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ABSTRACT

The study objectives were to determine the effettmarketing strategies on the small scale far-
mers’ performance in the banana markets in MuraagthMeru Counties. To determine the effect
of environmental dynamics on marketing strategiethe banana industry and to examine the joint
effects of marketing strategies and environmenyabhdhics on the performance of the banana in-
dustry. The study also sought to establish the maithg effect of firm characteristics on the rela-
tionship between market strategies and firm peréorre; assess the mediating effect of marketing
strategies on the relationship between environnhegteamics and performance and finally, estab-
lish the joint effect of marketing strategies, fiomaracteristics, and external environmental factor
on firm performance. The study population compri38d respondents from Meru County and 400
respondents from Murang’a County. A descriptiveveyrwas used.Primary data were collected
using semi-structured questionnaires. Data weréyzaxh using descriptive statistics, inferential
statistics and regression analysis. The resulteeoktudy revealed that market strategy influences
performance. The relevant results also showedtltigaexternal environmental factors directly in-
fluence performance and also moderate the reldtiprietween market strategy and performance.
In addition, the results revealed that the mar&séarch partially mediate the relationship between
market strategy and performance. The results shdhetdfirm characteristics do not influence
firm performance nor moderate the relationship betwmarket orientation and marketing strate-
gies. Finally, the joint effect of marketing strgites, firm characteristics and external environmen-
tal factors was greater than the individual effexftshe independent, intervening and moderating
variables on performance. The study has made battitsh to theory, policy and practice in rela-
tion to marketing in general and market strategscggally. The study offered further clarifica-
tion into the relationship between marketing stygtdirm characteristics, external environmental
factors and performance. The research was not utitiaitations. The selection of the study va-
riables was not exhaustive. The use of subjectereopmance measures, a relatively small popula-
tion, use of a descriptive cross-sectional resedesign and single key-informant approach, test-
ing of marketing strategy as a single concept puastraints on the generalizability of the results.
Future research should seek to address thesetlongaby inclusion of the additional factors, use
of a longitudinal research design, objective penfamce measures, multiple informant approach
and testing of marketing strategies as a configuratoncept. Replication of the study and ex-
amining the relationship between marketing stra®gnd other strategic business orientations,
marketing and competitive strategies could sene @seful reference for future research.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study.

In today’s markets, marketers are faced with mangetiecisions based on environmental turbu-
lence both internal and external stemming from 'Brresources, technological advances, changes
in consumer demand, and new regulations respegtitAgifat et al., 2007). These developments
can affect organizational performance and alsoecaampetitive advantages to be less valuable or
to even become redundant. Consequently marketers toerespond appropriately and rethink ca-
pabilities such as new product development and atizudk (Dreyer and Gronhaug, 2004; Silver-
blatt and Korgaonkar, 1987). Zott (2003) argueds flweme firms deal better with environmental
turbulence than others and that it is of interesténtify the factors that cause performance diffe

rentials when responding to marketing strategiesemvironmental turbulence.

In general, performance differentials have eitherbattributed to the industry (e.g. Schmalensee,
1985) or to the organization itself (e.g. McGahaf99; McGahan and Porter, 1997; Rumelt,
1991). In particular, research on organizationatdes has increasingly examined the role of dy-
namic capabilities. Teece, Pisano, and Shuen (J8%15) state that the term ‘dynamic’ refers to
the capacity to renew resources so as to achiavgrwence with the changing business environ-
ment.” Dynamic capabilities are expected to be afallel for organizations when dealing with mar-
keting strategies and environmental turbulence kigtarg and dynamic capabilities are part of the

overall organizational resource-base.

According to the resource-based view of the firsoreces (inputs for the production of goods and
provision of services) and organizational capabsit(intangible assets that are based on skills,
learning, and knowledge in deploying resources)lmisources of competitive advantage. To be-
come so, they have to be valuable, rare, inimitadabel non-substitutable (Amit and Schoemaker,
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1993; Barney, 1991; Combe and Greenley, 2004). &Relseon the resource-based perspective has

incorporated dynamic processes into a conceptuiaiizaf a theory of the firm (Zott, 2003).

Many research efforts in the area of marketingetiias in developing economies have dealt with
macro issues and emphasized the management of ogiméructure and strategies, conduct and
performance of marketing activities as they relatgerformance indices such as market share,
growth, efficiency and well being of consumers ahents. (Samli and Kaynak 1994) lament that
the key defect with this static and macro analg$isiarketing strategies in developing economies
is that it minimizes the impact of marketing enwingent on the achievement of performance

measures.

1.1.1 The concept of marketing strategy

Marketing is generally considered as the proceswligh companies create value for customers
and build strong customer relations in order totwagpvalue from customers in return (Kotler &
Armstrong, 2007). A marketing strategy is a prodéss$ can allow an organization to concentrate
its limited resources on the greatest opportunibeiscrease sale and achieve suitable competitive
advantages, to develop and exploit firm’'s managetigibb & Sally, 2006). They also assert that
strategies serve as the fundamental underpinnimgaoketing plans designing to fill market needs
and reach marketing objectives and often integaaterganization’s marketing goals, policies and

tactics into a cohesive whole.

A market strategy combines the company’s set oketarg mix variables and the arrangements
for their application and identifies the firm’'s rkating goals and explains how they will be

achieved, ideally within a stated timeframe. Thateggy determines the choice of target market
segments, market positioning, and the allocatiomesburces along each marketing mix factor

(Dibb & Sally, 2006). It is most effective wheni# undertaken as an integral component of the
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overall firm strategy, defining how the organizatwwill successfully engage customers, prospects
and competitors in the market arena (Richard, 20d38)keting strategies are formulated to point
out the strategic direction the marketing departmégh take for the considered planning period.
The strategy requires clear objectives and a fotlise with the company’s corporate goals (Dibb

& Sally, 2006).

1.1.2 The concept of environmental dynamics

Business organizations anywhere in the world openathin dynamics environments which ac-
cording to Adidu and Olanye (2006) is an aggre@dtall conditions, events, circumstances and
influences that surround and affect the businegarozation. This means that business organiza-
tions must interact with those environmental fortiest influence its responses in terms of deci-
sions, directions, actions, size, health, profligband performance of the organization as a whole
Rose and Lawton, (1999) observed that changesisdtvice organizations arise out of the need
for efficiency, economy, effectiveness, performaagaluation ethics and market concerns. Rising
demand for services and expectations of qualityoe services have placed extreme pressure on
managers and their organizations, depicting chasge continuous episode in the life of corpora-

tions.

Kuye, (2004), emphasized that the need to studnbess environmental dynamics is very impor-
tant considering the fact that business organimatido not operate in vacuum and an effective
management in complex and dynamic society reqtiresissessment of strengths and weaknesses
of the organization and the opportunities and tisrpeovided by the challenges of the external en-
vironment. Hence for survival and growth, organad must cope and adopt to these challenges
posed by the ever changing environment (internax&rnal) in which managers operate. This
means that managers must not only be aware of eamstitutes the elements of their business en-
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vironment but also should be able to respond toféhees of the environment which inevitably

impinges on the operations of the business orghoiza

1.1.3 The concept of Firm performance

Firm’s performance is the accomplishment of a gitesk measured against preset known stan-
dards of accuracy, completeness, cost, and speedcéntract, performance is deemed to be the
fulfillment of an obligation, in a manner that rages the performer from all liabilities under the
contract. Firm performance is a relevant constimicharket research and is frequently used as a
dependent variable. It has six first-order dimensigrofitability, growth, customer satisfaction,
employee satisfaction, social performance, andrenmental performance (Richard, Devinney,
Yip, & Johnson, 2009).

Firm performance is also a subset of organizatieffakctiveness that covers business operational
and financial outcomes. According to Richard et @009) organizational performance
encompasses three specific areas of firm outcoffiresncial performance (profits, return on
assets, return on investment, etc.), product mgrkeformance (sales, market share, etc.); and

shareholder return (total shareholder return, econwalue added)

Measuring performance involves identifying the staddders and defining the set of performance
outcomes that measure their satisfaction (Connetlyal, 1980; Hitt, 1988; Zammuto, 1984).
There is increased interest in performance mea®neat all levels of an organization in order to
identify the performance gaps and improvement dppdres for business survival. This is seen
from practitioners and researchers on the subjettperformance measurement, performance
comparisons and benchmarking (Dess, & Robinson(;1984). A second-order financial perfor-
mance construct of the banana industry influencesviy and profitability correlated with the

first-order inter-correlated to non-financial dinsemns.



1.1.4 Relationship between marketing strategies, environental dynamics and firm
performance of banana small scale farmers.
Ukaegbu (2006) further stated that the relationsld@fween a business organization and its host
environment can be examined from three strategic  yswa
Firstly, the organization can be viewed as impgrtuarious kinds of inputs (resources), such as
human resources, capital, managerial and techmipats. These inputs are then transformed to
provoke output which takes the form of goods angises. A second approach is the study of the
relationship between the organization and the spclefocuses on the demands and legitimate
rights of different claimants such as employeessamers, suppliers, stakeholders, government
and the community. A third approach is to view tinganization as operating in an external envi-
ronment of opportunities and constraints such asogeaphic, political, socio-cultural, economic
forces, competition, technology change and changaustomers tastes and preferences. Thus no
single approach is sufficient for all times andalhcircumstances, they are complementary. The
elements external to the organization affects éidgomance as well as those elements within the

organizations.

Therefore, increasing crop market participation tres potential to help agricultural households
unlock the well known benefits of trade (Komare@1@). Jagwe (2011) argued that if the agricul-
ture sector is to play its role, it needs to be wmrtialized to enable small scale farmers to partic
ipate in markets and hence, improve their inconmeligelihoods. In Murang’a and Meru County,

transforming agriculture from its current subsisterientation into market orientated production
system forms the basis of the agricultural develapistrategy of the Government of Kenya
(IFAD, 2013). In this context, proper marketingastgies that lead to commercialization of agri-

culture have been proposed as a feasible optioecfmmomic growth and poverty alleviation.



1.1.5 Overview of agricultural Sector in Kenya

Agriculture is the mainstay of the Kenyan econonmgatly contributing 26 per cent of the GDP
annually, and another 25 per cent indirectly. Teeta accounts for 65 percent of Kenya'’s total
exports and provides more than 70 per cent of m&remployment in the rural areas (GokK,
2010). Therefore, the agricultural sector is natydhe driver of Kenya’'s economy but also the
means of livelihood for the majority of Kenyan p&oprhe agricultural sector comprises the fol-
lowing subsectors: crops, livestock, fisherieadlawater, cooperatives, environment, regional
development and forestry. The sector also includesdevelopment of arid and semi-arid lands.
Thus, there are many players and stakeholderseiseéhtor due to its role in the economy and its

rural-based nature that touches the livelihoodsary people.

