal sepoeration
during the colonial reriods There developed during this
period three distinet "social Nairobis" - A white Nnirnbi,

An Asian Nairobi, and an African Nairobhi, In rost-independence

Kenya, however, "Social Parriers" have given way to "Econonie

Barriers" (Tiwani 1973%: Ferraro 1979),

Upper Nairobi which in the area north and west of the

central business distriet was formerly devoted exelunively

to Europedn residents, Althourh wome 2% the more s"Mluent

L&ag




Africans and Asians have bepun to occury houses in this '
areas, it remains the area where majority of Euroveans reside.
Close to it, but not strictly within, upper Nairohi is the
area of Muthaiga, generally considered to be the most
prestigeous residential section of Nairobi, consisting of
heads of Diplomatic Missions as well as the most affluent

businessmen.

In marked contrast to the attractive stone homes built
on spacious well-wooded plots in upper Nairobi and Muthaiga
are the predomin#ntly African working-class section of
Kariokor, Pumwani, Kimathi, Jericho,.améng others, located
in the east of the central business district and north of
the industrial area. This predominantly African aren
generally referred to as Eastlnnds. is by far the most

densely populated area of the city (Halliman and Morgan,

1967) .

The third distinctive residential area - agnin based

on race and culture, is the Parklands, Pangani area located

to the north of the city center and housing approximately four

of every five Nairobi's substantial Asian population, It
is notaworthy that as a result of land limitation in the
area around Parklands. Panpani, a secondary Asian area of
concentration gnn daveloped within the last two decndes in

Nairobi South, (Ferran, 1979),
As has been said by Tiwani (197%) ana Ferraro, (1979),

these 'socinl barviers' have riven wav te ‘econnrie harr '
ers



resulting in the above residentinl structure of Nairohi to
correspond to dpper socio-economic class; Lower socio-efanomic
class; and Middle socio-economic class respectively. e 18
however, necessary to mention that lately, some estates

have emerged in each of these distinct residential divisions
of Nairobi which do not necessarily conform to the S0Ciom
economic classes mentioned above. For example, in Eastlands,
estates such as Buru-Buru (Phases 1 to 5), Sunrise, Donholm,
only to mentione a fewy; do not conform to the lower BOCI1O=
economic classe Similar cases could be cited from the two

other divisions.

From the preceeding profile, a cross-sectional study
of Nairobi consumers would have been possible, owever, due
to the following reasons, only the middle socio-economic class

was chosen as the population of interest.

First, there was time liuitation. The project or

study was to be undertaken within a very short time span

-

and

a cross-sectional study would not have been possihle within
that short time, This is mainly becayse of non=nvailabiljty

of respondents at moat copvenient houras,

Second, it was dilfficult to reach some would - Le
respondenta capooinlly in the upper socioseconsmie alase.
Past experience has shown that thins sroup {8 very innccensihle
and uncooperative, It wag therefore not necessary, withih

the ghort time available, to %ry Lo reach Sham (Masinde 1906),



Thirdly, owing to the short time in which the study had
to be accomplished, and to the problem of communication,
especially with the lower nocio-economic clnas, it was not

iy

possible to translate the data collection instrument
the
from English to Kiswahiliiflnnﬂunge that was .fairly understood

by this group.

Hence, the middle class that was fairly accessille,

cooperative, and who mainly comprised of the elites formed
the population from which a sample was selected for the

purposges of this study,

) THE SAMPLE:

A list of 31 estates conforming to the middle sociow
economic clnss was compiled from the officé of the Director
of City Planring and Housing, This list was updated to
include any other estate that conformed to the maid class but

was ommitted for some reason or nanother,
-

The sample selection procedure was as follows: First,
lottery method of simple random sampling was used to select
ten (10) estates where tha study was conducted, Thesa 10
estates, randomly nelected, ware deemed repregentative of

of the 31 middle class estates as above,
The mocond procedurs ealled for celentinge speeifie

dwel linpg unite, Ton such dwelling units vere seloscted

from each uf the 10 enintes abovn ucine syntesstie sanrling



technique. The plan was to obtain 100 res spondents to

whom the questionnaire was administered.

Lastly, the questionnaires were personally ndministnred
using the 'drep method' but due to pressing time and slow |
responsey, 'waiting while the questionnaire is completed'was
adopted iéter. A total of R0 questionnaires were returned

duly completed.

%P DATA COLLECTION INSTRUMENT:

Appendix A shows the questionnaire items that were
presented to the sample of consumers to measure their attitudes
toward marketing via the four major elements of marketing
practice. These four caterories were intended to correspond
roughtly to the four components nf the marketing mix as they
impact on cousumers, Promotion is represented by the
advertising section and also the personQI selling related items,

from the final section.

The scale items were developed by selecting nnd adpting

those that had appeared in the marketing literature, The
items igfclude bhoth favourable and unfavourable stntements

to offset any affirmation/napation resronse get, '

All the fiyve sections that =made UL questionnaire {toms

y X See Gaski, J.F. and Michnel J. Etrel
uentinqntn Toward Karketing"
(Aurnaf, 1986) n, 24,

"Consumer
Journal of YMarketine




" consisted of Lirvert ~ type SEAL OB ARR® © ‘Blat vépre Pated
by respondents on a five point scale, for example, from

"strongly agree" to "strongly disapree".

3ol DATA ANALYSIS TECHNIOUE:

Attitude TIndex and percentages were used to analyse the
data. The index was calculated by substracting from any
given attitude statement, the percentage of the respondents
who disagreed from the total of those who arreed, A
positive idex indicated a preponderance of agreements a
negative irdex means disapreement, A n}milar index has
been used before (see for example, thon; et al., 1971;

Thorelli, Engledow and Becker, 19753 and Waruingi 1979).

2e Rennia Likert, "A Tecinique far the Meanurement of
Attitudes,” in GCitbert A, Churchill, Marketing
Rogearch: MHothodoln-iecal Foundatiops 294 e ..

(The ﬂryion Press, llindsenle Tilinois, 19
Ppe 2250236, ' y 1979)



. CHAPTER IPFOUR

DATA ANALYSTS AND FINDINGS

Data in this study is summarized and presented in
terms of percentages and attitude indiceé. The index is
obtained bY substracting from any given attitude statement,
the percentage of respondents who disagreed from the

total of those who agreed.s A positive index indicateSa
preponderance of agreement, a negative index means

disagreement.

