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d for th purpo of nclo ur and 

The objecti e of this tudy are three fold· determine the impact of broker on price of 
building tone at the quarries, establish the influence of brokers on the choic f building 
stone at the quarri s and establi h conditions that make brokers app rently neces ary to 
both the quarry manag rs and buyer of building stones. The subj ct of the tud ' ere 
brokers quarry managers and buyers of stones from Juja quarri .Th tud adopted 
descriptive re earch design. The research instrument that was employed to collect data 
wa que tionnaire. Data analysis was carried out using a tati ti at Package for ocial 

cience P ) and then data pre ented in the form of frequ n } tabl graphical charts 
and percentag . Qualitati e data was analysed by establi hing the categories and themes 
relationship pattern and c nclusions in line with the study objecti es. 

The study e tabli hed that the market tructure was a differentiated oligopoly in which the 
produ t is non- homo eneous but highly substitutable in the industry. Acces ibility to 
mo t quarri s i a major challenge with some quarries located 12 kilometers from Thika 

uper High \ ay under rough and insecure terrain. The research al o e tabli hed that 
there are no dequate signboard describing the locations of quarries in the interior 
locations. Buyers therefore do not ha e correct information on product differentiation 
location. quality and price. In contrast brokers have updated information on location of 
every quarry, quality and price. Buyers of stones use brokers to faci litate pr curement of 
the right building stone at a fair price ~ hile quarry managers engag d the same brokers 
to market their products with a view ofboosting sales. Brokers are paid a commi sion per 
e ery stone old through their efforts. Quarry managers admitted that they ntice brokers 
with increased commission when faced with arious challenges of quality of ton and 
quarry site acce ibility. Brokers admitted to being dri en olely by the economic gain in 
their choice of stone for the buyer and can therefore convince the buyers to purchase poor 
quality stone ifthey tand to gain financially. 

It is instructi e to note that there ar no materials testin d partment at the quarri s to 
ensure the quality of tone bought. Quarry owners are aware that there are problems of 
a cessibility but are not willing to in est in the impro ement of acce road due to the 
fact that quarry site are ry temporal. Considering that information a ymmetry is th 
main problem in the Juja quarries efTort must be made to provide factual information on; 
location of quarries, quality of stones at each quarry and prices of ariou ston . This can 
be achieved through appropriate ad ertising marketing and promotional t chniqu s. 
Quarrying companies should also in est in improving access routes to the quarrying site . 
Also there should b a delib rate mo e towards reducing the ro le of brokers in the 
quarrying industry. National on truction Authority CA) as mandated by th National 
Construction Authority Bill 20 I l Part ll, subsection 5 2 a- h should ensure only quality 
stones lea e the quarries. 
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HAP R 

I 'TR D 

1.1 8 kgrouod to tbe tud 

uarrying a tivity i a major ind try in Kenya \ hich supports the I al c n tru ti n 

industr) reat huge employm nt opportunitie and i a maj r contribut r to th 

nationaJ onomy ini try of En' ironment and a rural Re our e , 20 I 0 . uarri d 

ton ar the main construction materials used for the purpo e of nclo ure and load 

bearing in mot con tructed faciliti . The area around the darugu alley in Juja 

n titu ncy along Thika uper High~ ay is naturally endowed with the r k uitable 

for quarrying of building tones. Entrepreneurs have identified the exi ting demand, 

and ub equ ntly establi hed quarrying business while others have et up brokerage 

busine e in th quarrying indu try. 

Mer dith 19 2) ob erves that entrepreneurs as people who have the ability to se and 

evaluate busine opportunity to gather necessary resources, to take advantage of 

th m and to initiate appropriate action to ensure succes . Entrepr neurs ha e the 

ability to e and as es opportunity where others ee chaos, contradiction and 

confu ion (Timmons 1989). Juja tone quarries are the leading upplier of Machine 

Cut tone to construction industry in Kenya (Ministry of Environment and aturaJ 

Re ourc 2010). Building tone from Juja are ery popular in airobi and its 

urrounding countie like Machako akuru, Muranga, Mwingi and Gari a ecau 

they are ld finished are relati ely cheap and are easy to work v ith. There are 

approximately 41 ind pendent and acti e quarries in Juja 

Thika 2011). 

unicipal Council of 



nt . mat rial uppli and buy in or ar und 'air bi and th n igbouring 

unti usu Jly ton from Juja quarrie . Pr ur ment f material 

an important for a on tru tion proj ct. nerally pro urement i th 

acqui iti n of good and rvice at the be t p ible total co t f owner hip in the 

right uality and quantity right pri e and right urce for th b n fit r u of eli nt 

( art r, I 97). 

cc rding to HaJI 2003) producers and consumers of a commodity r buyers and 

eUers of an a et who wish to trade can choo e between two c mpeting type of 

intennediarie • middlemen' dealer /brokers) and market maker ' ( peciali t • 

arket maker po t publicly ob ervable bid and ask for price wher a th price 

quot d by different middlemen are private information that can be obtained onJy 

through a co tly search pr ce s (Rust, 2003). Buyers of tone from Juja commonly 

refer to the e intermediaries (middlemen) as brokers and therefore thi re earch has 

ad pted the name broker to refer to the middlemen involved in the chain of purchase 

and procurement of building stone from Juja quarrie . Buyer of stone u e broker 

to facilitate procurement of the right building stones while producer f tone u 

brokers to bo t ale . Conditions which allow a broker to act for both the eller and 

the buyer are of inter t in thi re ar h. 

Unlike other ector brokerage of building stones from Juja i u ually informal. 

covert and shrouded in crec \ ith most customers not knowing when th y are 

dealing 'th a brok r. Broker in this ector are usually hrewd entrepreneur who 

hover around quarrie trading center and construction ite looking for pro pecti e 

buyer of building stones to link them for gain with the sellers of tones. Often the 

2 



m br in quarry it r h over to Lh c n urn rs buy r by i iting 

tru ti n eking or ord rs to ·• up ly' the building t buy r of 

tn Juja quarrie do not di em ' hen dealing with br ker be u e they 

a dri of tran port Lorrie ovmer of tran p rt htcle or 

en employ e o pecific quarrie . Brokers in the 

mploy d b quarry owners and do not ba e regi tered mpanie p ·cifi for their 

bu ines . Brokerage in Lhi ub ector has entrench d fol"\1 ard and backward linkag 

with other operators I ike quarry managers transport mer han and c n truction ite 

supervi ors. 

The main tool of trade for brokers in this ector i hinged on information and 

information ource which they guard jealously creating a condition that make it ea y 

for the brokers to manipulate both the quarry managers and buyers of stone . 

Therefore a broker in these materials sub sector i an information intermediary. 

Infonnation con ultancy and brokerage services are increa ingly being con idered to 

be important among the e i ting information intermediaries (Ochola I 9 9 . 

Information con ultants and brokers form part of th indi idual and organization 

that interface between information and consumers for the purp e of increa ing the 

exploitation and u e of information ( chota 1999). 

1.2 tat m ot of tb Probl m 

1.2.1 Information mmetry 

There i little r earch conducted on quarrying business despite the ignificant rol 

played by the machine cut building tones from Juja in the construction industry in 

Kenya. Casual ob ervation while dri ing along the Thika super highway around Juja 

area doe not re eal ignboards describing location of quarries. Thi is compounded 

3 



b th fa l that th r i no promotion, ad nisin r mark tin in any w y in ludin 

print nd el troni media. Thi re ul in a g n ral Ia k of kn ' I dg am ng n 

tim bu n; location of quarrie quality and pric of t n at ea h uarry t an 

point in time. 

Trading in thi ub e tor i inherently conducted under a condition of in ormati nal 

ymmetry. This mean that information regarding th ton i tilted to th id f 

lh than the buyers. A a re ult of uch informational a ymmetri informati n 

n a rual product variation and actual price differentiation of t n in diffi r nt 

quarri i not acce ible to buyers a condition which ha een emergen of 

intermediaries otherwi e commonly referred to as brok r in thi mat rials sub ct r. 

ymm tric information can re ult in producer opportuni m through both adver e 

lection and moral hazard Walt r 2008). Adver e election occur when ' hidden 

infl rmation' exis and moral hazard occurs if producer take "hidden action 

( rrow 1984. Broker conceal information on location of quarries, product quality 

and price from buyer and take hidden actions mainly with the intention f 

increa ing earnings from the transactions. Most often broker earnings are o high a to 

ha e a ignificant impact on the co t of construction. Quarry owners and managers 

ju t lik buyers ar al o easily manipulated by the broker . This i due to the natur f 

th mark t tructure, general quarrying environment and lack of unity among them. 

1.2.2 Pr duct and Price ari tion 

Building ton ar mainly difTerentia~ d by colour hardness and textur but buyers 

ha e differing pr ferenc ' hi h are mainly supported by wrong information, 

perc pti ns and ster otype . For in tance most buyers believe that dark- gr y ton 

ar hard and of go d quality and that browni h stone are light and too oft for 

4 



n tru tion whi h i not ah ay the . Th quarry pric 

than that of o one . The ro k n tru ti n qu lity vari 

i high r 

fr m n quarry to the 

th r and fr m one tratum to another. uarrying compani do not ha e pri r 

kno, .. ·J dg of what li in th ground before th ca ati n pr . lt i c mm n t 

n unt r unsuitable ro k after pending millions of mone v ith the initial 

ca arion. Th re is a definite ariation in colour hardn and oth r imp rtant 

para met ithin the arne quail) as different trata are encount red. ften wh n 

poor quality rock is encountered. broker services b come e ntial to maintain 

ale and this becomes a clas ic example of adverse selection leading to moral hazard. 