In 2003, the National Alliance of Rainbow CoalitigfNARC) Government developed and
launched the Economic Recovery Strategy for Wealth Employment Creation (ERS) as the blu-
eprint for setting the country back on the growdithp The strategy was a shift from previous plan-
ning documents that sought to reduce poverty idsté&reating wealth and employment. It elabo-
rated the role of agriculture and recognized thatlie economy to grow, to create wealth and em-
ployment as the backbone of the economy, agrieulhas to grow even faster. Agriculture was
therefore given high prominence and priority in BERS. The agricultural sector is the backbone of
Kenya’'s economy and the means of livelihood for nodur rural population. Sustained agricul-
tural growth is critical to uplifting the living ahdards of our people as well as generating rapid

economic growth.

However, inspite of the importance of the agrictisector, farming in our country has for many
years been predominantly small scale, rainfed ayatlyp mechanized. In addition, institutional
support and infrastructure have been inadequateei@ment of Kenya (GoK) through implemen-
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tation of the Strategy for Revitalizing Agricultu(8RA, 2004) has tried to address these chal-
lenges but still leaves a lot to be desired. Agsult, the sector surpassed the growth target that
was set at 3.1 per cent to reach as high as 6.tgmrin 2007. The new Agricultural Sector De-
velopment Strategy (ASDS) is also intended to bfiilther on the gains made by the SRA. It is
intended to provide a guide for public and privegéetors’ efforts in overcoming the outstanding
challenges facing the agricultural sector in KerBasides ensuring food and nutritional security
for all Kenyans, the strategy aims at generatimggpdai incomes as well as employment, especially

in the rural areas.

Moreover, it is expected to position the agricudtusector as a key driver in achieving the 10 per
cent annual economic growth rate envisaged unaee¢bnomic pillar of Vision 2030. Under the
ASDS, agricultural sector ministries are expectedrisure that farmers, producers, processors and
marketers of agricultural produce especially bararaploy the most contemporary methods and
technologies. This will require that all bananaegptises be highly productive, commercial in na-
ture and competitive at all levels. The strategpalnderscores the need to develop and prudently
manage factors of production such as land, watpyts, and financial resources so that the cost of

production is within international standards.

1.1.6 Overview of banana farming in Murang’a and Meru Counties

Kenya is among the world’s leading countries imigrof banana production with an annual pro-
duction estimated at 1.1 million metric tons, 40@&sskrt and 60% cooking varieties (Qaim, M.
1999) BananaMusaspp) is an important crop in eastern and centracAf Apart from being a
key staple food in the region, the crop is an ingratrsource of income for resource poor farmers
(Karamura et al., 1998). Bananas are ranR%(iaﬂer rice, wheat and maize) as the world’s most
valuable crop (Africa Harvest, 2007) consumed fmirt high nutritive and therapeutic values
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(Stover and Simmonds,1987). Bananas are grown ssfodly in many parts of Kenya including
Imenti and Nkubu sub-counties in Meru (40%), Kiagg (21%), Murang’'a (20%) Tharaka-Nithi
(19%) among others. The most popular commercisgduB<Culture banana comprises of varieties
such as Williams, GrandNain, Giant and Dwarf Cav&nénd Chinese Cavendish. Murang’a and
Meru County are among the regions that are suifablbanana cultivation and value chain devel-
opment in Kenya with the support of organizatiake USAID-Kenya and Techno-serve among

others.

Banana plantations have recently replaced coffeataiions in Eastern, Central, Western and
Coastal Regions of Kenya (Techno-serve, 2009) wyaiairied out by poor small scale farmers,
majority of who are women. The production is grdguehanging from subsistence farming to
cash farming for the small-scale farmers with a&pbal to penetrate higher value markets. Banana
is one of the best-known food crops in Africa. Wonme particular use banana to diversify the
types of foods consumed in the household. Apamfits value as a food crop in Kenya, sales
from banana output provide the much-needed houdghobme for small-scale farmers (Qaim,

1999).

According to Kenya Agricultural and Livestock Res#aOrganization (KALRO), the structure of

banana production systems in Murang’a and Merusite of banana holdings and the quantity of
bananas produced by different groups of farmersnQ@®99) i.e. large scale banana farmers are
1.8% with ( >0.8ha), medium scale farmers are 186t (0.2 — 0.8 ha) and small scale farmers
are 79.6% with (<0.2 ha). The average area undwrtzain both Murang’a and Meru are 0.12 ha
on small scale farms, 0.45 ha on medium scale famas1.98 ha on large scale banana farms.
Considering the average banana holding of the thiegses and the percentage distribution of
number of holdings, the average size of a banatdingpas a whole in Murang’a is 0.11 ha and
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0.21 ha for Meru respectively. Using this average i view of the 21,673 ha as the banana area
in Murang’a and Meru counties in 2004 (MOA, 200%k total number of banana farms (or farm

households with banana plants) by 2006 was estihtatbe 94,600 and 14,150 farms respective-

ly.

The Kenya National Banana Development Strategy3Zl 6) is trying to make the industry vi-

brant, innovative, commercially-oriented and gld&jpabmpetitive. According to the National

Horticulture Policy released in June 2012, bananthird among the five fruits with the highest
value of enterprise per unit area. Others are:gmpkes, avocadoes, paw paws and mangoes. Leo-
nard Maina Ndirangu, a Senior Assistant DirectoAgficulture, Ministry of Agriculture, Lives-
tock and Fisheries states that “bananas contri®@#0% of all the fruits revenue generated in the

Kenya”.

Although promising, the performance of the banamustry in Murang’a and Meru counties are
still affected by the following environmental dyn&s1 Inadequate market accessibility and lin-
kages causing breakdown in information flow in Ha@ana sector which is critical in solving the
current disjoint between science and practice dlatvs farmers to access knowledge so that they
can address farmer constraints, human impact btaalgbut by poor farming practices such as
massive use of harmful pesticides that affect gmth of workers and village members surround-
ing growing areas, labor concerns in that hard daya highly skilled personnel are needed to
maintain banana plantations which puts small-sbafteana farmers at a disadvantage compared to
large corporations when selling the fruits of tHabor, lack of access to high quality materiald an
key inputs such as quality planting materials,ilfeers, pesticides, farm machinery and imple-
ments. Revamping Crop Yields is a common practicaffarmer to obtain suckers from a friend’s
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orchard and plant on their own; this poor agrondray greatly contributed to the spread of pests

and diseases and this is mainly caused by inadeqoaess to financial services:

Despite these high banana production volumes iny&eavailable evidence show persistent
alarming poor market linkages and poor marketirftagtructure. (Kung'atal. 1995; Genze and
Gathumbi, 2004; Nguthi, 1999). Majority lack adeguiformation on prices and selling through
an inefficient chain of intermediaries and Lackvafue addition and banana product development
has caused pre and post-harvest losses rangingdretis-30%, very low banana export volumes
(insignificant contribution of the sub sector to Band its estimated that 43.4 percent of Kenyans
are below the poverty line, corresponding to ne@r/million persons in 1.2 million households.
While Kenya is on the path to economic growth, ptwveemains a major challenge and most of
the poor people are located in central, easternesstiern regions that have a high potential of ba-

nana production.

In Murang’a and Meru Counties, numerous initiatigesh as Kenya Plant Health Inspectorate
Services (KEPHIS), Pest Control Products Board @¢CPorticultural Crops Development Au-
thority (HCDA), Kenya Agricultural & Livestock Reasch Organization (KARLO), Practical
Training Centre Horticulture (PTC), Agricultural Ger Development Strategy project (ASDSP),
public and private sector actors among others lbawee up with marketing strategies to promote

agricultural sector given the ever changing envitent.

However, evidence on how the Kenyan devolved govent initiatives are impacting on (a) ba-

nana post harvest handling, (b) agricultural conumaération, (c) poor agronomic and plant hus-
bandry practices and (d) industry performance imega and banana farmers in particular is lack-
ing (Wambuguet al 2000). The strategic thrust of increasing the potigity, commercialization

and competitiveness of agricultural commoditieg ldananas to enable the sector to export more
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outputs of banana products, earn the country foreighange, create employment and hence in-
crease Kenya’'s GDP. With the responsibilities ef éigricultural sector currently spread across 10
ministries and the need for partnerships with sewvether ministries and stakeholders, implemen-
tation of ASDS will require strong partnerships aigdhe Government, private sector, develop-
ment partners and other non-State actors. A segt-approach and strong coordination mechan-

isms will be instrumental in the success of thatstyy.

1.2 Research problem

According to Shaw, Eric (2012), marketing strateggthe fundamental goal of increasing sales and
achieving a sustainable competitive advantagendludes all basic, short-term, and long-term
activities in the field of marketing that deal witire analysis of the strategic initial situationaof
company and the formulation, evaluation and selaatif market-oriented strategies/theories such
as market segmentation, innovation and therefongributes to the goals of the company and its
marketing objectives, (Beckman, Kurtz & Boone, 2000rms seeking to remain competitive and
achieve superior performance have to anticipatet Wier customers want and at the same time
determine if they are satisfied with the firm’s guots and services (Barney, 1991). The dynamic
capabilities entail the firm’s abilities to integgabuild and reconfigure internal and external €om
petences to address rapidly changing environmd@etsce et al., 1997). It is generally necessary to
try to grasp many aspects of the external envirartniecluding technological, economic, cultural,

demographic, political and legal aspects, (MullWalker, Boyd & Larreche, 2002).

According to stakeholder theory (Freeman 1984) faenformance is a dependent variable which
is measured based on subjective indicators sugbragability, growth, customer satisfaction,
employee satisfaction, social performance and enmental performance (Richard, Devinney,
Yip, & Johnson, 2009). It uses tools such as MamgeMix Modeling to help decide how to
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allocate scarce resources for different media, elsag how to allocate funds across a portfolio of
brands. In addition, firms can conduct analysepe@fformance, customer analysis, competitor
analysis, and target market analysis. Generalbantsafely be identified whether a particular firm
is a market leader, challenger, follower and nidendentifying its vision, mission, objectives,
and marketing strategies. The theory of Innovatiod R&D views long-term profitability of the
firm as a process of "creative destruction” (thtougnovation that changes the very nature of

competitive advantage in the market) rather tham @sndition leading to equilibrium.