The data analyses are presented in five sections.
The first four sections present findings on the respondents'
attitudes toward the four marketing areas viz: Product

quality; Price of products; advertising of products, and

retailing or selling,

The fifth section presents findings on the respondents’

attitudes toward marketing in general,

4:1 CONSHHMER ATTITUDES TOWARD PRODUCT QUALITY,

Table 4:1 summarizes the responses of the consumers on

seven altitude stalements, The statements were intended

to measure whut kind of attitudes consumers have toward product
w one of the marketing arcas via which a measurement ‘
of consumer attitudes toward marketing was to be achievedi
Tables 4=7 and 4«8 which summarizes the frequencies of

problems which consumers have had with the products they

buy, among other features of warketing, and that of



ToBLE 4-1
CONSUMLRS' ATTITUDLES TUWARD PRODUCT JUALITY
Percent Agreeing Percent Percent visagreeing Index®
| Neither
Agrecing
Strongly Nor Disa=| Strongly
Statement . £ / 4 B3 seaerrec] Disacreel 1 ' 1
agree Agree Total arreecing | bisagree| V1sagrec Tota
1o The quality of most
products I buy is as R e e
zood as can be expected |2.5% 33.73% | 3625% | 20% 12, 5% 21.25% 15.70% | =77
2, I am satisfied with most
of the products I buy. 3.75% 33.75% | 37.5% |21.25% 20% 31.25% [41.25% | «3.75
3o Most products I buy .
wear out too gquickly 35% 41,25% | 76.23% |8.75% 0% 15.0% 15.0 61,27
4, Products are not made
as well as they used
to be. 43,75% 25.0% 68.75% | 18.75% 3.75% 8.75% 2.3% 56.25
5 Too many of the products
I buy are defective in
some waye. 8.75% 30.,0% |38.75% |25.0% 3.75% 32, 5% 36.25% | 2.5
6. The companies that make .
products I buy don't
care enougl about how i :
well they performs 5.0% 37.5% |42.5% 275% 15.0% 15.0% 30,.0% 125
7. The quality of products
I buy has consistently
improved over the years. 10,0% 12, 5% 22, 5% 31.25% 20,.0% 26,25% 16,2357 «27.75

* Index = %

of sample agreeing

minus % disagreeinge




importance of cach of the four marketing areas to consumers,

respectively, shall also be used to present the findings

in this arca of marketing.

It should be noted, however, that the fndex that
appears in the Igst columA of table 4-1 was calculated
by adding, for a given attitude question, the percentage
of Jhc respondents who agreed, and substracting from
the total the pcrcéntage of the respondents who disagreed
or strongly disagreed, A positive index indicates a
preponderance of agreement, a negative index indicates
disagreement with the statement, respectively, llence,
the index and the individual frequency findings in Tables
4=7 and 4-8, respectively, will be used to present the

findings.

Looking at Table 4-1, respondents have showngwith a
negative index of 7.5, their general disagreement with

the statement that "the quality of most products I buy

is as good as can be expected", They also did not agree that
they are satisfied with most of the products they buy
(a negative index of 3.,75), 1In addition, consumers

strongly felt that '"hroducts are not made as well as they

used to bel'  Thin ix shown by a strong positive index of

56,25, But, psked in general, how satisfied they were

with the quality ol mosxt products they buy, the respondents

agreed they were generally satisfied (index *23.785

sce table 1«6 appendix B1), This (uconulutency. of



course,'shows some kind of anomally and this may be due to
the fact that mosy of the findings aboie are generalized.
Another study may give different results, However, thg_
implication one may draw from the above findiﬁgé is that
consumers are fairly skeptical about the quality of most
products offered for sale in the market. Né.specific
explanation for such feelings were sought by this study,
llowever, a strong agrecment with the statement that "most
products I buy wear out too quickly" (yndex = +ve 61.25)
may indicate why there is high negative attitude tendency
toward products' quality. Besides, consumers agreed that
"too many of the products they buy are defective in some way
(shown by a positive index of 2.5 in agreement with the
above statement). They disagreed that the "quality of
most products have consistently improved over the years"
(index = =22.75). These findings, on a more general note,

indicate that consumers are not satisfied with the quality

of products they buy.

Looking at Table 4-7 (appendix B2) more specific
findings come to light, |lYere we notice that there is a
high frequency of problems with or complaints about most
products consumers buy. For example, 41,25 percent of
the reospondents interviewed indicated that they often
had problems with or complaints aboutl most products they
buy, Only 10 percent seldom had problems and complaints
with or about the products they buy, respectively.

These

finding=s upholds the su-cestion ahove, that consumers do
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not generally feel satisfied with the quality of most products

they buy. \

Again from Table 4-8 (appendix B3), we see that most
respondents considered the quality of most products they
buy extremely important. lflence, perhaps becaﬁse of this
high quality orientation that has not been well met in
most of the products they buy, the respondents have highly

shown a negative prepondar,nce to product quality.

4:2 CONSUMER ATTITUDES TOWARD PRICE OF PRODUCTS

Table 4-2 summarizes the findingé about consumer
attitudes toward price of products, Tables 4-7 and 4-8
also summarize the frequencies of how often consumers have
had problems with or complaints about the prices they pay
for products they buy andy of how important the prices

they must pay are to them, respectively,

As Table 4-2 shows, most respondents strongly agreed

that most products they buy are 'overpriced', This is

indicated by a high positive index of 62,5 to the statement

that "wost of the products I buy are overpriced. they

also felt that Wusiness could charge lover prices and still

be profitabld’ (index = 68,75), These high indices show

that consumers are not satisfied with the prices they

must pay for the products they buy,
it is_further evident from the general findines (seo

table 4<6, appendix 81) that the respondents are highly



TADLE 4-=2
CONSUMER ATTITUDLS ToLaRD PRICLS OF PROUDUCTS (N = BO)
Percent Agreeing Percent Percent Disagreeing Index®
Neither
‘agreeing
Statement Strongly Nor Disa-|Strongly
Agree Agree Total agreeing |Disagree|Disagree|Totul
1, iost products I buy are
’ - prd ’ / , ’ #

overpriced. 40% 32.5% 72e35% 17.3% 5.0% S5.0% 10,0% 62,50
2, Business could charge

lower prices and still

be nrofitable. 50% 26.25% | 76.25% | 16.25% 0.0% 7e5% 7.5% 68,735
3¢ Most prices are reasp-

nable considering the

high cost of doing

businCSS. 3.75?\; 37.5‘;‘3 41.23‘/‘\’) 15.7\-)‘;0 10.(”; 35.0% "-‘00“’ -:07‘;
4, Competition between

companies keeps prices

reasonable. 43,75% 38.75% | 82.5% 2.5% o 25% 8.75% 15.,0% G750

.