1.2.3 Q uality urance 

on truction indu try i blamed for being backward and for failing to de lop into a 

matur and t chnically advanced se tor (Santos, 1999). It is a unique indu try in th 

ens that con umers do not influence what is being produced and instead they just do 

wilh what i being availed to the market (Hillebradt, 1985). The int r t of the 

con umer is certainly sacrificed to that of the producer. Most one time buyer of 

tone r ly on the wisdom of th brokers and the untrained trade men on th 

construction ites to guide them on both price and quality. 

uality is as ured through vi ual amination and other rudimentary meth d by th 

broker yet they are not technically qualified. In testing of hardne a broker lifts a 

building ton with hands when tanding then release it to fa)) to the ground. If the 

tone breaks n impact it i con idered as weak and vice versa. Unfortunately broker 

ha e a way of en uring that the stone breaks or it doesn t by choosing the face ' ith 

hich the ston lands. The ituation is made worse by the fact that in the quarri 

there i no go emment agency to en ure a minimum threshold of quaHty i met befor 

5 



ny al . Thi i d pile the fa t that th tr ngth f mat rial i maj r ar o tudy 

und r n in whi h hould n t be left to untrained perati in Lh quarrie and 

con truction ituJiah . .. \ achira 1. , 2 03 . In K nya, n tru ti n ill 

tend to be acquired by apprentice hip rath r than thr ugh formal in tructi n (Ki k , 

2007 . The majority of workers on con tru tion it gain their kill through 

o rvation and practice on sit . 

urpri ingly mo t buyers and ellers of stones iew brokers with di dain and ar 

taken as opportunists usuf 20 I 0). Tb Encarta Dictionary de fin an opportuni t a 

an unprincipled re ourceful pe on or somebody who takes ad antag f 

som thing pecially omebody who does o in a de ious un crupulou r 

unprincipled way. De pite all the e shortcomings producer and buyers of building 

ston voluntarily and involuntarily continue to engage the ervice of broker 

without prop r under tanding of the value or con equences of uch engagement. 

uch blind engagement of broker in these materials sub sector can ea ily turn out to 

be again t producers and buyers be t interests. 

J .3 A umption of the tud 

The fir t a umption for this tudy was that challenges facing producer and 

buyers of quarry stone are similar in all quarrie . tone quarrying is a ri ky 

bu in because there is no adequate prior information on the type of rock b for 

exca ation i don . Furth r the quality of stone keeps on changing a differ nt 

rock formation are encount red on the way down. In addition quality rock 

formation are nov increasingly becoming available further interior from th 

highway v here acce ibility to the buyer is difficult 

6 



ndly. br k r of quarry ton ha e imilar obj tive , ta ti and targ t . The 

main obj tiv of broke in thi ub ctor i t make maximum earning 

po ibl rom both th buyer and the eller. rok rag in thi ub ctor i mainly 

informal and co rt with only the broker baring information among them. 

The third a umption \ a thar the re pondents will be hon t " h n tilling the 

qu tionnaire and when interviewed. The answer given by the re pondent 

would b their tru ob ervations and feelings regarding the indu try. The fourth 

a umption \ a that the re earch instruments " ere adequate in gathering ufiici nt 

information required for thi study. The infonnation ought in the que tionnaire wa 

bas d on the r arch objecti es which adequately addre ed the informati n need 

for the study. La tly th re pond nts will be conver ant with arious i sue under 

tudy 

1.4 Theoretical Framel ork 

Middlemen ver u Market aker : Theory of Competiti e chang 

In this th ry micro tructure of trade in a commodity or asset i internally 

determined. Producers and nsumers of a commodity (or buyer and ell of an 

asset who wi h to trade can choo e b tween two competing types of intermediari : 

'middlemen" (dealer /brok rs) and ·•market makers - pecialists (Ru t, 2003). 

Market makers po t publicly ob rvable bid and ask for prices wherea the price 

quoted by different middlemen are private information that can b obtained only 

through a co ly earch pro e . In thi model an initial equilibrium with which there 

are no market mak r but there's free entry of middlemen \! ith h terogeneou 

transactions co ts is considered. 
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Th int of d panure i a •· pi e. chang 

int nn diari ar middlem n. Th i a modifi d 

onomy in which th 

ersi n f pulb r' 

only 

quilibrium earch model with thr e type of ag n : roducers con umc • and 

midd lcm n. In thi model producer and consum r cannot trad directly " ith ea h 

th r and in tead trade mu t be intermediated ince the middl m n to b tudied in 

lhi r arch are called brokers in quarrying industry d cum ntati n by pulb r 

1996) will be referred as an anal. i of a competiti e br ker mark The br k r 

market con i ts of a continuum f heterogeneou produc rs, con umers, and 

middlem n. A producer of typ v ca1 produce at most one unit of th g d at a co t of 

c. A consumer of type v can consu· 1e at most one unit of the good and i ' illing to 

pay at most to consume it. Produ~ ·r and consumer remain in the market for a 

random geometrically distribut d length of time before permanently exiting 

( pulb r. 1996 

In a broker market there i no ~ ·ntral exchange or marketplace in which the 

commodity is traded. ln particular. there is no ad erti ing or central publicly 

acce ible site on which middlemen n po t bid and ask prices. In tead the only way 

for producer and consumer to obt in price quotes is to directly contact indi idual 

middlemen ( pulb r 1996 



1.5 on ptu I rame~ork 

Buyer is 
ign rant 
on: 

L ali n 
of all 

Consults 
broker on 
a ai lability 
and prices of 

quarri tones 
1---------, 

con inced 
the buyer 
order for 
the stones 

Fi ure 1.1: Fir t Time Buyer Br ker and eller Relation hip in marketing and 
procurem ot of building tone 

ource· Re earcber 

Quarry managers engag broker dire tJy to market their products for a fee especially 

when disadvantaged by emergence of poor quality rock and poor acces ibility of 

quarrie by the buyer . Poor acce ibility may be as re ult of long distance from the 

highway rough t rrain and insecurity among other reasons. First time buyer are 

ignorant on location and quality of tone avaiJable in various quarrie and do not ha e 
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n um lla y which they can use to demand for infonnati n ince the need fi r 

n happen once or a fe time in a lifetim , m re v r fi t time buye 

d n 't for more infonnati n from the relevant urce and put all t ir tru t on the 

r kers. first time buyers approach darugu area f Juja al ng the highway th y 

are immediately n ticed by the brokers who usua11y lay in wait fi r them a di played 

in Plate 1.1 First-time buyers wJll innocently enquire a ut th location of the quarry 

with the best quality and the price being offered. The broke masquerading a drivers 

and loaders of transport lorries or imply without disclo ing that they are b 

offer to escort the buyer to such a quarry that meets the buyer requirem n but in 

reality the broker take the buyer to a quarry that meet hi (broker) financial 

interests. 

Plate 1.1: Brokers ace fing a prospective customer at darugu area or Juja 

Source: Field work 
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main int r t i 

' differ ntiated commi ions r each ld through their e ort. hen 

the li t tran a tion i ucc ful the buyer \ ill tart ordering fi r tone thr ugh U1 

m brok r without i iting the quarry ar a and br k r will n g tiate hi fi 

the buy r. For rea on e plain d in chapter fi e buyer are fore d to engag broker 

fortran action . Brokers' decision on hich quarry to pur ha fr m r whi h quarry 

to dir ct the buyer to is mainJy influ n ed by the fmancial incentiv to the br ker and 

not th buyers' best interest. Thi conceptual framework clearly ho\1 that quarry 

managers are using the brokers to market and sell the tone esp cially when 

di ad antaged by such factors a lo ation and poor quality ton . On the other hand 

buyer ar using brok rs to procur building stones at fa orable pric . Th two 

inter are comp ting and therefore it would only work if there are two ets f 

brokers· one et forth seller and another for the buyers. Unfortunately in reality the 

arne broker may repr ent both th seller and the buyer at th arne time. Reason 

and factor contributing to th is kind of scenario is part of what thi r earch e ks t 

addre s. 

1.6 Purpo e of the tudy 

The purpo e of this tudy i to in e tigate the impact of middlemen in mark ting and 

procuring of quarri d stone in Juja quarries in Kiambu County. 

1.7 bjectiv of the tud 

The obj cti es of this tudy ar to: 

Detennine th impact of brokers on price of building stones at the 

quarri 
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- E tabli h the influ n e ofbrok on th hoic of building t neat the 

quarri . 

3 E tabli h reason and nditio that make brok apparently 

n ces ary to th th quarry managers and buye f uilding ton 

1. tatements of H rpotb 

1. .1 lternate Hypoth · 

l. The u e of brokers in the marketing and procur ment of building ton 

from Juja quarrie ha a negative effect on price of ton fi r the buy r . 

2. Broker in the Juja quarries positively influence the buyer n the 

choice of stones 

3. Brokers are entirely indi pen able to both seller and buy rs 

1. .2 ull bypotbe i 

J. Th re is no significant relation hip between use of brokers in marketing and 

procurement of building tones and the price of stones in Juja quarrie 

2. There is no significant relation hip between buyers choice of tones and 

brokers influenc in Juja quarries. 

3. There i no significant relation hip between the role played by broker and 

marketing and pro urement of stones in Juja quarries. 

1.9 ignificaoc of the tudy 

The fmding of this study will be useful to stakeholders in construction industry in 

various ways. In ie-. of the dominant use of the machine cut tones from Juja 

quarrie it is imperati e that the ' hole bu ine: of buying and elling of building 

stones from Juja be understood in all its dimensions particularly· product ariability 
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qu lily and pricing. ompreh n j, und tanding of th t tal en ir nment ' hich 

pr pa at th brokerage bus in important to th th pr du of th 

the nd us rs. 

Buy rs and con umers of building tones n ed to be equipped with th right 

information o that they can make correct choice of ston and hav m lc erage 

during negotiation on product ersus price. If th national e onomy i b ted 

through low constructional costs due to low co t of material procurem nt, it will 

mean a healthy and more vibrant economy (Muchungu, 2007). The tudy will pr vide 

information on ariety of stones price and location of quarrie to the cu torner to 

reduce customer exploitation by the brokers. With the right information contractor 

and ther buyers will be able to procure quality building stones at an optimal co t due 

to reduced cu tomer exploitation. Jt is hoped that the sub sector wi ll develop a 

progr ive busine s phi losophy that wi ll provide a free and fair atmosphere to all 

players. This research will come up with recommendation on how marketing fi r 

building stones can be done in quarrie and hopefully it will provoke further re earch 

into other materials like and. The tudy will also contribute to the existing body of 

knowledge on irnpro ing procurement and marketing of building tone . 

