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CHAPTER ONE: INTRODUCTION

1.1  Background of the Study

Brand strategies are those strategies which aidiffatentiating a given brand with

competing brands fulfilling the same need(Bikrari12). This type of branding

strategies tries to convince the consumer thabthad will offer better experience
compared to other similar competing brands. Bragpdione of the competitive

strategies. The American Marketing Association (AMi&fines a brand as a "name,
term, sign, symbol or design, or a combination h&m intended to identify the

goods and services of one seller or group of seled to differentiate them from
those of other sellers. Therefore it makes senamtterstand that branding is not
about getting your target market to choose you tivercompetition, but it is about
getting your prospects to see you as the only bae grovides a solution to their
problem.

This research study is based on three competitix@ardage theories. Resource
based theory by Barney suggests that a firm caairolcbmpetitive advantage by
employing its unique resources (Barney , 1991). reCocompetency theory by
Prahalad suggests that core competence of the iSrrthe source of firm’'s

competitive advantage (Prahalad, 1990). Porterrgeatrategies theory considered
the three generic strategies that is, cost leagedstierentiation and focus strategy

as the source of firm’s competitive advantage @oft985).

Mwea basmati rice is a special type of aromatie daltivated in Kenya mostly by
small scale farmers in Mwea irrigation scheme ledabne hundred kilometers
North of Nairobi(G.O.K, 2008). This type of ricesha special aroma caused by a
compound (2-acetyle-1-pyrrolin) not found in othierands of rice. The most
common basmati rice cultivated by farmers in Mweeludes Basmati 217 and
Basmati 370. Basmati 217 is the best in aroma last Iower yield per hectare
compared to Basmati 370. Basmati 370 is the mostnwan brand cultivated by
Mwea farmers due to its higher yield per hectar@atteristics. Mwea basmati rice
is famous among Kenya urban dwellers and fetchgisehiprice compared to other

brands. Despite its higher qualities this type ioé rfaces high competition from
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cheap imported rice from Asian and comesa countniesKenyan market(Kamau,
2012).

1.1.1 Branding as a Strategy

Branding can be defined as a name, term or a symhiadlidentifies goods and
services of one seller (Kotler, 2003). Branding afso be defined as a product that
adds other dimensions to a particular product ovice to differentiate it from other
products designed to satisfy the same need (K&@f1).Branding concept aims at
addressing three key functions i.e. creating briamabe, brand strength and brand
value (Johan, 2013). Brand image can be definexhasssociation and believes the
consumer has about the brand (Keller, 2001). Bstrehgth describes how target
customers evaluate and respond to a brand (Per28tf). Brand strength can be
evaluated in terms of attitude toward a brandike.or dislike (Keller, 2003). Other
way of evaluating brand strength is by measuringsamer loyalty toward the
brand. A loyal consumer is willing to pay a premigmce to a product similar to
other products satisfying the same need (Kelled120Brand value of a given brand
is an economic value that a brand can create itona(Johan, 2013). The economic
value may be expressed in terms of firm growth, keiashare and profitability

gained by a given brand of the firm (Johan, 2013).

Rice is the third most consumed cereal in Kenymfoorn and wheat(G.0O.K, 2008)
Kenya produces between 45,000-80,000 metric tonscef annually against the
demanded 300,000 metric tons in Kenya, the deBcihet by importation of rice
from Asia and comesa region(G.O.K, 2011).Kenya irtgpamong the top quality
basimati rice brands from India, thailand, Southcaf and Pakistan. Such top
quality basmati brands includes Royal umbrellagoe Sunrise Jasmine rice from
Thailand, Tastic rice from South africa and Hassntdrfrom Pakistan. The most
common brand from Kenya is Peal basmati rice frapwell industries (G.O.K,
2011).These brands retail price ranges from Kengarlings 120-275 per
kilogramme. The most expensive brand is the Royabrella from Thailand

retailing at Kenyan shilling 275 Per Kilogramme.aP®&asmati rice brandfrom



Kenya retail price ranges between Kenyan shillibg@-200 per kilogramme (GOK,
2011).

1.1.2 Competitive Strategy

A competitive strategy is that framework that gsideompetitive positioning
decisions in a competitive industry. This framekvatries to address six
fundamental questions , that is the kind of bussnge are in, the kind of industry
or market we are to compete with, how do we respgormmpetition forces, how do
we achieve competitive advantage, the size of takket or market position we aim
to achieve and our focus and method of growth. &@ve been varied views on
the subject of competitive strategies but they epdyiving similar conclusion i.e.
economic gain realized by adopting superior stiagegCompetitive advantage can
be gained by adopting low cost strategies, diffégaéion strategies or focus
strategies (Porter, 1980). According to Porter cetitipe advantage grows out of a
value a firm is able to create to its buyers thateed the firm cost of creating it.
Competitive advantage can also be gained by emmiapecial resources not found
in the competing firms. By employing special resasr the firm ends up with
sustained above normal returns (Peteraf, 1993hmMpetitive advantage can also be
gained when firm’s action in an industry or marketates an economic value and

when few competing firms are engaged in similacfioms (Baney, 2002).

In a very competitive industry the firm needs taliee that, it is competing for the
same customer and for this reason it should ap@yable business arsenal to fight
for such customer. A firm should identify its ungybusiness assets and utilize the
same to build barriers against its rivals (Thom&8Q7). Any firm in a competitive
industry should carry out industry structure aniglygith an aim of identifying its
strength and weaknesses’ (Porter, 1980). The firoulgl build on its strengths and
minimizes its weaknesses. According to Porter kyyial a firm’s valuable asset and
a firm can utilize loyalty to carry out product édepment and by so doing the firm
widens the gap between the firm and its rivals @?pr1980).To acquire customer
loyalty a firm can employ branding strategies whietay in turn improve its

competitiveness.



1.1.3 Mwea Basmati Rice

Mwea basmati rice was introduced in Kenya in 1968nf Asia. The crop is
cultivated in Kenya by small scale farmers and megmsumers are based in urban
areas. Overall national consumption of rice anyuall estimated to be 300,000
metric tons against local production of 80,000 rioetons as per ministry of
agriculture report (G.O.K, 2008).The deficit is m@t importation of rice from

comesa region and Asia especially Pakistan andarithi

Mwea basmati rice is cultivated in the Mwea irrigatScheme which is located 100
kilometers North of Nairobi and covers 6000 hedaselipporting about 4000
families. The British government first establishted scheme in 1953and handed it
over to government of Kenya in 1963. From 1963 stigi of agriculture run the
scheme until 1966 when it handed it over to Natiamegation board provided by
irrigation act of 1967, Chapter 347 of laws of Kan{s.0.K, 1967). From 1967
national irrigation board took over the managenoéihe scheme until 1998. Due to
disagreement between farmers and NIB farmers toek the management of their
rice and only engage NIB on technical areas. Natianigation board controls the
flow of irrigation water and the rice research thgb Mwea Irrigation Agricultural
Development Center (MIAD). Farm inputs, cultivati@and marketing are per
individual farmer’s discretion. However a biggerr¢@tage acquires farm inputs
from Mwea rice grower’s cooperative society. Mokt milling is done by private
millers government owned Mwea rice mills and rieenfer's cooperative society.
There is no proper control and regulation of gyafieeds, quality firm inputs.
Quality cultivation is slightly controlled by Natial irrigation Board through Mwea
Irrigation Agricultural Development center(MIAD) wdih has little say on how

farmers cultivate their rice (Kuria, 2003).



1.2 Research Problem

Branding strategy is aimed at influencing consumegrception of a brand in such
away they are persuaded to use products and sergféered by the brand. The
strategies aim at creating brand loyalty by offgranform of gratifying experience.

Branding strategy is aimed at persuading consutogusefer the brand on offer and
which is competing with similar brands fulfillindhé¢ same need. An appropriate
branding strategy is crucial as it would reinfothe desired positioning and hence
influence purchasing behavior. In general, reseanditates a positive impact of

branding as competitive strategy on firm perfornganc

Mwea basmati rice is aromatic quality rice cultecitby Mwea rice farmers and
despite these unique characteristics it's undangite competition from imported
rice brands into Kenyan market. Most studies doneMwea basmati rice only
addressed the production efficiency and how toease yield, but failed to address
the performance of this product in our local mafidetai, 2010). Mwea basmati
rice brand is under intensive competition from imed rice brands(Kamau, 2012).
This study aims to elaborate on branding as a radk@rinciple relevant to the
entrepreneurial quest for stimulating demand aedtorg competitive advantage in

the rice industry a case of main Mwea Basmatidiealers.

Locally, many researchers have reviewed variousedspof branding as a
competitive strategy in the Kenyan context. St¢#812) did a study on brand
loyalty in five stars hotels in Nairobi and obsefvénat hotels which had brand
positioning strategies had significant effect onmpetitive advantage over
competing hotels without brand positioning stragediStella, 2012).Mwaniki(2012)
in his study on brand loyalty in the filling stat® in Nairobi observed that filling
stations with brand loyalty programs had a good lmemof loyal consumers than
those without brand loyalty programmers (Jesse2R0This study by Mwaniki
suggested that, brand loyalty programs in thenoilistry were based on consumers’

needs and perceptions of a good filling stationtelview of these studies, none of



them has considered branding as a competitive &ayanin the rice industry
therefore this will fill the gap in answering thesearch question: Is branding a
competitive advantage by the Mwea Basmati Riceedsal

1.3 Research Objectives

The research objectives are

i.  Establish branding activities adopted by Main Mweamati rice dealers
ii. Examine branding as a basis of competitive advantag

1.4  Value of the study

The study will also be of significance to scholatso will want to know more about
the effects of branding on the firms performanciee Btudy will help researchers
evaluate the relationship between brand positioming) competitive advantage not
only in food industry but also in other industrieBhis study will also help

researchers examine other branding practices atltyytéirms and how they affect

firm’s competitiveness.

