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ABSTRACT

The research study was to establish the deternsinahtmarketing strategies of crop
insurance in Narok County, Kenya. The researchddakt the various factors often cited by
the insurance industry players. The study was guiethe following research objectives: to
establish determinants of marketing strategiesiegpf crop insurance in Narok County,
Kenya and to determine the relationship betweenléterminants of marketing strategies and
the choice of marketing strategies applied on @nsprance in Narok, County. The research
adopted descriptive survey design to collect gtetnte and qualitative data. This was
preferred as it could enable the researcher toirobtamplete and possible accurate
information. A sample of 25 crop insurance firmsl @agents were used to collect data by use
of questionnaires. The data collected was thernyaedlby use of SPSS to show correlations.
The presentation of data was by tables and meamnfifitings were analysed using Pearson
correlation statistic. The findings showed that¢his a correlation between the determinants
and marketing strategies of crop Insurance in N&ounty, Kenya. The study findings show
that the choice of crop insurance marketing stsateg insurance firms Narok County is
influenced by a number of factors hereby referedd determinants. These factors include
size of the insurance firm, type of customer touied, resources available to sustain the
insurance scheme, the level of competition in trezket, the nature of crop problems, the
prevailing government legislations and the cultafghe people in the County. The study
further revealed that most crop insurance firmspéetb marketing strategies that were cost
based, product differentiation, market focused, petition based and reputation based. It is
recommended that crop insurance firms should ensuee determinants of marketing
strategies are fully implemented. The managementheffirms will have to set up clear
policies on crop insurance and communicate tchallstakeholders on what it entails, what is
expected, and the potential benefits. The aim & will be to embrace acceptance that
indeed crop insurance is key to gain substantrat faputs.



CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Marketing strategies are actions taken by busireganizations to endear their
products to their customers. It involves creatiadue in products or services using
strategies such as appropriate pricing, adequaidupt information (promotion),
product differentiation to meet varied needs androwed quality of services (Kotler,
2013). According to this group, marketing referatset of activities, institutions, and
processes for creating, communicating, deliverargl exchanging offerings that have
value for customers, clients; partners and theespcat large, (AMA, 2012). It
involves selecting a specific target market and intaklecisions regarding the crucial
elements of product, price, promotion and distitiutso as to satisfy the needs of

customers in that market. (Ferrell, 2002).

This study was anchored on market based theorygergerinsurance theory,
knowledge based theory and resource based theasketbased theory is on the
view that, the sources of value for a firm are eddasel in the competitive situation
characterizing the firm’'s end product and its smat position. Such strategic
positions may vary within business organizationd Aence each firm will have a
different leverage against each other (Vincent &edy2011).The principal goal of
general insurance theory, as assessed by econpmigidransfer resources from low
marginal utility of income states to those where tharginal utility of income is high.
If insurance is actuarially fair, this process vatintinue until the marginal utility of
money is constant across states (Schlesinger ahdriy@985).The knowledge based
theory considers knowledge as the most strategisaihificant resource within the
firm. Its proponents argue that because knowledged resources are usually
difficult to imitate and socially complex, heterog®us knowledge gives capabilities
for the firm to gain sustained competitive advaeta@n resource based view, it has
been argued that knowledge, as one of the firnrssures has the greatest ability of
all resources to serve as a source of sustainafieretitiation, because of its
immobility (McEvily & Chakravarthy, 2002).



Crop insurance is a risks management concept shased in protecting farmers
against farm risks. It entails giving financial geemsation to farmers whenever they
experience a loss in their yield or loss in croperaie earnings (Loghman, 2013).
Crop insurance; especially in developing countie$aced with numerous challenges
especially those that affect performance and ojperatgoals. According to Enjolras
and Sentis (2008), these challenges include lowlymopenetration among farmers,
poor communication and information on the rangeawdilable insurance products,
stiff competition and inadequate product desigmeet the quality expectoration of
crop farmers. It is often the goal of all insuraricens to forestall these challenges

and command superior performance level than tloenpetitors (World Bank, 2010).

1.1.1 Marketing Strategies

According to Drucker (2003) marketing comprise thoactivities which a
manufacturer does in order to satisfy what custemsant or require; being able to
meet customers’ needs and requests for the pratetiley are ready to pay. Other
scholars such as (Etzel 2010) define marketingoasisting of activities designed to
generate and facilitate exchanges that are intetaledtisfy human or organizational
needs or wants. Marketing strategies is best utwetdy first understanding what
constitutes general marketing. Even though thexeseaveral definitions of marketing,
such as conceived by Drucker (2003) in which mamigeis seen as those activities
which are used for satisfying customers wants girgiate pricing, the most
comprehensive definition has been put forth byAheerican Marketing Association
(AMA). Based on this definition, marketing of crapsurance must therefore be seen
in terms of what value it will bring to farmers their production endeavours (Kotler
& Armstrong, 2013).

Capon (2008) describes strategy as a long term, plawn up by organizational
leaders in order to meet the organizations objectin the game theory, strategy is
defined as a plan which specifies what choicesageplthat is the organization, will
make in certain situations. The different typesstritegies helps organizations to
focus on managing strategic direction and contiajet things done. Strategies may
be either specific or general, a strategy may leeifp. According to Capon (2008) as

cited from Mintzberg, strategy can be a plan, ayploat is a way of removing



competitors for example a grocery chain might ttenedo expand a store, to avoid a
competitor moving into the same area. Mintzberghter describes strategy as a
position which involves how companies positionlitgethe marketplace. In this way
strategy helps organizations explore the fit betweke organization and the

environment and develop a competitive advantage.

According to Kotler (2006) property, casualty amability insurance marketing not
only includes the traditional marketing sales fimrctbut incorporates services such
as customer needs analysis, market segmentaticogugir development and
distribution that must be incorporated into a sestid marketing mix.Brodrechtova,
(2008) explained that marketing strategy is a ragurof how a firm assigns its
resource and relates to its environment and achkiev@rporate objective in order to
generate economic value and keep the firm ahedd obmpetitors. The 4ps are the
parameters that marketing managers can controjeculn internal and external
constraints of the marketing environment. The dbjeds to make choices that rotate
the 4ps on the customers in the target market st aseate perceived value and
generate a positive response. Firms should therefosure that the actions taken are
agreeable with the individuals or organizationsdseat a particular time and should
create value that is perceived to be far supeoidine cost of the service being offered
(Wearne and Morrison, 1996).

Businesses diversify into different areas, pertthpyg develop a new type of product
or move into a number of different geographicabareach of which may have need
for a slightly different type of management. Firmay take into account adoption of
the 3 categorization of strategies, which includactional, business and corporate
strategies (Adrian & Alison, 2008). Functional stges include the firm's individual
function; business level strategy is handled by agens who are continuously
looking for new ways to align the current potenstdengths and weaknesses of the
organization with the potential opportunities arigreats in the environment.
Corporate level strategy on the other hand is alsslgécting an optimal set of
businesses and determining how they should berattad) into the corporate whole
(Bob & Meyer,2004). Strategies are something thafanizations need. Lack of
strategy brings about several disadvantages sutdckf focus inside and outside

the organization as well as the inability to spobdj and new market opportunities



which will have impact in the organization. Mostganizations strive to expand
through entering other new markets which requira®fal planning to develop a

beneficial market entry strategy (Capon, 2008).

Successful marketing depends upon addressing a eruwib key issues. These
include: what a company is going to produce, howchmii will charge, how it is

going to deliver its products or services to thetemer; and how it is going to tell its
customers about its products and services. Tradillyp they were known as the 4ps.
As marketing became more sophisticated disciplan@fth ‘p’ was added, people.
Recently two Ps were added, that is, process apsigath evidence. The application
of marketing strategies helps in stimulating pesiticonsumption of insurance

products thus resolving a number of market cha#lerige industry faces (Hill, 2008).

The 4Ps in marketing strategy emphasises on thécappn of appropriate price
level, product mix, place and promotion in solvihgsiness operation challenges
(Kotler, 2013). It is argued by (Foss, 2005) than$ will only be able to maximise
on the effect of 4Ps, if they have requisite resesiiin sufficient quantities to meet the
demand of an effective marketing plan. According (Kotler, 2013) the 4Ps
marketing strategies establish a fundamental ioterabetween the supplier and the
consumers of products or services. In this intevacthe service or product offering
is defined in two dimensions.(Barney, 1999) anddr, 2003) argue that in using
the 4P through the buyer or consumer of the produservice benefits because of the
utility it will bring, its availability, supplier elationship and value it is adding. On the
other hand this same product is defined by the Isarpgs a function, a design which
must be communicated effectively and distributedose a wide spectrum of

consumers with reasonable pricing (Kotler, 2013).

The argument for the 4Ps in marketing theory drawssupport from structural
organizational theorists such as (Freeman 200% E085) and Pearce (2012). These
scholars advance the argument that a firm’s regdo@se can used to its advantage to
effect aggressive marketing plan that enableslitatce competitive advantage against
its rivals. The scholars contend that a firm’s @pienal challenges may be solved
using marketing strategies that emphasises on ppates use of firm specific

resources (Barney, 1991, Peteraf 2003). A firm'soueces may include:-financial
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capital, human capital, management team, managersgsiems, innovation,

knowledge and intangible assets, for instance adjout and brands (Williamson,
1991). It is the availability of such resourcest thvides a firm with advantages for
its growth and development. Crop insurance firmthwieagre resources may find it

very difficult to sell their insurance premiums amydarmers.