5. Companies arc justi-

fied in charging the

prices they charge. 17 5% 36.25% | 53.,75% ] 21.25% 7.5% 17. 5% 25,0% 28,75
6. Most prices are faire 1.25% 28.75% | 30.0% 11.25% 10.0% 18,75% | 58,75% | =28,75
7. In general, I am sati-

sfied with the prices

1 pay. 5.0% 16.25% | 21.25% | 12.5% '42,5% 23.75% | 66.25% | =45

* Index = % of sample agreeing

iinus

% disagreeing.




dissatisfied with the prices of most products. 62.5%
of the respondentis showed general dissatisfaction with the

price of most products,

Looking at Table 4~7 (appendix B2), it is evident
that the majority of those interviewed, about 61 percent,
have had more pfoblems with or complaints about prices
they pay against only 38 percent who have seldom had
problems with or complaints about the prices they pay. This
high frequency supports the general findings of high negative
attitude tendency tewards price of products as indicated
above, Perhaps the fact that consumers find the prices
they must pay for the products they buy extremely important
may explain the above ﬁissatisfnctinn with price. From

Table 4-8, it is noticeable that except for the 21,25%

’

percent of those who felt that the prices they pay are

somewhat important, only 1,25 percent found prices not
very important. The rest of the respondents hence felt

that the prices they must pay are very important,

Another explanation for high negative attitudo tendency

tovard the prices consumers must pay may be drawn from

the findings highlighted in section 4«1 - ahout the
consumers' attitudes toward the quality of products, If it

is indeed true that the quality of most products consumers

buy "are not as good ax can be expected”, thenm it will be

most obvious that for any slichtly more price that

consumers_are asked to pay, there is bound to be complaints

on the part of consumers, Such price related complaints



vere bighlighted in the literature review in chapter two

of this report.

Generally speaking, the price of products, like the
quality of the same discussed above, need be improved by
those concerned if what the above findings indicate is true,
Alternatively, the marketing practitioners may need to
inform the respondents a little more on product quality
and the reasonability of the prices of products that they
(respondents) must pay for the products they buy., This
may change the respondents' product quality and price
expectations., Perhaps, these steps may help in restoring

the 'dmage' of these two areas of marketing practice,

4:3 CONSUMER ATTITUDLS TUWARD PRODUCT'S ADVERTISING

Table 4=3 summarizes the results from the attitude
statements that aimed at measuring how advertising is
"doing" in the eyes of the consumer public, It is
noteworthy, however, that advcrtiéing has been a
controversial activity in Kenya. From the literature
reviewed in chapter two of this report, it was evident that
consumers, including some prominent persons in the
government, have largely expressced skepticism on the
performance of advertising as a whole,

While some have

called for self=-regulation of advertising, others have

asked for more govermment regulation of the same,

As the table shows, however, the study focused on the



"image" of advertising from the respondents'point of
viewe Item by item analysis of the findings in Table
4-3 will help to this end. Also, the findings about the
frequency of problems or complaints about the advertising
consumers read, see, and hear will be highlighted., These
are contained in Table 4-7, Lastly, but not least, the
on how
findings / important advertising read, seen, and hcard
to consumers shall also be highlighted to éuppliment

the general findings that Table 4-3 contains.

-

From Table 4«3 it can be seen that respondents did not
think that advertising provide them with essential
information (index = -ve 13.75). This finding is
surprising as one would expect that one of the primary
goals of advertising is to provide information to buyers
about the products they buy. This information is expected
to guide buyers into a more sntisfacléry expenditure of

their money.

Besides, respondents' strongly agreed with the
statement that "wost advertising makes false claims",

This is shown by a high positive index of 62,5, But, on

the contrary, most consumers did not agree that advertising

should be eliminated, A Tairly high negative index of
33.75 to the statement that "if most advertising was

elininated, consumers would be better of f", shows that

in spite of some wrong in advertising, consumers acknowledge

that there are some benefits that advertising can offer,



TABLE 4 = 3
CUNSUMER ATTITUDZS TOWARD PiGDUCTS! ADVLRTISIANG (X = 80)
; Percent . . .
Statement Percent Agreeing Niether Percent Disagreeing Index
Agrceing I
Strongly Nor Disa- |Stronsly !
- 2 i -
Agree Agree Total lizreeing Disagree | Disagree | Total

1, Most advertising provides

consumers with essential

information. 21.25% 17 ¢ 5% 38,75% | 8.75% 27.5% 25.0% 52.5% 1375
2, Most advertising is very

annoyinge 15.0% 36.25% | 51.25% | 6.25% 21,25% 21.25% 42.5% 8.75
3o Most advertising makes

false claims. 38,75% 36.25% | 75.0% 12,5% 8.75% 3.75% 12.50 G205
4, If most advertising was

eliminated, consumers

would be better of. 16.25% 5.0% 21.25% | 23.75% 28,75% 2G.25% 55.005 35,70
5o I enjoy most ads. 8.75% 28,75% | 37.5% 18.75% 15.0% 28,.75% 43.75% (25
6, advertising should be

more closely regulated. 33.75% 45,0% | 78.75% | 7.5% 1425% 12.5% 13.75% 65
7o Most advertising is

intended to deceive

rather than to inform

CONSUMEerse 30.0% 35.0% 75.096 6.25% 13.75% 15.0.;0 %.75’0 40.23

* Index =
or disagreeing,.

.