To policy makers branding strategies may beconeraltive means of convincing
local consumers that Mwea basmati rice is bett@n imported rice thus expanding
market and getting better prices of this produnpdsing tariff barriers may not be a
sustainable means of gaining competitiveness famalL8asmati rice due to many
inter-nation trade agreements whose aim is to sibdhriff barriers among trade
partners. Since the main object of branding adtiwiis to create a loyal customer, a
loyal customer pay less attention to competing dsaand this may create a

sustainable competitive advantage for Mwea basnceati

The contribution of this study will help practitiers evaluate the effect of branding
strategies and competitiveness of Mwea basmati. ridee study may help

practitioners evaluate other strategies to emptognake Mwea basmati rice more



competitive compared to imported rice. The studyl wiso help practitioners

evaluate the effect of branding strategies on gtheducts and services.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter looks at competitive advantage theai® branding as a strategy for
branding for competitiveness. The studies have imadl the three common
competitive theories, their limitations and appiicas. The study has considered a

few cases of branding for competitiveness bothrmattonally and locally.

2.2 Theoretical Background of the Study

In recent years concept of competitive advantage taken center stage in
discussions of business strategies (Richard, 2@i#erent authors have come up
with different theories on how a firm can obtainmetitive advantage. Porter
(1985) suggested that a competitive advantage maafisn having low cost,

differentiation and focus generic strategies (Rpri®85). According to Porter a
firm can obtain competitive advantage by employemgy of the three generic
strategies. Peteraf (1993) and Barney (1991) cersidunique resources held by
the firm as the major source of competitive advgeséRichard, 2003). According
to the two authors firm with unique resources comagdo its competitors is likely

to gain above normal returns or profits. Prahalandgested firm's competences
comes from firms core competences, he came upaowith competence theory as a

way a firm can obtain competitive advantage(Praithla990).

2.2.1 Resource Based View Theory

A competitive advantage framework suggests that famy obtains competitive
advantage by implementing strategies that expioit’$ internal strength through
responding to environment opportunities while raliting external threats and
avoiding internal weaknesses. Barney (1991).Diffesuthors have different views
on sources of competitive advantage for a firm. 8a(2002) suggested that the
competitive advantage for the firm can be obtainggd firm employing its unique
resources Peteraf (2003)defined competitive adgents sustained above normal

returns by firm utilizing its unique resources r@mmon to firms’ competitors.
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Barney suggested that competitive advantage isedaby a firm employing its
resources and creates more value than that of ddorpgBarney , 2002).

Resource based theory of competitive advantageessiell the weaknesses of forces
theory which suggested that the market power mainteased by averaging the
market segment and industry structure (Khalid, 2008e forces theory argued that
firms are homogeneous in resources and capabiliies tactical maneuvers of
external market forms a major factor in attainimgnpetitive advantage. The major
limitation with forces theory is that it's unable address intellectual capital as a
major source competitive advantage of a firm. kortece based theory, competitive
advantage is obtained by accumulating strategicetassand capabilities.
Management effort in the view of resource basedrtheshould be focused in

nurturing and exploiting these strategic sourcesoafipetitive advantage.

Resource based view on sources of competitive rddgas suggest that firm
obtains sustainable competitive advantage by imiplg strategies that exploit
their internal strength , through responding toviemmental opportunities, while

addressing external threats and avoiding interredkness (Barney, 1991). Before
crafting of such strategies a firm needs to cautyinternal and external analysis to
find out its internal strengths and weaknesseseimdg of its resources the
opportunities within the firms environment. There thrm needs to apply such
resources and create more values to its custorhansdompetitors. When such a
firm creates unique values than competitors th&n likely to obtain sustained

competitive advantages. When considering the unifigoreresources as a source of
sustainable competitive advantage, such resourceslds be valuable, rare and
perfectly imitable (Barney, 1991). A firm resourdacludes firm's assets,

capabilities, organization processes, informat@md brand names. Controlled by
the firm that enables the firm implement stratedieeg enhances firm efficiency and

effectiveness.

Resource based theory is a bit practical to apgheeally for the managers seeking
to understand preserve or extend their competitmyantage by analyzing
information about the resources they have (Pet&é&33). By investing in unique
resources the firm enjoys monopoly rents or praitce no competing firm has

9



such resources. The firms applying resources based practices to gain
competitive advantages invest a lot in researclky tezhnologies , expatriates |,
branding or any other activity that would assist fhrm obtain competitive edge
against its rivals. A strong brand can be valuabkources of the firm since the
brand is the value it holds to actual customerse Bhand value may be very
expensive to build but very fragile to destroy d@hdt's why most competing firms

may avoid branding activities.

2.2.2 Core Competency Theory

Core competency theory of obtaining competitive eadage urges that core
competency of the firm is the source of firm's catifive advantage (Khalid,
2002). This argument is slightly different from 088 perception that firm’s
competitive advantage can be obtained by restingtdirms, as evident in forces
theory and resource based theory. According totti@ery competency of the firms
cannot sorely depend on firm’s assets and capabsitadvocated by resource based
view because such determinants deteriorate anck lgakie in time or becomes
obsolete due to advancement in technology (Khal@?2). This theory also argues
that firm cannot sorely depend on development ¢ériral resources to obtain
competitive advantage but can also depend onri&ait€orporation (Prahaland,
1990)

The roots of firms core competency for the firmeraf innovation, firms marketing
structure and management structure (Prahaland,)1®98haland gave a case of
Japanese automobile makers Like Honda faster growtthe late 1980s was
facilitated by investing in new markets, creatingwnproducts and availing to
consumers not only what they expect but what theyenimagined (Prahaland,
1990). A case of Yamaha you would not have expdtiednotorcycle manufacturer
to produce music Keyboards. This kind of innovadidioes not only increase loyalty
to consumers who expect the best from a trusted fiut also create an edge in
competitions. In the short run, firm’s competitimdvantage is derived from price
performance of its products and in the long run petance is derived from firm

ability to produce products as a lower cost andhvepeed. Such kind of core
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competence is supported by management ability tosal@ate corporate wide
technology and production skills into competenceat tempower individual

businesses to adapt quickly to changing oppores(tkKhalid, 2002).

In core competence theory the firm managementtstreignay facilitate or inhibit

competences. Rigid management structures inhaittility which is necessary for

quicker innovations and adoptions (Prahaland, 198%gnagement requires to
facilitate collective learning, especially how tootdinate diverse production skills
and integrate multiple streams of technologiesmEirwork organization and

delivery of firm’s value is also a core competend@sre competences also involve
communication involvement and deep commitment tokiag across organizations
boundaries. To enhance the core competence managgasto analyses the whole
supply chain before considering any innovationmdpct development. This means
that to achieve any advantages source of inputsldhue put into consideration as
well as the end recipient of the finished prod§Btahaland, 1990). In summery the
theory considers integration as one of the meaasatiirm can obtain competitive

advantages.

Product diversification may be other source firmtcempetences. Prahaland
described a big firm as a big tree, the trunk amtbs$ as core products, small
branches as a business units, leaves, flowerdraitglas final products (Prahaland,
1990).The roots that provide nourishment and soethistability is the core
competences. The core competences of the firm gHmeilrare, less imitable and
difficult to be substituted (Khalid, 2002). To idén key competences of the firm
the first look at firm's general management, finahananagement, marketing
structures, research and development, enginedlistgbution network among other
key activities of the firm. The mentioned acie$ may be considered as the key
capabilities of the firm that help generate high&rgins in the market. Other key
capabilities to be considered are non-financiavdigts like customer’s satisfaction,
brand awareness and customer retentions whichsgmtlar for firm’s performance.
The next step involves integrating these functionapabilities into the wide
business activities (Prahaland, 1990). This kinehtégrations requires operational

flexibility by the firm gauged by integrations assofunctions, across business and
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across product wide operations (Khalid, 2002). Kég integrated capabilities may
be assessed against three attributes that is urg@gsierareness and limitability.

2.2.3 Porter’s Generic Strategies theory

Competitive advantage of the firm grows out of Wlaéue a firm is able to create for
its buyers that exceed the cost of creating thatevéPorter, 1985). Competition
determines the success or failure of any firm incampetitive industry. A
competitive strategy in a given firm implies firmeasching for a favorable
competitive position in a competitive industry (oy 1985).A competitive strategy
aims at establishing profitable and sustainableitipasagainst the forces that
determine industry competition. In a competitivdustry the firm needs to consider
industry attractiveness and its competitive stiate@Porter, 1985). A given firm in
a competitive industry can slightly influence inttysattractiveness but can strongly
determine its competitive position. In his book rgeetitive advantages ‘Porter
suggested three main strategies also referred gemreric strategies which a firm
can apply to gain competitive advantage (Porte85)19The three generic strategies
include, Cost leadership, Differentiation, and festrategies. A firm which may use
any of the three strategies to gain competitiveaathge but fails to gain any

competitive advantage is said to be stuck in thadtei

Cost leadership strategy is adopted by the firmghvtecide to become a low cost
producer. Some sources of cost advantage for sumhk may arise from economics
of scale, use of technology, access to cheap rateriaa among others. To
implement this kind of strategy the firm requirderpiful sources of low cost labor,
efficient training and high turnover. These kindgions most of the time achieve

above average performance in their respective tinglf®orter ,1985).