The promotion in the 4Ps is one of the major coneptsin marketing mix. It deals
with issues such as communication and knowledgsn$umers about the existence
of a service or a product. According to Kotler dralry (1969) the supplier of any
products needs to communicate effectively to itstmmers and among industrial
players to address competition challenges (Lavi@ép®ccording to (Lavie, 2006
Kale, 2003) and (Dyer, 1998) effective communicatmd sharing of knowledge is a
strategic collaboration that can be used to gampaiitive advantage. There are four
potential sources of inter-organizational compeiticollaboration which include
relation specific assets, knowledge-sharing rostim®mplementary resources, and
effective governance. When firms exploit these pidb areas, they are most likely to
register good performance. Clearly therefore, ciopurance players need to
collaborate among themselves to ensure effectidevede of products that is

acceptable to a wider cross section of crop farrfiexgie, 2006).

Porter (2008) seems to suggest a completely diffareeory in marketing to explain
how competition challenges may be tackled by firids. postulates that business
organizations will always strive to create valuaiohand activity systems that enable
them to compete effectively with their rivals. Ims Hormer analysis of marketing
strategies, Porter (1980; 1985) suggests that ffimey of the created competitive
advantage will form the strategy that effectivellages the firm in a favourable
position within an industry structure. From suclsifion, business organizations such
as insurance firms will be able to enhance theiofiprearnings and other

performances by creating value chains throughegir@marketing.

Pricing strategy involves creation of affordableices of products to targeted
customers in a new market can be used as an enategy for a local market.

Organizations will use this marketing strategy @aah the untapped market in the
country. Joint Ventures can be used by firms t@renew markets in the region and

foreign markets as well. Joint venture is where dwanore investors share ownership
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and control over a business. This entry stratedpshehere foreign governments
restrict the rights of foreign companies to sethuysinesses (Palmer, 2008).This is
quite important as it will enable the investorsitsphd control over markets in which
they are best known and accepted. Product develapgmelves coming up with new
products or new ways of packaging as well as irrg@deatures that come along with
the product. This attracts new market and the coymable to dominate the same if
the customers are well taken care of. Direct inmesit or ownership is an entry mode
used mostly by companies deciding to go internatioifhis gives a company
ownership over its foreign operations. Palmer (2G08ues that company can either
set up its own investment from scratch in a foragantry or it can acquire control of
a company that is already trading. When there atgy darriers and the products are
aimed at an essentially local market with a diffiereulture to the domestic market,
the acquisition of an established subsidiary maythgepreferred course of action.
Direct investment however may be made difficultregulations restricting ownership
of certain services by foreigners. Management eatitrg another entry mode may be
used by companies instead of setting up its owaroegtion in the foreign country or
region. This type of arrangement is useful for apamding organization where the
required management and the technical skills afeewlt to obtain locally (Palmer
2008).

1.1.2 Crop Insurancein Kenya

Crop insurance involves the payment of premium tm@mon pool of fund owned
by the insurer in proportion to expected futureksisand in return farmers are
compensated once the yield falls below a certafmel@ threshold (Ludeling 2011).
Farm risks are brought about by a host of factocduding fluctuating world crop
prices, spiralling cost of farm inputs, unpredidtatveather circumstances resulting
from the current climatic change, poor state pe$icion agriculture and stiff
completion brought about globalization. Crop inswe is expected to ensure
alternative risk intervention mechanism to helpt@co and develop agricultural
performance for the national economic growth anddf@ecurity. However, crop
insurance is plagued with adverse adoption probleves in the extreme situations

where the farmer is likely to suffer serious fatisks (Raju, 2008).



Crop insurance is based on the theory that the derfoa risks products is a demand
for certainty in farm production, crop yield pricaad other market challenges. The
principles goal of insurance is therefore to transésources from low marginal utility
of income to states where the marginal utilityrafame is high. It has been explained
that crop insurance is most effective where farnfiees that risks they stand to bear
are common enough to be of concern but not freqgeeatigh to be routine in their
areas. If it is routine then framers will opt faher activities with lower risks. Crop
insurance faces a number of challenges weak makattures that constrain
traditional crop insurance products to deliver theipected benefits. According to
scholars there are a number of challenges faciog ersurance industries. These
include: - high premium costs to agricultural proes; poor penetration among
farmers; inadequate management solution as a i@sihié correlations nature of farm
risks, increasing demand by farmers for qualitypcnasurance premiums, how to
promptly release insurance information and compersahow to reduce incidences

of moral hazards and how to effectively deal wibimpletion.

According to Insurance Regulatory Authority (IRRQ13 Kenya has forty nine (49)
registered and licensed insurance companies. Insgirare governed by regulations
which is important as it leads to sustainabilityd atevelopment of the industry for
example by preventing abuse of consumers and tegulaf competition in the
industry. The companies are governed by Insuraregulatory Authority. Licensed
insurance companies are also required to register member in the association of
Kenya insurers (AKIl), as the later advocates ferittierest of the members. Statistics
as at June 2013 shows that Kenya has 49 registesechnce companies. The public
procurement manual for insurance services (200&5gmts the industry’s composition
which consists of insurance agents, brokers oruheerwriters. A broker is an
independent person who is registered under thednsa Act who advises customers
on insurance. The broker operates as the buyeestagnd not an agent of any
insurance company. An agent on the other hangerson or group of people selling

insurance on behalf of an insurance company.



The insurance industry also comprises of the aaryiliservice providers who are
assessors for risk and damage or accident in eodeetermine the eligibility of the
customer to receive their products when a losaaarred. Insurance main objective
of expansion through increase in market share isatcelerate growth and
development of the industry, gaining a competitadvantage, for success and
increased profitability. According to Kaboro, editof Association of Kenya (AKI)
insurer’s journal (2012) there is a developed ptaaccelerate growth so as to attain a
gross premium of Kshs.200 billion by 2015. Furthsrillustrated by the journal the
aim is to also make the insurance industry a mplayer in the financial service
sector. According to Kaboro (2012) public awaren@ssnsurance products is high
however the penetration to the market is relatively. He further states that there is
massive opportunity for the industry and that #i¢el is looking at ways to increase

the level of market penetration

1.1.3 Marketing Strategiesand Crop Insurance

The first attempt to use marketing strategies teesthese challenges that face crop
insurance was initiated in the mid 1930s in the USke 1992). The main purpose
was to help stabilize and reduce risks that aftect®p farming at that time. Since
then, marketing strategies have been used in ttmsetries and regions where crop
insurance faces low uptake of its premiums and r@dveelection problem by farmers
(Kotler 1999). In insurance, an adverse-selecpooblem arises when individuals
know more about their own risk characteristics tHannsurance companies and use
that information to decide whether or not to insrep insurance became more
common and commercially available around 1960. Métil crop insurance, the
most popular type of crop insurance, usually insdaemers against yield losses from
natural causes such as weather (drought, excesmisture, wind, snow, and frost),

insects, and disease.

Crop insurance in Kenya dates back to early 1988=nwWALICO) made bold attempt
to pioneer underwriting of crop insurance. Howearjous effort to introduce crop
insurance in the country started in 2006 when SWissinstituted a study on crop
insurance market in Kenya. The findings led torastiiution of traditional indemnity

based multi-peril crop insurance which targetednifeelium to large scale commercial
farming segment in 2008. By 2011 there were abd@0lfarmers in 20 counties



(districts) who were insured. Together they broughd total of over USD 2 million

in premium payments, (Central Bank of Kenya, 20T2)e main crops which were
insured were maize, barley, wheat, tobacco andresage. Farmers who incurred
losses, particularly in 2008 and 2010 (low rainfalhd prolonged drought
respectively) were compensated but did not beriagdin subsidies as this would
amount to double compensation. From 2008 compemstiifarmers who incur farm
losses has mainly been either in the form of caghvalents, subsidies for the next
planting season or farm preparation at reduced Ebst potential of crop insurance is
huge given that majority of farmers are not coveaad just about 0.6% of the total
arable land has been accessed. Narok County hasl@wer statistics and forms a

good ground for marketing crop insurance.

Marketing of crop insurance is generally lookedirattwo broad frameworks: -
creating value and vibrancy in the agricultural tsedhrough insurance against
common risks in farm activities and reasons forlével of consumption by farmers.
Farmers can access and consume insurance profiocsketing is more aggressive.
To invigorate marketing process, there must be wategmarketing strategy which

encompasses marketing research, product placefurding and expertise.

Crop insurance appear to be running below expecistas a result of several factors
as is established. This is dependent on the costeopolicy and the sum assured
should such risk occur. Although, the principlesimdurances requires one to be
indemnified in case of loss or suffering of riskise farmers are not likely to gain
commensurate indemnities because of the rapidtuliing agricultural prices. In

these circumstances majority will be unwilling ttké the cover. On the other hand,
where farmers anticipate excess gains from suclerspthey are likely to buy the

cover even when there are all the obvious readwatsinsurance policies are not for

profits.

Wanja (2013) provides a profile of insurance congmim Kenya who have expanded
their operations and those that have plans to ekparother regions. For instance,
Jubilee insurance the oldest in the industry, id &ahave plans to expand to 12 other
countries in Africa in the coming three years. AR8urance holdings were a merger
between Pan Africa general insurance limited andlldgnsurance company limited.

Another interesting insurance company in Kenyahes lieritage insurance company
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which provides short term insurance policy prodwstish as travel insurance, motor
insurance and medical insurance. It came about Weewich union fire insurance

came together with the legal and general insurssumeties started business in
Kenya, merging their ideas and interests to formthige. Over the years the industry
has seen the increase of insurance companies igakighose performance through
market entry strategies has made possible expamsidocal and regional markets

possible.