% of sample strongly agreeing or agreeing with statement minus % strongly disagreeing




Although the same respondents did not want to sce most
advertising eliminated (index = -ye 33.75) they, however,
strongly agreed with more regulation of adversiting, This
is indicated with a high positive index of 65 to the
statement that "advertising should be more closely
regulated". Perhaps one reason for this need for more
regulation of advertising on the part of consumers is the
fact that "most advertising to them, so far, makes false
claims" (index = +ve 62.5), ‘hey would think that the
government.could at least ensure that some truthfulness is
"added" to most advertising claims or, at least, ensure
that advertisers back up product claims with facts

about performance,

Morecover, most respondents felt that most advertising

is intended to deceive rather than to inform (index =
+ve 46,25). 1t is no wonder that consumers' confidence
in advertising is wearing out as shown by the resppndents'
general disSatisfaction with advertising (index = -ve 52.5)
(see Table 4-6, appendix B1), Yet advertising in general
is considered very important by the consumers (sce Table
4«8, appendix B3). Advertisers could make a good name for
advertising il they could only take time to find out what
it is that consumers want to read, sce andhear from their

advertisemoents,

4:4  CULNSUMLR ATTITUDLS TUCAUDS RETATLING AXD SELLING

Table 4«1 suamarizes respondents? aitidues toward



retailing and selling, the two distribution aspects that
this study examined, among others. Most respondents
interviewed generally agreed with the statement that "most
retail stores serve their customers well," This is shown

by a high positive index of 63,75, Also respondents did
not agree that'most of their shopping was unpleasant

because of the way retailers treated them" (index = + ve 35),
They, in addition, found most retail salespcople to.be very
helpful (index = +ve 23.75).  And more generally, the
respondents indicated a strong satisfaction with the selling
conditions at most of the stores at which they buy products

-~ (see Table 4=6, Appendix B1),

Besides, as can be noted from Table 4-7 (Appendix B2),
respondents interviewed (about 53 percent) did not scem to
have frequent problems with or complaints about the stores
at which they buy. At the same time, over 67 percent
of them considered the selling conditions at most stores
at which #they buy very important (see Table 1-8 appendix
B3). o, in other words, it may not be enough to say that
as long as consumers get what they want from any store
they buy from, they would not mind how they are treated and,
also, the selling conditions at the same stores, among
others, llence the positive attitude tendency shown here
by the consumers is very consistent except, of course,
for the fact that consumers thought that widdlemen generally

made excessive profits (index = « ve 37,.3),
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TABLE 4 = 4
CUNSUMER ATTITUDLS TOWARD RLTAILING Ux SELLING (N = 80)
Statement Percent Agreeing Percent Percent Disagreeing Index®
Neither
Strongly Az;e;enor Strongly :
1S4 »l Dis ee iota
Agree Agree Total Disagree Disagree| Disagr

1., Most retail stores serve oy ' _ e ot

their customers well 10.0% 6500.%| 75.0% 13,75% 5.0% 6.25% 11.25% | 63,75
2, Because of the way retailers

treat me, most of my : s

shopping is unpleasant. 10.0% 7¢5% 17 « 5% 30,0% 10,0% 52.5% 52,5% 35
3, I find most retail

salespeople to be very A

helpful. 6.25% 43.,75% | 50.0% 23,75% 8.75% 17.5% 26,25% 2375
4, Most retail stores provide

an adequate selection of o

marchandise. 1040% 48.75% | 58.75% | 16.25% 5,0% 20,0% 25,0% 8 7O
5. In general most middlemen

make exessive profits. 22, 5% 30.0% | 52.5% 32.5% Jd.25% 13.75% 15.0% 37.5
6., Wihen I need assistance in

store, I am usually not able

to get it. 7+5% 7.5% 15,0% 21.25% 11.25% 52.5% 63.75% | ~48.75
7. Most retailers provide

adequate services. y R 33.75% | 41.25% | 22.5% 5.0% 31.25% 36425% | 10

* Index =
or disagreeing.

% of sample strongly agreeing

.
or agreeing with statement minus %

o

strongly disagreeing




As a whole, the above findings agree with the
findings of Corcoran and Tyrell (1975). In their report
of a survey carried out in Kenya to determine customers
feelings about rural shops where they make-thcir purchases,
most customers approved of the friendly services they
received except for the opening hours and the availability
of credit that was equally criticised and appreciated,

respectivelye.

The consumers also agreed, generally, with the-
provision of adequate selection of merchandise by most
retail stores. A positive index of 38,75 indicate this,
Perhaps this may explain the reason why consumers seem
happy with most retail stores or selling points at which
they obtain goods, It is usually disappointing to walk
from one store to another only to find that what you want
is inavailable!

A higﬁ.negative attitude index of 48,75 to the statement
that "when I need assistance inZstoro. I am usually not
able to get it", and a strong positive index of 63,75 to
the statement that "most retail stores serve their customers
well", combine to reiterate the apparent satisfaction with
retailing or selling. llence, except for the disagreement
with the prolitn retailers make, respondents scem to have

a very favourable attitude toward retailing or selling.

4:5 CONSUMER ATTITUDES TOUARD MLAREETING IN GUEXERAL

Table 4=5 sumnarizes consumers' attitudes toward



¢ ; 1 : b .
Makrketing in General, Most respondents interviewed were
in general disagreement that "most businesses operate on

~ the philosophy that the consumer is always right" (index

i s ype B2 O ) They jgreed that QQspite'what is frequently
saidy to the contrary, let the buyer beware" is'the guiding
philosophy of most businesses (index = +ve 10). Indeed,
in the literature reviewed in chapter twé, Héwkins (1965)
underscored the amount of distrust that consumers have for
most businessmen, Perhaps it is because of the above
indications that most businesses do not take seriously
consumer 'rights' and that the consumer must have to

'beware' with what business offers to them,

No wonder, most rcspondénts felt that most businessmen
are primarily concerned with making profits at their
expense., It is possible, that the respondents may have
missed some facts important to their satisfaction with
marketing in general but, that aside, the findinzs revealed
here rcquir&h that businessmen must take an urgent step
to restore a good 'consumer' perception of marketing,

They indeed have a demanding publiec relations task to

convince the 'consumers' that they (businessmen ) are not

too bad, after all,

1e Although the label “Marketing in General" was used in

the questionnaire because of the belief that it would

"be less confusing to respondents than more accurate
alternatives, Lthix set of jitems can be thought of as
reflecting a general fmpression of marketing's
relationship with consumers, Note that ne surgestions
are bejing made that the items in this wcale are porfectly
equivalent to the domain of wmarketing in general,



TABLE 4-5
§ CONSUMER ATTITUDES TUWARD MARKETING IN GENERAL (N = 8O)
; %ercent Agreeing = | ge;cent Percent Disacreeing Index*
Statement ¥ . either
Strongly Agree nor, Strongly
Agree Agree Total Disagree | Disagree Disagree | Total

1, Most buSinesées bperate on

the philosophy that the

consumer is always right. 6. 25% ;1.25% 17.5% | 13.75% 38.75% 30,0% 68.75% | ~51.25
2, Despite what is frequently

said, "let the buyer bewaref'

is the guiding philosophy oL

most businesses. 17.5% 25.0% |42.5% | 25.0% 7.5% 25.0% 32,5% 10
3. Most businessmen: seldom

sﬁirk éheir responéibility

to the consumer. 174 5% 0g.75% |46,25% |31.25%  |8.0% 17.5% 22,5% | 23.75
4, HMost buéinesses are more

interested in making profits

than in serving cuasumerso 55, 0% 31.25% [86.25% 6.25%- F% 7.5% 7.5% 78,75

.