Differentiation strategy involves a firm seekinglie unique in its industry among
other dimensions valued by the consumer. The fiehecss one or more attribute
highly valued by consumers and uniquely positicelftto meet those needs. The
uniqueness of the product is rewarded by the pnenmitice paid by the consumers.
Some of the unique values utilized by these tygdsras may include distribution

network, marketing approaches, product brandingreahers (Porter, 1985). A
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good example of firms which have adopted this lohdtrategy includes Caterpillar
tractors in USA. The company machineries and tractwe of high quality, they
offer quality after sale services, good distribotieetwork and availability of spares.
The logic behind a firm choosing differentiatiomaségy is that it must choose

attributes perceive as unique compared to compétimg.

Focus strategy is adopted by the firm which dectdeseliver values to a particular
segment. Cost leadership and differentiation grase cut across industries but
focus strategy targets a particular segment witlquenneeds (Porter, 1985). The
strategy may have cost focus which exploits cosiaber for some segments or
differentiation focus seeking differentiation irs itarget segment. The rationale
about this strategy is that needs of the seleagthent is poorly served by broadly
targeted competitors who serve them at the sanettiey are serving others(Obas,
2009). The broad based competitors may be incuaithgt of costs serving those
segments and a firm which aims at focusing on &uip of segment might use cost
focus strategy. There are several sustainable feicategies, provided that focusers

choose different target segments.

A firm which adopts any of the three strategies fails to achieve any of them is
said to be ‘stuck in the middle’ and does not hawg competitive advantage. This
strategic position is not a pleasant position andairecipe for below average
performance. A firm occupying this position is asatlvantaged firm since
differentiators, cost leader and focusers will e ibetter position to compete in any
segment. The only opportunities where these kirfidisros can earn any meaningful
profit is only when the industry is highly profitab Being in this situation is a clear
indicator that the firm is unwilling to make chascen how to compete. According
to Porter successful firms which decide to foregoggic strategies for the sake of

growth or prestige may end in this kind of stat{Porter, 1985).

Porter’s generic strategies have been tried forenioan two decades and found to
be applicable in obtaining competitive advantagehef firm although they exhibit

some limitations. A study by Nandakumar and Abbéwlkadian(2009 on generic
strategies in manufacturing firms indicated thailiation of any of Porters generic

strategies in firms contributed to firms compettiess(Nandakumar, 2009).
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However the study by Nandakumar observed somedlimit with generic strategy
theories whereby application of cost differentiatiand differentiation generic
strategies did not correlate with firm’s financiaérformance in different firms.
Prahaland(1990) completely disagreed with Porteesries where he argued that
firms differ in structure and resources so unifaapplications of Porters generic
strategies across firms will yield different perfance results(Prahaland, 1990).
This theory is too rigid and does not allow thefito think outside the three generic
strategy framework and is more reactive more tharagiive means of creating

competitive strategies(Prahaland, 1990).

For a better performance of the firms some authi&es Bowman and Faulkner
(1997) did not dismiss Porters generic stratediesrly of competitive advantage but
argued that the combination of any of the threeegerstrategies may improve firms
competitiveness(Bowman, 1997). There are somenostawhereby a customer
wants a quality product at a cheaper price compaoedompetitor's products
meaning that a firm can apply cost differentiatenmd differentiation at the same
time to meet needs of such customer(Bowman, 199¢pbination of two generic
startegies may create synagies that may overcomatilbns of applying one of the

generic strategy to obtain competitive advantagebyfirm (Pannel, 2006).

2.3 Brand positioning as a Strategy for Competitivéddvantage

Branding positioning strategy aims at creating usideatures which are different
from that of competitors(Janiszewsker, 2012).Brpasitioning strategy starts with
the firm identifying its vision and turns the visionto tactical operations which
inspires and motivate the firm to pursue activitiesulting into firm’s growth. The
strategy starts by defining the firm, then ideesfithe customers and their needs,
then identify why customers buy the brand and Knanalyzing competitors
moves(Klosova, 2009). Any brand elements such @, Inpame, slogan, packaging,

character addresses the four areas which detebrame positioning strategy.

When deciding which brand positioning strategy pplg consumer needs plays a
critical role. Consumer needs may be classifietliastional needs, symbolic needs

and experiential needs (Fennell, 1978). Functioealds are defined as those needs
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that motivate search of product that solve consuralted problems. These are
externally generated consumption needs. Symboledsieare needs a consumer
requires to fulfill internally generated needs $etf enhancement like role position,
group member or identification (Whan Park, 1986)rand with experiential needs
in consumption is designed to fulfill internally rggrated needs for simulation or
variety. Brand designed to fulfill functional needclude lawnmower, cleaning
detergent among others. Items like salon cars wmbalic and food items are

experiential.

Brands meant to fulfill functional needs should é@gize on functional concepts,
functional performance in solving consumer relatgblems. The branding
activities involved should differentiate the branmkrformance from that of
competitors. As consumers get used to the brandcamgbetition intensifies firms
applies elaboration strategies. These strategesplied when product becomes
technically complex, needs more specialized anketsitbecome more fragmented
(Whan Park, 1986). The aim of elaboration stratmgto differentiate the brand
from that of the competitors. A good example isihg washing detergent with
chemicals to kill germs. Once the brand maturesn tthe firm may adopt
fortification strategies whereby related items adbp brand name an example is the
Vaseline beauty products named after Vaseline leetno jerry. Brand elements
used on brand meant to fulfill functional needs wtoaddress the flunctional

aspects of the brand.

For brands with symbolic needs the introductonatsjies should be directed to
protecting a target group by making consumptiorswth brands difficult to non-
users this may include limited outlets. At elaltiora stage firm can introduce
additional constrains referred to as market shigldiThe firm can introduce
language barriers, isolated distribution, and puemprice among other barriers to
discourage non users and make the brand scarcepacdl(Whan Park, 1986). At
fortification stage the branding activities shoirdolve introduction of other related
products that define a particular lifestyle. If fiven was specializing with suits they

can introduce huts, shoes, belt all tailored toadiqular group aimed at defining
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lifestyle of such group. Branding elements appbecdthis strategy should be aimed
at defining social status of the brand users.

For the brand with experiential needs introductiage branding strategies focus on
conveying brand effects on sensory satisfactiorcagnitive stimulation (Whan
Park, 1986). At brand introduction stages fantaspeats associated with
consumption should be highlighted in the brand (3t 1999). Once consumers
become used to the brand and competition intessifie branding strategy should
focus on cognation or sensory simulation and ersgrifrequent consumption. At
an advanced stage the firm can apply fortificastmategies that link the brand with
other experiential brands. If the firm was dealimigh cooking oil then the same
brand can be linked with margarine. The brandirgneints applied for brands with
experiential need should capture consumer’s sersgans.

The duration of stay at any of the three stagesldvba determined by the rate of
competition and innovations by competitors. (WhamnkP1986). There are chances
that due to advancement in technology and the aitegew entrants in the market
that a given brand may cease to be relevant. taadloses its value then the firm
has only two alternatives. The first alternativeéageposition the brand. Reposition
strategy involves moving a particular brand frone arlass of customer needs to
higher class. If a product was addressing functiaeads, it can be repositioned to
address experiential needs. The other alternatouddibe removing the brand from
the market and introduce a new brand whose consepinsistent with the market

trends, common branding strategy adopted by autenolakers.

Mwea rice dealers can apply branding strategy sitipn the Mwea basmati rice as
a brand to address consumer’s functional needspajenneeds or experiential
needs. To address functional needs dealers cay epstl leadership strategy where
they brand the rice as cheap and affordable to owsumers (Porter , 1985). As a
symbolic brand they can apply differentiation sttt to imply that this kind of rice
is special and meant for a special category of wmess who are willing to pay a
premium price. This has been a case of Royal utabBdAsmati rice from India.
This brand of basmati rice is expensive and cay bel found in a few high end
outlets and supermarket in the country(GOK, 20DEalers can utilize the special
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qualities of Mwea basmati rice and position thendrto address experiential needs.
The aroma and special cooking qualities of thiswbrean be used to create a good
sensory experience especially for the kind of coress who are taste sensitive

especially urban dwellers.