However the legal framework for crop insurance iania is still at its infancy.
Majority of farmers are not privy to their provis® As such, marketing of crop
insurance is more difficult that established pekcsuch as those of life and motor
insurance. Most farmers in especially the Africam ot used to the concept of crop
insurance. Marketing of such products amongst thnay be quick difficult. Effecting
marketing require a market environment which ismopad where consumers have
perfect knowledge of the market. The farmers malyrealize the value associated
with crop insurance. Such farmers often spread trep risks by diversifying into
alternative economic engagement for survival evdrerwactual risks are born.
Insurance marketers will have to be not only codéehwith stiff competition and
high overhead cost occasioned by rivals, but dsaough competing policy priorities
in health, accident and life. The nature of exgtEmvironment has a huge influence

on marketing of crop insurance.

Most of the risks that farmers face may be infleehby public policy specification in
the country, compensation regime and underwriti|gpsen et al (2012). These
problems can be overcome through insurance firndemaking proper marketing
strategies.The perceived importance of a stratemg/ dso been demonstrated to
influence a manager’'s commitment to its implemeotatMarketing strategies that
represent major opportunities for a firm, requiigngicant internal change, or will
have a significant influence on the organizatidotsire, appear to instill higher levels
of commitment among managers with implementaticspaasibilities (Noble and
Mokwa, 1999).
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1.1.4 Deter minants of Marketing Strategy for crop Insurance Companies

Hussels (2005) identified the determinants thatoerage insurance demand as
economic, political/legal and social factors; haadaded that these factors affect the
demand for insurance, life as well as property easlalty. Economic factors involve
the relation between income and life insurance womion. This has been confirmed
by the cross country studies of Beenstock (198@icate that a positive relationship
exists between national income in industrializedntoes and spending on property
liability insurance.Under Legal and Political facdda Porta and Levine (2000) show
that legal environments which provide good invegtatection tend to encourage a

higher degree of financial intermediation as weleaonomic growth.

Levine (2000) highlights that countries with bettegditors’ rights, more rigorous law
enforcement and better accounting information tentiave more highly developed
financial intermediaries. This is particularly redat to the insurance industry where
consumers can be at the risk of opportunistic biendy insurance companies. For
example, this could include companies refusing &y glaims, or alternatively
reducing the investment returns due on a policy.rdVand Zurbruegg (2002)
examined the impact of legal and political deteamiis on life insurance consumption
within Asia and OECD countries. They highlightedtthn an improvement in the
legal system has a significant and positive immarctife insurance demand, with a
10% improvement in the functioning of the legalteys generating a 5.5% increase in
life insurance demand. An improvement in the lesystem here would relate to better

enforcement and legal representation for indivigual

Finally, the Social factors determine marketingtggy in that Insurance is also seen
as a product that is valued subjectively by itstamer. In fact, Hofstede (1995)

points out that the level of insurance within amremmy depends on the national
culture and the willingness of individuals to ussurance as a means of dealing with
risk. The existing literature shows that the demé&mdvarious types of insurance

including crop insurance is affected by number adtdrs such as income and life
insurance consumption. There is a relation betwegional income and spending on
property liability insurance, between legal envirent and demand for insurance,
national culture and the willingness of individuas use insurance. Besides, risk
aversion has significant impact on the demand fap@rty casualty insurance.

Education promotes an understanding of risk andéaids insurance demand.
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1.2 Resear ch Problem

Marketing strategies identifies customer groupscWwia particular business can better
serve than its target competitors, and tailors pecobabfferings, prices, distribution,
promotional efforts, and services toward those elaskgments. Ideally, the strategies
address unmet customer needs that offer adequatatiab profitability. A good
strategy helps a business focus on the target tsaitkean serve best. The product is
the core of the marketing strategy. Strategies thktte to new product success
include overall fit with organization’s strengthedaa defined opportunity in the
environment. There are at least six marketing esgrabptions related to the newness
of products (Ferrell et al, 2002). These are intioma new product lines, product line
extensions, improvements or changes in existinglymts, repositioning and cost

reductions.

Narok is a county where most farmers in the regiom not used to the concept of
crop insurance whereas these values of crop inseireannot be overemphasised, its
delivery has experienced a number of challenges. clitture of the people who are
predominantly livestock farmers and where the levieleducation is low farmers
accommodating crop farming and Marketing of suatdpcts amongst them may be
quite difficult. Effecting marketing require a matkenvironment which is open and
where consumers have perfect knowledge of the marke farmers may not realize
the value associated with crop insurance. Sucheermften spread their crop risks by
diversifying into alternative economic engagementsiurvival even when actual risks
are born. Farmers do not really understand theoneapon which crop insurance is
sold to them. Sometimes the likelihood of diseas@sion may appear remote while
weather and climatic factors may remain static favdurable over a long period of

time thus eluding farmers’ rationale of taking ciopurance.

Numerous related studies have been done on magketirategies and crop
insurance.Sporri (2012) studied the impact of cmgurance on the Economic
Performance of Hungarian cropping Farms in Swigzetland found out that crop
insurance contributes to stable long term econgmeidormance of a farm.Hazell
(1991) in a study of problems facing small holdarsners in South Africa found out
that actually premium cost is one of the major debeants why farmers do not take

the crop insurance therefore high premium discasggarticipation of most small
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holder farmers in crop insurance.Olila, (2014) gsadl the determinant of farmers
awareness about crop insurance in Trans - Nzoiat@and found out that gender,
education and income of the farmer significantlieeted awareness. He concluded
that knowledge is the single most important aspleat enables farmers to take up
crop insurance. Significantly the researcher isavadre of a study that has been done
addressing marketing strategies on crop insurandesa there is a need to study crop
insurance. This study sought to answer the researgtstion: What are the
determinants of marketing strategies of crop inscean Narok County, Kenya?

1.3 Resear ch Objectives
The objectives of this study are

I.  To establish determinants of marketing strategpsied of crop insurance in
Narok County, Kenya

ii. To determine the relationship between the detemtsnaof marketing
strategies and the choice of marketing strategipdieal on crop insurance in
Narok, County.
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1.4 Value of the study

Marketing strategies to crop insurance is an dratiitas not been fully covered in the
farming industry, and as such the study will begoéat importance to various
stakeholders. Mainly in the insurance industry. Timelings from this study will

therefore be of importance because they will hdwe dapacity of being used to
formulate positive fiscal policies which are relevaand sensitive to the forces

influencing the insurance sector performance amgfpation in Kenya.

The study will be of benefit to a number of indysplayers in agriculture and
insurance service Kenya. It will be useful to aévagricultural policy makers on new
strategies to help enhance agricultural performa8Soeh policies would provide the
direction for mutual growth of both the insuranaed aagricultural industries. The
study findings will also aid insurance firms to e@mp with quality products that suit
different categories of farmers. In that circumst&amsurance products would easily
penetrate increasing number of farmers for sudfaiagricultural growth in the

country.

Available academic researches mainly talk abouicalural growth assistance,
primary service provision in agricultural marketiagd subsidies in agricultural food
production. There are very few pieces that analysasketing in respect to crop
insurance in Kenya. This study will therefore adcdealth to the academic
understanding on how marketing of crop insuraném@emented, its challenges and

future prospects in relation to growth and develeptin the country.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter presents the literature and theonestieg related to the studies and
reviews on the application of marketing strated@snitigate the challenges facing
crop insurance. This is in line with giving the dyuand problem in question a
theoretical perspective and conceptualizationwmatld aid in carrying out the study.
In this section, we also assess the critical imft@eof marketing strategies on crop
insurance business operating challenges such agetiion, profitability; regulatory

regime; market share; characteristic of clients gumality of crop insurance premiums

2.2 Theoretical Framework

Several organizational theories including Markets&h View Theory (MBV),
Insurance Theory and knowledge based theory hasme ieed to understand the main
challenges facing crop insurance and the influen€emarketing strategy on
performance of crop insurance. This is becauseettie=sories explain how insurance
firms are able to register better performance thinogustained profitability and
growth (Pearce and Robinson 2009). Although theee a&a number of marketing
theories as there are products, the applicatiomarketing strategies to challenges
facing crop insurance can clearly be understoodutiit marketing theory that
emphasises on the use of 4 Ps in marketing andtheyvcan be applied to fit into
their overall marketing plan of insurance firms (fnson, 2009).

2.2.1 Market Based View (MBV)

The marked base view is another concept of undergthow marketing strategies

can be applied by business organizations to atievieeir competitive challenges. The
main proponents of this view include Bain (1968)tE0(1996) and Peteraf (2003)
who state that the sources of value for a firm amgbedded in the competitive
situation characterizing the firm's end product ait&l strategic position. Such

strategic positions may vary within business orgaidns and hence each firm will
have a different leverage against each other (Vinaad Myles 2011).According to

Bain (1968) and Porters (1996) market forces caméeipulated to the advantage of

business organization with a view to increasing performance index. Such
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manipulation requires a well thought out marketpign. In this view, the firms’
performance which is judged upon its profitabilisy determined solely by the
structure and competitive dynamics of the industithin which it operates. As
argued by Kotler and Armstrong (2014), competitygnamics include existing
monopolistic regulations, technological diffusi@te; market information sharing and

consumers ‘propensity to appreciation of produtgroig.