Although some research efforts have been undertekerplain marketing strategies in develop-
ing economies at the organizational level (ChukwWw02), many of these research efforts do not
provide answers to issues pertaining to the impadcdompany’s structure and strategies on the
performance of businesses prospecting industriescpiarly the agricultural marketing compa-
nies. The deregulation of the Kenyan economy thmothlge Structural Adjustment Programme
(SAP) affected the agricultural sector in Kenyamany ways. Consequently, the Kenyan agro
based companies incorporated the usage of variauketnmix elements to improve their market
outreach/ coverage, new product ratio, price pmsiig, competitive orientation, etc to survive

and grow (John and Davies 2002).

The novelty of this study, therefore, is to devedwpapproach that looks at the effects of market-
ing strategies on small scale banana farmers’ padoce while controlling for environmental dy-

namics among banana farmers.

This study will investigate the following: To whextent do marketing strategies affect agricultural
performance and how do environmental dynamics eantséction costs affect the performance of

small scale banana farmers in Murang’a and Meruntesr?
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1.3 Objective of the study
The objective of this study is to determine how keéing strategies affect agricultural perfor-
mance and to examine the effect of environmentahdycs and transactions costs on performance
of small scale farmers in Murang’a and Meru cougitie
Specifically, the study will:
i. Determine the effects of marketing strategies endmall scale farmers’ performance in
the banana markets in Murang’a and Meru Counties.
ii. Determine the effect of environmental dynamics arketing strategies in the banana in-
dustry.
iii.  Examine the joint effects marketing strategies andronmental dynamics on the perfor-

mance of the banana industry.

1.4 Value of the study

The finding of the study will have important im@i@n on the future of banana farmers in Mu-
rang’a and Meru Counties in Kenya. The study iseefgd to contribute to the existing knowledge
on marketing strategies, environmental dynamicsthait relationship on performance of banana
farming business and the industry at large. Thisld/@nable the management of banana farmers
to put in place marketing strategies and internairenmental dynamics that will see the farmers
gain a competitive edge over their competitorssTieisearch area is relevant to both marketing
managers and academics alike as environmentallémd®ri calls for control and adjustment of the
organizational resource base and marketing stestdgi order to maintain or increase organiza-

tional performance.

Based on this study, the Government will reform atrdamline agricultural institutions that pro-
vide services to farmers such as extension, trgingsearch and regulatory services to ensure that
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they serve farmers efficiently and cost effectivelfis study will also institute policy, legal and
regulatory reforms so that individual farmers aneairaged to shift from subsistence to market-
oriented production, and to adopt greater use afamofarming practices while increasing integra-
tion of agriculture with other sectors in the naitbeconomy. This study
shall benefit the Ministry of Agriculture, Livesto@nd Fisheries in the formulation of future poli-
cies aimed at enhancing performance of banana rigrimiusiness as well as implementation of
strategy in order to achieve vision 2030. It shallhelpful to the management of banana farmers
business in Murang’a and Meru Counties. It woulddguhem to adopt appropriate marketing
strategies that would ensure both customer satiigfaand retention. This study will form a base
for students and other researchers to develop #tedies. The scholars and researchers who
would like to debate or carry out more study ondmenfarming business in dry areas would find
the study important in their studies since they Wive a ready source of literature review. The
study report will act as reference and stimulateititerest among academicians and this will en-

courage further researches.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction:

This study will find out how marketing strategies, eovimental dynamics have affected the per-
formance of banana small scale farmers in MuraagthMeru counties, Kenya.

2.2  Theoretical Foundation:

All organizations operate in a dynamic environmdiite external environment of a firm is made

up of other organizations and people with whom drganization trades and interacts with. The

external environment includes suppliers, client$ eampetitors. The need to stay competitive and
maintain a competitive advantage in different emvinents has led organizations to adopt differ-
ent marketing strategies. It is important to unterd the relevance of these strategies (Porter,
1980) in the context of the government actions whatfect the firm’s performance or business

organization. All organizational functioning areeeeas resulting from organization’s interdepen-

dence with its environment. Since firms operateaigiven environment, marketing strategy is

therefore important for firms to obtain a viabletaiabetween their external environment and their
internal capabilities. Pearce and Robinson (198d)Tompson et al., (2007 and 2012) emphasize
that the need to either build defenses against etitiye forces in an industry or find suitable fac-

tors/positions where competitive forces are wealilgays seem to generate the best strategy.

2.2.1 Theory of marketing strategies

In general, there are three aspects to the straitefiyms, regardless of the level of the strategy:
content, formulation process, and implementatidrat&gy content refers to the specific relation-
ships, offerings, timing, and pattern of resourepldyment planned by a business in its quest for
competitive advantage, such as generic strategpsifleadership versus differentiation; push ver-
sus pull strategy. Strategy formulation processreefo the activities that a business engagesin fo
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determining the strategy content such as markebrtyppity analysis, competitor analysis and de-
cision-making styles. Strategy implementation refer the actions initiated within the organiza-
tion and in its relationships with external consgtitcies to realize the strategy that is organiaatio

structure, coordination mechanisms and controkesyst(Porter, 1985).

Matrices approach to portfolio analysis and plagnsuch as the Boston Consulting Group (BCG)
growth share matrix and the market attractivenessniess competitive position matrix, provide
insights into "why some businesses in a multi-bessnfirm's portfolio are more profitable than
others. “The work of (Peter & Waterman, 1982) igresentative of research that attempts to shed
insights into content, process, and implementatamtors that affect long-term performance of
firms at a more general level regardless of thesty in which they operate. The study used this
theory to explain how marketing strategies and rammental dynamics can give commercial ba-
nana farming competitive advantage through perfageaof these environmental forces and res-

ponses that determine the extent to which bananarfg business operate”.

2.3.2 Institutional Theory

Institutional theory suggests that the actionsirofig and the outcomes of these actions are influ-
enced by the knowledge systems, beliefs, and thkgscharacterize the context of the organiza-
tion. The firm is embedded in a general environnoemprising the institutions that lay the guide-
lines to shape the behavior of firms and macroetatiactors such as the prevailing culture. The
firm is also embedded in an industry environmeat tomprises the actors within an industry such
as suppliers, customers, competitors, and charargigys. The nature of the relationships among
these industry stakeholders influences the actioaisa firm can initiate in pursuit of competitive
advantage.
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The firm has an internal environment that compritesnique sets of skills and resources; collec-
tive beliefs about the market, competition, andustdy for instance shared mental models and cul-
ture (Porter, 1980, 1985). Corporate strategy,ass strategy, and functional strategies such as
marketing strategy interact to shape the competaidvantage of individual businesses in a firm's
portfolio. It is the confluence of these stratega@sl environmental dynamics that determines the
extent to which a particular business is able tuea® and sustain a competitive advantage. This
competitive advantage, in turn, affects the malleted performance and financial performance of

the businesses.

A number of competing and complementary theoriemdhustrial organization economics, busi-
ness policy and strategy, and marketing providealak insights into the determinants of perfor-
mance at different levels. For instance: The siingeconduct-performance model (Bain, 1956)
attempts to explain "why some industries, on awerage more profitable than others. “The effi-
ciency perspective (Demsetz, 1973) provides insigito why some firms in an industry are more
profitable than others. The works of (Porter, 19B885) provide insights into "how the structural
characteristics of an industry and the competisivategy pursued by a business jointly determine
the performance of a business. “The resource-bas&dof the firm attempts to explain superior
firm/business performance in terms of firm-specdidlls and resources that are rare, valuable, no
imitable, and characterized by absence of equivadabstitutes (Barney, 1991; Rumelt, 1984;

Wernerfelt, 1984).

A baseline survey conducted in Murang’a and Memunties showed increased demand for banana
products but there was low knowledge and skills rgnthe small scale banana farmers in Mu-
rang’a and Meru Counties. Banana farming was noitngon in both Counties until recently when

farmers started to grow bananas alongside othestlick. The bananas were grown in small fami-
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ly households and produced for subsistence use ®hly constant feeds and fuel requirement for
the demonstration centers calls for another sustéensolution. The number of farmers in need of
technical support is getting more thus need fordase in the number of staff. Field officers are at
times unable to assess the banana farmer’s progmetd® ground due to lack of transport. In addi-
tion, lack of quality banana fingers for the farsés also a major challenge. According to Short-
term surveys carried out revealed that many bafemaers lack direction on how to effectively

market their produce and service. In the past teégd on monopolistic marketing arrangements

facilitated by the individual banana farmers’ Z@t, 2003.

The current setup of Ministry of Agriculture, Litesk and Fisheries Development Marketing De-
partment lacks the necessary structural suppodctoalize the marketing functions effectively
(National Aquaculture Strategy and Development P210-2015) As a result, the ministry has
come up with a banana marketing strategy, a docusrensaged to a road map to enhancing the
marketing of the activities in the sector. The ne#irlg strategies that need to be strengthened are
product development, market development, produahding, sales promotion, innovation and
adoption of ICT, core competences (National Agtioal Sector Strategy and Development Plan,

2010-2020).

2.3.2 Game Theory

Game-theoretic models assume that firms are (hypé&onal utility maximized, where rationality
implies that they strive to achieve the most prefirof outcomes subject to the constraint that
their rivals also behave in a similar fashion. \Whtere may be uncertainty regarding the expecta-
tions and actions of its rivals, a rational firmeigpected to overcome uncertainty by forming com-
petitive conjectures, subjective probability estiesaof rivals' expectations and behavior. In effect
game-theoretic models assume intelligent firms taat put themselves into the "shoes" of their
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rivals and reason from their perspective. Signali@gmpetitive signals are "announcements or
previews of potential actions intended to convdgrmation or to gain information from competi-
tors". Competitive behavior is often influenceddignals sent by competitors. Signaling could al-
so place the firm that sends the signal at a deatdhge. For example, signals that provide compet-
itors with advance information about the firm'semtions could hurt the competitive position of
the firm, and signals that are not followed throgheap talk) could hurt the competitive reputa-

tion of the firm.