2.4 Empirical Evidence of Branding and competitiveess

In an investigative study on effect of brandingerand sugar in India, Kathuria and
Paramjeet (2013)observed that branded rice andr swgee more favored by
consumers than unbranded sugar and rice (Kati2@i3). This observation was
supported by increased sales of branded sugar @edby selected dealers.
Consumers perceived branded rice and sugar asghallithe qualities they were
looking for from such products. According to congunthe best rice had a nice
aroma, free from adulteration and chemicals arglvlais guaranteed by the branded
rice. The loyal consumers facilitated brand awassrterough good word of mouth
to relatives and reference groups. Branding alsdemieasier for marketers since
they gained more customers just through good dispidranded rice and sugar at

the sale outlet points

Francoise and Marianela (2010) survey on consunesponse to different brands of
juices, observed that famous brands had a strosignigstion than less common
brands (Francoise, 2010). Once these juices webgeded to a blind test,

respondents could not differentiate these juicesedbaon their physical qualities.
Shamidra and Kamar(2013) study on branding pham@eé products observed
that consumers needs assessment leads to develomhdrand positioning

strategies(Shamidra, 2013). The brand positioniragesy communicates functional
value of the brand and brand personalities whidtaroes brand recall an important

determinant of brand loyalty.

Demeteris and Alkis (2011) study on a very competitwine industry in ltaly
observed that branding strategies had significéigicteon consumer’s responses
toward particular brands due to perceived qualityd astatus of such
brands(Dometeris, 2011). Effective branding stigegnhanced product perceived

quality and status which had significant effectsuth wine firms competitiveness
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as seen in their financial performances. Shamidch @aroj (2013) study on effect
of branding strategies on pharmaceutical produdiserwed that branding of
pharmaceutical products enhanced communicatiorrastupts functional value and
brand personality(Saroj, 2013). In Shamidras cheentedical practitioners played
the key role in brand promotion since they werelitle between the consumer and
the pharmaceutical firms. Practitioners identif@gtomers for the pharmaceutical
products and advised on the best brands to purclizrseding strategies also
enhanced competitiveness of a service industrybaereed in Hayes and Brunel
(2006) study on effects of branding on institutiod higher learning(Hayes,

2006).Hayes observed that branding activities ecdmnbrand perceived

attractiveness and personal traits which intereci$f the desirability of a given

institution.

Locally, a study by Muthoni(2009) on branding of RA products suggested
improved perception of quality on KARI branded pwots (Pricilla, 2009).
Branding by KARI was not a formalized branding &gy but their labeling and
marketing activities indicated some form of bramgdirstrategy to obtain
competitiveness of KARI products. Brand positionstgategies had a significant
effect on hotel competitiveness within Nairobi (8te2012). Upper class hotels in
Nairobi which had formalized brand positioning stges performed better than
those without branding strategies. However in stigly Stella observed that most
upper class hotels had formalized branding strase@put there was an issue in
implementation due to management structure antudes by the staff. Overall
these two studies conclude that branding strategwareces firm competitiveness in

the competitive business environment.

2.5 Summary of the Literature Review

Based on the three theories of competitivenessrna ¢an formulate branding
strategies aimed at making the brand a unique desetompetitiveness as in
resource based theory, brand as a positioning itogorter's generic strategies
theory of competency. As a unique firm asset adraay be tailored in a way that
it becomes difficult to imitate by competitors. ®hgh innovation and market
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restructuring a brand may be manipulated to becamesource of firm’s
competitiveness as in core competency theory. Adrean be differentiated to
communicate different values to different consunessn Porters generic strategy

theory.

Studies done by Kathuria (2013), Marianela (20P3igilla (2009) on branding and
product competitiveness, suggests that there istiye relationship between
adopting branding strategies and products comypetiéiss. In the same regards this
study aim to establish whether application of bragdtrategies has any significant

effect on competitiveness of Mwea basmati rice.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter gives the research technique thatadapted in the study. It covers the
proposed research design, target population, daltacton techniques and data

analysis methods used during the study.

3.2 Research Design

This study adopted a cross section survey with iem & finding out branding

strategies adopted by the main rice dealers tarobtanpetitive advantage. A cross
section survey is descriptive in nature and it'sused on finding out what, when
and how much of the phenomenon. This type of rekedesign should guild the
researcher in obtaining data, analyzing data andrpgreting facts then make

inferences about the population of interest.

The design is appropriate for this study sincélaves the researcher to describe the
variables in trying to establish branding as a cetitipe strategy in the Mwea

basmati rice dealers.

3.3 Population of the study

The population of this study included10Mwea basmag dealers in Mwea. This
list was obtained from the chamber of commerce fettes May 2011.The 10
Mwea basmati rice dealers are either registerelimaed companies, SACCO or
Sole traders. Upon confirmation from the chambecahmerce updated data on
Mwea basmati rice dealers by 2013 the list hadimotased. The study adopted

census survey since was population is small (appehd

3.4 Data Collection

The research collected Primary data by way ofatfhinistered questionnaires; this
is because the information was from an original das$ic source. Research
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guestionnaires had both open and closed questeveaped in line with research
objectives. The closed ended questions were mahbyrthe five point Likert scale.

The target respondents were Mwea basmati dealerageament since they are in a
position to monitor market performance of the ricdustry and able to determine
major competitors in the Kenyan rice market.

3.5 Data Analysis

The data collected was analyzed to ensure accuadycoded to avoid errors as
well as inconsistencies from the data. Descripsitagistics was used and findings
presented in percentages, graphs, tables and @dscto enable data to be

summarized and organized in an effective and megéuiway.
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction

This chapter presents the results of the study. Sthdy had targeted ten Mwea
Basmati rice dealers in Mwea and all of them to@kt pn the study giving a
response rate of 100%. The chapter is organisetblesvs. The next section

presents the research findings. The last sectiesepis the discussion of findings.

4.2 Research findings

This section presents the dealers profile, datestdblishment, distribution outlets,
source of basmati rice and dealers rating of comgétported brands. The purpose
of this section was to establish dealers experigncéghe Mwea basmati rice

business, management strength, experience, prashuatcing, and distribution

network and dealers analysis of competing impobeshds. These findings would
assist in establishing dealers understanding orpettion in the local rice market

and dealers strategies to counter the competitidies data was obtained by self-
administered questions, dealers profile informatiwas obtained from dealer’s

responses on questions 1-7 (appendices 1 part &p Dn dealer's analysis of
imported competing brands was obtained from deaksponses on questions 1-5
(appendices 1 part B questions).

4.2.1 Mwea basmati dealer’s duration in operation ad number of staff

The purpose of this sub section is to presentsedealuration of operation,
experience and management strength. The resulfalite 4.1 represent Mwea

basmati dealer’s date of establishment and nunftemployees.
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Table.4.1 Mwea Basmati Dealers Date of Establishment and iduraf Employees

Duration of time | Number of dealers established Number employees
Min Max

1960-1970 2 50 100
1970-1980 1 0 100
1980-1990 0 0 0
1990-2000 1 0 300
2000-2010 3 5 8
2010-To date 2 6 50

Source: Research Data (2014)

For the two earliest established dealers one asnd pwnership between Mwea rice
farmers and the government of Kenya. The other MWasmati rice dealer is
wholly owned by the farmers and registered as a GACThe two dealers have a
well-established management and headed by a CpQrded by the board. There
is a well-established marketing team and a largear& of distribution outlets. The

dealer formed by 1980 is a government Parastagdindewith all types of cereals in

Kenya. This firm has a branch in Mwea which pumdals with Mwea basmati rice
and mainly supply to government institutions ancecti to consumers. The period
between 1980 and 1998 there was no private Mweandtagdealer since the

company owned by the farmers and the governmentthigasnly authorized dealer
to sell Mwea basmati rice. The period between 1@98late saw the entrant of
private dealers after rice marketing in Mwea wdseralized. After 1999 there

emerged two big limited companies dealing with Mvilemati rice. Beside the
limited companies and the SACCO there were 5 negte traders supplying Mwea

basmati rice where two out of five have registeatedr Mwea basmati brand names.

Mwea basmati rice dealers registered as limited peones and the SACCO are
headed by company C.E.Os appointed by company oahése dealers have well
established marketing teams and network each hdagdetarketing managers. For
the sole traders the business owners act as thEiOG and Marketing managers.
They deal directly with their customers and othealdrs and outsource promotion

and branding activities from Marketing experts aftfter established dealers.
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4.2.2 Mwea basmati rice sourcing and distribution § the dealers

The source of Mwea basmati rice is significant siitcdetermines the Quality of
Mwea basmati rice availed for the final consumere Bupplying outlets determine
the level of branding that the dealers have to asioge the same outlets are dealing
with other imported rice brands. The distributiartlets act as the link between the
final consumers and the dealers, since they adfhisedealers on consumers

concerns.