2.2.2 Knowledge Based Theory

In the strategy literature, a key task of the mandg to accumulate and protect
valuable knowledge or capability (Rumelt 1984, Barnl984, Wernerfelt 1984,
Teece et al. 1997). Such knowledge or capabilitfinds a firm’s capacity to
efficiently convert its inputs into valuable outpufArrow and Hahn 1971; Debreu
1959; Nelson and Winter 1982, pp. 59-60). Thus, agars enhance the firm’s
capacity to produce efficiently by updating or ausiag knowledge. Therefore, a
common assumption and prescription in the stratiégnature is that the boundaries
of the firm should encompass these valuable compite and core knowledge
(Argyres1996, Prahalad and Hamel 1990). By intézimag valuable knowledge or
keeping this knowledge internal, the firm positiotself to both exploit and protect
knowledge. Arguably, however, the key knowledgecaguestion the manager faces
is not how to organize to exploit already develop@dwledge or capability, but

rather how to organize to efficiently generate klealge and capability.

2.2.3 Resource Based View

Resource based view (RBV) argues that firms withualale, rare, and inimitable
resources (including non substitutability) have fiwential of achieving superior
performance (Barney, 1991, 1995). Resources anetsnipto a firm’s production
process (Barney, 1991) and can be separated inse that are knowledge based and
those that are property based (Millerand Sham®86)l Property-based resources
typically refer to tangible input resources, wherkaowledge-based resources are the
ways in which firms combine and transform thesaitale input resources (Galunic
and Rodan, 1998). Knowledge based resources mayafieularly important for
providing sustainable competitive advantage, bexdlisy are inherently difficult to
imitate, thus facilitating sustainable differenibat (McEvily and Chakravarthy,
2002), and improve performance. Barney (1991) nthtasa firm’s resources should

not only be valuable, rare, and inimitable to fiéaik superior performance, but the
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firm must also have an appropriate organizatioplate totake advantage of these

resources.

In addition to the resources themselves, the orgéional and strategic processes of
firms are important because they facilitate the imaation of resources into value-
creating strategies. It has been argued that krigeleas one of the firm’s resources
has the greatest ability of all resources to seage a source of sustainable
differentiation, because of its immobility (McEvignd Chakravarthy, 2002). Thus
one has to ask, if knowledge then knowledge in ®l@bp insurance firms have got
to apply marketing strategies in order for themstdve their main performance

challenges.

Organizational knowledge is an important bundlentdingible resources that can be
the source of a sustainable competitive advant&tig, (Ireland, and Hoskisson,
1999).Knowledge permits the firm to predict morecuaately the nature and
commercial potential of changes in the environmentl the appropriateness of
strategic and tactical actions (Cohen and Levinth@90). Without such knowledge,
an organization is less capable of discovering argloiting new opportunities.
Knowledge about markets and technology represemt $ivands of procedural
knowledge that potentially have strong performaingglications, because, we argue,

they increase the ability to discover and explppartunities.

Market knowledge can increase a firm’s ability iscdver and exploit opportunities
because it creates awareness of customer probteths firm and thus constitute real
market opportunities. It is also easier through keaknowledge to determine the
market value of new scientific discoveries and tedhgical change. In support of
this, Shane (2000) found that prior knowledge oftomer problems and ways to
serve the market influenced the discovery of sohgito customer problems. Those
who lack customer familiarity (Shane, 2000; Von p#p 1988) and knowledge of
ways to serve the market (Shane, 2000) will findifficult to recognize solutions to
customer needs and to formulate an effective maugkstrategy to introduce and sell

the new product/service.

Technological knowledge can also enhance the desgowand exploitation of
opportunities. Sometimes knowledge can lead tochnt@ogical breakthrough that

represents an opportunity despite its market agiplity not being readily apparent
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opportunity (McEvilyand Chakravarthy, 2002). Theref, technological knowledge
provides a firm with the ability to rapidly explodpportunities, or to be able to
respond quickly when competitors make advancem@ubken and Levinthal, 1990).
From the above we argue that market and techn@bgimowledge, taken together,
represent important knowledge based resourcescapj#i to a firm’'s ability to

discover and exploit opportunities.

2.2.4 General Insurance Theory

The principal goal of insurance, as assessed byoeasts, is to transfer resources
from low marginal utility of income states to thosdere the marginal utility of
income is high. If insurance is actuarially fainjst process will continue until the
marginal utility of money is constant across statéSchlesinger and
Doherty1985).When unfair, insurance will be partemhd greater the greater is risk
aversion.The theory of general insurance is mabdged on the Expected Utility
Theory (EUT) and an assumed preference for celdases over uncertain ones of the
same expected magnitude (Nyman 2001). This theety sut the purpose of
insurance and explains that it is to convert aretiam, but potentially large, loss into
a certain, small loss. Such a conversion bendfésconsumer if greater losses cause
progressively larger declines in utility if thers diminishing marginal utility of

wealth.

The theory underlying individual choices for angumance policy is dependent on
three factors:-price of the premium, expectedtytihe potential gravity of the loss/
risk being expected. At a more general level but part of the demand-for-

insurance-as-demand-for-certainty theory, otherdistu have postulated that the
demand for insurance is by risk averse consumers wde insurance to avoid,
eliminate, hedge against, kill, manage, shed, pt@gainst, or bear he risk of loss for
example (Schlesinger and Doherty 1985).This thdwwwever, stands in contrast to a
substantial body of empirical evidence suggestiraj tertainty is not valued when
losses are at stake. Indeed, these studies firntdutizertain losses are generally
preferred to certain ones of the same expected itndgn implying risk seeking

behaviour when losses are concerned (Pearl 2008).
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When risk of loss is present, people are obsergeehtbrace, capitalize on, benefit
from, or exploit this risk of loss, because accogdio these empirical results, it is
preferred to a certain loss of the same expected. sfthus, the conventional
explanation for the demand for insurance a preterdor certainty or a desire to
avoid the risk of losses flies in the face of enggir evidence. As stated (Nyman
2001) concerns about the supply-side any premileamsaisplaced in an industry like

insurance, where there are many firms and bartoeestry seem relatively modest.

A number of theorists such as (Pearl 2008) conteaticrop insurance challenges are
basically on performance and a host of marketimgtesjies can used to alleviate
operational challenges in nearly all business apgaions. In Irina et al (2013) a
number of scholars contributions are cited andrthveéws on how marketing
strategies can be used by firms or industries ungeious challenges noted.
Evanschitzky (2007) argues that market orientatibactivities has positive effects
on performance. On the other Auhand Mengne (2008)t® that well thought out
marketing decisions making affect the developmémnésources can be used by firms

to attain competitive advantage over rivals.
2.3 Determinants of Marketing Strategies

2.3.1 Sizeof thefirm

The size of a company is the amount and varietyrofiuction capacity and ability a
company possesses or the amount and variety ofcesra company can provide
concurrently to its customers (Jonsson, 2007). iMbeease in crop insurance size is
aimed at gaining from economies of scale. Econorafescale exist when a given
proportionate increase in inputs results in a latp@n proportionate increase in
output. Reinhard's (1983). According to Glancey989when larger firms take
advantage of the scale economies then a positletiareship is expected between
profitability and size of the firm. When owners @ffirm struggle to gain profit for
expending business or increasing their personanme; then organizations become

large.

Oligopoly model suggests that size is positivelaterl to a firm's ability to produce
technologically complicated products which in tugads to concentration. Such
markets are supplied by few competitors and areetbee, more profitable. Thus,
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larger firms have access to the most profitable ketasegments. Larger crop
insurance firms are able to offer the same semioee cheaply because they have
achieved more learning and greater cumulative expeg and they are able to spread
their fixed costs over a greater amount of proauctiThis strategy gives them a
competitive advantage. Similar to the argument aded by-Bowman suggested that
guality management is able to achieve the dualsgo&lhigher market share and
higher profitability (Abreu & Mendes, 2001n terms of firm size, Lee (2000, p.489)
is of the view that small firms have played an imtaot role in technological
innovation and economic growth in developed coastriThis innovating role has
recently received increasing attention in NIEs,tlasy attempt to transform their
industries from labor-intensive to technology-irgime. Thus the choice of size to a
crop insurance firm weather large size or smalk smll be dependent on the

cooperate goals of that firm.

2.3.2 Typeof customers

The other factor which may affect marketing of crogurance is the nature of
available crop insurance policy (product) presentedthe customer. Product
development may involve modification of an existipgpduct, or formulation of an
entirely new product new that satisfies the defitgae of customer in the market
niche. The implementation of this marketing strategglikely to enable marketing of
crop insurance policy to grow and most farmers wél able to buy the concept.
Additionally, the introduction of new products ispeerequisite for firms to survive,
evolve and grow in an increasingly competitive emwment (Lancaster and
Massingham2011). Thus a firm must be familiar & kind of customer it is dealing
with. This will require a marketing research to rity the customer specific
requirements before designing of the insuranceymod’he customer needs will be

in relation to their social, financial and enviroamntal exposures.

Insurance companies are in a unique position wheonnes to marketing. They have
no tangible products to sell, but must instead oelystrong relationships with loyal

customers and word of mouth to help them compete. @ the critical considerations

in this marketing strategy is in the developmercpss is to develop a product that
was affordable to famers and that gave them gotueviar money This call for a

clear cut understands of the kind of customers thaye and design insurance
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products that fit them. For the insurance marketeosd of mouth is key. In addition
to, they must measure the effectiveness of mauetiifiorts based on quantitative
data, insurance marketers can seek input from #hesting and new clients about
their communication efforts. What worked well? Wiats unclear? How might they
communicate more clearly in the future? In additimiients can be excellent
advocates and part of the marketing process. Ssfctéssurance customers will tell

others about a good service offer they enjoyed filoarfirm.