1.10 imitation of t he tudy 

In the course of conducting thj tudy, it will not be pos ible to control the attitudes of 

the respondents. Thi might ha e adverse effects on the re earch findings since th 

re pondents may ju t gi e th feedback to impre s the r earcher. The in truments 

them elve constjtute a Jjmitation in that no particular instrument can be regarded a 

totally absolute. 
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1.11 limitation f tb tud. 

D limiting a rudy i tting i cope. Thi tudy i d limited to nly Juj area and 

nly to the 41 . i ting quarri . In the ar a oth r ubj in ol ed in br k ra e of 

n truction material like and murram. and ballast v ill not b in ti at< d in thi 

rudy. Th target population forth tudy will compri only the broke . bu rs and 

quarri managers. Other tak holders u h as d igner . and land own r would ha e 

be n invol ed if there vas ampl time and r ource . 

1.12 Operational Definition of Term in Relation to Juja Quarri · 

Br k r refer to the middJeman in the procurement of building tone 

Bu er refer to the customer of building stone 

U r refers the uppliers of building stones 

1.13 tudy Outline 

bapter one 

This chapt r comprise of background information statement of the problem 

assumptjon of the tudy theoreti al framework and conceptual framework. purp 

of the tudy, tatements of hypothesis and objectives of the study. Limitation , 

delimitation and ignificance of the tudy are aJso gi en in thi section. 

hapter o 

This chapter i organized according to the following sub heading : Brokerage 

l rminology Insurance Brokers Types of er · c that a broker can pro ide ervice 

provided by broker to II r a client, The Context of Producer-Middleman Relation 

in Late Pre-colonia) and colonial Africa Marketing Marketing within on tru tion 

lndu try Middlemen and the market, Difference between market maker and a 
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middl man, Brokers and th 

uarrying in Kenya. Envir nm ntaJ hazar Pr te ti n e ur , Human 

hazar , R gi tration and lie n ing f quarrie . Land and r lamati n, prm ipl of 

marketing procurement principl upply chain management and th ummary. 

h pt r three 

Thi chapter pr ents the methodology and d ign of th tudy und r the folio\ ing 

h din ; Re earch Design· Locale of the tudy; Target Population· ample and 

ampling Procedure ; Re: earch Instruments· Validity of R earch In trument ; 

R liability of Re earch In truments· Piloting identjfication of ariable data 

Collection Procedureand· Method of Data AnaJysis 

hapter Four 

Thi chapter discu ses all the ariable grouped into three broad categorie namely 

brokers, quarry managers and buyers of tones. The analysis involv the ob er ed 

fr quency of various ariables occurrences and the mean score of the rating cale 

u ed for the response items. 

hapter Five 

Thi chapter concludes the impact of broker on price of stone, choice of stone by the 

buyer and indisp n ability of broker in the Juja tone market. The chapter also 

d cribe gen ral beha ior of all the three players in the Juja tone market, 

re ommendations and areas of further re earch. 
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H P R 

R L 

2.1 lnt rmedi ri in ommerce 

'Intermediary" i ne s arily broad and co ers inter alia, bro er . ind p nd nt ag n 

and' tied" agents Yusuf. 2010. 111 intermediary theoriz din thi tudy i modeled 

by Eckardt 2007) Picard (2000) and Cummins Doherty 200 ) in their report 

entitled "Economic of insuran e intermediaries: The broker i a ri k-a er agent 

who has an incenli e to pro ide cre-dible signal about hi client' comm dity 

pr ferenc if the commission paid is related to the profitability of the bu ine to the 

ller. Generally the busine of brokerage is under the agency law. Agency i a broad 

term de cribing the relationship b tween two parties hereby one the agent acts on 

behalf of the principal. Hu sain (I 9 2) define an agent a a per on empl yed t do 

any act for another or to repre ent another in dealings with the third per n. 

The person for whom U1e act is done or who is repre ented i ailed the principal 

( alemi 1992). Agency i thu a contract which create the relation hip between 

principal and agent. The relation hip of principal and agent may b created in any of 

th following ways; by e pr s appointment, by implication by nece ity or by 

conduct broker i an agent who represents a buyer or a seller in negotiating 

purchase or sale without phy ically handling the goods in olved. A broker i an agent 

employed to buy or II go ds on behalf of someone el e for a commi ion (Hu ain 

19 2). 
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partie nc m d ' ith 

n tiating making bargain and -tabli hin ' een th two p rti forth 

c n iderati n of a commi ion. He d not po e th g but ac n th 

guidan e of hi principal and d not ell in hi o Wl nam . B ine bro e al 

called bu ine transfer agen or int rmediari as i t buy rs and elle o pri atel 

held busin in the buying and elling proce . They typically e timate th alu of 

the busin adverti e it for sal with or ·thout di clo ing its identity handle th 

initial potential buyer interview di cussions and negotiation with pr pecti e 

buyers; facilitat the progress of the due diligence in e tigati n and generally a i t 

with the bu ine ale. 

Ag ncy relation hips in business ownersbjp transactions involve the repre entation by 

a bu in broker on b half of a brokerage company) of the elling principal whether 

that pe on is a buyer or a sell r. The principal broker and his/her agent then 

become the agentls of the principal who is the broker s client. The other party in the 

tran action, who does not have an agency relationship with the broker i the broker's 

cu tomer. A brokerage firm is a ompany that acts as an intermediary between a 

purchaser and a s ller. To broker a deal is to communicate with both the buyer and 

seller to acceptable price on anything old or purchased. 

A broker a ingle p r on, or th brokerage firm completes any nece sary legal 

paperwork. obtains the appropriate ignatur and collects money from the purchaser 

to gi e to the eller. ince th buy r and eller are employing the brokerage to 

complete th deal, th brokerage may collect a portion of the money obtained. In 

some cas a brokerage receive money from both parties. Brokerage firm are mo t 
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comm nly thought of in r lation hip to lh le and purch 

ariabl , d nding on the degr to \ hi h th br rage i 

b ut purcha e. orne tockowner giv their bro e~ po er of att mey to mak 

de i i n ab ut th ir goods ' ·h n to buy or ell to k and d p nd upon their br ke 

for r earching n w tock for pur h e. Thi type ofbr kerag firm usually · e a 

fairly large fee, and regardle s of v hether the owner lo or earn mon y th firm i 

paid. ln Kenya, brokerage is a common ph nom non which has infiltral d mo t 

e tors of the economy including elling and buying of motor ehicl , land e.Lc. 

2.1.1 In urance Broker 

A broker or other insurance intermediary is employed to act as a middle man b tween 

the per on employing him - normally the person requiring insurance - n th one 

hand and the proposed insurer r in urers on the other (Yusuf 20 I 0). They take an 

important position as match-mak r between the upply and demand ides on 

insuranc markets. On the one hand they provide distribution and marketing service 

for in urance companie · n the other they supply informational and advi ory 

ervice for consumer . lnsuran e intermediaries assist in concluding an in urance 

contract by economizing on information and tran action costs. 

Th more invol ed and rigoro the information gathering rot of the broker at the 

po t c ntractual tage, the more di 1 ult it is for customers to perpetrate opportuni m 

{Yusuf, 201 0). h has b en held t11at 'the ordinary funcHon of the in urance br ker or 

other int rm diary is to recei e in tru tions from his principals to the nature of the 

ri k r ri , the rate or rat of premium at which he wishes to insure to 

communicate the material facts to the potential insurers and to obtain insurance for his 
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principal tn a ordan ~ ith lh principal' in tru ti n and on the b t lt.:nn 

irgo, 2004). In man) as lh e duti ill in lud ad i ing hi eli nt n 

Lh type of insuran b t uit d to hi requiremen and ubj ct to hi cit nt' 

in tru tion rei ing rea onable car to obtain in urance whi h \ ill b t m t th 

r quiremen 

2.1.2 Typ of ervic tbat a broker can pro ide 

Broker ervices ary widely depending on the practice. To broker a d at i to 

communicate \1 ith both the buyer and seller as to acceptable price on anything old or 

purchased. A broker a ingle p r on, or the brokerage firm complete any ne e ary 

legal paperwork, obtains the appropriate signatures and collects mon y from the 

purchaser to giv to the seller. ince the buyer and seller are employing the brok rage 

to complete the deal, the brokerage may collect a portion of the money obtained. 

ln orne cases a brokerage receive money from both partie . In others the brokerage 

receiv s a comrni sion only from th eller. Broker will help the client in e tabli hing 

aMP P Value- Mo t Probable elling Price Valuation and de elop a comprehen iv 

information memorandum on the company outlining the potential buye for th 

busine or busines products. In addition brokers conduct buyer searche ere n 

buyer for ability to complete a purchase coordinate negotiations and pro ide deal 

tructuring ad ice. Brok rs also pro id overall deal management to guide the client 

through th ntire proce and help maintain confidentiality of the ale in addition to 

mark ting the busine or busin products to prospecti e buyers. 
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2.1. roducer- liddleman R loti n in Lat Pr -colonial nd oloni I fri 

mmunitie in th late pr - olonial frica used to tween 

middlemen and producer in th interior ofv .. e t c ntral fri a a pears t h 

ar und 17 0 L e on 2007 . To profit.. middlemen ne d d t bt in the g of 

pr du r in the interior of Central ftica and bring them to utlying c mmunitie 

and coa tal exporters. The e goods could be obtained in one of tv o way ac ful 

trade or iolent theft. 

Middlemen typically tra eled in caravans and were con tantly on the move. The 

caravans con isted of other free middlemen security charged with protecting the 

caravan on the road, and often great number of sla e who carried the items for ale 

(Hall 2003). Caravans ranged in ize from tens to thou ands although on the ba i of 

the evidence a ailable in travelers 'reports the modal caravan consisted of about 70 

or 0 people (Leeson. 2007). ammon imports carried by traveling traders to the 

interior included tobacco gin bead shells and brass, which were u ed a body 

ornaments, cloth and firearms and in return they got i ory, bee wa and wild rubber. 