All in all, the findings above indicate that marketing

practitioners and businessmen in general, have tremendous

work to do in terms of their service to the consumer

'public’', 1'hey need to improve on the quality of most

products they offer to the consumers and to charpge prices

that consumers feel are fairly 'reasonable', 1f not so,

they have an important task of convincing the consuners

that the quality of most products are upto standard and

comensurate with the prices they are asked to pay.

Besides, marke ting practitioners and businessmen

in general, need to find out what really interests consumers

in advertising, This will po along way to improve the

apparent poor image that udvertisinu is found to have so
far, They need to also put more 'truth! in their
advertisements and back up product claims with evidence of
performance, In this case, advertising will serve ftn

purpose of providing consumers wijth essential information,

.

Although all scems well With selling and retailing,
this should not make businesses to relax in their offorts
to make products available to cunsumers, In any case,
retailing or selling is Just one of the many parts that
comprise distribution, Businesses should therefore find
out the needs and wants of consumers in 80 far as

distribution of products are concerned,

Finally, marketing practitioners and businessmen, in

general, must do something to improve consumer perecption



of the general rolec of marketing. They must enable the
consumers to realize that marketing cares for them and
not that they have to '"beware' of what marketing offers,
It is hoped that these findings will, however, be useful
to those in marketing practice to he able to plan their
marketing activities in the best possible way to the
benefit of both the ceonsumer and the organization, as

the succeeding section emphasizes,
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CHAPTER EIVE

CONCLUSION

5t 1. Summary

The primary objective of this study was to investigahe,

in general, attitudes of consumers toward mnrketing.
Specific objecéives were to examine the extent to which
consumers' attitudes toward marketing practiges were
favourable or unfavourable; and to determine what attitudes
consumers had on ench of the four marketing mix vnriables.
This was achieved by measuring consumer attitudes toward
the four arcas.of marketing and marketing in penernl, 1In
addition, consumers' satisfaction,.in general, with the
four marketing areas and the frequency by which consumbers
have had problems, with the products they buy; the prices
they pay; the advertising they read, see, and henr; and the
stores at which they buy was also measured, Finally, the
importance of each of the four areas of marketing to consumers
was alsg measured to help achieve the said objectives,
Chapter four has already presented the findings, the
following section of this chapter shall thorefore, present
some conecluding remarks and discuns the limitntions of the

study in addition to some suggestions for further research,

Chapter four, scction one, reported the findings about
consumer, attitudes toward product auality, In peneral,
consumers indicated atrong negative attitude tendeney

toward produc® auality, They felt the squality of mant of
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the products they buy is not as good as can be exnected.
They strongly agreed that most products they buy wear out
too quickly (Index = 61.25). They also did nof apree |
that the quality of most of the products they buy hags
consistently improved éver the years. These findings,
among others, indicate that consumers are largely
dissatisfied with the product quality. Since not all
consumers may openly complain about their dissatisfaction
with products they buy, business firms in Kerya shnuld not
underestimate the impact of private actions thnt consumers

may resort to.(such as brand switching nnd "bnd mouthing,"

e.g., of particular products in question). Tt would
be advisable for business firms to keep nbreast with what
consumars think or feel about their oroducts and, more
specifically, to make dissatisfaction data an intepral
part of their information systems, 5Such data can pay
off in keeping manapgement aware of otherwise undiscovered

attitudes towards a firm's products,
-

Consumers did not also seem happy with the prices they
have to pay for the products they huy. They felt most

products were overpriced, In genaral, most of the
consumers felt strongly dissatisfied with the nricec they

pay. Counled with their strong dissatisfnetion with

quility of nwoluectsy it i exnected *hat unlenn businens

firma take urgent corrective neasures touard their product

and pricing policien, consuners would contirue tn he more

and more apnrehensive with thess sarketing unhngg,



™

Chapter s presented results on attitudes towards
advertising held by consumers. While consumers said that
they would not be better off if most advertising was
eliminated, they expressed doubts about some of its major
functions. They did not believe that mosf advertising
provides consumers with essertial informntion. They
believed that most advertising mnkes‘"izlzg" ¢laima,
that it is intended to deceive rather than to inform
consumers, Hence consumers would rather they had
advertising more closely repulated, Businesses need to
be more cautious about the advertising they offer to the

consumerse.

On retailing or selling whosne results are nrensented in
section b:li, consumers, except for the extessive profits
retailers make, generally showed a very favourable attitude,
They apprecinted adenuate selection of marchandise
provided by most retail stores, They also approved of
the friendly service they ;eceive from retailers, In
general, these findings suggest favourable consumer attitudes

toward retailling or selling aanect of marketinge.

.

Finally, in general, it was indeed apparent that
consumers are highly skeptical about marketing in general,
Most concumers astrongly agree that most businessmen are
more after profits at the expenne of consumers, that
despite what is frequently said, "let buyer beware" ia

the guiding philosovhy of mont businesses,



Hid MANAGERTAL TMPLICATIONS

Consumers interviewed in this study by and large
showed a high negative attitude tendency toward marketing
as measured via its four areas of pnractice, The
apprehension thus expressed about these four marketing
areas in genernl, and more particularly, abéut product

of the promotion,
quality, price/products,/and about marketing in general,
should indeed constitute an important message to most
business firms and more so to markéting execuntives, It
is possible, in a developing country like Kenya, that
executives view rising sales ©f their products as evidence
of consumer satisfaction, when infact, many consumers may
feel they are choosing the best nroducts from a basically
unsatisfactory selectio:Zproducts. Business must not
deceive iteself by interpretine sales increases as
consumer satisfaction. The findings here supgpgest that

business must re-examine and mndify its policies to

improve nroducts offered to consumers and the prices they

ask.them te pay.