Furthermore, signaling that is interpreted as pagidbehavior may trigger antitrust review into
the behavior of the firm (Zagare, 1984). Innovateomd R&D for the long-term profitability of the
firm is viewed as a process of "creative destructighrough innovation that changes the very na-
ture of competitive advantage in the market) rathan as a condition leading to equilibrium. This
argument is supported by the "Austrian” schooltodtegy (Jacobson, 1992), which suggests that
the business environment is inherently dynamic dedlefore characterized by uncertainty and
disequilibrium. The Austrian school views profitssuch an environment as a consequence of dis-
covery and innovation. Such discovery and innovatlo not necessarily mean drastic changes of
a discontinuous (Schumpeterian) nature alone. Rathey span a continuum encompassing inno-
vations with the potential to provide the firm wigéhdifferential advantage over its competitors
such as reformulation of a product, developing pescesses for manufacturing a present product,
and developing new channels of distribution (Jacnh4992). The study used this theory to ex-
plain how commercial banana farmers can read tireals of the competitors and make a rational

decision which can give them a competitive advamiaghe marketing of their products.

19



2.3.3 Product Quality Theory

The economic view of quality is any aspect othantprice that influences the demand curve of a
product. Combining these two notions, quality carcbnstrued as any non price aspect of a prod-
uct that signifies its superiority and causes & shiits demand curve. Ideally, a business would
want to sustain a higher price as well as a higharket share but these two objectives may not
always be compatible. That is, if the business wefellow a’ niching’ strategy by offering a high
guality product at a high price targeted at a smmaftket niche, it effectively excludes itself from
the contest for market share dominance in the lemoarrket. The ability of a business to charge
higher prices for higher quality is contingent b ease with which consumers can determine the
quality of the product. When quality is uncertatonsumers tend to use price as an indicator of

quality.

This suggests a bidirectional relationship betwgeality and price, in which perceived quality
positively influences price under conditions ofages information availability, and price positively
influences perceived quality under conditions e¥do information availability (Varadarajaet al.,
1999). The study will use this theory to explaimwhmommercial banana farming can be improved

through selling quality and value added bananaymisdhence attaining market share dominance.

2.3.4 Market Share Theory

The structure-conduct-performance model positiopgstive relationship between industry con-
centration and profitability. Evidence also suggehkat the relationship between market share and
profitability is robust across different definit®rof market share, different sampling frames, and
controls for accounting method variation. In maskieéset by uncertainty and imperfect informa-
tion about product performance, the high marketesbéa brand acts as a signal of superior quali-
ty to consumers. In such markets, consumers agy Itk have greater confidence in high market
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share brands. This enables high market share btandsmmand a price premium over lower

market share brands and thereby enhance theitglihity (Varadarajaret al, 1999).

Market orientation is conceptualized in terms gthdimensions: customer orientation, competi-
tor orientation, and inter-functional coordinatiddefine market orientation from a behavioral
perspective as "the organization wide generatiomaiket intelligence pertaining to current and
future customer needs, dissemination of the iggtice across departments, and organization wide

responsiveness to it" (Kohli & Jaworski, 1990).

2.4  Marketing Strategies and Firm Performance:

A clear and reasoned marketing strategy is a mamaiges prescription for doing business, its
roadmap to competitive advantage, its game-plapliEasing customers, increasing sales, market
share and improving financial performance. Thompeaeh Strickland (2003) consider the essence
of good marketing strategy making as that of bogda market position strong enough and organi-
zations capable enough to produce successful peafure despite unforeseen events, potential
competition and internal difficulties. A stratefpcused enterprise is more likely to be a strong
bottom-line performer than a company whose manageriews strategy as secondary and puts
its priority elsewhere. A company that lacks cleat direction has a vague or undemanding per-
formance targets, has a muddled or flawed strat@ggan’t seem to execute its strategy compe-
tently is a company whose financial performancprabably suffering, whose business is at long

term risk, and whose management is sorely lacklogr{(son, Scholes and Whittington 2008).

25 Environmental dynamics and Firm Performance
The extant literature shows that environmentaldiacplay a vital role in the determination of the
failure or success of the firms. Specifically, e tstrategic marketing discourse, the role of com-

petitive environment has been viewed as an emeigieg of interest (O’'Cass et al., 2004). The
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moderators of market orientation-performance retethip have emerged as a topic of interest in
the marketing literature since the external envirent in which organizations operate is highly
complex and volatile (Faherty, 1985; Kirca et 2005). The external environment may influence
a firm’'s performance directly as well as moderate market orientation and firm performance re-
lationship. Previous scholars underscore the neestan the external environment in designing
effective marketing strategies (O’Cass and Weerdevaa, 2010). Prior researchers have suggested
that the firm’s market environment might influeritee relationship between market orientation

and performance.

Day and Wensley (1988) suggest that in a markentation, the environment might affect either
customer or competitor focus. They argue that esiplsnould be on the customer in markets with
a low concentration of competitors while for a catier emphasis would be called for in high
concentration markets. Kohli and Jaworski (199@e#sthat some market environment characte-
ristics might affect the strength and or importante¢he relationship between market orientation
and performance. They further argue that the maiahip would be stronger in low-growth than in
high growth environments. While previous studieggast that environmental conditions may

modify the strength of the market orientation aineh fperformance (Narver and

Slater, 1990; Kohli and Jaworski, 1990), mixed lesshave been reported in an attempt to model

different external environmental factors.

Greenley (1995) suggests that a firm’s internal arggrnal environment constrains its behavior
and firm performance is a result of how it respotadsr deals with its environments. The dynamic
external environment in which firms operate provag@ortunities for growth, development, value,
wealth creation and presents challenges and thrdath firms have to address for survival. These
factors may vary depending on the environmental fand context. According to Kohli and Ja-
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worski (1990), the need for a firm to be markeented may be affected by the conditions in the
external environment. They argue that firms opegaiin a dynamic environment and in changing
industries characterized by high degrees of cortipetand fighting for customers have to be more

market oriented than their competitors to enjoyesigp performance.

2.6  Marketing strategy, environmental dynamics andirm performance

Marketing strategy has been defined by Mintzberampel, Quinrand Ghoshal2003), as the
pattern (ploy, pattern, position and perspectineg stream of decisions and actions whereas John-
son and Scholes (2008) definition of marketingtstig is a direction and scope of an organization
over the long-term, which achieves advantage ferditganization through its configuration of re-
sources within the changing environment, to meeteds of the market and to fulfill stakeholder

expectations.

While Thompson et al. (2007, 2012) have definedketarg strategy as a management’s action
plan for running a thriving business and conductipgrations and that the crafting of a strategy
represents managerial commitment to pursue a phatiset of actions such as product branding,
sales promotions and positioning in growing theifess, attracting and pleasing customers, com-
peting successfully, conducting operations and avipg the company’s financial and market

performance in order to strengthen its long terstanability and competitive edge over its rivals.

There is no single definition of marketing strategipwever, it is clear that strategy has to do with
how a firm relates to its environment. This hastdke into account the internal capabilities
(strengths and weaknesses) of the firm in relatitoaxternal opportunities and threats. As an or-
ganization’s environment changes, it is necesdatythe firm continuously adapt its activities and
internal configurations to reflect the new extersialiation. Failure to do this puts the future lod t

organization in danger, Mintzberg (1994).
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CHAPTER THREE: RESEARCH METHODOLOGY
3.1 Introduction:
This chapter presented a detailed assessment ofatieus methods that employed during this
study. This research methodology included a camdskription of the approach and design that

was used to conduct the research, data collectathods and data analysis.

3.2 Research Design

This study utilized a descriptive survey, whichaiprocess of collecting data in order to answer
guestions regarding the current status of the st#ja the study (Mugenda and Mugenda, 1999).
This was defined as an attempt to collect data fne@mbers of the target population with respect
to one or more variables. According to Cooper andirller (2003 and 2006), descriptive re-
search design discovered and measure the caussfaadof relationships between variables and
it is also non experimental in that it deals wthik telationships between non manipulated variables

in a natural rather than laboratory setting.

The researcher was able to ascertain the diffenamketing strategies adopted by small scale ba-
nana farmers with the help of the various devoleednty initiatives within the main investment
segment of the Nairobi Security Exchange (NSEgsponse to environmental changes in order to

gain competitive edge in business (Kombo, 1997).

3.3 Population of the study

Population is defined as all the members of agedalypothetical set of people, events or objects to
which a researcher wishes to generalize the restiltse study (Borg and Gall, 1989). The target

population of banana farmers in Murang’a and Mer80,000. Using stratified sampling, a sam-
ple size of 384 respondents from Meru County ardl 48pondents from Murang’a County was

selected and interviewed (Ministry of Agricultutayestock and fisheries and development Mu-
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rang’a and Meru County Office statistic 2014). Yheas distributed in the eight sub-counties of
Murang’a and Meru County which are selected fos gtudy. The sample size for the study is 200
which constitute 30% of the total population. Aatiog to Mugenda and Mugenda (2003) a sam-

ple size of 10% is acceptable if the populatior $szbig.

3.4  Sampling

Sampling means selecting a given number of subjemts a defined population as representative
of that population. Any statements made aboutstraple should also be true of the population
(Orodho and Kombo, 2002). It is however agreed tta larger the sample, the smaller the sam-

pling error.

In any survey, the selection of the survey paréinig has an ultimate impact on the findings. Since
the survey intends to cover banana farmers, holgdkiwat grow bananas as their main crop will
be targeted. A stratified sampling approach wasiue draw a sample of 384 respondents from
Meru County and 400 respondents from Murang’a Gountn the first stage, four sub-counties
that have the majority of banana growers were mivpty selected from each County. From the
selected sub-counties, 3 villages were randomigcsedl in each of selected sub-county. In each
village, 10 households / farmer associations wkestesl randomly for the interviews. The total of

banana farmers selected in each County was propaté to the size of banana farmers.

A complete listing of all banana farming householdseach village selected, irrespective of
whether they are beneficiaries of devolved countyegnment banana initiative or not was
developed to generate sampling frames. Using thergeed list, a sampling interval and a random
start point was determined and used to select thfarin households that were included in the
sample. Local leaders especially Local Council (c@airpersons were used to draw a village map

with the estimated number of households who do farfarming, their names and location.
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Names of farmers were used in the selection of éfwalds to interview. The village was divided
into four blocks to ensure that each part of thiage is represented in the sample. Depending on
the estimate number of banana farming householdadh village, a sampling interval and random

start point will be determined.