A the sole upplier of fire arm to interior communitie middlemen controll d the 

weaponry reaching producer of god end thus typically had th upper hand when it 

came to implements used infighting Lee on 2007 . 

Producers consisted of illage chief: or headmen and their citizens in the remote 

int rior. Th e indi idual rarely tra eled far beyond the bounds of their communiti 

where the resource u ed in produ tion could be found. Their immobility was 

trengthened by the co tlin of pending significant time away from home 

especially in light of the fact that. as producers traveling for the purposes of trade was 
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not to their comparati\ ad ·antage. In thi way, p ialization c ntri uted to their 

immobility. The fact that middl men tend d to b tr ng r than th communitie of 

produc rs with whom th y intera ted, hov r, reat d a ituati n in \ hich 

middl men left un hecked and cara an profited by robb ry in pa in through 

ountri where people did not p guns ameron I 77 .Middlemen v re 

highly mobile and producers were highly tationary which meant that m1ddlemen 

ould e cap from conflict ' ith their booty by fleeing to th coast without mu h 

worry that they would b o ertaken later by bands of producer · v ho w uld ne d t 

locate track down and recover what had been stolen. 

According to Crawford (1914), agents in west central Africa at thi time al 

frequently changed their name . This of course, would have contributed to the 

difficulty of tracking down violent middlemen. However it remains unclear how 

pervasi e thi practice was Lee on 2007). A third reason for middlemen's strength 

uperiority could also be added namely the fact that they were mobile and producer 

were stationary meant that middlemen had the ability to initiate urpri e attacks on 

communities of producers. 

In the colonial Africa, European ettlers on the west coast of Africa employed 

middlemen to collect the goods they needed for export from producers in the remot 

interior of entral Africa (Le on 2007). In addition to this some African operated 

as middlemen on their own account by connecting European exporters and others with 

producers in the interior. Trad in Africa was di isible into two branche ; th 

purchasing of go d from the v hit and elling them the produce of the country, and 

pur basing such produce from the fricans and selling to them the afore aid goods. 
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2.1.4 Brok and th rt of 

Br k r int rrogate to as an to kno v what i go in in th mind of the oth r p rty 

trat gically adopting b th offen he and defensi e mean to bring the oth r 

party t hi are ry good in n gotiation . egotiati n r fl 

ttading and deliberations betwe n trading partners on quality, quantity, and price, time 

of d li ry mod of tran port. after sale ervice and mod of paym nt. eg tiati n 

i a battle of v its and an art embodying sophisticated tacti and manipulati n by b lh 

th buy r and ller aleemi 1997). egotiators are usually thick klnned who w igh 

the pros and cons blow hot and cold ugge ts and in e tigat before ettling for the 

term 

2.1.5 Broken and the Coo umcr Deci ion Making Proce 

Traditionally, consumer resear h r ha e approached decision making proce from a 

rational per pective. Thi dominant chool of thought view consumer a b ing 

cogniti e (i.e., problem-solving) and to orne but a lesser degree, emotional. uch a 

vi w is reflected in the tage model of a typical buying process often call d th 

con umer information proce sing model) depicted in figure 3.2 
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,· aluation and 

Fi ur 2.1: on umer information model 
ource: lajout ija rvi Klint and Tikkanen, 1998 

In thi model, th con urn r pa e through five tage : problem rec gniti n, 

information earch evaluation and election of alternative , deci ion impl m ntati n, 

and po t-purchas e aluation. 

In thi information proce ing mod I th con umer buying pr e begin \i hen th 

buyer rec gniz a problem r n cd. Wh n a con urn r di co r a probl m h he i 

likely t earch for more information from ariou information our e . The other 

dominant i \1 h w r, i the aluation pr e a b ing c gniti ely dri en 

and rati nal. nd r thi i w. a con umer i trying to ol e the probl m and 

ultimately ati fying hi lh r ne d. In other v ords, h I he will I ok for pr blem-

I ing nefi from the pr du t. 

Th n umer. then. look fi r pr ducts with a c rtain t of attribute that deli er the 

benefits. Thus, the c nsum r e ea h product a a bundle of attribut \1 ith differ nt 



tuall i i n. h \\ ., cr. a c n urn r n cd. to de(; I b th 

ifi item (brand } and pe ifi utle (wh re to bu •) t r l\c the pr bl m 

tier, I evaluation pr ar d1r tly innu ·n cd by th type 

ding de i i n-making pr Dir tly rei \ nt hen: i Lh lc d f urch ·c 

im em nt of the c umer. Pur h in olvement i the lc: el 

of n em I r or int t in the pur hase ituation and it detcrmin h \: c. ten i el) 

the n urn r earche inti rmation in making a purcha e d ci i n. 

2.2 . larketing 

arketing h b en defin d in difTerent way b) differ nt writ r and pra titi ncrs. 

A rding to the m rican Marketing As iation. marketing refer t the 

p rformance of bu in s a ti itie that direct the flow f go d fr m pr duccr or 

ell r t the on umer or u cr Kotler 1977) ob r e Lhat mark ting in I es the 

ti ·facti n of human n ed and v ant through exchang pr e e . Marketing i Lhe 

bu ine function that id nti fie consumer needs and want determining \-.hi h targct 

market Lh rganization can be t erve, design appr priate product , rvicc and 

pr gram to erve the market and call upon everyone in Lhe rganizati n to think 

and er u t mer . Identifying customer need d eloping g d r duct and 

ni pri ing di tributi n and promoting th m effectively make it e y f r 

market r to ell the pr u uchungu. 1997). 1arketing require t\: o f 

i.e. there mu t be as a bare minimum produ r r 

eller · n ne hand and c n umer r u ers on Lh other hand (Waruin,gi, 1 3 . 
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.... 2.1 h p in ipl f m· rk tin 

of pe pic ( u t mer or the market creating a 

I u · fulne r utility thr ugh the exchange pr cs . nrkcting r ft:r 1 

hanncling the up b twe n ervi e and pr duct pr viclcr to crvic and produ t 

kno\vna a\'a ofsati fyingneed (K tier. I 2). 

\1arketin invol c a rang concern d ith findin ut '-"hat c n um r 

want. and then pr iding it for th m. Thi in ol f ur key clement • ""hi h are 

refi rr d to the 4P . u ful tarting p int therefi r arry ut market re ear h 

to find ut ab ut cu t mer r quirements in relati n to th 4P Ru t. 2 3 . 

The m rk ting mi or the "4 P' " are: product pta e, pr moti n and pri e. The 

con pt of "4 P is thtm r plac d by the cone pt of "7 p' " which arc: pr duct, pric , 

place, promotion, pe pi p itionjng and packaging. The e are cmpl yed to ali fy a 

target market' or target d mographic the pool of p tential cu t mer . 

2.2.2 act r an ting ·tructure of market 

re 1 w of the mark ling literature regarding th tructure fa market re a led that 

the ba i element that mpri e thi tructure are: e tent l v hich th product r 

rvice that ar fTered in th market are homogene u r differ ntiated. 

one ntrati n I ize the market (numb r of customer and mp tit r ) 

e i ting profit margin • rm of competition p rfect compctiti n oligop ly 

c mp lition degree of go emmental int r enti n, 

cu t m rs' pri e ela ti ity, e. tent to which cu tamers are informed a ut the exi ting 

price . 



.2.3 P rfi t omp titi n 

in '' h1 h there ar many bu. crs nd 

mp •titi n i b ed n the a umpti n- that th · market fa 

lar numb r of llcr a well a large number f bu er and that the pr ucl i 

h m gene us. It i a- umcd that the t hni al hara teri ti and crvi c a 

with the al f th pr du t ar identi al and that th re ar n ither entry 

r e it r m the indu try. Equal! it i as umed that all bu e · and ell r · ha e pcrlcct 

kno,,ledge o th condition in the market and that information i · free {Kotler. I 77) 

and that ther are n un ertainti about future de el pmen in the m rk 1. 

2.2.4 

Jig poly is a market tructure ' hich has a fe ellers and ' h r individual pr fit 

maximizati n d ci ion are highly int rdep ndent. ligop ly may be either pure r 

diff·rentiated depending n th nature of the product inv lved Waruingi, I 3).1t i 

pur lig p ly if the pr du t i homogenous. ft be orne differentiated ligopoly if 

the pr duct i non- homogene u but highly ub titutable in the indu try. If nl t\! 

firm are in the indu try it e orne a pecial ca e of oligop ly kn '''n a duop ly 

(Waruingi, 19 3).When the firms in an industry are few, each eller mu t e acutely 

c n ci u of the action f th e ri al and of other rea ti in hi 

policie Kotler I 77). 

2.2 . llu i n in ligopol 

ollu ion curs \!\hen finn decide their ommon and indi idual intere t ' ould be 

be t rved if th j ined together a a ingle unit. In thi ca e, they t to maximize 

joint profit (~ r th -. h le indu try) and negotiat among them el e h ..., thi profit 

-. ill be hared am ng them I Ia\\ kin • 19 3 . 
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Th al tr) to pre ent I n • run enlr)' int lh industry. \ nnal 

an I. Th f a llu h (; ligo ly i to a 1 lik a m n pol 

re tri tim~ utput thercb arning Lh m · imum pr lit Lhat can b attained in the 

indu tr) G ell. 199-). an I agre m nt an 

agr em nt) or covert (Term kno~ n only to Lhe parti ipating firm . In general, trade 

as iati n and profi ional rganization may u uall 

iat d with a canel. n of the b t known intemati nal artel i the 

rganization of Petroleum p rting Countrie (OPE .The nature and degree f 

omp tition (market structure of lhi material ub e tori a diffi r ntiat d ligop ly 

which in itself helps to propagate informational asymmetry. lig p ly i a type f 

mark t tru rure where there are fe eller and many K tier, 1977). It 

bccom diffi rentiated oligopoly if th product i n n- h mogenou but highly 

ub titutable as is the ca e within the Juja quarries. Quarrying cornpanie de pite 

b ing in an oligopoly ituation hav b en unable to collude or at lea t form a cartel t 

fight out brok rs. Collu ion ccur wh n firm decide their ommon and individual 

intere ts would be be t erved if they joined together as a ingle unit ( odell. I 2 . 