Figure 4.1 Major Sources of Basmati Rice by Mwea Basmati Bresal

Source of rice
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Source: Research Data (2014)

Figure 4.1 shows the sources of Mwea basmati ydellwea basmati rice dealers in
Mwea. As shown, the study revealed that 33% ofdbalers sourced rice from
millers, 28% from farmers, 17% from other dealdrd% from own farms, and 5%
imported rice. The bigger percentage of the ricme® from the millers since most
of these Mwea basmati rice milling plants are dlyeowned by the dealers. Some
dealers source their basmati rice directly fronmiars .Some farmers directly avail
their basmati rice to their own Milling plant regieed as a SACCO. The bigger
private limited company dealing with Mwea basmate rmainly source their rice

from other dealers and private millers. For theedoaders their major source of
basmati rice is from millers and directly from fars. After sourcing of Mwea

basmati rice most of the dealers brand their rigeheir own brand names. The
source greatly influences the quality of Mwea basmapplied to the market and

the branding activities adopted by the dealers.
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Figure 4.2: Distribution Outlets by Mwea Basmatt&Dealers.
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Source: Research Data (2014)

Figure4.2 shows the results of the distributionncieds used by Mwea basmati rice
dealers in Mwea. As shown, the study found tha®%4of the dealers supplied to
supermarkets, 27.5% sold directly to consumersh%6supplied to other dealers,
10% used other retail outlets and 1.5% exporteButk of Mwea basmati rice is
supplied to supermarkets meaning that it's acckstibmajority middle income and
high income consumers due to its high price. Inesmarkets there is variety of
other imported competing brands and this call fdensive branding activities for
Mwea basmati rice. Most of Mwea basmati rice inesuaparkets is supplied by
major dealers who are registered as companies QC®A Bigger dealers owned
jointly by the government and farmers supply to gdivernment institutions
described as direct consumers. There is alsotealmtaction among dealers where a
dealer can supply to other dealer if such a ddasrfewer quantities as demanded
by his loyal customers. Most of Mwea basmati isstoned locally apart from a
very small percentage exported within East Afrigadne of the major private
dealer.
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4.2.3 Mwea basmati dealers rating on imported compiag rice brands

When drafting a competitive strategy a firm needscarry out SWOT analysis
which involves analyzing firm’s strengths and wesdses and those of competitors
(Porter, 1980). Most of Mwea basmati rice dealeavehloyal customers and
customer’s feedback mechanism which allows suchomers compare imported
brands with Mwea basmati rice. Some of these viease from such loyal
consumers to dealers and dealers own opinions reuhecessary to enable such
dealers build barriers against competitors in tell rice industry. This data was
obtained by requesting Mwea basmati dealers ewalugtorted rice brands on the
basis of some given parameters (see appendiced B gaestions 1-5). The results

were presented inform of graph as indicated byithee below.

Figure 4.3: Mwea basmati Dealers Rating on ImpoRe# Brands

Branding and promaotion activities 2.90

Targeted consumers (high class and middle class) 2.30
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Source: Research Data (2014)

Figure 4.3 shows the dealers’ rating on top immbniee brands in Kenya. The
results show that the imported brands performedaaedy in terms of branding and
promotion activities (M = 2.9, SD = 1.57) but perfed poorly in terms of their

physical quality (M = 2.1, SD = 1.6) and cookingatity (M = 1.9, SD = 1.29). The

dealers also noted that they cost higher (M = $0@,= 1.1) and targeted specific
market segments (M = 2.3, SD = 1.57).
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Mwea basmati rice dealers rated imported brandsage&y in terms of branding and
promotion activities but rated these brands poarlyerms of physical qualities,
taste, aroma and pricing. According to the dealecal Mwea basmati rice is
superior in terms of physical quality, taste, aroamal prices quoted are justified.
According to dealers these brands scored betterMvaea basmati rice in terms of
branding and promotion activities which make suck appear superior to Mwea

basmati rice.
4.3 Branding activities and brand positioning of Mwea basmati rice

Branding as a competitive strategy is very impdrfan a firm since it's aimed at
differentiating the product on offer from other #am products fulfilling the same
needs (Keller, 2003). The main aim of this study waidentify branding activities
adopted by Mwea basmati dealers and how such @esivicontributed to
competitiveness of Mwea basmati rice into the logzd market. A brand can gain
an image depending on how firms position such adeand consumers evaluation
of such brand in terms of promises guaranteed bz swand (Whan Park, 1986).
The study also aimed at establishing the brandtiposig strategies adopted by
Mwea basmati dealers. The study found out that Masanati rice was branded as
Pishori rice to differentiate this rice from thegorted basmati rice from India and
Thailand. The term Pishori is associated with aromiméch is the main strength

associated with Mwea basmati rice compared tooispetitors.

Out of the 10 dealers considered in this studyrsegpresenting 70% of all dealers
had their particular brand name associated withdtreder but all were branded as
Mwea Pishori. The three dealers without particllieand names representing 30%
of all dealers either supplied other dealer’'s bsataltheir esteemed customers or
supplied unbranded Mwea basmati rice to major deaildo intern branded such

rice with their particular brand names. The bragdactivities considered in this

study involved brand awareness activities, pronmothgtivities and management
considerations on such activities. Data was obthibg requesting the Mwea

basmati rice dealers C.E.Os pick the appropriat®mpn each question provide in

the appendices part 1B.(question 7-17). The resudt® summarised inform of a

Table 4.2 and Figure 4.4.
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Table 4.2 Brand Activities for Mwea Basmati Rice

Brand activities Mean Std. Dev
Brand promotion 4.2000 .63246
Customer service and feedback mechanisms 3.6000 60996
Management branding activities 3.3000 .82327

Source: Research Data (2014)

Table 4.2 presents the results of the brand aetviby the Mwea basmati rice
dealers in Mwea. As shown, the study found thatd@romotion was done by most
of the dealers (M = 4.2, SD = 0.63). Further, como service and feedback
mechanism was a priority for most of the dealers{18.6, SD = 0.97). The results
also show that management took interest in thedimgractivities (M = 3.3, SD =
0.82). The results suggest that brand promotioiviaes were given a priority by
majority of Mwea basmati dealers. Brand promotiativities involved attractive
packaging and assigning of brand names, effectistriltltion network and
advertising. The main aims of these activities werereate brand awareness and

promote the image of Mwea basmati rice.

Customer service related branding activities aoséhactivities whose main purpose
was to support brand promotion activities and erdatand trust and loyalty. The
study aimed at establishing whether dealers hatbmes feedback mechanisms
where customers would express their opinion ongtiedity of basmati supplied by
respective Mwea basmati dealers. These activitiéshdt score high compared to
brand promotion activities. The activities weresthhigher among the private Mwea
basmati dealers than companies owned jointly byéas and the government meant
including the one registered as a SACCO. For thallemprivate dealers they easily

interact with their customers and are able to rggtant feedback.

Management support on branding activities scored (M 3.3) compared to other
branding activities meaning that management gise feiority to branding activities
compared other activities like sales and produat@ong . The low score suggests
that though management recognized branding as ngzamisig competitiveness as

shown in high scores attained in promotion aceeitihey did not give full support
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in terms of resources. Mwea basmati rice dealefi€ated their customer feedback
contacts on their packaging’s but managements nsggoon such concerns was low

contributing to the low score.

Figure 4.4: Brand Positioning for Mwea Basmati Rice
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Source: Research Data (2014)

Figure 4.4 shows the results of brand positionipnghe dealers in Kenya. The study
found that the brands emphasized on good quality: (M7, SD = 0.48) as well as
taste and aroma (M = 4.5, SD = 0.53). Howeverrélalts show that the dealers did
not target particular groups of customers (M = 3B, = 1.51). The most dominant
features on Mwea Pishori rice brands were basdtie@physical quality of the rice.
Terms like grade 1, polished and free from parideEatured dominantly in all the
brands supplied by Mwea basmati dealers. The mianby the dealers was to
convince their loyal customers that Mwea basmate ris the best in terms of
physical quality compared to imported brands. Fphrysical quality other dominant
features for Mwea Pishori rice was the aroma awedtdiste. Dealers capitalized on
the customer’s perception by the loyal customeed Mwea Pishori rice offered
better taste and aroma experience compared to bthads in the market and the
term Aromatic featured dominantly in all the brantisvea basmati rice did not

target any particular class of customer explainthglower scores (M 2.4) seen on
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fig 4.4 However the distribution outlets and thestcgsuggested that this brand

targeted middle and upper class customers.

Brand positioning was considered in this study sitdorms the basis of branding
activities. A brand may be positioned to serve fiamal, experiential or status
factions (Whan Park, 1986).The branding activise®pted by the firm addresses
the brand postioning adopetd by the brand.

4.4 Branding and Competitiveness of Mwea basmatice and interventions

The other objective of this study was to find otiiether branding activities adopted
by Mwea basmati dealers had any significance efiactompetitiveness of Mwea
basmati rice. Mwea basmati rice dealers identiiiieported rice brands as the main
competitor to Mwea basmati rice and any brandirtyiies applied on this rice was

to convince consumers that Mwea basmati rice ieb#tan these imported brands.
All the dealers considered in this study suggestetl branding was an important
strategy to convince local rice consumer that Mlaamati rice was superior to
imported rice brands. For all the dealers who wastvely branding their Mwea

basmati rice, there were significant increase ilessand increase in more loyal
consumers than those who supplied unbranded Mwsadiarice. This data was

obtained by requesting Mwea basmati dealers anguestion 18 -20 (appendices 1
Part b) and analyzing the responses. The respomnses summarised in the

following Table 4.3 and 4.4.

Table 4.3: Competitiveness

Statistic Competitiveness
Minimum 3.00
Maximum 5.00
Mean 4.02
Std. Dev 0.74

Source: Research Data (2014)
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Table 4.3 shows the competitiveness of Mwea Ricecased by the dealers on a
scale of 1 — 5 due to branding activities. As shotlie study found that the mean
competitiveness was 4.02 with a standard deviatbrD.74. This means that
branding activities significantly contributed tohemced competitiveness of Mwea
basmati rice. All the dealers considered in thiglgtconsidered branding activities
as a tool to enhance the image of Mwea basmatiAiceording to most dealers, it's
very challenging to identify the type of rice aedilin the market, unless such rice is
clearly branded. Assigning of brand names, intengpromotion activities to
enhance brand awareness and addressing consunserrc®enhanced the image of
Mwea basmati rice affecting the competitivenesstlas rice. Branding and
competitiveness was rated higher among Private Muiea dealers than those

jointly owned by the farmers and the government.