2.3.3 Government policies

La Porta (2000) and Levine (1999) show that legairenments which provide good
investor protection tend to encourage a higherekegi financial intermediation as
well as economic growth. Levine et al. (2000) higihis that countries with better
creditors’ rights, more rigorous law enforcementl detter accounting information
tend to have more highly developed financial intedraries. This is particularly
relevant to the insurance industry where consumceensbe at the risk of opportunistic
behavior by insurance companies. For examplecthutd include companies refusing

to pay claims, or alternatively reducing the inwesit returns due on a policy.

An improvement in the legal system here wouldteck® better enforcement and
legal representation for individuals. Another detierant of crop marketing strategy
for crop insurance is the legal framework. Morakdral and adverse selection are
typical forms of asymmetric information that leadrisk of insolvency as well as to
under provision of insurance products. They justihe need for government
intervention in insurance markets through legalsion, regulation and supervision
(OECD, 2003). The importance of insurance regutatemd supervision also is
reinforced by the integration of world insurancerke#s, which requires an adequate
regulatory framework in each jurisdiction. Therefopublic policy is a significant
factor in strengthening insurance marketing, palaidy in identifying the limits of
government intervention to promote the insuranc@rass and avoid under provision

and financial disruptions, as well as to ensurdaxelgains (Greene, 1976).

Governments are involved in one way or the othemmst countries which offer
agricultural insurance. Regardless of whether dranoountry has issued legislation
specifically dealing with agricultural insurancd| eountries have structured their
markets in one way or the other. Based on theseisioos, governments of many
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countries have chosen to provide support for sidgsid he passing of the three new
laws on agriculture show that much remains to beedim the area of agriculture
however, while several documents of the governnteath the crucial issue of
agricultural risk management, no focused strategyagricultural insurance has been

developed so far.

Internationally, the governments of almost all does with a significant market for
agricultural insurance provide support for the geut one way or the other. Although
issuing laws specifically for agricultural insur@an¢s a route not taken by many
countries, the main arguments for government supipothe area of agricultural
insurance area are: Lack of sufficient insuranceketanfrastructure which limits the
supply of suitable insurance products for farmearséow risk awareness and lack of
insurance culture amongst farmers which leads wo loptake rates of agricultural
insurance; a low understanding of insurance antofagsers which, potentially,
leads to misspelling of insurance products; asymmatformation between farmers
and insurers which on one side leads to a reluetémmen farmers to buy insurance,
and on the other side to high premiums due tarthearers' fear of moral hazard and
adverse selection; flaws in the design of postsaster relief which lead to the
crowding out of insurance if farmers rely too muwmn government relief instead of

protecting themselves through insurance products;

2.34 Culture

It is acknowledged that culture is a social phenumne Hofstede (1980) defined

culture as the interactive aggregate of comnuobiaracteristics that influence a
human group's response to its environment.ly&ez and Drori, (2009) have

defined culture, as the collective programminghe imind, distinguishing one group

or category of people from another. Cross-cultunahnagement is a method of
achieving established organizational goals Wgcsiffe planning, organizing,

directing, coordinating and controlling othe organizational owned resources
in a cross cultural environment (Pujing, 2012he Definition emphasized in this

study is also supported by Andler, (2002) wirstates that cross cultural

management can also be best understood by pewaple communicate and

manage relationships with other people ins{de-workers and outside (clients)

their organizations in different cultural settinhsere are over 160 definitions of the

culture alone as documented by Kroeber (1985). daHgi the characteristics of
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culture are identical in almost all the instanddany Authors agree that culture is
based on languages, economy, religion, policiesiabanstitutions, class, values,
status, attitudes, manners, customs, material jte@sthetics and education, which
subsequently influences managerial values. Croggngeacross culture has different
aspects such as attitude, communication, confhick megotiation, performance and
compensation, which explain the ethical issueslawl to appraise them. Bond and
Forgas (1984) concluded that different percepti@tistudes and biases in different
cultures ultimately mould the ethical monochromesoss-culture, have a distinct

presence ubiquitously.

Insurance can also be seen as a product thatusdsalibjectively by its customer. In
fact, Hofstede (1995) points out that the levelimgurance within an economy
depends on the national culture and the willingreésadividuals to use insurance as
a means of dealing with risk. For instance in iifeurance Douglas and Wildavsky
(1982) show that the demand for life insurance coantry may be affected by the
unique culture of the country to the extent thatura affects the degree of risk
aversion. This can be said to be true of Crop srste since many people would
highly associate insurance policies with properiles buildings, motor vehicles and
equipments. Crop insurance is not a common praggtgrowing in demand due to
risks associated with commercial farming. Farmeaize they not only need crop
insurance policies because the brutal weatheritons forcing them to hedged
themselves from such climatic flippancy, in terofscrop insurance in order to
protect their hefty financial investments on cragsibess. Using education and the
uncertainty avoidance index to approximate levélsséc aversion, Esho et al. (2004)
confirms that risk aversion has a significant imfpac demand for property casualty

insurance.

2.3.5 Resources

Market positions of close competitors derive fromclke firm’s unique bundle of
resources and capabilities ( Peteraf, 1993). Makad@001) recent statement on this
distinction is perhaps the clearest. In his viewgsource is an observable but not
necessarily tangible asset that can be valuedraded such as a brand, a patent, a
parcel of land, or a license. A capability, on thteer hand, is not observable and
hence necessarily intangible, cannot be valued,caadges hands only as part of its

entire unit. A mixture of people and practices ammusly enact capabilities like the
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American Airlines yield management system, Wal-Radocking system, and Dell’s
logistics system. Further, a capability can be able on its own or enhance the value
of a resource (Teece, 1986; Tripsas, 1997). Fampia Nike’'s marketing capability
increases the value of its brand. The resourcedbaigsv (RBV) asserts that firms
gain and sustain competitive advantages by depmjowaluable resources and
capabilities that are inelastic in supply (Wernkerfd984; Barney, 1986, 1991;
Peteraf, 1993). Since the earliest conceptual waoiNished in the 1980s, there have
been continuing calls for empirical tests of trestral resource based assertion.

The Resource explains the pertinence of internatofa, such as competitive
advantage, that motivate the actions of an orgdaizgHart 1995; Rivera 2001;
Aragon-Correa Sharma 2003). The firm as a broa@a@n of resources possessing
and deploying heterogeneous and immobile resouResource heterogeneity refers
to how physical, human and intangible resourcederdibmongst competitors.
Resource immobility refers to the inability of coetimg firms to mimic or purchase
resources from other firms (Rivera 2002). Brand esmn-house knowledge of
technology, employment of skilled personnel, tradatacts, capital and efficient
procedures are all examples of resources to baedsyed (Hart 1995; Russo & Fouts
1997; Flagestad 2001). The acquisition of theseuregs will result in a more
efficient manufacturing process and/or product ises/ enabling the firm to gain

competitive advantage and, therefore, financiaebien

2.3.6 Competitors

Marketing is becoming increasingly vital in the tamporary insurance business
environment. Environmental variables and intensmpstition from other financial
institutions have compelled insurance companietetase ways and means to survive
and operate efficiently and effectively. Specifigainsurance companies are showing
some interest in the relevance of marketing teakesqin their businesses. These
interests have been manifested in form of myriadgproducts and prices, among

other marketing activities.

Competition has long played an uneasy role in tiserance industry. If consumers
cannot easily observe the financial health of thegurers, competition between
insurers may drive premiums down to the point whbeerisk of failure is high. For

several decades the regulatory response was todittry and constrain premiums. In

24



addition, special exemptions were granted to thas under the competition laws.
More recently, however, regulatory reform has lemad substantially greater reliance
on competition and a greater regulatory focus an@ntial regulation.

Although literature suggests that agricultural nasice has the potential to unlock
other key services in the agricultural sector tlaa¢ important in enhancing
productivity, conventional indemnity based typecobp insurance is inadequate to
insure smallholders because of the associated nhmazdrd and adverse selection
weaknesses and the confounding insurance admtiostraosts especially when
dealing with over-dispersed population of smallleotd (Carter et al., 2014). Thus
majority of small holders are precluded from acogsagricultural insurance services
thereby Pushing them to cope with disasters usiadittonal risk minimization
strategies yet they cannot adequately cushion tliemm effects of reduced

productivity and income losses (Sina, 2012).

Another determinant of crop marketing strategy 6wop insurance is the legal
framework. Moral hazard and adverse selection gpe&cdl forms of asymmetric
information that lead to risk of insolvency as wasl to under provision of insurance
products. They justify the need for government rivgation in insurance markets
through legal provision, regulation and supervigi@iECD, 2003). The importance of
insurance regulation and supervision also is retefd by the integration of world
insurance markets, which requires an adequate atgyl framework in each

jurisdiction.
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2.4 Empirical Literature Review
Numerous studies have been conducted in relati@nojp insurance in other parts of

the world and also in Kenya.

Changnon (2002) studied the effects of drought domai crop insurance decision in
America. He found that farmers go for revenue iasae rather than yield insurance.
This claim is supported by Barry (2002) who argtlest most farmers who select
revenue than vyield are large scale farmers notested in quantity but quality
returns. The process of selling yield insurance gertends yet another problem
which farmers are unlikely to continue bearing- ghebability of price fluctuation.
Marketers of crop insurance must be careful to custie tailor made product that lay
emphasis on revenue returns other than crop yse&drasult of weather, pest, diseases

or any other calamity (Makki and Somwanu1999).