In thi ca e they et to rna imize joint profits (for the whole indu try) and negotiate 

among them elves ho~ thi profit will be shared and to pre ent long run entry into the 

indu try. A formal ollu i n i knovro as a cartel. The objective of a collu ive 

ligopoly i to act like a mon poly b:r re tricting output thereby earning the maximum 

pr fits that can b attain d in the industry ( aruingi 19 3). artel agreemen can be 

overt en rally knov n t rm of agr ement or c vert (term known only to the 

parti ip ting firms . uarrying compani are faced v ilh the usual challenge that 

pr ent bu in unity am ng finn in an oligopoly ituation. For in ance, product 
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ari ti n. nd hangin • mark t 

nditi n are maj r hindran ofb tnc · unity ( urti • 20 I 

lark tin in c n tru tion indu try 2.2. 

d ating mark ling in th n tru lion indu try i p rhap. the m ·t chall nging 

activity. It i rarely pra ti d with the enth iasm, reati ity and phi ticati n to be 

found in the marketing of other goods. Thi i becau m t pc pte tend t •quate 

marketing with client entertainment in li k bar and umptu u wining and dining 

Lov. I 95). A number of tudie ha e criticized firm in the con LrU tion indu try fl r 

failing to adopt modem marketing method . pecificall , it ha b en alleged that 

'ad ersarial attitude towards customers e i t within n tructi n compani . 

re ulting from a tendering culrur ' that fo u e on winning individual rder rather 

than on developing ound Jong-t rm relation hip with client (Tan 1995). 

on truction finns have al o been ondemned for as uming that downturn lead to 

fewer new entran and c n cquently le s comp titian. wh reas in fa t competition 

inten ifie during a downturn and completely n w critical ucce factor emerg . 

cveral inve tigation of th UK on tru tion indu try reveal d indifferent attiLUde to 

mark ting, \1 ith a heav empha i n elling and double glazing hype. The e tudie 

allegedly howed that on tru tion cnt rpri e had ign red, r b n low in adopting, 

marketing prin iple and had failed to includ marketing in corporate trategie 

an,l9 5).The main ju ·tifi ation fl r e che ing hea in tm nt in marketing 

prop ed by thes author were that the en ironment in \ hich con tru tion firm 

p rat d \1 turbulent and nu tuating. 
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• qu IT) in linn operate und r' ry di 1 uh c ndition in that the~ · r n t in a 

po Ill n t dctcnnm the n lure of r k underneath b •fi rc c 3\ati n hen c th ar · 

n t in a pa it) t d t nnm the quality of t ne t . ell. The umqucnc I th t nc 

quarryin and ' clling busine h fi reed th quarry manag r · to ·mbra ·e 

int nn di ri 

2.2. 7 liddl m n, market and price . 

rding t put r, I 96) mod I there ar thr type of cnt in an lig ly 

), and price- ctting middlemen. a 

t p t ward an v ering the e puzzle and under tanding the diffi renee in the 

micr tru ture of trade that ""e ob erve aero ariou marke , ' e pre ~nt a imple 

m d I in v hi h the har of trade intermediated by middlemen and market maker i 

nd gen u ly d tennined. In pulb r' model, middlem n are a urn d to be the 

·clu iv a enue of exchang . Every producer wi hing t ell a omm dity r a ct 

and very c n urn r i hing to purcha e it i required to tran a t ia middlemen 

rath r than trad dir tl ' ith each oth r. 

in the d aler market o cur o era range of individually n g time pri e . 

In a dealer market there no central exchange or market place in ' hi h th 

comm dity i trad d. In particular. there i no ad erti ing or central, pu licl)' 

ace ible ite on' hi h middlemen can p t bid and a k pn e . In tead, the nly v ay 

for pr du r and n urn btain price qu te i to dir ctl c ntact indi,idual 

middl men. Middlemen are infinite) li d and et a pair of tationary id and a k 

price to maJ imize their exp ted di ount d proti . Middlemen can increa e their 

pr fit at th e p n ·e of c n umer and producer by promulgating mea ures that 

artificially limit entry of the market maker. 
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... 2. Oifferen b t\\ n mark t mak r and a middl man 

1iddl men and mark t mak r r pr nt \,; mplcmentary and mpctili\ hungc 

m tituti n . Market mak p t publi I) b ·crvabl bid and a k pri ·e . wh •rca 

pri qu ted b} middlemen in the dealer market n titute prhate inti rmati n th t 

n e btained only thr ugh a o Lly ear h pr (Hall. -003) P rha one of the 

be t-knO\\TI e ample (at least among e onomi t 

and mar t make i th rid \! ar II Pri ner 

f the e i tence f m1ddh.:men 

f ar (P 

Radfi rd (Ru t, 2 03). In thi amp, pri oners traded a ariety f mm ditic am ng 

lh m el : anned milk, jam, bi cuits and cho olate. In the ab en c f m n . 

cigarett became a fi rm of currenc . Trade wa fa ilitated by ·• chang and art 

n ti b ard "on ' hi h bid and k price for diffi rent g d were p ted. When 

d al ' a onsummated, th po ting ' as cro ed out. 

Radfi rd note that "the public and mi-p rman nt rec rd f tran act i n led t 

igarettc pri e b ing w II known and thus tending to equality thr ugh ut the camp" 

(p. I I). In addition to the hang and Mart, middlemen \! re a ti e in the amp 

alth ugh th y were iew d with di dain. Despite the fact that hi ery i tence w 

pro f to th contrary the middleman was held to b redundant in ie\! f the 

e i t nc of the h p and lh xchang Mart. Middlemen a a group w re blamed for 

redu ing pri by th u plier . 

pinion n twith ' tanding, m t people dealt\ ith a middleman. \\hcther c n i u ly 

r unc n ·ci u ly at orne time or another Radford does not menti n whether 

middl men had any efTe t n bid price . Th e mod l genera)) on ider two typ 

f trad : mformcd and uninformed. If the middl men are able to ele ti ely trade 
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\ tth nl) th uni~ nn d trad (e.g .. by a ting nly mall rder . th n the market 

the inft rm d trad r . Th1 .. r am kimming" b th 

mid I m n I av th market mak r at an in!1 rmati n I di d\'anta •c a ain l the 

infl rm d trade Hall. 20 3 . 

2. Pa· cur ment principl 

uiding prin ipl for pr ur m nt are de crib d el \\ : 

ulue for Ioney 
m nt of th quantitati e e.g. re pon e quotati n and qualitati e f: t rs e.g. 

quality, rvice tandard , timing, upport benefi and ri ). 

tlti ol and Fuir Treatment 

Th rocur ment pr e hould pro ide a level playing field fi r all re p ndenl . r 

e ample during the market appr ach p riod all resp nd nt h uld be gi en th arne 

pp rtunity to ask que t ion b provided with the same informati n at th am tim • 

and gi n th arne time p riod to ubmit their r p n . During th cvaluali n 

h uld be e aluated again l th ame rit ria and in the me 

way. II " e er, thi appr ach do not preclude electi e tend r r ' ai er f 

omp titi c pr ce " here the cir urn lance justify it. ppr priate arrangcmcn 

h uld b made l pr teet commercially n iti e information. 

Probity, countability and Tran parency 

Probil • 

onni of inter t a tual or potential hould be identifi d and d alt with 

ppr priat ly. Parti ular ar mu l b taken v h re th r i a p t ntial b nelit 

linan ial r th r) to an ffi r or a member of his/her famil . It i al o inappr priat 

to a ept ifts or h itality fr m current or potential uppli r Ru t20 3 . 
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OUIIIOhiJity 

tall und rt king pr ur m nt pr r en ·uring that it i arncd 

im I cd in a pr urcmcnt are ut in-lin ' ith 

re p n iblc f r familiari ing th m el e with 0 partmcntal pr uremcnt p Jicy and 

a ting in a manner ' hich i c mpatibl \! ith it. 

Tron parency 

n-making pr e must b dear and auditable. ppr priatc r rd mu t 

k pt. 

2.4 uppl • chain manag ment 

uppl hain anag mem 1) i management of material and infi nnati n n w 

in a uppl hain t pro ide the highe l degr of u tom r ti fa ti n at th 

po ible c L M r quir mmitment of uppl hain partner l w rk cl ly l 

oordinat order g n rati n, rd r taking and order fullillm nt thus, ere ting an 

·extended ntcrpri e" pr ading far beyond the pr du r I ati n. upply ch in 

en ompa the companie and the u in acti itie ne ded to de ign, make, deli er 

and u a pr du t r ervi e. dep nd on their uppl hain t pro ide 

them ith hatth y n d t ur i e and thri e. fit int ne r m r 

upply chain and ha r I pay in each of them. And at o uppl chain management 

i th integrati n f k y bu inc from initial ra\ mat rial tra ti n t the 

final r end u t m r, in luding intermediate pr e ing tran p rtati n nd t rage 

acti itie and final at to the nd cu tom r. 

T day, th pra ti of u ply hain management i b coming xtremely imp rtantl 

achi e and maintain c mp titi n . Many finn are ju t n w eginning t realize 
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h d f upply hain int grati n. upply h in man gl'mcnt an ut-

r Mh nd c:pan i n of I i tic and pur ·hasing a ti itic and ha · gr ~ n in 

p pularity and u e in e the I 0 . lmponant Iemen! in uppl chuin man. gcment 

ar in th ar ·a r purcha ing, op ration and pr ducti n and di ·tributi n. Fin 11 . a 

mark t • p liti al ~ r e t chn logy and omp titi n hangc ar und th \\ rid. th 

pra ti e of upply h in managem nt mu l also chang ( ant • I ). 

The uppl) hain tan v ilh fum extracting rav material fr m th gr und - u h a 

ir n. oil, w d and od- and th n elling them t ra\\ mat rial manufa turc ·. The e 

ompanie . a ling n purcha e ord r and pe ification th y have rc ci ed fr m 

comp n nt manufa turer tum the raw material into m terial that are u a I b 

the ·e cu tomer . -.: hat i upply chain management? M i management f 

mat rial and information n w in a upply chain to pr id th high t degr c f 

cu t m r ati fa lion at the lowe t po ible co t. 