Table 4.4: Interventions to Improve Competitivenesslwea Pishori rice brand

Interventions Mean Std. Dev
Quality milling 4.3000 .67495
Government control of quality 4.7000 48305
Management support on branding activities 4.4000 51640
Intensive branding and brand awareness activities .3000 .67495

Source: Research Data (2014)

Table 4.4 shows the interventions than can be bgddwea basmati rice dealers to
improve the competitiveness of Mwea Pishori ricanot As shown, the major
possible intervention was government control ofligwgM = 4.7, SD = 0.48),

followed by management support on branding actisittM = 4.4, SD = 0.52).

Quality milling (M = 4.3, SD = 0.67) and intensibeanding awareness activities (M
= 4.3, SD = 0.67) were also used to improve cortipetiess. All the dealers
considered in this study identified branding asmaportant strategy to improve the
competitiveness of Mwea basmati rice compared foomed rice brands. Among
the four options provided in the questioner govexnticontrol of quality was rated
higher (M 4.7). According to dealer's quality casitiof seedling, quality marks

would enhance the physical and experiential qealitf Mwea basmati rice.
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Management support of branding activities came rs#doy scoring a (M 4.4).
According to these dealers increasing resourcedrémding activities would
enhance intensive brand promotion activities bogstihe Mwea basmati rice brand
awareness thus more loyal customers. Intensivedbeamareness activities and
quality milling scored the same scores (M 4.3). The activities were also rated
high but according to the dealers their succeskbgildetermined by the resources

allocated to these activities and government coofrquality of Mwea basmati rice.
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4.5 Discussions and findings

The study started by analyzing dealers generalilpréd establish their date of

establishment ,source of their product ,sale thgtion network and how they rate
their competitors imported rice brands. This infatibn was necessary to establish
whether Mwea basmati rice dealers understand tihastry they are operating in.

Before coming up with any competitive strategy fine needs to carry out SWOT

analysis to identify its strengths and weaknesedgl@se of competitors then come
up with superior strategies than those of compstitand utilize the available

opportunities (Prahaland, 1990). The success df strategy would be determined
by the firm’s superior resource which includes Mgegraent structure, experience
among others (Peteraf, 1993).

The study found out that, out of the 10 dealers@easenting 30% of all the dealers
are owned by the farmers and the Government. Anleaghree major dealers one
dealer jointly owned by the farmers and the govesminad enjoyed a monopoly of
supplying Mwea basmati rice for a period of 30 gedihis implies that the Dealer
have well established Management, resources atrtbdison network. The Dealer
registered as SACCO was initially registered teofavings and credit services but
ventured into rice marketing after local rice markas liberalized in 1998. This
dealer is stronger in terms of Management, ressurdistribution network. The
third major dealer is wholly owned by the governmend deals with all types of
cereals but have a branch which specializes witheblwasmati rice. The three
major dealers are strong in terms of resourcesaanidger base of loyal customers.
Barney (Barney, 1991) suggested that firm’'s resssirccan enhance a
competitiveness of the firm. The firm experience tie business can also be
considered as a core competence of the firm andearilized to gain competitive
advantage over firm rivals (Khalid, 2002). Desghe all the resources and larger
loyal customer base these dealers branding aesvivere lower compared to

privately owned Mwea basmati rice dealers.

33



Seven out of the 10 dealers considered in thisystepresenting 70% are privately
owned. Out of seven one major dealer specializeghar products like maize four
and imported rice brands. The branding activitigghis dealer are intensive, have
strong resources, strong management and sourceofnloist products directly from
major milling firms owned by the farmers through G80 and other private
Dealers. The second major dealer supplies his ptaditectly to customers under
his own brand. The dealer is strong in terms obueses and management and
considers branding activities as means of gainirgnpetitiveness among
competitors. Two out of five other private dealewsource marketing services and
have their own brands. The branding activities agnitre five are intensive as they
try to compete internally with other major Mwea imasi rice dealers and imported
rice. This observation where government owned deadee slower in branding
activities compared to privately owned dealers rbayattributed to flexibility in
management. Flexible management facilitates quiakeovations and adoptions,

which is a core competence of the firm ( Prahalat@P0).

The results in this study suggested that most efrite sold through the various
dealers was from millers (33%) and farmers (28%iisTnay be attributed to the
fact that a bigger quantity of Mwea basmati ricesvgald by the farmers through
their cooperative society to the major rice millearviwea. These farmers also own
their own milling plant through Mwea multipurposeoperative society and Mwea
rice mills owned jointly by farmers and the Kenygovernment through National
irrigation board. Most millers supplied Mwea basinmate to other dealers in bulk
and such dealers branded such rice under their mamnd names. This fact may
suggest why there were less branding activitiesramajor dealers who own such
milling plants since they supply the Mwea basmat i bulk to other millers.

The study reveals that there are a lot of transastbetween dealers representing
17% of all rice supplied by Mwea basmati rice deal&/hen supplying to other
dealers, the supplying dealer supplies in bulk dodnot brand such rice, the
receiving dealer then brands such rice in their dwand names. Some dealers
especially sole proprietor source their rice digedtom farmers then deliver to

millers for milling then brand such rice under thieiand names. There is only one
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dealer who imports rice then blend some of it widbal Mwea basmati rice and
supply to the major supermarkets under blended MRisaori rice brand. The
source of Mwea basmati rice affects the qualityMofea Basmati supplied by the
dealers and the intensity of branding such ricéntprove its image and shield it
against intensive competition. When positioningrand the firm needs to consider
the trust such a brand has to gain due to consigiarpromised quality or function

of such a brand (Dometeris, 2011).

The supply outlet by Mwea basmati rice dealers amsmportant factor since it
affects the intensity of branding activities and ttompetitiveness of Mwea basmati
rice. Bulk of Mwea basmati rice was supplied to theajor supermarkets
representing 34% of all Basmati supplied to congsmPBrivate dealers lead in
supplying Mwea basmati rice into the supermarkejgssting why they consider
branding as an important activity for gaining comitpee advantage over imported
brands in the supermarket shelves. For the goverhavened Dealers they supplied
direct to consumers like government institutionsd aheir own outlets. The
supplying trend by such dealers suggests why bmgndictivities were not as
intensive as private dealers. There seems to basivie competition of branded rice
in the Kenyan famous outlets and such Mwea ricéedeaupplying to such outlet
needs to adopt competitive strategies to surviveuich markets. This fact suggest
why Mwea basmati dealers supplying to such outhetsds to differentiate their

products through intensive branding (Porter, 1985).

Dealer’s opinion on imported brands was considénetthis study to evaluate their
Knowledge on their competitor's strength and weakes (Porter, 1980). This
knowledge is important to enable dealers come oith wtrategies that would
address the competition. The branding activitiethis study mainly emphasized on
some of the qualities which were lacking in theakibrands. According to the
dealers Mwea basmati rice was superior in termgualflities and aroma and the
price quoted on Mwea basmati rice was justifiedisTdan be found in the Mwea
basmati dealers opinion on imported brand physjaoality which scored a mean of

2.1, cooking qualities M 1.9, cost Scored a mehd.® meaning the high cost

35



quoted on imported brands are not justified. Howeaezording to Mwea basmati
dealers branding activities adopted by importeditisefared well.

Mwea basmati dealers adopted branding activitiesmiake their rice more
competitive compared to imported brands. Mwea bégioa was branded as Mwea
Aromatic Pishori rice to differentiate this ricein the imported brands. For all the
dealers brand promotion activities scored highex atean of 4.2. This implies that
Mwea basmati rice dealers considered brand promadictivities important in
gaining a competitive edge among their rivals (ingd rice brands). Brand
promotion activities included attractive packagiraglvertising, assigning brand
names and distribution network. Activities likevadising were rated higher among
Private dealers than government and farmers owreadels. Customer service and
feedback mechanisms were also considered as impahat’'s why they scored a
mean of 3.6. This activity was higher among thegig dealers that the government
and farmers owned dealers. Management efforts tbwesinding activities were
rated lower compared to other two activities megmmanagement did not allocate
enough resources toward branding activities.

Brand positioning is an important activity in bramgl since it communicates the
benefits of a brand to consumers (Whan Park, 198@.study tried to establish the
brand positioning adopted by Mwea basmati dealBne results from this study
suggest that Mwea basmati rice dealer's positioneliwasmati brand as a
functional brand since more emphasis is on physjaalities of this brand (M 4.7).
This brand is also positioned as an experientiahdbrsince it also emphasis on
cooking qualities such as taste and Aroma (M 413)wever these dealers put less
emphasis on class, so this brand seems not beégpesitfor particular class (M2.4).
The results indicate that these dealers need tdigroghis brand based on one
particular characteristic to differentiate the ltainom the imported brand in the

mind of consumers.