Irina (2013) argue that insurance is most effectien losses are common enough to
be of concern but not frequent enough to be routimgurance for routine events
requires repeated administrative expense that mialeesisurance less valuable and
the risk spreading benefits are also low. Insuentgremely rare risks also involves
reasonable expense, with little compensating g&imilarly (Vincent and Myles
2011) points out that transactions costs make pontant that risks be relatively well
defined, and assessable once they happen. Otheohasas assessment and litigation

can be exceedingly be very expensive.

A research conducted in the US in 1991 indicated those organizations which
apply marketing strategies often meet their orgstional goals than their
counterparts which do not (Fine 1992). The appbecaif aggressive marketing
strategies by insurance firms is a sure meansafiging crop farmers with quality
market information which they need for making decison whether to insure against
their farm risks or not (World Bank 2010. In corsitn Loghman (2013) states that
the penetration of crop insurance products amomgyp darmers has persistently
remained dismal in developing countries and islyike be raised if farmers are well
informed about the imminent farm risks they fate tange and quality of insurance
premium, their costs and promptness in honouriagnd in case a loss is suffered.
Marketing is a broad based business concept tlwngpasses the creation of value

among consumers of products and services. It enggsasn the provision of product
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or services that meet the quality expectationshef donsumer. According to (Carl,
2010) when consumers of any product are provided guality products the supplier
of such services are able to register better pmdace through enhanced sales and

other performance indicators.

Hazell (1991) who was conducting the problem thateafacing small holder farmers
in Cape Town South Africa come up with conclusibattfarmers within small rural

community need risk sharing arrangement such ag dnsurance in their

management of production risks. Economists hav&eddat variety of factors that
determines farmers’ participation in crop insurartdewever, it has come out clearly
that actually premium cost is one of the major heteants why insurance farmers do
not take the insurance (Cobleand, 2005).High premdiscourages patrticipation of

most small holder farmers in crop insurance.

Hardaaker (1997) studied benefits and factors emiting crop insurance adoption
examined that, agriculture is biological in natumad it relies on natural and
environmental conditions which human has no poweer.o Most farmers in
developing countries particularly small holders faeed with risks like droughts,
hailstorm and diseases that leave them in very dietrag conditions of income
loss.A study carried out by Eleri et al. (2012), Migerian farmers concluded that
farmers were increasingly facing risks like floodspught, pests, diseases, theft, fire
and several unanticipated events whose occurrenpetireadily predictable. These
risks led to failure of faring enterprise.A studynducted by Makii and Somwaro in
2007 who were analyzing data from producer decisioer a period from 1995 to
1997 and identifying factors influencing crop iremce in Iran, founded that price of
insurance premium affected crop insurance decisionkKenya, there are only afew
studies that have been done as outlined belowa,0{2014) analysed the determinant
of framers awareness about crop insurance in Trdmsta County and noted that
gender, education and income of the farmer sigmifiy affected awareness. He
concluded that knowledge is the single most impbréspect that enables farmers to

take up crop insurance.

Njue (2013) a study on determinants of Crop Inscearptake decisions in the face of

climate Change: Evidence from Smallholders in Kerggamined agricultural
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insurance has the potential to unlock other keyises in the agricultural sector that
are important in enhancing productivity, convendlbimdemnity based type of crop
insurance is inadequate to insure smallholdersusecaf the associated moral hazard
and adverse selection weaknesses and the confguindurance administration costs
especially when dealing with over dispersed poputatof smallholders. Thus
majority of smallholders are precluded from acasgsigricultural insurance services
thereby pushing them to cope with disasters usragittonal risk minimization
strategies yet they cannot adequately cushion tliemm effects of reduced
productivity and income losses (Sina, 2012), tltereefdespite substantial research
efforts to enhance smallholder access to formairarece services through innovation
in financial derivative insurance products, emeggevidence demonstrate that the
uptake of index insurance has been generally lamgh there is promising results
with regard to its demand and impacts on key haldemdicators.In 2007, the
Kenya Fina Access survey found that 69% of Kenyand insurance generally
unaffordable (Fina Access, 2007). While the cosgjerferal insurance is perceived to

be high, the actual cost of agricultural insuramEmium is indeed high.

2.5 Summary of the Literature
From the literature review, it is apparent that keting strategies indeed plays a
significant role in the success of insurance. ErogliLiterature however reveals little

efforts done in Kenya and other parts of the world.

All the literature reviewed has shown that everutifocrop insurance is an essential

risk management tool to most farmers in the dewetpworld.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter describes how the research methoddtgly conducted and outlines
ways through which the desired information was gadtl. It explains elements such
as research design, population of the study, sagpéchniques, sample size, data
collection and data analysis Method.

3.2 Resear ch Design

The research design was a cross sectional desergitidy. This is a research process
for collecting information on a given trend or oo&mces about a population. A
descriptive research design is concerned with desgr the characteristics of
particular individual, a group or phenomena (Krejand Morgan 2000). Additionally
Kerlinger (1983) states that use of descriptivehoé$ enable a large population to be
studied by selecting a small sample from the pdjmrato discover the relative

incidence, distribution and interrelations of sdmfical and psychological variables.

The design is therefore ideal for capturing quiigainformation and enables the
researcher to present data in the way they arengmiéhout interpretation (Gay,
2010). This is to provide for accurate determinatd facts after critical quantitative

evaluation has been done (Cooper & Schindler, 2008)

3.3 Population of the Study

The population of the research study was the amsprance firms’ insurance brokers
and agents and bancassurance agents as approubd Ministry of Finance and

Insurance regulatory Authority (2015).The targepydation was 25 crop insurance
firms, Appendix 2. The researcher believes tha fmpulation has vital information
on the determinants of crop insurance marketingtegies and how these
determinants influence the choice of strategiesptatb with the overall goal of

seeking to encourage crop insurance (Lucey, 2002).
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3.4 Sample Size and Sampling Technique

The sample size of the study was twenty five (2Spondents. This is about 15% of
the total population and is arrived at by relying the provision that a sample size
should be between 5% and 30% of the populationgi®ek 2003). This size is an
ideal representative of the universal populatiod allows for accurate conclusions to

be made from the field data (Krejcie and MorgarQ®0

3.5 Data Collection Procedure

The study used primary. Primary data was colleasdg questionnaires and use of
interview guide. The tool was used to explore mdy ¢he opinion of stakeholders but
also evaluate the response of insurance performadgeators to the application of

specific marketing strategies.

In order to improve the response rate and qualitgaia gathered, the researcher
administered the questionnaires to the responderttse study and interviewed the

respondents accordingly.

3.6 Data Analysis

After data collection, the questionnaires wereegtldnd coded for completeness and
accuracy to avoid errors. Descriptive statisticdgmf analysis that was used include
Tables, and Mean ratings to represent the respoateeand information on the
variables under study. The closed ended questiare analysed using correlation
analysis which uses a mathematical procedure &ordintification of the relationship
among the variables given within a study (child)@0 The broad purpose of Pearson
correlation analysis is to summarize data so thkttionships and patterns can be

easily interpreted and understood.

The open interview questions were analysed and suis@d in a content analysis.
This is a systematic, replicate technique for casping many words of text into
fewer content categories based on explicit rulesoaling (Weber, 1990). It enables
researchers to sift through large volumes of dath velative ease in a systematic
fashion and it allows inferences to be made whaxh then be corrobated using other

methods of data collection.
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CHAPTER FOUR

DATA ANALYSIS, RESULTSAND DISCUSSION
4.1 Introduction
This chapter presents an analysis of data colleatelddiscusses the findings on the
determinants of crop insurance marketing strategieeng the existing insurance

firms in Narok County.

4.2 Demographic Char acteristics of the Respondents
This highlights the research information on penedpondents have been employed

in the firms, period the firm has been in exiseenaccording to the respondents,
23.8% respondents have been employed in the oegemmidor a period of less than 3
years, 47.62% between 3 to 6 years and 28.57% thare 7 years, while on the
period the firm has been in existence 48.62% indctcahat the insurance firms had
been inexistence for less than 3 years, 24.81% foeriod between 3 to 6 years and

28.57% of the firms had been in existence for ntloa@ 7 years.

4.2.1 Respondents Response rate

From Table 4.1 of response rate, the results shatvout of the 25 targeted insurance
firms, 21 successfully filled the questionnairesisTrepresents a response rate of
84.0%. This response rate was good and representatd conforms to Mugenda
and Mugenda (2003) stipulation that a responseafaf% is adequate for analysis

and reporting; a rate of 60% is good and a respatsef 70% and over is excellent.

Table4.1 Responserate

Response 21 84.00
No responses 4 16.00
Total 25 100.00

Source: Resear ch Data (2015)
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4.2.2 Periods Respondent Employed in Insurance Firm

The study sought to establish the periods respdasdegre employed in the Insurance
firms, the analysis was done from a period of @ tgears. Findings are indicated in
Table 4.2.

Table4.2 Periods Employed in Insurance Firm

0-3 5 23.81
3-6 10 47.62
Above 7 years 6 28.57
Total 21 100.00

Source: Research Data (2015)

The results in Table 4.2 contains information oa periods the respondent has been
employed in insurance firm, shows that 5 (23.8188pondent had been employed in
the insurance firm for a period less than 3 yeHdq47.62%) had worked for between
3 to 6 years and 6 (28.57%) had worked for mora thayears for the respective
insurance firms. This meant that a majority of tegpondents could be presumed to
have the requisite professional experience thataenable them provide relevant and

invaluable information on the determinants of cirmgurance marketing strategies.