2.4.1 Importan e of uppl hain Management 

Many firm , th ught, h c di co ered alue, long t rm b n fr m their upply 

chain management ef n . irm with large y tern in ent rie. many uppli r 

complex pr du t a embli , and highly alu d custome with large purcha ing 

budge ha e thl! m t to gain from the practice of upply chain managem nl. F r 

the firm . v n m rat upply chain managem nt uc mean lower 

purcha ing and in ent ry better pr du t quality, and higher I el f cu t mer 

ervice and al . Purcha ing in nt ry, and tran portation co t a ing i quite i:cabl 

for firm utilizing uppl hain manag m nt trat gie . inn mu t realiz that their 

management ef~ rt can tarl mall - D r in tan e with ju tone key upplierand build 

thr ugh time t in Jude 111 r upply chain parti ipan - u h a lh r imp rtant 
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• k - and, eventual! , • nd-ticr up lie and 

\\h i thi intcgrati n a ti it~ imp nant? alluded t c rli r, when a 

firm. i uppli r all kn -. ea h the • future plan . the planning 

2.4.2 h five major uppl_ chain driver 

mpani in any upply hain mu t make d lie ti ly 

reg rding th ira tion in fi ar as. The e are the fi e major uppl hain driver . 

• Pr uction (\ hat. h ,,, and wh n to produce 

• In entory how much to mak and ho~ much to tore 

ati n .. her b t to do v hat acti ity 

• Tran p rtation ho\ and ' hen to mo e product 

• lnfi rmati n (the b is fl r making th e deci ion ) 

Effecti e upply chain management call fir t for an und :r tanding 

h w it perate. ach dri ver has the abili ty to directly afti ct th upply chain and 

enabl certain apabil itie . Th n xt tep i to develop an appreciati n r th re ul 

that an b btained by mixing diffl rent combination of the driver . 

uarryin ondition in Kenya 

uarrying activity i a maj r indu try in Ken a v hich upport the I al c n tru ti n 

indu try creal huge mploym nt opportunitie and i a major cont:ribut r to th 

nati nate on my. ini terial task force report 2010 . ork r dig in an unregulat d 

quarry b u d ~ r c n truction in Kenya. Building and con tructi n 

b m h · h t up the d mand for building material leading to high d mand fi r 

building t ne • balla t and and. A d lay in th re iew of a Kenyan mining A l ha 
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l·d t th pr lilerati n f n '" and unregulated qu IT) ing a livittc in f r t area and 

privat tam1 land. Th re i no I ar r gulat ry ram ,,. rk r the m nagcmcnt f 

quanying m enya and th re has b n inad quate and unco rdinatcd cntl r em nt f 

·i ting le i ·latt 11 r ultin ro haphazard and un a e opcrati n. l ini li) f 

nvir nm nt and . atural Re urc , -0 I 0 . rding t the ati 11 I n ir nm ntal 

an g m Ill . uth rity EMA), of the hundred f quarric · perating in cntral 

Ken)'a nly two private quarri conduct an annual audit or h e m t the c untry' · 

e ment Impa (E I requirem n . 

ne quarrying in Ken a i a ignificant jua kali (informal 

ing I nd \o\!J1er . quarry ov.rn rs conce ion holder ho lea land and xtra t 

ton II r al and quarry worker (both killed and un kjJied . The latter gr up i · 

u ually t tally d pend nt n proceed of quarrying for th ir li elih d. In airobi 

area alone, thi ector dir ctly employ an e tirnated 10,000 ork r· ( hadm n, 

2002 . ati nally the e timat d numb r of employee in quarrying e L r i 40,00 . 

Ac rding toMini try of Envir nment and atural Re ource (20 I th re i · 

c ntinu d xploitation ofw rker by middlemen leading to low wage . 
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Plate 2.1: Workers at a typical quarry 
ur : ield Wor 

Workers have limited opportunity to participate in collective bargaining proce e 

since they have no formal association and have not joined any union. Many quarri 

have notable negative effects such as illicit brews drug abu and HIV /AID 

prevalence. tone as a building material is in great and growing demand becau of 

th booming c n truction industry. This is particularly so in m chani.zed quarries in 

Juja and el here and until recently in the project area which serve Nairobi (the 

g ng Oivi i n of Kajiado district, approximately 13 Kilom te uth W of 

airobi wh re geological urveys have revealed that local ston reserve are 

suffici nt tl r at least the next 50 y ars. However demand far exceeds upply and 

man h d velopers u concrete bloc as an expensive but more ace ible and 

dardized al~ mative Gak:unga, 2002 . 
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2.5.1 toae rrf ia J j 

Juja quarrie are the leading upplier of Machine ut tones in Kenya. There 

are approximately 41 fi rty on ) acti e quarries pread along the darugu vaU y. Thj 

aile is e do~ed with layers of natural bed rock approximately 60 met net d pth 

suitable for commercial mining of the building stone. The depth and quality of the 

rocks not usually known before the actual excavation while quality parameters 

changes for worse or better with depth. To strike a good rock therefore becomes a 

matter of chance. These stated conditions are major impediments to commercial unity 

among quarry owners. 

Plate 2.2: to e catter machines at work iD a quarry ia Juja 

Sour e: Fieldwork 

2.5.2 Eovironmeotal hazards Protection Measures 

Mining and Minerals BiU, 2011 and the Environmental Act have been referred to in 

this section. The Mining and Minerals Bill 2011 states that quarries should conform 
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to following rul ; there should be at least I 0 m t buffi r zone between the 

quarry and the 30 m r riparian reserv f th river. w tland and water catchment 

0 meters buffer zone between the quarry and the edg f the river. wetland r 

water catchment area). Quanying activiti within the ~ re ed land sh uld be in 

accordance with section 42 of the Forest Act 2005. Furthermore it is mmended 

that quarrying should be restricted to forest land devoid of trees with the aim of 

reclarnati n for re-vegetation. ln addition, for mechanized operations without blasting, 

there should be a distance of 500m to any aerodromes/landing groun~ 1OOm to any 

hopping center school and hospital, 50m to any house irrespective of consent from 

the owner and 40m to any river, road reserve or rail. 

Plate 2.3: AD opea quarried ite witll staguat water 

~tree: Field work 

In addition to the above minimum distances, quarry operations where blasting is 

required may need extended buffer zones/distances and/or adopt controlled blasting as 

advised by inspector of mines/e plosives. Both Mechanized with controlled blasting 
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nd m haniz d \ her in not ntr II d lh t hni al 

mm h uld ad\ i a pr ~ id d r under ub 1diary 

IR9 the mining t. dhcn:n • t the 

ibrati R gulation . - 9 h uld b and fi r 

d mall caJe quarry. the \'mer/operator hould appl ft r an appr al fr m 

th Di tri t Em·ir run nt mmitte DE ) (pri r t the nactm •nt f the Mining 

and ineral Bill). implified En ironmental audit heckli t (! r ngoing mall ale 

quarrying p ration to b used by the DE and/or its appointed ag nt e.g. hief: ), 

and/or rei vant Governm nt in p ctor to monitor compliance. en itizati n and 

training of th quarry op rator /owner on the u e of implified Environmental audit 

ch ckli t hould be onducted. 

2 .. 3 Human Hazard 

Mining and Mineral Bill 2011 and th Environmental Act have b en r fi tT d t in 

thi ecti n. The Mining and Mineral Bill 2011 tate that no undercutting and 

tunn ling hould be allowed in all quarrie to a oid collap e, which may re ull to 

damage to property, injury or lo of life. uarrying on oil and gra I, oft r ck r 

debri hall n t ha e ertical face e ceeding 2.5 M high and hall b orked in 

t rrace I benche rat a afe angle of lope. Hard rock quarry face to b benched r 

" rked fr m t p t b rtom. o too e hanging rock /material hall be all v ed near r 

on th fa f e ca ati nlquarry. 
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Plate 2.4: Loose rocks at aa eatraace to a quarry site 

urce: Field work 

All loose rocks/ materials should be scaled down before commencement of any 

operation and there should be no tunneling in sand mining. All quarry faces/cliffs 

should be securely fenced .The fence should be at least 3meters from the edge of the 

cliff u ing chain link of at least 1.5meters high. Warnings signs of appropriate font 

size and in the appropriate language should be erected in all quarry entries and in 

areas with high cliffs e.g. Danger: Quarry Deep Pit' or caution: flying stones and 

debri or •Kware (in Kikuyu). All roads to and from quarries should be safe and 

ace ible. The following protective gears should be used by persons working in 

quarrie · protective helmets against falling objects· gloves to protect against cuts and 

brui s· protective shoes; safety goggles and overa.Wdust coat. Quarry operators to be 

trained on safety health and environmental issues and each quarry site to have a 

pe n in charge of safety. 
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Th re ~h uld al a af t_-. Health and nvir nm nt mmine ( II · at ~:ach 

quart) it . Ea h quarT) bla ting 1 r uired) i to acquire bla t r permit 

and o n minate a uitabl p n in ultati n with th I al pr vin ·iol 

admini tration to b trained on safe bla ling. II bla ting material I ·plo i c 

b acquir d and on' yed Jegall. through ac ui ition r rele 

Mine and G ological D partmenL Blast rs for infom1al quarri to acquir bl ting 

mat rial for immediate (daily u e only, ' her there i no lie n ed torag fa ility 

(e plo ive magazin ). 

The in p Lion taff to be facilitated to onduct regular in pection and pro incial 

admini tration (Chiefs to a i t in enforcement of laid down law . Quarry op rat r 

to en ur provi ion of clean water anitation and well quipped fir t aid kit with 

trained fir t aid rs. Where ladder are required, they hould be mad afe by en uring 

that they are lrong, firmly cured and ha a hand rail and erection of adequate 

barrier to check material r lling do" n slope. There hould al o b enhancem nt of 

Di trict Di aster Preparednc Committee and training of the local quarry perator 

on Di a ter pr parcdn and re p n e. 