Host respondents to this study lacked confidenece in
advertising. It is not advertising's "ripght" to exint
that was questioned, A mnjority of respondents doubted
advertising's truthfulness. If as the fTindings here
sugpest, advertiging in not credible, it is o reasonable
aggumption that it is loosing effectiveness at the margin
in ite ability to communicate, which means that the same

amount of advertisineg will acco-rlish less, or that it



will take more advertising to accomplish the same amount
of communicatione Business, however, can still do a
lot to improve the imape of advertising. The primary
step would be to put more "truth" in advertising and
back up product claims with facts ahout performance,
Some firms may even need to conduct research to find
out what consumers wish to know about n»nroducts rather
than "feeding" consumers with what the firms think they

should hearo

The overnll impression that one gets from this study
is that consumers here ceem to have 'serious' discatisfaction
with marketing that demand constructive and corrective
action. Business gshould realize that service is its
first obligation if it is to pgrow and flourish, The
enlightened marketing practitioner attenpts to satisfy the
consumer and enhance his/ner total well-being on the
"assumption" that what is good,in the long-run, for

.
consumers is pood for bueiness.

5:3 LIMITATICNS OF THE STUDY

There are limitations, in peneral, which are common
to all survey remearch, Stokes (1973) cites an fouw
considerations which may impair the validity and thua the
usefulnenss of mont surveys, These include: responding,
on the part of the respondent, to protect the self

interest; methodolorisral artif-cta (for example, where
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respondents systemétically respond in a manner they
believe is expected by the researcher); and lack of
relationship between attitude and behaviour - it is now
generally accepted that there need be no relationship
between attitude about an object and subcenuent behaviour
(Stokes i973; Assael, 1981). lience atfitude measures
alone are noor indicators of behaviour. Therefore, this
study, like all other survey studies, share the above

limitationse

However, the 1last, but not least, nnd;pnrh1ps the most
imrortant limitation of this study, is the fact thot the
study, was limited to one socio-economic class of Nairobi
consumers due to financial and time factors, Nn one
socio-economic class can represent a microcosm of the
national population. The findinge of this study, must then
be interpreted with a lot of care. At best, the results
of this study only properly apply to the middle socio=
ecordbmic class of Nairobi consumers, It could have been
possible for the study to yield different results hnd a

national ponmulation sample been taken,

S51h, SUGHECTIONS FOR FURTHER RESEARCH

Firat, the ptudy should be broadened to cover a
cross-gection of the national consumer mublic, It would
be intereating to investignte vhether or not natinnal
attitudes toward mavkating Aiffered sipnificomtly from

the findines of this astudy,



Secondly, it would be appropriate to exnlore into the
consequénces of consumers' negative attitudes toward
markeinge This atudy only revenled‘consumerﬁ proponderance
to disagreement with marketine, The effert of such
negative preponderance need be studied in future in order
to give a clear picture to marketing pfactitioners of
what possible actions consumers may resort to for

wedressn from their dissatisfaction with marketing.

Lastly, on a pgeneral note, the areas of consumer
satisfaction with respect to marketing is still largely
an unexplored area, Indeedy fyrther indepth study is
necessary for each of the four marketing areas through which
attitudes toward marketing has been measyred in this

study.

519 IN CLUNCI.USTION:

This study was exploratory. Its somewhat limited
findings do not deserve to be generalized across the country;
the sampling frame was indeed insufficient to represent
the entire national consumer, It is hoped, however, that
this study will provide future researchers with some

point of reference and data for purposes of comnarison,






DATA COLLECTION INSTRUMENT

APPENDIX A
Ao Listed below are seven or so statements partaining
to each of the four marketing areas., There is also a

fifth section labelled '"Marketing in General'" that

contains four statements,

For each statement, please put an X in the box which
best describes how strongly you agree or disagree with
each statement, FFor instance, if you "Strongly agree"
the quality of most products today is as good as can be

expected, put an X in the Agree Strongly box. Similarly,

if you "Strongly disagree" the quality of most products
. is as good as can be expected, then put an X in

the Disagree Strongly bhox.
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iCT QUALITY

The guality of mcst products I buy is as

gcod as can be expected,

T am satisfied with most of the products

I buyo

nroducts T buy wear out® tco auickly

Most

Products are rot made as well as they

used to be.

Too many of the vnroducts I buy =are

defective in some way.

The companies that make vnroducts I buy
don't care enourh about how well they

perform

The nuality cf vrroducts I buy has

Agree

Strongly

A

N

Lrree

Somewnat

{7

Disacree

Somexhat

Disarres

Stronrely
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buy are overpriced.

ﬂ
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ost products
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Zysinesses could charge lower prices =nd
still make profitse.
Mest prices are reasonable considering the

hich cost of doing busiress.

Competition between companies keeps prices

ompanies are uniustified in crharging

@]

the prices they charge.
lcst prices are fair
In general, I am satisfied with the

—2i = >

prices I pay.

B,

LDVERTISING FOR PRODUCTS:

)
L

¥ost advertising nrovides consunmers with
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ation,
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essential infor
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Most advertising is very annoying
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Agree
Stron~ly
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Disarree
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Heither
Aprece Apree Agree nor Disagree
ADVERTTSING FOR PRODUCTS: Strongly Somewhat Disarree Somewhat

5 4

Q |

false claims. £7 U

3. lecst advertising makes

L, If most advertising was eliminated,

orsumers vould be bhetter off,

5¢ JI'enjoy most adse

Q QQ
Q QQ
Q Q Q
Q Q Q

6. ~cvertising choulc be more closely reculated.

7. l‘ost advertising is intended to deceive

rather than to inform consumers.

RETATLING OR SELLING:
1 Fost retail stores serve their customers well. 1:7 £:7 Z:7 1:7

2. Recause of the way retailers treat me, most cf

my shopbing is unvleasant. l:7 7 & Y o g L7

3¢« I find most retail salespeorle to he very

helpful, EF &7 Y v g b

L Vost retail stores provide an adequate

selection of merchandise, /_—7 g ﬂ D
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BETAILING OR SELLING:

5. In general, most middlemen make
excecsive nrofits.

6. W%hen I need assistance in a store, I am
usually not able to get it.

7. Nost retailers provide =adeguate service,

MARKETING IN GENZRAL:

1 Most businesses aeprate on the chilososhy
that the consumers js always richte

2. Despite what is frejuently sail, "let the
buyer beware'" is the guiiding philesophy of
most businesses.

2. lost businesses soldom shirk their
responsibility to the consumer.

L, Most businesses are morc interested in

ervinr CcORSUMErs,.