4.2.3 Period Insurance Firm has been in existence

The study sought to determine the period insurfinos have been in existence. This

was analysed for a period of seven years. Findingss indicated in Table 4.3.
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Table4.3: Period Firm Has been in existence

0-3 10 48.62
3-6 5 24.81
Above 7 years 6 28.57
Total 21 100.00

Source: Research Data (2015)

On the period firm has been in existence show #8&62% of the respondents
indicated that the insurance firms had been inemcst for less than 3 years; 24.81%
had been inexistence for a period between 3 toaésyand 28.57% of the firms had
been inexistence for more than 7 years. This m&abhimajority of the firms had been

inexistence long enough and therefore had adeggterience on the area around
crop insurance in Narok County. This meant that itifermation available was

dependable.

4.2.4 Deter minantsthat influence Choice of Strategy

The study also sought to establish the factorsdegtrmine the choice of strategy that
insurance firms in Narok County use for crop insgemarketing strategies. The
respondents were requested to indicate the faotoms Likert Scale. Findings are as
outlined in Table 4.4.

Table 4.4 Determinants of choice of strategy

Size of the firm 3.281 6
Type of customer 3.400 3
Resources 3.386 4
Competition 3.505 1
Nature of crop problems 3.324 5
Government policies 3.497 2
Culture 3.156 7
Total 23.549

Source: Resear ch Data (2015)
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The results in Table 4.4 showed that the resposdatéd competition as the greatest
factor that determine the choice of marketing stygtwith a mean rating of 3.505;
followed by government policies with a mean of JA4%en type of customer
followed by type of customer; then resource avditggband finally culture factors
with the mean rating of 3.156 in that decreasirdgor

4.3 Marketing strategies adopted by insurance firmsin Narok County

The study also sought to determine what marketitrgtegjies are adopted by
insurance firms in Narok County. A 5-point Likedade was used to rate the extent of
adoption whereby 1 point was accorded to ‘no ekténpoints to ‘little extent’, 3
points to ‘moderate extent’, 4 points to ‘greatesmtt and 5 points to ‘very great

extent’. Findings are as analysed in table 4.5.

Table 4.5 Crop insurance marketing strategies

Cost based strategy 3.281 5
Product differentiation 3.400 2
Market focused strategies 3.386 3
Competition based strategies 3.510 1
Reputation based strategy 3.324 4
Total 16.896

Source: Resear ch Data (2015)

The results in Table 4.5 indicates that the respotsd rated completion based
strategies as the most commonly adopted crop inseranarketing strategy with a
mean rating of 3.510; followed by product diffeiation with a mean of 3.400;
market based strategies; then reputation basetegta and finally cost based

strategies with a mean rate of 3.281.
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4.4 Relationship between Deter minants and choice of crop insurance marketing
strategiesin Narok County

To facilitate an inferential analysis of the redauship between determinants and
choice of crop insurance marketing strategies, réspondents were requested to
indicate the extent to which these determinantsi@niced the choice of strategy for

insurance firms.

A correlation model was applied to determine tHuence of the determinants on the

choice of marketing strategy. The model used tbekiollowing form:
Y=Bo+f 1 X1 P 2X2+B3X 3 +P X4 +PsXs P eXe +P7X 7+ ¢
Where: Y is the dependent variable which is stratdwpsen;

Bo is the Y interceptfs, B2, B3 andPs, are the coefficients of the predictor variablg X
Xo, X3, X4 Xs, Xg and X predictor variables. Strategy chosen being thesdant
variable was correlated against the determinanisgbthe independent variables

yielding the correlation matrix results in the ®ll6 below.
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Table4.6 Correation Matrix

Correlations Matrix
Stra | Firm | Custo | Resour | Competi Crop Govern | Cultur
tegy | size mer ces tion problems ment e
policies
s 1.00
trategy
0
.710
N (
Firm size 1.000
0.00
0)
487 | .795
Customer (0.0 (0.000| 1.000
13) )
375| .761
.760
Resources (0.0 (0.000 1.000
(0.013)
Pearson 47)
Correlation .362| .702
772 .871
Competition | (0.0 (0.001 1.000
(0.000) | (0.047)
43)
295 714
Crop 719 .878 .756
(0.0 (0.000 1.000
problems (0.012) | (0.033)| (0.053)
27) )
710 .909
Government .795 761 .702 714
o (0.0 (0.032 1.000
policies (0.011)| (0.00) (0.00) (0.097)
00) )
487 | .795
.760 772 719 795
Culture (0.0 (0.000| 1.000 1.000
13) ) (0.00)| (0.012) (0.00) (0.00)

Source: Research Data (2015)

From the correlation matrix in table 4.6 above,ritiedel below is developed:

Strategy choice
=1.486 + 0.710X1 + 0.487X2 + 0.375X3 + 0.362X3
+ 0.362X4 + 0.295X5 + 0.710X6 + 0.487X7

Where Y is strategy choice that is dependent qnisXFirm size; X% is type of
customer; X% is Resources availability; s Competition; X Nature of crop problem;
Xgis Government policies and finally;} culture.
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The model above simply states that the choice ef dtop insurance marketing
strategy in Narok County depends on a number @roehants included in this study
which have either positive and significant relasbip or vice versa. The mode above
is simply a representation of the above relatignsiihe coefficients of correlation
from the table 4.6 above and the associated sigimifie revealed the following: That
there exists a positive and significant relatiopsbetween  firm size and crop
insurance strategy choice as shown by the posttwafficient of correlation (0.710)
and level of significance (0.000) that is less thla@e level of significance of 0.05

adopted by the researcher.

There also exists a positive and significant refeghip between crop insurance
strategy choice and type of customer as shown ey pbsitive coefficient of

correlation (0.487) and significance (0.013) tlwateiss than the level of significance.
There also exists a positive and significant relahip between crop marketing
strategy choice and resource availability as shdwynthe positive coefficient of

correlation (0.375) and significance (0.047) tlsateiss than the level of significance
of 0.05.

The study findings also show that there exists sitiwe and significant relationship

between crop insurance strategy choice and congreéitso as shown by the positive
coefficient of correlation (0.362) and significan@043) that is less than the level of
significance of 0.05.Similarly, the results showttthere is a positive and significant
relationship between nature of crop problems, guwent policies and culture and
crop insurance marketing strategy choice. This iespthat for any crop insurance
marketing strategy adopted in Narok County, theseofs have a direct role in

determining it. Other findings showed show thatré¢his an overall strong positive

relationship between crop insurance strategieepigd by coefficient correlation of

0.774.
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4.5 Content Analysis
In review the firms use various competitive advgetatrategies in their organisations

with competition based strategy being the highestpted, product differentiation,

reputation and finally cost based strategy. Thatetyies they are putting to gain a
wide clientele market is insurance marketing todlents in the market focussing on
quality and educating and training the customerghenbenefits of crop insurance.
Business expansion in the insurance industry i€ dorensure the firms gain profits
and they also acquire capital and human resouncgsnderit various systems and
databases where these companies store informatiowed as providing proper

customer care as well as the basis for any crogp sell opportunity.

The respondents were of the opinion that the Régula playing a vital role to
encouraging the crop Insurance uptake in Kenyae®igion of insurance companies
has been intensified requiring that companies adtwecorporate governance and top
management meets certain set qualifications, owigersef companies has been
revised to create stability and there is increagsibility of status of Insurance
companies as they are required to post their mesulthe newspapers. Creation of
public confidence has also been at centre stage th@ Regulator requiring all
companies to create a complaint handling deskeat diffices. The regulator has also
taken up the consumer protection oversight roleh@aodle disputes between the
Insurance Companies and claimant taking up comglairom the public and
antifraud unit has been set up where all issuegtimgl to fraud in the industry are
reported and handled.

The legal and regulatory framework to encourag@aketis being revised to widen
the distribution channel network to include bankd also set minimum qualifications
for Agents to ensure that they communicate corneftirmation to the buyers of
Insurance. It is the responsibility of the Regulatovet and license various channels
such as agents, brokers and banc assurance, enswompliance amongst the
industry players, creating an enabling regulategydiation to allow use of alternative

distribution channels and safeguard the interet@tonsumers.
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4.6 Discussion

The study sought to establish the influence ofcete determinants/ factor on the
choice of crop insurance marketing strategies aabpt Narok County. The study
findings show that the choice of crop insurancekeiamg strategy by insurance firms
Narok County is influenced by a number of factoesely referred to as determinants.
These factors include size of the insurance firgpetof customer to insured,

resources available to sustain the insurance schitradevel of competition in the

market, the nature of crop problems, the prevaigogernment legislations and the
culture of the people in the County. The study Hertrevealed that most crop
insurance firms adopted marketing strategies tharewcost based, product

differentiation, market focused, competition baaad reputation based.

Regarding the significance and nature of relatignbetween the variables, the study
established that there exists a positive relatignbhtween the determinants/ factors
and the choice of crop insurance marketing stratégg determinants included in the
study were found to have an influence on whatewextegyy the insurance firms

adopted. This relationship was seen to be sigmfieaad hence very dependable in
explaining the overall strategy choice. Any adjustitnon the determinants whether

positive or negative had a significant influencetloa resultant performance.

This study resonates with other researches that¢ leen carried in regards to
strategy choice and the factors influencing thatsgy choice of going concerns.
Hardaaker (1997) studied factors influencing cnogurance adoption examined that,
agriculture is biological in nature and it relies matural and environmental conditions
which human has no power over. Most farmers in ldgueg countries particularly

small holders are faced with risks like droughtaildtorm and diseases that leave
them in very devastating conditions of income |d@ds study concluded that several
determinants including insurance firm size, resewrcailability, government policies

greatly influenced the decision to take on cromiaace by most agriculturalists and

insurance firms.