2 . . 4 Regi ·tration and licen ing of quarri 

Li en e i to b grant d in a cordance to the Mining and Mineral Bill 201 I 

Envir nm ntal ct and any other government r guJatory act p rtaining to mining 

after an application for the grant r rene\ al of a mineral dealer' licen e. hange of 

u r hould be effl ted b tl re the e tabli hm nt of quarry ite through the Di trict 

ioi n ommitt . Furth rm r the expan ion and/or hange of p tential 
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agri ultural land into quarryin op ration f upr ting t a nd ee ~ r 

quarrying must be ubj ted t hang of u er pr edure. 

2. . Land Re tarnation 

ining and Min ral Bill 201 I and the n ir nmental ct ha be n r ferred to in 

thi cti n. Land owner hall tabli h quarry pit rehabilitati n and/or aft r u e plan 

to be appro ed by the Di trict Environment ommittee a pr cribed in the audit 

ch ck li t. Th after u plan hould identify uitabl alternative land u e for th 

di u d pits like land re toration for agriculture re reation, for fore try and apiary 

(b e keeping , aquaculture pits as ater reservoir and if uitable xploitation for 

anitary land filling. 

Pha ing r blocking' of the quarry ite for progre ive quarrying op ration and 

th refore progre ive re toration and/or reclamation hould b practiced. 

D commi ioned (clos d down quarries hall be re tor d within tv elve ( 12) month 

of d pletion of the quarry and the Di trict En ironm nt ommittee (DE ) or an 

appointed agent hall i ue a cl arance letter confirming ati faction with th 

re toration efforts. The u e of Per onal Protecti e Equipment (PP i recommended 

for b th manual and mechanized operations while watering of th aggregate from the 

cru h r hould be mandatory for mechanized op ration . 

2.6 ethod forte tiog building tone 

According to Jumiki (1983) there ar ariou te ts for building tones. For in tanc 

porosity test compr sive trength te t, and shear re i tance t t. The trength frock 

dep nd on qualitative mineral composition and texture. 
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2 .. 1 ompr ive tr ngth 

m r ive trength al called cru hing tr ngth i the m t c mmonly d 

meth f d termining prop rty of rock . It i the maximum tr required t cru h 

tandard r ck pe imen. In thi te t cylindri al quare r a pri mati 

ubje ted to uni-a ial or tri-axial compr ive tre and trength is cal ulat d 

a cording to Jumiki ( 19 3 as following: 

Compr ive trength = C, =PIA 

Where P =applied load at failure and 

= cro section area of the pecimen 

For accurate re ult rock pecimen hould b free from deformational defec . With 

resp ct to the compr si e trength it i reasonable to con ider that with a few 

exception , the building tone under in e tigation are of fairly go d quality. 

2.6.2 Ten ile treogtb 

Tensile trength of a rock i re i tance to failure in ten ion. en ile trength of rock 

can be detennined by dire tor indirect method. In dire t method a rock core pecimen 

with length-to diameter ratio I./D) of approximately 2 i fi ed in the gripping nd of 

the t ting d vice and pull d in opposite direction. The ten ile tr ngth i cal ulat d 

as: 

Ten ile trength = = F/A 

Where F =ten ile load at failur 

The d meri a so iated with this method are: 

Very mall cratches on the urface of the p cimen cau an appreciable decreas m 

the trength 
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lreS on ntrati n tak place at the gripping nd and th re i an une n 

di tri uti n or tre ·~;: . 

In tht: indire t method a r k core pe imen ith l.JO ratio f .5 i pia d 

h rizontally berween the b aring plate of the t ting machine and load d t failure. 

The t n ile trength i given by T = 2P/J.J4xDxL 

Where P =load at failure 

2.6.3 bear trength 

D = diameter of the p cimen 

L = I ngth of the pecimen. 

Th re are many de igning problems wher knowledge about h ar strength of rock i 

need d. hear trength of t ne or rock i the maximum resi tance to deformation by 

continuous hear displacement upon action of shear tre s and it i the sum of 

1. Internal friction or re i tance to tran lation along th sliding 

11. Dilatancy or the int rlocking effect between individual rock grain and 

iii. Cohe ion along the tiding urface of the rock. 

Cohesion i the inher nt h ar strength of the material in the ab ence of ext mal 

stres . Phy ically it i the re istance of particle to eparation without the presence of 

nonnal force or pre ure. Thu re i tance to s paration con i t of molecular bonding 

ionic attraction and partie! interlocking. 

2.7 ummary 

Ther i little re earch conducted on quarrying bu ine and particularly the rol of 

broker in the construction indu try yet the indu try i highly aturated with broker . 

The available related tudies mainly focus on brokerag in the in uran e indu try 

whi h is mainly formal and controlled by well-e tablished structure . The available 
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tudi uarrying ent rpri had ign r d. or be n I ' in l d ptin , 

m rk ting principl and had failed to indud m rkcting in rp rat 

ha be n alleg d that "ad\ aria! attitude t \ ard 

c t fr m a ''t nd ring cultun.:" that fi n winning 

indi idual ord rath r than n de eloping und Jong-tenn rdati n hip with clien 

n, I 5 . The main justifi ation for the e und I p d marketing trat gi are 

that, th en ironm nt in which quarrying firm operated wa tur ul nt and 

flu tuating. 

Th r ar appr ·imately 41 forty one acti e quarrie pread at ng th darugu 

valley serving lh v hole of airobi and the urrounding countie . The 1 ne diffl r in 

c lour and trenglh but they are highly ub titutable. To trike a go d r ck th re~ re 

be orne a matter of chance therefore a cia ic exampl of a differential d Jig p ly 

forrn f market tructure. Ace rding to conceptual frame ork a hown by figure 1.1, 

quarry manager· engage brokers dire tly to market their product for a fee c p ·cially 

when di ad antaged by emergence of p r quality ro k and poor ace ibility f 

quarrie by the buyer . 

Th uniqu n of the tone quarrying and lling bu in has forced the qu rry 

manager to embra e interm diari . A cording to theor tical fram work. pr due 

and nsume of a comm dity or buyers and ellers of an a et) who wi h to trad 

can betv een tv o competing type of intennediarie : .. middlemen" 

(d lerslbr kers and "market maker - p ciali ' (Ru t., _003 . Howe er there i a 

m difted · r ion of put r (I 6 equilibrium earch model with three type f 

ag n : pr du :er • con urn and middlemen. In thi m d I pr ducer and 
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n urn ann t trade dir tly with a h th r and in tcad tr de mu ·t b 

intem1 di ted 

rding to the literatur re ie\\ ed. ''lnt rmediary" i n arily br ad and · er , 

int r a I ia. rokers. indep nd nt agents and ·•tied" agen ( u uf. 2 I 0 . The br kcr i 

agent ' ho ha an in enti e to pro ide r dible ignal a ut h1 licnt 

mm dity preferen e if the commi ion paid i relat d to th pr lita ility of th 

bu in t th eller. brok r i th refore a middleman in b twe n t\i o parti ) 

c n rn d v ith neg tiating making bargain and e tabli hing c nta t 

two parti for the con ideration of a commi ion. tudie ha 

ar u ually thi k kinned negotiator who weigh the pro and con bl w h t and 

cold ugg t and in e tigate b fore ettling for the term . According to the 

literatur review d. producer- middlemen relation have been recorded in U1e late prc

c Ionia! Afri a implying that br kerage bu ine s i not a new ph nomen n. 

ccording to the literature re i wed there i Mining and Mineral Bill, 2 I I and the 

n ir nmental Act that are upp ed to be adhered to h we er there i little 

c nf rmity to the e regulati n . 
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. I R arch 0 ign 

Re earch de ign i defined as the cheme, outline or plan that i u cd t gen rate 

rodho. 2003). ualitative re ar h focu e on 

ph nomenon that occur in natural etting or real world and r gniz that i ue 

b ing tudi d ha e many dimension and layer and ar multifaceted. Thi re earch 

proje l had endea oured to fmd out the impact f broker in pro uring and 

marketing of Juja quarrie tone . Thi wa done through eeking out opinions of 

the re pondent about the phenomenon. There earch de ign that was adopted in thi 

re arch i de cripti e urvey de ign. Descripti e studie are concern d with finding 

out "what is Borg & GaiJ, 1989) and thi tudy to de cribe th impact of 

broker in marketing and procurem nt of quarried stone in Juja. This de ign does not 

se k to interfere with the tatu quo but rather explain it nature. 

According to Mugenda and Mugenda (1999) de criptive tudy i probably the b st 

method for re earch r who are int re ted in collecting original data for the purpo e 

of de cribing a population. urvey approach a mployed since it enabl d 

in e ligation to b made for tentative cau al factor by coli ction and us of both 

quantitative and qualitative data. ur y approach i oft n u ed to a e thought 

opin ion and feeling (M anje 2001 . thu this rudy adopted descriptive urvey 

design. Critic of sur ey re earch m thod hold it to b a m thod whi h artifi ially 

force re pondents to fl rrnulate opinion rna king the complexity of conflicting vie 

and uncon ciou ba e within each re pondent. ln pite of thi opinion urvey 

re earch pro id information which i fairly repre ntati e of the population under 
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tud) Ki ko, _o 7).The unit of ob rvati n fi r thi re ar h wa indi idual br ker . 

buye and quarry manager \ ·hil unit f analy i w r br kcr buy r and quarry 

managers a group . 

. 2 cal of the tud. 

The tudy location wa Juja area in Kiambu ounty Kenya. In the area there were a 

total of 41 acti e quarrie at the time. Th area ha a population of about 150 broker 

dealing with brokerage of Juja quarries tone . All the quarrie are eith r indi idually 

owned or corporate owned. For the purpo e of lhi tudy only the quarrie ' manag r 

brokers and buyer were inve tigated. Juja area wa selected becau e it' on of the 

area exhibiting high l vel of brok rag of quarry stone . The area i also acce sible 

and familiar to th re earcher· hence, data collection could not be hindered by the 

participants re entment du to u picion. Familiarity with there earch locale help in 

gaining acceptance (Karugu and Olela, 1993). 