O]

(=

mzking profits than in

tn >

igree nor [igagree lisapres
Disagree Somewhat Strongly

7 L7

&
7

N
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Now, I would like to know how se¢isfied you are, 1n generzl, with each of these four
* g s : -a - ieh

marketing areas. Please tick the box which best describes vour overnll s3 igfaction with

ezch marketing areso

Very Somewhat Neither Somexhat Very
Satisfied Zatisfied 3Satisfied Diseatisfies Dissstis’ie
ner

Lissatisfied

The aquality of most of the
rroducts available to buy. Lt L7 D a4
2o g L A 7

The prices of most oroducts.

\
\
\
Q

see, and hear. e

elling conditions at most of

i
-

e

ke stores at which you buy products /. v o Ld Y 00 4 5 4

m

or
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which ask about how often you have had problems with the products

C. Listed below are four questions
you buy, the prices you pay, the advertising you read, see, and heard and the stores at which
you shope
After each statement, there are five numbers from 1 = 5, The higher the number means that you
have experienced the problem more often. For each question, please tick the box which comes
closest to.how often you have experienced the problem. Hemember to tick one box for each
questione
Very Very
Seldom Often
1 2 3 -+ S
1., How often do you have problems with
or complaints about the products you
buy? Z 74 17 7 a
2, How often do yeu have problems with
or complaints about the prices you pay? /7 7 7 a7 7
.
3, lHow often do you have problems with
or complaings about advertising? 7 7 a a a
4, How often do you have problems with or
complaints about the stores at which
ekl i BEodugie2 & P S— 7 a




De

1.

Ze

4.

Go

Please tick the box which best describes how important each of these four areas are 1o you.

For example, if you fecl the quality of most products available to buy is extremely important,

then tick the "extremely important" boX. Similarly, if vou feel the quality of most products

available to buy is not important at all, then tick the "MNot at all important” box.

Extremely Very Somewhat XNot Top Mot at all
Important Important Important Important Importunt

liow important toyou is the quality of

74 /4 74 a7 a

most products?

llow important to you are the prices you

must pay to purchase the products v 4 7 a a 7

liow important to you is most of the

advertising you read? 7 L7 V7 a 4

liow important to you is most of the

advertising you see? 7 L7 7 a a
.

How important to you is most of the

advertising you hear? o 7 7 : V74 V4

liow important to you is the selling conditions

at most of the stores in which you buy? 7 /7 7 7 7
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TABLE 4-6
CUNSEMER SATISFACTIUN, IN GENERAL, wITi EACil OF TiiE FOUR MARLETING AREAS:
Percent Satisfied Percent Percent Dissatisfied I ndex”®
Statement ; Neither +=
Very Somewhat Satisfied| Very Somewhat
Satisfied| Satisfied|Total| nor Disa | Disatisfied| Disatisfied Total |
tisfied

1o The quality of most of the
products available to buy. 2.5% 55.0% 52,5%| 13,75% 3.75% 25,0% 28,75% ‘23,7

2, The prices of most
productse 0.0% 10,.0% 10.0% | 27.5% 20,0% 42.5% 62.5% ~32,3

' .

3o Most of the advertising

you read, see and heare 2. 12, 5% 25,0% 27.5% | 13.75% 18.75% 40.0% 58,75% [=31.25
:

4, The selling condition ; !
at most of the stores : ’
which you buy products. 8.75% 45,0% 53, 75% |21.25% 0.0% 26.25% 26.25% |27.5

.

x

Index = Percent Satisfied minus Percent Dissatisfied




o ___AND _THE STORES AT WHICH THEY BUY.

SR L e

APPENDIX B,

TABLE 4-7
HOW OFTEN CONSUMERS MAVL HAD PROBLEMS WITH
THE PRODUCTS THEY BUY: Tl PRICES THEY PAYj

THIE ADVERTISING THLEY READ, SEE, AND HEARS

LSPONSL TEG o
Rt ichort 1 RESPONSE ~ CATEGURIES
Very \ More Very

L.

e

| Seldom | Seldom| Ofte [Often |Often

llow often do you have

problems with or complaints

o

about the prodocts you buy? 10,07 | 28,75%] 41,25%

llow often do you have
problems with or comp-
laints about prices you

pay? 5.0% [21,25% | 23.75% [21.25%|28,75%

llow often do you have
proplems with or

advertiniﬁg? 13,75% |26,

26,25% |17.5% ]10,0% |32.5%
low often do you have
problems with or complaints
about the stores at which
you buy products, 21.25% P1,25% R3,.75% #3.75% 10,0%
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i

HOW, 1IMPORT

BLE 1-8

B v

ANT BACH OF

THUHE FOUR

MARKETING ARLEAS WERE TO CONSUMERS
RESPONSE CATEGURIES :
Statement Extremely|l Very Somewhat Not too Not at all
Important| Important| Important| Important | Important

1. lHlow important to you

is the quality of

most products? 48,75% 28.75% 21,25% 1.25% 0.0%
20 llow important to you

are the prices you

must pay? 31.25% 42,5% 21,25% 5.0% 0.,0%
3o How important to you

is most advertising

you read? 13.75% 15.0% 35.,0% 25,0% 11.25%
1, llow important to you

is most of the adver=

-

tising you see 6.25% 22,9% 28,70% 31.25% 11.25%
Ge llow important to you

is most of the advers

tising youhhear? 7.0% 18,75% 15.0% 38,75% 20,0%
Ge lHow important te you
is the selling condlllnqn

at most of the stores

at which you buy? ku.nﬂ 370N 21.25% R, 7% 2,0%
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APPENDIX C

LIST OF ESTATES COMPRISING MIDDLE

SUCIO=ECONOMIC CLASS « NAIROBI CITY

(The star (*) indicates the estates th.t werc randomly

drawn' from the total and where the field study was

carried out).