A study carried out by Eleri et al. (2012), on Nige farmers concluded that farmers
were increasingly facing risks like floods, droughests, diseases, theft, fire and
several unanticipated events whose occurrencetiseadily predictable. These risks
could be mitigated by adoption of crop insurancatsgies that were geared at
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spreading out the risks faced by the farmers. Thdysalso established the long
processes of laying claims by farmers from insueditens hindered their adoption of
crop insurance. A study conducted by Makii and Sanmawin 2007 who were
analyzing data from producer decision over a perficmnm 1995 to 1997 and
identifying factors influencing crop insurancelian, founded that price of insurance

premium affected crop insurance decisions.

In Kenya, Olila, (2014) analysed the determinanfasiners’ awareness about crop
insurance in Trans- Nzoia County and noted thatlgereducation and income of the
farmer significantly affected awareness. He conetlthat knowledge is the single

most important aspect that enables farmers toupkesop insurance.

Njue (2013) a study on determinants of Crop Inscearptake decisions in the face of
climate Change: Evidence from Smallholders in Kesyamined that agricultural
insurance has the potential to unlock other keyises in the agricultural sector that
are important in enhancing productivity, convenélbimdemnity based type of crop
insurance is inadequate to insure smallholdersusecaf the associated moral hazard
and adverse selection weaknesses and the confguindurance administration costs
especially when dealing with over dispersed pojputadf smallholders.

Thus majority of smallholders are precluded froncessing agricultural insurance
services thereby pushing them to cope with disastesing traditional risk
minimization strategies yet they cannot adequateighion them from effects of
reduced productivity and income losses (Sina, 20t®refore despite substantial
research efforts to enhance smallholder accessrioaf insurance services through
innovation in financial derivative insurance protfje@merging evidence demonstrate
that the uptake of index insurance has been gdéydoal though there is promising
results with regard to its demand and impacts grhkeisehold indicators

In 2007, the Kenya Fina Access survey found th&b &9 Kenyans find insurance
generally unaffordable (Fina Access, 2007). While tost of general insurance is

perceived to be high, the actual cost of agricaltursurance premium is indeed high.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Introduction

This chapter presents discussions of the key fgglipresented in chapter four,
conclusions drawn based on such findings and reandations there -to. This

chapter will thus be structured into conclusiorormendations and areas for further

research.

5.2 Summary

On the determinants of marketing strategies thelystesults showed that the
respondents rated competition as the greatestrfélctd determine the choice of
marketing strategy with a mean rating of 3.509pfwed by government policies with
a mean of 3.497; then type of customer followedype of customer; then resource
availability and finally culture factors with theean rating of 3.156 in that decreasing
order. While on marketing strategies adopted byfithes, the study indicates that the
respondents rated completion based strategieseamtist commonly adopted crop
insurance marketing strategy with a mean rating3.&f10; followed by product
differentiation with a mean of 3.400; market basa@tegies; then reputation based

strategies and finally cost based strategies wittean rate of 3.281.

The coefficients of correlation and associatedifance of relationship between the
variables, the study established that there esigtesitive relationship between the
determinants/ factors and the choice of crop inseamarketing strategy. The
determinants included in the study were found teehan influence on whatever
strategy the insurance firms adopted. This relatignwas seen to be significant and

hence very dependable in explaining the overakegy choice.

5.3 Conclusion
The findings of this research are consistent wih research done by other scholars.
The research sought to establish the determinanteaoketing strategies by crop

Insurance firms in Narok County.

The study concluded that indeed the crop insurfinos, had factors that determine

the marketing strategies to be adopted and thel&rminants discussed include size

41



of the market, type of customers, resources, cadtopgt nature of crop problems,
government policies and culture of the people whydadatly influence the marketing
strategies of crop insurance in view the markestrgtegies adopted include cost
based strategy, product differentiation, markeusad strategies, competition based
strategy and reputation based strategy which inatheysis they have a positive

correlation.

5.4 Limitations of the study

Determinants of marketing strategies in the crguiance are varied and numerous in
number. The study concentrated on just a few ofdgterminants of crop insurance
and marketing strategies adopted. Interesting rigglwould have been revealed had
all the determinants enumerated under the strategjierop insurance been studied.
Furthermore, the study was limited to the 25 insceafirms and agents. The
interviewees also had tight schedules and could manage limited time to provide
the required data. In addition there were a lohtdrferences during the interview due

to the nature of their work.

The concept of determinants of marketing strateyis also not well understood and
this posed challenges in getting feedback and gatheinformation on its

implementation. The dynamic nature of the servieevdry management may change
after a period of time and the views provided argtéd to a given time period. These

findings may not be applicable across time.

5.5 Recommendations

Based on the findings of the study it is recommerttiat crop insurance firms should
ensure the determinants of marketing strategies fallg implemented. The
management of the firms will have to set up clealicges on crop insurance and
communicate to all the stakeholders on what it ientavhat is expected, and the
potential benefits. The aim of this will be to embte acceptance that indeed crop

insurance is key to gain substantial farm inputs.

Crop insurance is key to farmers hence the firnag tirovide this policy should
ensure that the determinants to ensure marketinigne and highly recommended.
This is because of the benefits that can be rehlize
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5.6 Suggestionsfor Further Research
The study hereby suggests further research on ttiex determinants of marketing

strategies that are not included in this study.

It is therefore recommended that more researctohe dot only in Narok County but
other counties to enable comparison of findings &rdcontinued learning. This
could also be extended to other areas within tldemservice sector in Kenya. This
study can also be replicated after five or moreyéa ascertain whether the situation

would have changed.
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APPENDICES

Appendix |: Questionnaire

SECTION A: DEMOGRAPHIC INFORMATION

1. Name of INSUrance FirM..........ooiiriii i e e e

2. How long have you been employed in the Insuramogi
0-2 years [] 3-6 years [1] above 7 years |
]

3. Indicate how many years the firm has been inextgtém Narok County:

[ ]10-2 years [ ]3-6years [ ] 7years and above

4. Please choose among the following factors the tmasdetermine the choice

of strategy that you use for your crop insuranceketing strategies:

Size of the firm [1]
Type of customers [ 1]
Resources available [ ]
Competition []

Nature of crop problems [ ]
Government policies [ ]
Culture []

N o g M w D PRE
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SECTION B: DETERMINANTS OF CROP INSURANCE MARKETING
STRATEGIES

Please indicate the extent to which the followiagtérs determine the choice of crop
insurance among farmers in Narok County. (1= ncemxt2= little extent, 3=

moderate extent, 4= great extent and 5 = very grdant).

DETERMINANTS 1 2 3 4 5

a) Size of the firm

b) Type of customers

c) Resources

d) Competitors

e) Nature of crop problems

f) Government policies

g) Culture

SECTION C: MARKETING STRATEGIESADOPTED

1. What is the current crop insurance strategy(s) &dbpy your company and to what

extent is it applied?

Very Great | Some | Little | Very
NATURE OF STRATEGIES Great extent | extent | extent| little
ADOPTED extent extent

Cost Leadership

Product Differentiation

Market Focus

Competition based strategies

Reputation based strategy
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SECTION D: RELATIONSHIP BETWEEN DETERMINANTSAND
ADOPTION OF CROP INSURANCE MARKETING STRATEGIESIN
NAROK COUNTY.

Please indicate the extent to which the followirggedminants have influenced the
adoption of crop insurance marketing strategies rfd=extent, 2= little extent, 3=
moderate extent, 4= great extent and 5 = very grdant).

DETERMINANTS 1 2 3 4 5

a) Size of the firm

b) Type of customers

c) Resources

d) Competitors

e) Nature of crop problems

f) Government policies

g) Culture
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SECTION E: INTERVIEW GUIDE:

a) Which strategies are you putting to gain competiadvantage

b) Are you putting strategies to capture a wide raofelientele, if yes which

ones

c) Are you putting in place strategies to gain goqultation, if yes which ones.

d) Are you undertaking steps to rapidly get into therket?
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e) Are you pursuing strategies to help your systenve lpaofits

Thank you for your cooperation
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Appendix I1: List of Firms
1) Jubilee Insurance

2) Heritage Insurance

3) CIC Insurance

4) UAP Insurance

5) Aon Minet Insurance

6) Eagle Insurance

7) Thabiti Insurance Brokers

8) Kenya Orient Insurance

9) Majani Insurance Brokers
10)Diamond Trust Insurance Brokers
11)Equity Bank Insurance Agency
12)Barclays Bank Insurance Agency
13)National Bank Insurance Agency
14)Transnational Bank Insurance Agency
15)KCB Insurance Agency
16)Co-operative Bank Agency

17)Pacific Insurance

18)Chancery Wright Insurance Brokers Ltd
19)Jubilee Insurance

20)Heritage Insurance Company
21)Insurance Company of East Africa
22)CFCStanbic Insurance Agency
23)Kenindia Insurance

24)Al —amin Insurance Brokers and Agents

25)Prime Mover Insurance Brokers Ltd
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Appendix I11: Timeine/Schedule of Research Activities

[tem

Time

Proposal development

Data collection

Aug

Sept

Data analysis

Oct

Nov

Report compilation
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Appendix 1V: Project Budget

ITEM DESCRIPTION

UNIT COST (Kshs)

TOTAL (Kshs)

Instrument Pre-test 2 days @ 7500 15,000
Primary data collection 9 days@ 1000/ 5 people 01,0
Data Analysis 5 days@3500 17,500
Report writing & presentation 7days@ 3000 21,000

Total

98,500
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