35 Data Collection

The study utilized two types of data: primary aedadary data. The data collected was cross-
sectional data. Data was collected by desk reviegseweral documents including reports, surveys
and published work; Focus Group discussions witierdint stakeholders and field visits to banana
farms and hardening nurseries. A semi-structurestipnnaire as noted by Sherri (2010) was used
in the study to elicit information related to faproductivity from all the selected respondents. A
guestionnaire for banana farmers was structureld koth open and closed-ended items. The se-
lected farmers filled in the questionnaire. Thedjie@naire was divided into two i.e. the personal
details of the respondents and the questions mpgrof various study variables. This is considered
appropriate as it tended to collect all relevaspomses that would facilitate analysis and compari-

son of parameters.
3.6 Data Analysis

Data obtained from the questionnaires was proce$gedgh editing, coding and analyzed using
descriptive statistics with the help of statistipackage for social Sciences (SPSS) which offered
extensive data handling capabilities and numertatsscs analysis procedure that analyzed small

to very large data statistics. This is in agreemetit Bell (2007).
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A multiple linear regression model was used to uvstdad the relationships between the depen-
dent variable (}J and the several independent variableg (Klalhotra, K. N. and Birks, F.D.,

2000).

Yi= Bo + PoXi + PoXZ +&, =1, ... . n.
Where Y= dependent variable

X = independent variables
[ = parameters
€ = error term
n = sample size
The multiple linear regressions model the relatigmbetween two or more explanatory variables

and a response variable by fitting a linear equatio observed data. Every value of the

independent variable x was associated with a vaflilee dependent variable y.
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CHAPTER FOUR

DATA ANALYSIS, RESULTS AND DISCUSSION

41 Introduction

This chapter is a presentation of results and figsliobtained from field responses and data, bro-
ken into two parts. The first section deals witl background information, while the other section
presents findings of the analysis, based on thectibbgs of the study as explored by the question-
naires where both descriptive and inferential stias have been employed. The overall objective
of the study was to determine how marketing strategffect agricultural performance and to ex-
amine the effects of environmental dynamics andstation costs on performance of small scale
banana farmers in Murang’a and Meru counties inyidenThe data used for this research were
collected from the survey of banana firms. A taf680 questionnaires were returned that is 336
and 344 questionnaires from Murang’a and Meru respdy. However, 150 questionnaires were
incomplete and were therefore not used in the aiglyThe average sample response rate was 86
%. According to Fowler (1984), a response rate6368s representative. This was therefore con-
sidered representative sample for further analy$is is a higher response rate than those of simi-
lar studies conducted by Blankson and Cheng (2@5percent, Munyoki (2007) 51 percent and

Mohammed (2011) 31 percent.

4.2 Respondent Characteristics

The respondent’s characteristics included the lglesel of education attained and the length of
service in the current position. The study settoutxamine the respondent’s length of service in
their current position and the attained highesellef education. The target respondents for this
study were the farmers, Managing Director/Ownerdgarana firms or any other manager in an
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equivalent position in banana farming related oigtions. The distribution of respondent’s
length of service in current firm is contained iable 4.1.

Table 4.1: Individual Respondent Length of Service

Years Frequency Percentage (%)
0- 5 years 15 25.0

6-10 years 25 10.0
11-15 years 10 20.0
16-20 years 27 39.0
Above 20 years 9 6.0
Total 86 100

Source: Primary data

The results in Table 4.1 reveal that approxima88&yo of the respondents had been in the banana
business for at least 6 years. The respondentigHesf service can be associated with experience
and knowledge acquired over time which can leadugerior firm performance. The study had
also sought to establish the highest level of etilutattained by the respondents. The highest lev-
el of education attained and prior experience isifess have been recognized as critical success
factors for small and large firms. According to Ba¥hite and Barr (1993), a positive relationship
exists between high education levels and firm perémce. The relevant data are presented in

Table 4.2.
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Table 4.2: Highest Level of Education

Highest Level of Education Frequency Percentage (%)
“‘O” level 15 10
“A” level 20 5
Certificate 10 20
Diploma 24 40.0
Bachelors degree 9 15.0
Masters degree 8 10.0
Total 86 100%

Source: Primary Data

The results in Table 4.2 reveal that the resporsdead a relatively high level of qualification with
24% and 20% holding diploma and certificates retypelg. This implies that the respondents have
the relevant knowledge in their areas of operatthin the banana firms. The level of education
has been cited as a critical success factor ingglirms survive and manage in difficult condi-
tions and to improve business profitability (Yuslti§95). The education level of the respondents

was well distributed to carry the study out.

4.3 Banana Respondent Firm Characteristics

The key firm factors of interest for the study wéhne age of the firm measured in terms of the
number of years the firm has been in operationeny; size of the firm measured by the number
of long serving banana farmers in the firm; andfthre ownership structure measured in terms of
whether the firm is locally owned, foreign ownedjaintly locally and foreign owned. The age of

the firm can increase its efficiency in that thenfican discover what it is good at and learn to do

things better. The age of the firm was measuredumgber of years the firm has been in operation
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in both Murang’a and Meru in Kenya which was presdno represent the firms’ industry expe-
rience. Table 4.3 presents the results on the &l dirms surveyed.

4.3 Size of the firms

Acres Frequency Percentage (%)
0-5 15 35.0
6-10 25 12.0
11-15 10 16.0
16-20 27 15.0
Above 20 9 22.0
Total 86 100

Table 4.3 Size of your firm

The study shows that 35% had O - 5 acres, 12% had bet@€l0 acres, 16% had between 11-15
acres, 15% had 16-20 acres while 22% had overi28.ac

Table 4.3: Number of Years the Firm has been in Opation

Years Frequency Percentage (%)
Up to 5 years 11 15
6-10 12 20
11-15 18 29
16-20 27 25
Over 20 18 11
Total 86 100

Source: Primary Data.

The results in Table 4.3 show that approximateB688% the banana firms have been in operation
in Kenya for less than 20 years and 11% have beirgperation for over 20 years. The results
imply that most of the banana firms surveyed al&tively young. The results in Table 4.3 show

that approximately 70% of the banana firms haven lle®peration in Kenya for less than 20 years
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and 30% have being in operation for over 20 ye@ne results imply that most of the banana
firms surveyed are relatively young

The size of the firm was measured in terms of thmler of permanent employees currently em-
ployed by the banana firm. This method of meaktaebeen found to be linked to better business
performance with larger firms having a higher lesebuccess (McMahon, 2001). The size of the
firm in the current study is a reflection of thal@yp of the firm to cope with changes in the envi-
ronment and also reflects how it organizes and £opéh its internal processes and procedure.

Table 4.4 presents the relevant results.

Table 4.4: Number of Employees Permanently Employed

No. of employees Frequency Percentage (%)
1-10 11 25
11-20 12 30
21- 30 10 15
31-40 27 10
41 - 50 15 15
Over 50 11 20
Total 86 100

Table 4.4 Years in operation

The results in Table 4.4 indicate that all the Inanfirms surveyed have fifty employees and be-
low. This implies that majority banana firms (93.3f4ll under the SME category as per the GoK
(GokK, 2005).

4.4 Marketing Strategies

The table below indicates the effects of markestrgtegies on the small scale farmers’ perfor-
mance in the banana markets in Murang’a and Meun(es as suggested by the respondents.
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Table 4.5 Marketing Strategies

Statement Mean Std deviation

We constantly monitor our level of com- 2.21 1.00
mitment and orientation to meeting cus-
tomers’ needs

Our strategy for competitive advantage| is 2.00 0.724
based on clear understanding of our qus-
tomers’ needs

Meeting of our customers’ needs is the 4.00 0.591
most important objective of our business.

Our strategies are driven by our beliefs|on 2.11 0.501
how we can create greater value for pur
customers

We give close attention to after-sales 2.20 1.00
service

The study above shows that respondents constaotiyton our level of commitment and orienta-
tion to meeting customers’ needs with a mean ofl 2ahd a standard deviation of 1.00.
Furthermore, respondents strategy for competittheaatage is based on clear understanding of
our customers’ needs with a mean of 2.00 and alatdrdeviation of 0.724. On whether meeting
of customers’ needs is the most important objeativeur businessvith a mean of 4.00 and a
standard deviation of 0.591.

Moreover, respondents strategies are driven by dief®®n how we can create greater value for
our customers with a mean of 2.20 and a standardtamviaf 0.100. On whether the respondents

give close attention to after-sales service with a medrD0fand a standard deviation of 0.591.

From the study above, it can be noted that the regps@re customer centered and prefer to sa-
tisfy customers’ needs first. These findings were in lindd Whompson and Strickland (2003) who

posits that a clear and reasoned marketing strategy @agament’s prescription for doing busi-
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ness, its roadmap to competitive advantage, iteegalan for pleasing customers, increasing sales,
market share and improving financial performandeeylconsider the essence of good marketing
strategy making as that of building a market positstrong enough and organizations capable
enough to produce successful performance despfteaseen events, potential competition and

internal difficulties.

4.4.1 Competitor Strategies

Table 4.6 Competitor Strategies

Statement Mean Std deviation
Our farmers/members regularly share informa- 2.11 1.00
tion within the firm concerning competitors’
strategies
We quickly respond to competitors actians 2.13 0.636

that threaten us.

The management team regularly discusses 4.21 0.485
competitors’ strengths and strategies.

We target customers and customer groups 2.01 0.602
where we have developed or can develop a
competitive advantage.

Managers from every functional area regularly 2.01 1.11
interact with our current and prospective
Customers

Table 4.6 above indicates that farmers/memberdadgishare information within the firm con-

cerning competitors’ strategies with a mean of 2ahdl standard deviation of 1.00. On whether
quickly respond to competitors actions that threate with a mean of 2.13 and standard deviation
of 0.636. Moreover, on the management team requitstusses competitors’ strengths and strat-
egies with a mean of 4.21 and standard deviatidh485. On whether the respondents target cus-

34



tomers and customer groups where we have developedn develop a competitive advantage
with a mean of 2.01 and standard deviation of 0.&0@ finally managers from every functional
area regularly interact with our current and presige customers with a mean of 2.01 and stan-

dard deviation of 1.11.
4.5 Product Strategies

The table below indicates the marketing strategmployed by the firm.

Table 4.7 Product Strategies

Statement Mean Std deviation
We have the ability to develop new banana 3.02 0.413
products
We develop new banana products to exploit 3.00 0.304

research and development (R&D) investment

We successfully launch new banana products 2.00 2010.