PARKLANDS

PANGANI
*NGARA

*NAIROBI SouTi B
NATROBI SGUTH C
*GOLDEN GATE
PLAINSV IEW

* BURU=BURU (PHASES 1 TO 5)
SUNRISE

* DONIOLM

Plbﬁunu

SKIMATIT

NGUMO

HARANMBEE
GOLFCCURCE
*MAGINA

RIBERA (*PRUPER')
NGEI 1

ONYUNKA

OTIENDE

‘ RUBIA



* MADARAKA
HIGHVIEW

NAIROBT WEST
BELLEVIEN
*OUTERING
KARIOBANGI SQUTII
*OLD RACECGURSE
HURUMA FLATS

AYANY

PUMWANI

94



Achenbaum, A.A.,

Allport, W.G.,

Aire, U.Jo'

Assael, "o'

“aker' “o'

Barksdale, I1.C., and Darden, L.l

SELECTED  BIBLIOGRAPHY

"Advertising Doesn't Manipulate Consumers",

Journal of Advertising Rescarch, 12

(April 1972): 3-13,

"Attitudes" in C.A. Murchinson, ed.,

A llandbook of Social Psychology

(Worcester, Mass, Clark University Press,

1935): 798-814,

"Consumer Attitudes to Local Products in
a Devlioping Cuﬁntry; The Niperian

Situation's Journal of Management Studies;

(August 1971); 18-27,

Consumer Bebaviour and Marketing Action,

(Boston Massachussets: Kent Publishing

Company, 1981),

"Marketing in Nigeria", Journal of

Harketing 46 (July 19635),

"Consumer Attitudes

Toward Marketing and Consumerism",

Jonrnal of Marketing, 36 (October 1972):

2“-330

Barksdale, H.C.3 BDarden, W.R,, and Killiam, P, Jr.,

"Change in Consmmer Attitudes Toward

Marketing, Consumerinom, and Government



Regulation: 1971-1975", Journal

of Consumer Affairs 10 (Winter, 1976):

117-139.

Corcoran and Tyrell, A Marketing Man's Guide to Kenyae

Corcoran,

Faqmgr. RoeNe

Fayerweather, J,,

Ferraro, G.P,,

Nairobi (Corcoran and Tyrell, 1975).

"liow Dangerous is Gramoxone?" Consumers

Digest, Vol, IIT NO, 4 (August 1983):

"Consumer Protection'", Consumers Digest,

Vol. II No. 6 (August/Scptember 1982),

"Distribution of Goods in Kenya",

Consumers Digest, Vole 1 No. 2 (June

1981) .

"Punish Chemical Cheats", Daily Nation,

April 14th, 1982,

"Would you Want Your Daupghter to Marry

a Marketing Man", Journal of !Marketing,

(Janunary, 1967),

International Marketing (Englevood

Cliffs, New Jersey: Prentice liall lne,,

1965) ,

"Nairobi: Overview of an African City",

African Urhan Studies 3 (Vinter 1978-79):

=175,



IFestinger, L., A Theory of Cognitive Dissonance,

(New York: Harper and Row, 1957),

Fishbein, M., "A Behaviour Theory Approach to the
Relations Between Beliefs About an
Object and the Attitudes Toward the
Ohject", in Martin Fishbein ed.,

Readings in Attitude Theory and lieasurement,

(New York: John VWiley and Sons, 1967):
389=400,

/

Gaski, and kEtzel, M.J., "The Index of Consumer Sentiment

Toward Marketing'", Journal of Marﬁeting

Vol. 50 (July 1986),

Hawkins, H.C.G., '"Distribution in Tanganyika", (New York:

Frederick A, Preager 1966),

lleyden, S., Wonderer (New York: Alfred A, Knopf,

1963).

ilustad, T.P., and Pessimier, E.A., "Will the ileal Consumer

Activist Please Stand Up, An exanmination

of Conswmer's Upinions About Marketing

Practices", Journal of Marketing

Hescarch, 10 (August, 1973): 310324,

Kotler, V,, Maurketing Management: Analysis Planning,

and Control, 4th kd,, (Prentice ilall of

India Private Linited 1982): 36,



Krugman, .., "The Impact of Television Advertising:
Learning %ithout Involvement", Fublic

Opinion Quarterly 29 (Iall 1965): 319-356.,

Landstrom, W.J., and Lamont, L.M., "The Development of a
Scale to Measure Consumer Discontent',

Journal of Marketing Research, 13

(November 1976): 373-381,

Likert, R., "A technique for the Measurement of

Attitudes," In Gilbert, A, Churchill,

Marketing Research Methodolopical

Munctions, 2nd &d,, (The Dryden Press,

llindsdale I1linois, 1979): 225-116,

-

Locandar, B.W., and Spivey, W.A., "A Functional Approach
to Attitnde Measurement", Journal of

Marketing Rescarch, 13 (November 1078):

576-587,

luts, R.d., “"A Functional Theory Framework for

bDesigning and Pretesting Advertising

Themen", Attitude iesearch Plays for

High Stakes (Chicago: American Marketing

Association, 1979): 37-19,

Marcus, E,, "Selling = The Tropical Afvican Market",

Journal of Marketing (July 1961): 205-31,




Masinde, C.KMsg

MEller, J.A.,

Munn, li.L.,

Omana, C.Jd.,

Packal‘d Y VQ .

Perceived Quality of Service: The Case

of kenya Airwavs, MiB.A. Project,

University of Nairobi, 1986,

"Who is the Discontented Consumer," In
Cowbined Proceedings, Thomas V. Greer,
ed. (Chicago: 1974), American

Marketing Association: 486-190,

"Retailing in Niperia", Journal of

Retailing (Fall 1966): 26-32,

"Marketing in Sub=Saharan Africa"

In Peter D. Bennet, ed., HMarketine and

Leonomie Development: American idarketing

Association, 1965,

The llidden Persuaders, (Pobhet Books,

New York: 1957).

\/$rfdc. W.M., and Ferrel 0.,C,, Marketing: Basic Concepts

Stanton, W.J.,

Tivani, K.,

and Decisions, 2nd ed,, (Houghton

Mifflin Company, Boston l!m()).

Fundomentals of Marketing (New llork:

HeGiraw=Mlill Book Company, 196G1),

"Wrban Aspects of the Social Geagraphy

of bairohi", African Urban Notes VII,

I (1972): 36.61%,



WVaruingi, C.Da., "Consumer Complaints in Kenya During

1975 and 1976", Contact: 'The Journal

of the Kenya Consumer Organization,

(April 1979): 11=15,

’ The Consumer and the Marketing System 1In

a Developing Country: Kenyva, PhaD.

e 3. 2

Dissertation, Indiana University,

Graduate School of Business, 1980,

Wind, Y., "Brand Loyalty and Vulnerability" In
Arch G. Woodside, Jogdish N, Sheth and

Peter D. Bennet eds., Consumer and

Industrial Buying Behaviour, (New York:

North lloldand Inc., 1977): 313-319.

» "Kenya Textile Saga Still Unfolding",

Weekly leview, July, 11, 1977,

Woodside, A.G., Clockey, J.D., and Combes, J.M,;
"Similarities and Diflferences of

Generalized lrand Attitudes", In Assael

I, Consumer Behaviour and Marketing

Action (Boston Massachussettis: Kent

Publishing Company, 1981),