Branding has positive effect on competitivenesMafea basmati rice. Based on the
responses given by the dealers on the effect aidiong on competitiveness of
Mwea basmati rice, the results indicates a meahdfvith a standard deviation of
0.74. According to these dealers branding diffeas¢es Mwea basmati rice from the
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imported brands since it's difficult to differenttaMwea basmati rice from other

imported basmati rice based on physical charatieiBy branding dealers are able
to outline unique features that are found in Mweaanbati rice but are lacking in

competing imported brands. Keller (Keller, 2001ygested that the aim of branding
activities was to differentiate a given with tharqueting brands designed to satisfy
the same name. The unique features outlined in Mba&smati rice can be

considered as a core competence in this brand asd positive effect in increasing
the competitiveness of this rice against its rigialported brands) (Prahaland,
1990).

Most dealers suggested that if branding was akacanough resources and
management support Mwea rice farmers would notdmeptaining of competition
from the imported rice. According to Mwea basmaterdealers imported rice is
poor in aroma, taste and physical qualities ,itisydhe intensive branding activities
on this brand that make it appear superior than Migesmati rice. The dealers had
noted a bigger difference between supplying unl@dnilwea basmati rice and
branded Mwea basmati rice. According to the deallasumers believe branded
rice is more superior in quality than unbrandee.rithis theory support the another
study carried out by Kathuria in India on effectbwénding rice in India (Kathuria,
2013). According to Kathuria branding rice madehshranded rice appear superior
to unbranded rice. This suggests branding enhaheesnage of a given product
contributing to its competitiveness. On her studyeffect of branding in the hotel
industries in Nairobi Stella observed a positiviatrenship between branding and

hotel competitiveness (Stella, 2012).

To improve the competitiveness of Mwea basmati dredealers suggested some
interventions which can enhance the image of Mwasartati rice and make it more
competitive in the local rice industry. Governmentervention was rated high with
a mean score of 4.7 and the standard deviation.48305. According to Mwea
basmati dealer's government through national itroge board can control the
quality of Mwea basmati seedling resulting to quatiasmati rice. Beside seedlings
government through Kenya be aural o standard catraiahe quality of basmati

rice availed in the market by inhibiting adulteoatio Mwea basmati rice. They
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observed that there was adulteration of Mwea basnuat by some unregistered
small scale dealers, whereby they blended the itgobrands with superior
Kenyan Pishori rice. This uncontrolled blending @einthe image of Mwea basmati
rice thus affecting the competitiveness of thiserio the local rice industry.
Adulteration of rice was identified as a negatiegties that can affect the image
of branded rice in India( Kathuria, 2012).

Management support on branding activities was atstsidered as an important
intervention that can enhance the competitivends®wea Basmati rice. This
intervention had a mean score of 4.4 and standaritibn of 0.5164. Most dealers
observed that if branding activities were allocaggmugh resources, dealers will
carry out intensive branding campaigns to conviocal rice consumer that Mwea
basmati rice brand is superior to imported bramdscording to Mwea basmati
dealers they would intensify branding campaignsugh media houses, attractive
packaging’s and other promotion activities. Mwearhati rice is superior in quality
compared to imported brands but it requires intenddiranding campaigns to
convince local rice consumer this fact. Quality Iimg and intensive branding
activities had the same score, a mean of 4.3, Aawgrto the dealers intensive
branding activities would be determined by the uveses allocated by the
management. Quality milling according to the desaleould only improve on the
physical quality but branding activities would enba brand loyalty among

consumers of Mwea basmati rice.

Plahaland (Plahaland, 1990) considered Flexibleag@ament as a key competence
of the firm that would assist the firm gain compeéness in a competitive industry.
According to Plahaland flexible management valuesovation and facilitates
adoption of new strategies. This study recognikesrportance of management in
facilitating crafting and implementations of bramgli activities as a competitive
strategy against imported rice. Beside improvemamt Mwea basmati quality
dealers recognizes Mwea pishori brand as a uniquk agues that ,if more
resources are allocated to development of this doiamrmay become a unique
resource to counter competition against importeg brands supporting Peteraf

unique resources theory. (Peteraf, 1993).
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CHAPTER FIVE:

SUMMARY, CONCLUSION AND RECOMMENDATIONS

51 Introduction
This chapter presents the summary of findings, losians, recommendations of the

study, limitations of the study, and suggestionsfalicy and practice.

5.2 Summary of Findings

The study sought to examine the role of branding esmpetitive advantage with a
specific focus on Mwea Basmati rice. Specificalhe study examined the branding
activities adopted by Mwea Basmati rice dealera@lsas its branding as a basis of

competitive advantage.

The study found that the main distribution chanrfelsrice were supermarkets
(35%), direct to consumers (28%) and other dea(@i®6). The channel of
distribution affected the intensity of brandingiaities employed by Mwea basmati
dealers. For the dealers who supplied to the dvheea basmati dealers in bulk
branding activities were not considered since tnelasing dealer was expected to
brand such rice in his own brand names. For the &lwasmati dealing firms jointly
owned by the farmers and the government branditigitées were not given a
priority since they supplied to other dealers ihkbor to government institutions.
For Privately owned Mwea basmati rice dealers supglto supermarket and other
retail outlets branding activities were very neeeggue to intensive competition

from imported brands displayed in the same outlb&dves.

The main source of rice for the dealers was mil{88%0) and farmers (28%). Other
sources of Mwea basmati rice to dealers were, fotmer dealers 17%, own farms
17% and import 5%. Major milling plants were joiomvnership between farmers
and the government, One whole owned by farmersugiroSACCO and two

privately owned. For major private dealers theijonaource of Mwea basmati rice
for sale were from these milling plants. Farmeitbeoh their own rice and supplied
to other dealers explaining the 17% source of Mwaamati rice for sale. The

source of rice significantly affected the intensaf branding activities since it
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influenced the quality of rice for distribution bthe dealers. The intensity of

branding activities also affected the competitis=nef Mwea basmati rice.

Mwea basmati rice was branded as Mwea Pishoritocdifferentiate this brand
from the imported brands. Out of the 10 dealerssic@med in this study 7
representing 70% had their particular brand namesviwea basmati rice but all
shared a common brand name Mwea Pishori rice.h&lldealers were aware of the
competition in the local rice industry and embrasesne branding activities to
improve the image of Mwea basmati rice and makendre competitive in a
competitive local rice industry. Brand promotiortiaties aimed at enhancing the
image of Mwea basmati rice were employed by alletssbut were more intensive
in privately owned Mwea basmati rice dealers thené&as or government owned

Mwea basmati rice dealers.

Brand positioning activity is an important activitg product branding since it
communicates the significance of the brand to tiresamer ( Whan Park, 1986). A
brand may be positioned to address functional needseriential needs or status
needs. Each function determines the type of brandiativities applicable to

communicate the function of such product in thedohthe consumer ( Whan, Park
1986). The study found that the dealers positiahedbrand by emphasizing more
on good quality rice that is free of adulteratidris kind of positioning would

describe Mwea basmati rice as a product to semetibnal needs like addressing
hunger. Mwea basmati dealers also emphasizedeotaske and aroma of rice. This
function was less dominant that functional needsAas emphasized in branding of
Mwea basmati rice. These were the main brand posity features for dealers of

Mwea Basmati rice.

Branding activities positively affected competitess of Mwea basmati rice.
Branded Mwea basmati rice appeared more superiaquadity than unbranded
Mwea basmati rice. All dealers identified brandiag means of gaining a
competitive edge over competing brands as braneiaipled these dealers outline
unique qualities in Mwea basmati rice which aresinig in imported brands. Most
managers identified branding as a competitive esabut its implementation was

affected by low resources allocated for this attiBranding was such an important
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activity for Mwea basmati rice dealers to an extéat for those sole trader dealers
without distinctive marketing section outsourceds tlservice from established
marketing professionals, but allocating resources this activity was also a

challenge to these dealers.

To improve competitiveness, a number of intervergiavere sought and these
included government control of quality, quality m¢, management support, and
intensive branding and brand awareness activiG@sernment can control quality
of Mwea basmati rice by availing quality seedlinpggough National irrigation

board. Quality seedlings would improve the physgadlity and experiential quality
of Mwea basmati rice. Through Kenya be aural ofidéad Government can control
the quality of Mwea basmati availed in the markitis control measure would
ensure consumers get safe, clean and un adultdvied basmati rice. By using
current technology in milling dealers would avaitd the market well-polished.
Well graded, free from particles Mwea basmati ricéensive branding and brand
awareness activities would enhance the image of dvasmati rice and make this
rice more competitive in the market compared toartgd brands. By convincing
the local rice consumer that Mwea basmati ricehes lest compared to imported
brands , then avail the promised value then Mwemnb# dealers would have loyal

consumers and would not be worried of imported Iicands.

53 Conclusion

The study concludes that the dealers of Mwea Basmcat employ a number of

branding activities on Mwea Basmati rice. Thesdude brand promotion, customer
service and feedback mechanism, and more involveaienanagement in branding
activities. The brand was positioning activitiesclegbed Mwea basmati rice as more
function and experiential product. This was an aeaeakness in branding Mwea
basmati since it would have been more effectivehdy positioned this based on
experiential needs since this rice is good in tasie aroma compared to imported
brands. Although Mwea basmati dealers identifiehding as an effective strategy
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to enhance competitiveness of Mwea basmati ricey thd not allocate enough

resources to fully implement this strategy.