We ensure that product development efforts 3.00 1.00

are responsive to customer needs

The study above indicates that the firm has thétylto develop new banana products with a
mean of 3.02 and standard deviation of 0.413. Qeldp new banana products to exploit research
and development (R&D) investment with a mean 00&0d standard deviation of 0.304. Success-
fully launch new banana products with a mean 0d 28d standard deviation of 0.201. Ensure that
product development efforts are responsive to costaneeds with a mean of 3.00 and standard
deviation of 1.00. The researcher further sougtestablish pricing strategies of the firm as indi-

cated in the table 4.4 below for interpretationpmses.
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Table 4.8 Pricing Strategies

Statement Mean Std deviation

We use pricing skills and systems to respond 2.12 0.413
quickly to market changes

We know our competitors pricing tactics 3.11 0.574
We do an effective job of pricing our products 2.12 0.501
We monitor competitors’ prices and price 3.00 2.00
changes

The study in table 4.4 above indicates that respotsduse pricing skills and systems to respond
quickly to market changes with a mean of 2.12 aaddard deviation of 0.413. On whether the
respondents know our competitors pricing tacticd aanean of 3.11 and standard deviation of
0.574. On whether the respondents do an effeaive] pricing our products with a mean of 2.12
and standard deviation of 0.501 and finally, mandompetitors’ prices and price changes with a

mean of 3.00 and standard deviation of 2.00.

4.6 Environmental Dynamics

The researcher sought to establish the extent ichwhspondents’ firm is affected by the follow-

ing external environmental factors.

Table 4.9 Inter-functional coordination

Statement Mean Std deviation
In our industry, new competitors enter at a 2.00 0.413
highly visible large scale which poses a risk to
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Small scale firms in our industry have no sub- 4.04 0.304

stantial resources which may be used

New firms spend a large amount of capital|on 2.00 0.201

advertising and/or for research and develop-

Retaliation by established firms towards new 2.01 1.03

entrants into our industry has been strong

New entrants into our industry have to spéend 2.00 0.502

heavily to build their brand names and |to

New firms entering our industry as small scale 2.12 1.00

firms must accept a considerable cost disad-

Large capital and/or financial resources are 2.00 0.500

required for entry into our industry

The study indicates that in the respondents inguséw competitors enter at a highly visible large
scale which poses a risk to small scale farmerh witmean of 2.00 and standard deviation of
0.413. On Small scale firms in our industry havesnbstantial resources which may be used to
prevent the entry of new competitors with a meam.0dand standard deviation of 0.304. New
firms spend a large amount of capital on advegisind/or for research and development (R&D)
which poses a risk to existing small scale farnveth a mean of 2.00 and standard deviation of
0.201. Retaliation by established firms towards eevants into our industry has been strong with
a mean of 2.01 and standard deviation of 1.03. Blenants into our industry have to spend heavi-
ly to build their brand names and to overcome @gsbrand loyalties with a mean of 2.00 and
standard deviation of 0.502. New firms entering malustry as small scale firms must accept a
considerable cost disadvantage with a mean of @ntstandard deviation of 1.00. While Large
capital and/or financial resources are requirecefdry into our industry with a mean of 2.00 and

standard deviation of 0.500.
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The study above indicates that firm is affectedelternal environmental factors. These findings
were in line with (Faherty, 1985; Kirca et al., 3)@hat environmental factors play a vital role in
the determination of the failure or success offitmas. Specifically, in the strategic marketing-dis
course, the role of competitive environment hambeewed as an emerging area of interest. The
moderators of market orientation-performance retethip have emerged as a topic of interest in
the marketing literature since the external envirent in which organizations operate is highly
complex and volatile. The external environment nrdiuence a firm’s performance directly as
well as moderate the market orientation and firmigpenance relationship. Previous scholars un-
derscore the need to scan the external environinedésigning effective marketing strategies.
Prior researchers have suggested that the firmikehanvironment might influence the relation-

ship between market orientation and performance.

4.7 Firm Performance

The researcher sought to establish firm performamte respect to the following performance

outcomes. The results were recorded in table 4.thferpretation purposes.

Table 4.9.1 Firm Performance

Statement Mean Std deviation
We have more loyal customers in our firm 3.00 0.513
We often receive complimentary phone calls/ 3.02 0.302

letters /emails from our customers

We hardly receive complaints about our ser- 2.01 0.101
vice offering
We generate new customers in our firm on a 3.03 1.01

regular basis
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Our customers are happy with our offerings 2.00 0.203
and charges

The study above reveals that respondents have loyakcustomers in their firm had a mean of
2.00 and standard deviation of 0.500. On whethgyaedents often receive complimentary phone
calls/ letters /emails from their customers hademmof 3.02 and standard deviation of 0.302. On
whether the respondents hardly receive complalmsitaheir service offering with a mean of 2.01
and standard deviation of 0.101. Respondents geneeav customers in their firm on a regular
basis had a mean of 3.03 and standard deviatidnl®f On whether customers are happy with
their offerings and charges had a mean of 2.00stantdard deviation of 0.203. As (Whittington
2008) posits a strategy focused enterprise is tileely to be a strong bottom-line performer than
a company whose management views strategy as segoadd puts its priority elsewhere. A
company that lacks clear cut direction has a vaguandemanding performance targets, has a
muddled or flawed strategy, or can’t seem to exedststrategy competently is a company whose
financial performance is probably suffering, whasssiness is at long term risk, and whose man-

agement is sorely lacking.

4.8 Descriptive Statistic

Table 4.7 presents the descriptive statics andigtabution of the variables considered in this re
search: marketing strategies and environmental idigsa The descriptive statistic considered

were minimum, maximum, mean, standard deviatioeywsless and kurtosis.
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Table 4.9.2: Descriptive Statistics

Min | Max |Mean Std. Dev-| Skewness Kurtosis
iation Statistic | Std. | Statistic | Std.
Error Error
Marketing 124 | .833 | .5450 15750 .900 .289 .787 570
strategies
Environmental | .345| .843 | .6624 .60114 .892 .289 2.105 570
dynamics

4.9 Correlation Analysis

Pearson correlation was used to measure the defjassociation between variables under consid-
eration i.e. independent variables and the dependsmables. Pearson correlation coefficients
range from -1 to +1. Negative values indicates hegaorrelation and positive values indicates
positive correlation where Pearson coefficient 48dicates weak correlation, Pearson coefficient

>0.3<0.5 indicates moderate correlation and Pearsefficient>0.5 indicates strong correlation.

Table 4.9.3 Correlation Coefficients

Marketing strategies Environmental dynam-

ics

Marketing strategies 1

Environmental dynamics 0.678 1

*, Correlation is significant at the 0.05 level (1tailed).

The analysis above shows that the variable Marggetirategies has the strongest positive (Pearson
correlation coefficient =.742) on Marketing stragsy In addition, Environmental dynamics had a
positive and strong correlation on community pgration (Pearson correlation coefficient =.678).
The study thus established a strong linear relahigmbetween the variables but no autocorrelation

was established.
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4.9.1 Regression Analysis

Table 4.9.4: Coefficient of Determination (F)

Model R R Square Adjusted R Square Std. Error ef Hs-
timate
1 .931(a) 0.866 0.727 52126

Source; Author 2015

The table above, Coefficients, provides the infdramaon each predictor variable. The coefficient
of determination explains the extent to which clemng the dependent variable can be explained
by the changes in the independent variables (Miadk&trategies, Environmental Dynamics And

Performance Of Banana Small Scale Farmers).

The independent variables that were studied ex8&ié% of the changes in Marketing Strategies,
Environmental Dynamics. This implies that theseialdes are very significant (since the p-
values< 0.05) and therefore need to be consideraay effort to boost Performance Of Banana

Small Scale Farmers.

Table 4.9.5: ANOVA?

Model Sum of Squares | Df Mean Square| F Calculated &i

1 Regression | 100.263 3 33.421 4.725 .6015
Residual 2318.654 347 6.682
Total 2418.917 350

Source; Author 2015
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Table 4.9.5 above, ANOVA, indicates that the regjms model predicts the outcome variable
significantly well. This indicates the statisticsignificance of the regression model that was
applied. The significance value is 0.0015. Thisugak less that 0.05 which means that the model
is statistically significant in predicting how matkng strategies, environmental dynamics and
performance of banana small scale farmers. ThdtiEatrat 5% level of significance was 2.33.

Since F calculated is greater than the F criticalue = 4.725), this shows that the overall model

was significant

Table 4.9.6: Coefficient of Regression

Model Unstandardized Coeffi-Standardized | T Sig.
cients Coefficients
B Std. Error | Beta
1 (Constant) 1.324 301 4.285 .000
X1 Marketing Strat{ 0.634 154 .183 776 .386
egies
X2 Environmental | 0.886 0.0481 0.0221 0.4059 0.0106
dynamics
Y Performances of Banana Small Scale Farmers

-0.778 0.0311 0.0465 0.5749 0.0495

Regression equation obtained from table 4.2.4 above

Y= 1.324+ 0.634X1+0.886X2- 0.778X3

42



CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter is a synthesis of the entire studgl, @ntains summary of research findings, exposi-
tion of the findings, commensurate with the objeedi conclusions and recommendations based
thereon.

The purpose of this study was to assess the irfeieh community participation on sustainability
of community water projects: determine the effedftsnarketing strategies on the small scale far-
mers’ performance in the banana markets, deterithieeeffect of environmental dynamics on
marketing strategies in the banana industry anthaathe joint effects marketing strategies and

environmental dynamics on the performance of thraba industry.

5.2: Summary of Findings

From the study above, majority of the respondent$ Wworked between 16-20 years as indicated
by 39%. The percentage was ideal in carrying oatstindy since the respondents were knowled-
geable regarding their organization. It is therefolear that 40% of the respondents had a diploma
certificate. However, the education level of thep@ndents was well distributed to carry the study
out. The study indicates that majority of the regjents were in operation for 11-15 years as indi-
cated by 29% of the respondents. However, the relpas’ years of operation was well distri-
buted to carry the study out.

The study above shows that respondents constaotiyton their level of commitment and orienta-
tion to meeting customers’ needs with a mean ofl 2ahd a standard deviation of 1.00.
Furthermore, respondents strategy for competittheaatage is based on clear understanding of
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their customers’ needs with a mean of 2.00 andradsird deviation of 0.724. On whether meeting
of customers’ needs as the most important objedfviheir businesdiad a mean of 4.00 and a
standard deviation of 0.591.

Respondent’s strategies are driven by their beliefs onthewcan create greater value for their
customers with a mean of 2.20 and a standard deviatidri00. On whether the respondents give
close attention to after-sales service with a mean of 4 @@ atandard deviation of 0.591.

From the study above, it can be noted that the resptsdes customer centered and prefer to sa-
tisfy customers’ needs first. These findings were in lin@d Whompson and Strickland (2003) who
posits that a clear and reasoned marketing strategy @agement’s prescription for doing busi-
ness, its roadmap to competitive advantage, its gamdgui@heasing customers, increasing sales,
market share and improving financial performance. Tdwsider the essence of good marketing
strategy making as that of building a market position stravaygh and organizations capable
enough to produce successful performance despiteasef®n events, potential competition and

internal difficulties.

On whether quickly response to competitor’s actions ttin@aten them with a mean of 2.13 and
standard deviation of 0.636. Moreover, on the managéneam regularly discusses competitors’
strengths and strategies with a mean of 4.21 and staddeiation of 0.485. On whether the res-
pondents target customers and customer groups wheraweedbveloped or can develop a com-
petitive advantage with a mean of 2.01 and standard deviaitid.602 and finally managers from

every functional area regularly interact with their currertt prospective customers with a mean
of 2.01 and standard deviation of 1.11.

The study above indicates that the firm has the ability t@ldp new banana products with a
mean of 3.02 and standard deviation of 0.413. Onldewvg new banana products to exploit re-

search and development (R&D) investment with a mean0&f &nxd standard deviation of 0.304.
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Successfully launch new banana products with a noé&h00 and standard deviation of 0.201.
Ensure that product development efforts are respens customer needs with a mean of 3.00 and

standard deviation of 1.00.

The study indicates that in the respondents inguséw competitors enter at a highly visible large
scale which poses a risk to small scale farmerh witmean of 2.00 and standard deviation of
0.413. On Small scale firms in their industry havimo substantial resources which may be used to
prevent the entry of new competitors with a meamd.0#and standard deviation of 0.304. New
firms spend a large amount of capital on advegisind/or for research and development (R&D)
which poses a risk to existing small scale farnveth a mean of 2.00 and standard deviation of
0.201. Retaliation by established firms towards eeivants into our industry has been strong with
a mean of 2.01 and standard deviation of 1.03. Blenants into our industry have to spend heavi-
ly to build their brand names and to overcome @gsbrand loyalties with a mean of 2.00 and
standard deviation of 0.502. New firms entering malustry as small scale firms must accept a
considerable cost disadvantage with a mean of &ntlstandard deviation of 1.00. While large
capital and/or financial resources are requirecefdry into our industry with a mean of 2.00 and

standard deviation of 0.500.

The study above indicates that firms are affectedxternal environmental factors. These findings
were in line with (Faherty, 1985; Kirca et al., 3)@hat environmental factors play a vital role in
the determination of the failure or success offtlms. Specifically, in the strategic marketing-dis
course, the role of competitive environment hambeewed as an emerging area of interest. The
moderators of market orientation-performance refethip have emerged as a topic of interest in
the marketing literature since the external envitent in which organizations operate is highly
complex and volatile. The external environment nrdiuence a firm’s performance directly as
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well as moderate the market orientation and firmiggmance relationship. Previous scholars un-
derscore the need to scan the external environinedésigning effective marketing strategies.
Prior researchers have suggested that the firmikehanvironment might influence the relation-

ship between market orientation and performance.

The study above reveals that respondents have loyakcustomers in their firm had a mean of
2.00 and standard deviation of 0.500. On whethgyaedents often receive complimentary phone
calls/ letters /emails from their customers hademmof 3.02 and standard deviation of 0.302. On
whether the respondents hardly receive complabtstaheir service offering with a mean of 2.01
and standard deviation of 0.101. Respondents geneeav customers in their firm on a regular
basis had a mean of 3.03 and standard deviatidnl®f On whether customers are happy with
their offerings and charges had a mean of 2.00stanabdard deviation of 0.203. As (Whittington
2008) posits a strategy focused enterprise is tikely to be a strong bottom-line performer than
a company whose management views strategy as segoadd puts its priority elsewhere. A
company that lacks clear cut direction has a vaguandemanding performance targets, has a
muddled or flawed strategy, or can’t seem to exedststrategy competently is a company whose
financial performance is probably suffering, whasmsiness is at long term risk, and whose man-

agement is sorely lacking.

5.3 Conclusion

The study examined the relationship between marfetirategies, environmental dynamics meas-
ured by pricing strategies, product strategies, peditor strategies and inter-function coordination
and firm performance (customer satisfaction, custoratention, employee satisfaction, effective-
ness, efficiency, relevance and financial viabjlity banana firms in Murang’a and Meru counties
in Kenya. The positive relationship revealed in $twedy suggested that the banana production in
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the two counties is market-oriented. As a reshk, hanana firms are in a position to respond to

changes in consumer tastes and preferences comsiguo

Today’'s consumers are highly knowledgeable and dding. For the firms to succeed in the
competitive environment, they have to be responsitbe needs and wants of their target custom-
ers better than competitors. This calls for firmmsbe customer-focused, competitor-oriented and
utilization of the firms’ scarce resources effidign The results suggest that market orientatgon i

an important strategy for small and medium sizedrnises.

The study examined the moderating effect of theeayl size of the firm, external environmental
factors. The results show that the age and sizbeobanana firms did not influence the perfor-
mance of the firms surveyed in Murang’a and Merwi@p. Specifically, the effect of the age of
the firm on performance, though positive was natistically significant while the effect of the
size on the firm performance was negative and tadissically significant. Regarding the moderat-
ing effect of firm characteristics (age and sizett@ firm) on market orientation and marketing
strategies, the relationship was not statisticsigynificant. This suggests that age and size of the

firms do not influence the market orientation aratketing practices that firm undertakes.

The results showed that the external environmefatabrs predict firm performance of banana
firms surveyed in both Murang’a and Meru CountiEse results imply that in a dynamic business
environment, the firms have to continuously scan eélternal environmental factors. This is af-
firmed by previous scholars who posit that in aaiyic environment, firms have to be market-
oriented (Lin, 2011). Regarding the moderating afléhe external environmental factors, the inte-
raction effect of marketing strategies and exteamdironmental factors showed that the strength
of the relationship between marketing strategies @arformance relationship was reduced. This
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implies a moderating effect on the relationshipateetn market strategies and firm performance of

the banana firms surveyed in Kenya.

Regarding the joint effect of marketing strategegsyironmental dynamics and firm characteristics
and the external environmental factors on firm @anfance, the results were positive and statisti-
cally significant. This suggests that the influerad marketing strategies, firm characteristicgl an
external environmental factors on firm performargstronger than the individual effect of each

variable.

The researcher concludes that a strategy focugedpese is more likely to be a strong bottom-
line performer than a company whose managementsvénategy as secondary and puts its priori-
ty elsewhere. A company that lacks clear cut divechas a vague or undemanding performance
targets, has a muddled or flawed strategy, or cs@€im to execute its strategy competently is a
company whose financial performance is probablyesuilg, whose business is at long term risk,
and whose management is sorely lacking. Furtheclasions are made that environmental factors
play a vital role in the determination of the fadwr success of the firms. Specifically, in tha-st
tegic marketing discourse, the role of competigverironment has been viewed as an emerging
area of interest. The external environment mayerfte a firm’s performance directly as well as
moderate the market orientation and firm perfornearatationship. Previous scholars underscore

the need to scan the external environment in desjgffective marketing strategies.

5.4: Recommendations of the Research Findings

The current research examined the relationship detwnarketing strategies, the external envi-
ronment, firm characteristics and firm performariee mediating role of the marketing strategies
and the moderating role of the external environnaera firm characteristics were also explored.
The study results present theoretical and poligylications.
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5.4.1: Theoretical Recommendations

The findings provide support for the hypothesizeed relationship that marketing strategies in-
fluences firm performance consistent with the gahelew in extant literature (Kohli and Jawors-
ki, 1990; Narver and Slater, 1990; Kirca et al.020 Previous studies have proposed that external
environmental factors might moderate the markesingtegies and performance link (Kohli and
Jawoski, 1990; Han et al., 1998; Kumar et al., 199%later and Narver (1994a) suggest that the
marketing strategies are important for all firmgamlless of the state of their environment. While
marketing strategies appear to affect firm perfaroeain different contexts, it is also evident that
the amount of the effect varies to a great extemirgy the different contexts (Ellis, 2006; Kirca et

al., 2005).

In this study, additional environmental factors gv@rcluded to enrich the investigation of the ex-
ternal environmental factors. While some of thedexfrom the Industrial Organizational theory
(Pecotich et al., 1999) and competitive environm#atature (Kohli and Jaworski, 1990) were
previously hypothesized and empirically testedrevpus marketing strategies studies, the current
study integrated the different environmental fastaith marketing strategies and firm perfor-

mance.

The extant literature suggests that market strasegie likely to predict firm performance through
routes of intermediate factors meaning that a ssfak marketing startegy can create superior
marketing activities (product, price, place, andmotion and marketing research decisions) which

in turn result in superior performance outcomeatéland Narver 1994b; Han et al., 1998).

The findings of the current study imply that mankgtstrategies complement the effects of market
orientation on firm performance. The empirical @ride presented in this study indicated that

there is a relationship between a firm’s perforneaand market orientation, marketing strategies,
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firm characteristics and external environmentatdexs These findings could contribute to a re-
newed research interest for marketing strategidsitarsignificance in superior firm performance
and further development at the conceptual and étieat level. The study results add to the exist-
ing marketing strategies and performance body ofedge both theoretically and empirically

testing the hypotheses in the Kenyan context (MediMurang’a counties).

5.4.2: Policy Recommendations

The economic importance of the banana industry umag’a and Meru counties in Kenya espe-
cially in delivering the vision 2030 agenda and th&rket orientation of the banana firms being a
key delivery partner of the banana product is efginterest to policy-makers whose major objec-
tive is to stimulate the growth of the agricultusdctor in the country. With agricultural sector
having been identified as a one of the priorityt@ecunder the economic pillar in the Vision 2030,
there is need for government interventions as thumity endeavors to become a globally competi-

tive and prosperous country.

From the current study, it is evident that the reéirlg strategies have a direct and positive effect
on performance of banana firms surveyed in Kenye policy-makers in the agricultural sector/
industry may support the banana firms by offerirayketing management skills and capabilities to
ensure superior service delivery to the targetarnsts. This can be done in conjunction with other
key players in the agricultural industry such asc¢hops, livestock, fisheries, land, water, coopera
tives, environment, regional development and foye§tolicy-makers can consider the unique cha-
racteristics of the banana products by offeringpsupin terms of policies that may augment the
growth of the agricultural sector in general anddaa firms and other agribusiness stakeholders in

particular.