Branding activities improved the competitivenessMivea basmati rice. Mwea
basmati dealers identified some interventions thabuld enhance the
competitiveness of Mwea basmati rice compared tpomed brands .The major
intervention was by the government control of tkaldy of Mwea basmati rice by
availing quality seedlings and control the quatifyfinal product through Kenya be
aural of standard mark of quality. According to Ielis quality milling would

enhance the physical quality of Mwea basmati ridealers suggested that the
success of branding activities would be determibgdhe resources allocated for

these activities.

54 Recommendations

The study recommends that rice dealers should wepom their branding as a way
of being competitive in the market. This can be edtwy focusing on the unique
features found in the Mwea basmati rice and whighraissing in the competing

imported rice brands. In terms of taste and aromaedlbasmati rice is better than
imported brands. Branding activities may conceat@t these unique features to
enhance the image of Mwea basmati rice. Mwea basiealers may concentrate on
experiential functions and position this brand emts of experiential function. In

their packaging they may portray this kind of rasetasty, aromatic and appetizing.

The study also recommends that rice dealers imptioge branding activities by
creating more brand awareness through brand pronstand good customer
service. This will help enhance their brands. Trenagement needs to realize that
Mwea basmati is under intensive competition frorpamed rice brands and allocate
enough resources to branding activities. The comg@nported rice brands appear
to be superior to Mwea basmati rice due to intembiranding activities adopted by

their dealers.
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The study further recommends that government ofylecan intervene to help
improve the competitiveness of rice in Kenya thiotige control of quality of rice.
This will help the local rice be as competitivetire market as the imported ones.
Management support of branding activities by aliimga enough resources can
enhance the image of Mwea basmati rice and makeiié competitive in the local

rice industry.

The government and the management of Mwea basmatDealers may come up
with a policy that ensures that only quality Mweasimati rice is availed in the
market. Such policies should discourage unconttalgulteration of Mwea basmati
rice which may have dented the quality of Mwea hbatsmce and portrayed it as
less superior compared to imported rice brands.dGmamlity control policies of
Mwea basmati rice may enhance local rice consunarg and royalty on Mwea
basmati rice which in turn may create a competitdge against imported rice
brands.

This studies recommends further studies be dorwer competitive strategies that
can be applied on Mwea basmati rice to make it ntanmpetitive compared to
imported rice brands. Such competitive strategiesy nmclude value addition,
market penetration, diversifications among othditse studies may also consider
use of advanced technology to minimize cost of petidn and milling of Mwea

basmati rice to make it affordable to most of lamathsumers.

5.5 Limitations of the Study

The study focused on one brand and limited itselthe ten dealers of the brand.
The competitiveness of Mwea basmati rice was basedVwea basmati rice
dealer’s perception. These dealers perceive impdmtends as being less superior to
Mwea basmati rice which may not be a true positidghe same study is carried out
on rice consumers in Kenya. Data collection amdmgdole trader’s dealers was a
bit challenging due to their literacy level. Thetaders required very close

supervision and interpretation of terms to enabént pick the appropriate choices
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from the questions in appendices 1 part A and Be €hoices picked by these
dealers may not be very reliable.

The sample used in the study was limited to théedeaf Mwea Basmati rice. This
sample was small and therefore may not have rgliptdvided the information on
how branding can be used as a competitive advantdigbe sole traders dealer had
no distinctive management structure since the owesforms all the activities
ranging from marketing, sourcing and general mamey¢ so may have limited
knowledge on competitive strategies. For brandictividies they outsourced these
services from marketing experts who may not hadughotime to analysis the
dealers’ strength and weaknesses before recomngetion effective competitive

strategies to adopt.

5.6  Suggestions for Further Research

The study suggests that further research be donthisnarea and incorporate
consumers who may provide unbiased position of Miagsmati rice in the Kenyan
rice market in terms of quality and cost. The staodyy consider a larger population
and this will help improve the reliability of ressilas well as the applicability of the
same to the other industries. More studies alsal neeexamine how various
branding initiatives influence brand equity. Thiglhwadd more value in helping the
brands design better branding strategies. Besidegling of Mwea basmati rice the
study recommends other studies based on other ¢ipestrategies be done on

Mwea basmati rice.
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APPENDICES

AppendilPart A. Dealers general information

1.
2.

Name of thedealer............coooiiiiiiiiinn e
Ownership-( tick where appropriate )
a. Limited company...... b. Registered Sacco .......... otlger .......
Respondent position-(tick where appropriate)
a. Company CEO ........... b. Marketing Manager..............
c. Other specify........cccooveis e

3. Date of establishment..........coooviiiiii i

Number of employees.........cccceviii i,

5. Source of rice-(tick where appropriate)

a. Directfrom farmers.......c.covvveii i
From Millers. .o

b

c. From other dealersin Mwea..................ccuwmes
d. OWNfarmS.......ooviiiiii e
e

In terms of quantities how much of your Mwea basme¢ do you supply to
any of the given distribution outlet. Options agieen in terms of estimates
pleases select on and fill in the given spaces
1.80-100%2.60-80%3.40-60%4. 20-40%5. 0-20%

Distribution outlet Options

Supermarkets

Other retail outlets

Other dealers

Direct to customers

Exports

6. Apart from Mwea Basmati rice do your company deidh\any other brand

of rice (tick where appropriate)



7. If yes please indicate the brand and source

Part B —Branding Strategies

appropriate Option

In all of the givens suggestions please seleciodtlye given option and tick the

1. Strongly agre@. Disagree3. Neither agrees nor disagree, 4. Agree, 5.

Strongly agree

Suggestion

Option

The top imported basmati brands in our locatket like Royal
umbrella, Crown brand , Dewaat rice among othe@esnere superior

in quality compared to Mwea basmati rice

The promotion activities, like advertising, pagkg, distribution
network of Top imported basmati brands are morenisive and

advanced than promotion activities of local basmed.

The top imported brands are targeted for highraiddle income
class due to their high prices which are highantthose of local
Mwea basmati rice

The top imported basmati brand guarantee betggerience in terms
of taste, aroma and free from adulteration comparédwea basmati

rice.

The higher prices quoted on top brands ardigtidue to the
superior in quality and experience in terms ofdastd aroma

guaranteed by these brands.

Promotion activities like attractive packaging, adeed advertising,
good distribution network, customer care serviagb\alue to our

local Basmati rice and help increase customer Gaddetter prices.

Promotions activities like advertising shouldpdrasize on the good

quality image of basmati rice like, grade 1, Pure free of
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adulteration, good cooking quality and nutritioicer

The main emphasize in our promotion activitieswsd strongly focus
on experience offered by Mwea basmati rice likevatic, good taste

and less on quality characteristics.

Our promotion activities should target a spegraup of customers

like town dwellers, high class and middle clasd@uers.

10

Our company considers promotion as an importamntigctor
creating a good image of Mwea basmati rice branttlns allocates

enough resources on promotion activities.

11

Our company put a lot of emphasis on customer f@eldbnd thus hal
developed platforms such as internet, word of moutiny other
feedback mechanisms where customer can air tr@irsvon Mwea

basmati rice brand.

12

Customer feedback is very important since it enabllecompany

improve in delivering better quality of Mwea basiate.

13

Our company considers customer feedback as imgogarts of
formulating future strategies with an aims of patimg and
enhancing the image of Mwea basmati rice as therioesbrand in

the Kenyan market

14

Improved qualities , minimizing adulteration, bettalling and
grading, attractive packaging and good distributietwork enhances
the image of Mwea basmati rice and make it moréeped by

customers than imported rice

15

Improved promotion activities can communicate tigh f[yuality
characteristics of Mwea basmati rice like it israatic, pure tasty can
enhance its brand image and thus increase custewgtiand better

prices.

16

Currently the high prices quoted on Mwea basmed are justified

due to its high quality compared to imported brands

17

Improving the quality of Mwea basmati rice and emtiag its image
among local consumers is more effective than Gawent control of

imported rice with an aim of minimizing competition
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18 | Management activities should be focused on cust®ared strategies
applied by competing rice brands to make Mwea b#sioa more 1 ]2

competitive.

19 | Delivering value to customers by controlling adrdten, milling
qualities, better packaging can increase custoneyadty on Mwea |1 | 2
basmati rice and by so doing make customer payakbsstion to

imported rice brands.

20 | Government can help control the quality of Mweanhais rice and
enhancing its image among local consumers by ciingquality of |1 |2
seed through government bodies like NIB, KEPHISB&Eand

adulteration by ensuring that all packed Mwea lzsnte bears

KEBS mark of quality.

1. Any other way of Making our Mwea basmati rice brandre competitive

compared to imported rice brands,( please indicatiting).

Thank you for your time and Co-operation.

51




Appendix 2: List of Mwea Basmati rice Dealers (tised)

1. Capwell Industries — Based in Thika town

2. Mwea Rice Growers Multipurpose SACCO- Mwea
3. Mwea rice Mills- Mwea

4. Agape rice stores- Mwea

5.
6
7
8
9

White grain suppliers —-Mwea

. Wakaburu rice stores-Mwea
. Nice rice Millers-Mwea
. Jamii traders -Mwea

Risper rice stores - Mwea

10. Nafaka foods-(NCPB) Mwea branch
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