5.4.3: Practitioners
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Marketing strategy has been recognized as keyro giuccess and superior performance (Narver
and Slater, 1990; Kohli and Jaworski, 1990). Tihelifigs of the study indicate that market strate-
gy is robust across industry and country contexindaries. The findings provide a strong indica-
tion that firms that have marketing strategiesuefice firm performance measured by dimensions
such as customer satisfaction, employee satisfgatiastomer retention, effectiveness efficiency,
relevance and financial viability. However, the manin which firms implement market strategies
remains equivocal. The study provides support mhatketing strategies facilitate the conversion
of market-oriented philosophy into superior firnrfjpemance. In this regard, Managers can conse-
guently develop a firm culture that supports bebivihat are consistent with market orientation

and use the market orientation construct to devedlgvant and effective marketing activities.

Previous studies indicate that market strategybess found to be more effective in influencing
firm performance, contingent on the external envinental factors that the firm operates in (Slater
and Narver, 1994a). Likewise, the findings of therent study show that firms that are able to
adapt and implement market strategy contingentierekternal environmental conditions are able
to exploit the full potential of market strategydaachieve superior financial performance. Howev-
er, the external environment of any firms comprisgstomers, competitors and other exogenous
factors that the firm has no control. While somiené will operate in relative stable environments,
others deal with dynamic environmental turbuler®egardless of the dynamic environment, firms
depend on selling products to customers an indicahat no firm is likely to survive without be-
ing market oriented. Hence firms need to assessadagt to changes in the external and internal
environment when evaluating the market orientatierds. The study demonstrates that different
market research components interact with diversereal environmental factors, marketing strat-
egies and firm characteristics in facilitating sugefirm performance.
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In an era of intensified competition and changireyketing landscape, the external environmental
factors underscore a firm’s strategic decision. fions to be effective and efficient, they must
analyze the industry dynamics so as to positiomtadves strategically. The findings of the cur-
rent study provide important pointers to firms’ emgves in terms of developing a better under-
standing of the environmental dynamics and in teofmshanaging the firms for superior perfor-
mance. The researcher recommends that firms slaololpt management’s action plan for running
a thriving business and conducting operations hatlthe crafting of a strategy represents mana-
gerial commitment to pursue a particular set ofoast such as product branding, sales promotions
and positioning in growing the business, attracang pleasing customers, competing successful-
ly, conducting operations and improving the compaifipancial and market performance in or-

der to strengthen its long term sustainability eachpetitive edge over its rivals.

5.5: Suggestions for further studies

The researcher recommends that further study tabeed in the following area;

i.  The effects of firm management strategies and pmadaoce of banana small scale farmers.
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APPENDIX I: QUESTIONNAIRE

“MARKETING STRATEGIES, ENVIRONMENTAL DYNAMICS AND P ERFORMANCE

OF BANANA SMALL SCALE FARMERS IN MURANGA AND MERU C OUNTIES,
KENYA

This questionnaire is designed to collect data foategory A to D. This academic research ques-
tionnaire is designed to collect information on tharketing strategies, environmental dynamics
and performance of banana small scale farmers iraiMya and Meru Counties in Kenya. Please
circle the response that most clearly approximgites feeling. The data and research findings
provided will be used for academic purposes onty\aill be treated with strict confidence.

Thank you.

SECTION I: GENERAL INFORMATION
CATEGORY A: BACKGROUND INFORMATION (RESPONDENT & FIRM PROFILE)

1) Please indicate the position you hold in the corgpan

2) How long have you been in this position?
Up to 5 years [] 6-10years [ ] 1ll1l-15years]| ]
16-20 years [] aboeyears [ |
3) Please indicate with @) your highest level of education?
O level [] Alevel [ ] Certificate [ 1] Diplomal ]
Bachelors Degree [ ] Masters Degiie¢ PhD/Doctorate [ ]
4) What is the size of your firm?
Upto5acres [ ] 6—10acres[ ] 11 -atkes]| ]
16- 20 [1] Over20]]
5) How many years has your business been in operation?

Up to 5 years [] 6-10years [ ]11-15years|[ |
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16-20 years []

Over 20 years | [

6) How many employees are currently permanently engaloy your firm?

Up to 10 employees

31-40 employees

7) What is your production level per year?

[ 111-20 employees [2]L-30 employees

[ 1 41-50 employeds Pver 50 employees

8) How has your business contributed to the emplolyeelhoods?

9) To what extent has your business contributed toy{snGDP?

CATEGORY B: MARKETING STRATEGIES

PART I:

FIRM MARKET PERFORMANCE

[]
[]

7. Please indicate with a tick (v) the extent tacktyour firm focuses on the following:

a) Marketing Strategies

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

We constantly monitor our level ¢
commitment and orientation to meg
ing customers’ needs

f
pt-

Our strategy for competitive adva]

tage is based on clear understandi

of our customers’ needs

Meeting of our customers’ needs|i

the most important objective of o
business.

Our strategies are driven by our
liefs on how we can create greal
value for our customers

e-
ter

We give close attention to after-sa

es

service




b) Competitor Strategies

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Our farmers/members regular

share information within the firm
concerning competitors’ strategies

ly

We quickly respond to competi-

tors actions that threaten us.

The management team reguIaI

discusses competitors’ streng
and strategies.

y
hs

We target customers and custo
er groups where we have dev
oped or can develop a competiti
advantage.

Managers from every function

area regularly interact with oir

current and prospective custom

rs

c) Inter-functional coordination

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

We freely communicate
information about our banar
production experiences across
business functions.

a
all

Our functions are integrated
ways that meet the needs of ¢
target markets.

n
ur

Our managers understand h
everyone in our banana chain g
contribute to creating custom
value.

an

All  functional  departments
stakeholders work hard to
thoroughly and jointly solve
customers’ problems.
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PART II:

Please indicate with a tick (v) the extent to whycur firm responds to the following marketing

practices:

a) Product Strategies

MARKETING STRATEGIES

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

We have the ability to develq
new banana products

Y

We develop new banana prg
ucts to exploit research and g
velopment (R&D) investment

d-
e-

We successfully launch
new banana products

We ensure that product
development efforts are respag
sive to customer needs

n-

b) Pricing Strategies

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

We use pricing skills and
systems to respond quickly
to market changes

We know our competitors
pricing tactics

We do an effective job of
pricing our products

We monitor competitors’

prices and price changes

c) Distribution (place) Strategies

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

We have a strong working
relationship with our distribu

tors
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We attract and retain the best
distributors

We add value to our distriby
tors businesses

I

We provide high levels of
service support to our
distributors

d) Promotion Strategies

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Our advertising programs
are well developed and
executed

We have good advertising
and creative skills

Our sales promotions are
well developed and
executed

We give the sales people
the training they need to be
effective

We provide effective sales
support to the sales force

We provide sales
management planning and
control systems

Our public relations
programs well developed
and executed

Our internet marketing
programs are well

developed and executed
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e) Marketing Research Abilities

Description Strongly Disagree | Neutral Agree Strongly
Disagree Agree

Our marketing research
abilities helps us to find
customers.

Our marketing research
skills helps us to develop
effective marketing programs.

We use our marketing research
information effectively.

Our marketing research

expertise help us to develop
marketing programs and partner
with research institutions.

CATEGORY C: ENVIRONMENTAL DYNAMICS
9. Please indicate with a tick (v) the extent tackhyour firm is affected by the following external

environmental factors:

a) Threat of entry

Description Strongly | Disagree | Neutral Agree Strongly
Disagree Agree

In our industry, new competitors
enter at a highly visible large
scale which poses a risk to small
scale farmers

Small scale firms in our
industry have no substantial
resources which may be used
to prevent the entry of new
competitors

New firms spend a large amount
of capital on advertising and/or
for research and development
(R&D) which poses a risk to e
isting small scale farmers.

Retaliation by established firms
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towards new entrants into our

industry has been strong

New entrants into our industt
have to spend heavily to bui

their brand names and to over-

come existing brand loyalties

New firms entering our
industry as small scale firms
must accept a considerable
cost disadvantage

Large capital and/or financiz
resources are required for en
into our industry

i\
[ry

b) The bargaining power of buyers

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

In our industry, buyers or buyer
groups are very powerful

The buyers of our industry's
products are in a position to
demand concessions

There is a small number ¢
buyers who form a large propa
tion of our industry’s sales

f

c¢) Threat of substitute goods/service

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

In our industry, there is consi-
substi-

derable pressure from
tute products

All firms in our industry are

aware of the strong competition

from substitutes

D

The availability of substitut
products limits the potential re
turns in our industry

Substitute products limit the

profitability of this industry
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The needs which our industry

products satisfy may be eas|ly
satisfied by products/services

from many other sources

The products of the industry in
which we compete have intrin
sic characteristics from which |it
is difficult to find
substitutes

d) Government Policies and Initiatives

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Our firm’s operations are affected
the transport infrastructure ( e.qg.

air, travel, rail)

DY
roads,

In our firm, telecommunication
infrastructure is key

Government monetary decisio

policies affects growth of our firm

ns and

Our firm’s operations are affected

insecurity

e) Institutions and partnerships

Description

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Our firm’s operations are su
ported by county government

)_

Our firm's R&D is supported b
institutions like KARLO, PTC
and ASDSP

Our firm’s partnerships with var

ious institutions has boosted @
production and sales

ur

Our partners have promoted @
firm’'s products both locally an
internationally

ur

|oN
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CATEGORY D: FIRM PERFORMANCE

Over the last three years relative to your closestpetitor, indicate how your firm has performed

with respect to the following performance outcon{&gck as appropriate).

a) Customer Satisfaction

Description Strongly | Disagree | Neutral | Agree Strongly
Disagree Agree

We have more loyal customers |in

our firm

We often receive complimentary

phone calls/ letters /emails from our

customers

We hardly receive complaints

about our service offering

We generate new customers in our

firm on a regular basis

Our customers are happy with qur

offerings and charges

b) Employee satisfaction

Description Strongly | Disagree | Neutral Agree Strongly
Disagree Agree

Employees of this firm make per
sonal sacrifices if it were importan
for the firm’s well being

The bonds between the firm and

its employees are weak

Generally,
to work for this firm

employees are proud

Our employees have little or no

commitment to this firm

Employees feel as though their

future is intimately linked to that

of this firm

Employees often go above apd

beyond the call of duty to ensur
the well being of our firm

e

We have lower employee turnover

than that of our competitors

Thank you for your time and cooperation.
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