3.3 Target Population 

The ubject in thi study included quarry manager , buyer and broker of stone in 

Juja quarrie . Juja area ha 41 active quarrie . The tudy population con i ted of 41 

quarry managers as repre ented by the number of quarrie in Juja area. here are 150 

acti e broker in the 41 active quarrie , therefore the tudy population for th broker 

category was 150. According to survey conducted by the re earcher it wa ob er ed 

that each quarry rec ived an average of 2 buyer of stones every day and thu the 

tudy population for the buyer category con tituted of 2 in an active day. 
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lie ted u ing a guid d r ar h qu ti nnair a mini ·t red to the amp! 

popul ti n and pr ent d in the fi rm of 

harts. tratified rand m ampling fr U\:n y ta I nd per entag ore and pi 

\1 u t:d fi r thi r tratiiJed random ampling i u d ' h r we ha\ 

p pulati n in di or group . ample co ea h la er. In thi 

r ear h th fi llov ing w re tak n Ia er : - uarry manager Br ker , and buyer 

of t ne . 

3.5 ampl and ampling Procedure 

ach of the three objective \1 ere l ted by having all th thr e categ rie f 

r ponden by responding to the item in questionnair . Th re ar her colle t d 

informati n from U1e t tal p pulation of the quarry managers ince it wa po ible fi r 

U1 re earch r to colle t data from that total populati n (Ogula 2005) and it is higher 

Ulan th minimum recomm nd d proportion of 10% of the total population ay, 

1992 . The r ear her I t d the required number f the r p ndent from the 

cat gory f brok r and buy r through purpo i e ampling. Thi am piing m th d 

in ol e delib rate election of panicular unit of the univ r 

whi h repr en Ule uni erse (Borg & Gall 19 9). Thi meth d i u d fl r le ting 

elements fi r in lu ion in the ample ba ed on the ea e f ac and their imm dial 

a ailability Kothari 2004 . Th re arch r el ct d on br ker fr m a h quarr 

U,u con tituting a ampl of 41. From the buye of tone cat g ry the r ar her 

elect d t\1 o buyers from each quarry thu con tituting a ampl ize f 

of the ample ize was condu ted within one day. B th the ampl ize fbuy rs and 

rok rs of ton are mor Ulan th r c mmended minimum f I % of th tudy 
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ul ti n tipulat d b ummary f th mple ·•z ar' 

pr nh.:d in T bl "'.1 b I ' . 

pulation 

r~ Population . ') 

0/o 

41 41 I 0 

Brok r ISO 41 27 

2 

T tal 273 164 60 

3. R earch In b·ument 

The re earcher u ed lh que tionnair to obtain factual data and opinjon in a 

tructural fram work from the re pond nts (Nisbet 1970).A que tionnaire wa u ed 

becau it a le expensi e and requir d le time to admini ter William 1990 . 

3.6. 1 Que tionnaire 

The que tionnaire con i ted of structured and un tru tur d open que ti n . Ambiguity 

in framing of th wa a oid d. Thr e t of que tionnaire wer de ign d 

for the quarrie manag r broker and buyer of tone . R p ndent fill d in th 

qu tionnair and returned to th re ear h r mainly by hand. 

3. 7 a lid it)' of Re earcb In trument 

Instrument validity i th degre to ' hich an in trum nt i apable f gathering th 

anticipat d information. It i th t nt to which the in trum nt mea ure ' hat i 

actual!, intend d to mea ur . To d termine the \alidit of th items in th 
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qu ti nnair d inten ic .. ·hcdul . a pi! 1 tud · \ · nd n 

fr rn c h at g ry fthe . · h item ofth 

ith th · inv d in the pit t tudy tively in rder to find out 

dit 1 ulty and ambiguit in tabli h wh th r th re were any 

nfu ing item . The r ear her al applied ntent \ alidit t impr e the alidity 

ought Thi appr ach urn of th qu ti nnaire \\her by 

that the in trumen ha detail d de cription of th ont nt domain. Through 

the c mment of e p rienced re earch r , orne item wer m dified whit other 

w re d i regarded 

3. R liabili t of R earch In truments 

R liability of the re ear h in trument " a a certained and wer 

in rp rated n how to impro e them. The plit-half method a be used toe tabli h 

the c ffi i nt of internal con i t n y of the que tionnaire . Thi method in olve 

plitling the tatements (item ) of a te t into two halve ( dd and e en numbered 

items Gay 1992 . Then the odd number d and e n numbered item are b pia d 

in two ubte t and th core of the two subtests ar computed for each individual 

and correlated u ing the Pear on Product Moment orrelation ocffi i nt formulae. 

The obtain d alue r howe r r presen r liability of onl half of the te t. rn rd r 

to obtain reliability of the whole te t, the pearman Br wn Pr phe y ~ rmulae tated 

b low i applied: R:· = 2r I 1 r her :, r i th reliability effi ienl r ulting fr m 

c rrelating or ofthe odd and n numbered it m for part ofth te t· and R i 

the reliability of the original (whole te t. 



. t- t t m~th v. u d t d ·t nnin reliability of h inten ie,.., hcdul . Tc t-

r t admini tcring lh in. trument t\ i c to group "ith imilar 

hara th tting. Then the in trum nt item are 

tmpr cd d p ndine n the e. tent to wh1 h th it m are uttabl l gath r the 

requir d infi m1ati n \\'hen in U'WTlen , are admini ter d in th main tudy. hi 

m th d en ur d that the in trument gather d r lati ely th am infi rmati n obtained 

in the tr t t t ' hen admini tcred in the main rudy. Thi due to the fact that 

ambigu u . difficult and un lear item could either be implified r di card d 

alt geth r, r nc\ item add d to lh in trument dep nding on th utc me of the 

fir t t t. 

3.9 Pil ting 

The aim v ill b to tabli h if the instrumen are workabl and d elop way f 

impr ing them. The r ear her conducted piloting with on quarry manager _ 

broker and 2 buyers of Juja quarrie ' tones. Pil ting en ure that th que ti n are 

c mpr hen i e, if in tructions are clear or ambiguou , how long re p ndent tak to 

complete qu tionnaire, if there pondents object ab ut an wering m 

it al o i ts on hov to analy e data collected. The ubje elected fl r pit ling were 

not used in th main tud . 

3.1 Data ollectioo Procedure 

Data for thi re earch wa collected from broker . quarry manag r and buyc . he 

data v re cur d by mean of thr e ets of que ti nnair for each gr up. F !lowing 

the ugg tions of many marketing re earch a ademician an effi n wa mad to a id 

leading and ambiguous que tion . Parti ular attenti n " ' gi en to the w rding and 
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tl hi I r fc i nal tyle and nn l. Th 

t l\ o (_) r i tants to arry out the r ear h. 

Th r · car h u i tant \\cr trairH.:d on hO\\ t admini ter the que ti nnair and 

intcn- icw . ta coli ~.:ti n' a d ne 'L\\C n February and ar h 2013. 

r~ ear h p rmit ' a obtained and thereafter. the re ear her paid a urte y call to 

the u rrie.· be~ r th comm ncement of the tudy. The quarrie manager , lh 

broker and the buyer " ere i ·itcd to inform them of the forthcoming re earch 

e 'Crci e. The que ti nnaire were admini tered dire tly by the res arch r and the two 

re: ear h a i tan to the r pondents. The que tionnaire ere then be p r onall 

d by the re ear her fr m th quarri managers, brok r and the buyers of the 

quarri ' stone afler the re p ndents had completed fi lling them. The re p nden 

er intervie' ed ( l their own c nvenient time by there earcher. The int rview took 

pia e at the r pond nl con enient plac . The face-to-fa e communicati n during 

the intervi w enhanced lru t and confidence in eeking the r quired inli rmati n 

hence the re earcher wa in a po ition to gather in-d pth information ab ut 

procurement and marketing of Juja quarries' tone . 

3.1 O.J Impact of broker on price of building ton 

Br kers v ere requ ted to indi ate their ource of incom and explain how they 

earned it. pecifically they were reque ted how they amed their inc me fr m buyer 

of ston and from eller of st n . Re p nd nt ' er then a ked to indicate m ial 

and unofficial commi ion they earned from b th th buyer and the 

Re ponden were al o asked to indicate and e plain the technique u ed to earn 



un mmi i n. The purp f th c qu tmiv at th mark up 

pu by th brokers. 

n 5- int ale, ranging from tr ngly agrelo! t tr ngly di agrc quarry manage 

w rc a d to mdi ate whether they agr that br kers n~o:gati affect pric of 

at the qu rry ite . QuarT) managers were al o r que t d l indi ate pri ing f 

y filling in the table th offi e pric and th br ker pric fl r th • purp f 

om paring. 

3.1 .2 hoice of building ton by the bu. er at the quarri . 

Quarry manager v ere reque ted to indicate whether they ha e pri r kno\' ledge of the 

quality of the ton in different rock strata before op ning up the gr und and th 

probability of getting poor quality stone. Managers ' ere a k d t de ribe th ~ 

meth d th y u e to t t ariou trength variables uch hardne , c mprc i n and 

ten ile trength befi re ell ing. Manager wer al o to indicate the c nditi n that 

force them t involv br ker in marketing and elling of tone . 

8 tv n earning fr m the mmi ion and elling quality tone , brok r were asked 

to indi ate their greate t moti ating fa t r. Broker wer aJ o a ked t tate h w the 

en ur that they market and ell quality tone to the buyers. In the cale of 1-10 , 

br k r were reque t 'd rate buyer k.no' ledge on lo ation of quarrie and quality 

Je el of ariou ne . Buyer v ere asked to tate hO\ they ensure that they ha e 

i ited th quarric with the bc't l ne and who guid th m in locating u h 

quarrie . Buyer were a ked to tate wh guide th m on quality of t ne both at the 

quarry and the con tru tion ite 
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.1 • Br bilit~ 

indi ah.: " hcther th ·y eng g~.: br k~.:rs in marketing and 

lhng of · fr m th ·ir quarri . R · p nd n \ ert: to e. plain ial c n mi 

an n ir nmental ndition that fl r e them t u e f br k r m marketing nd 

elling ·qually manag r were a k d to tate thcr tatut ry r legal 

conditi n that m kc the u c.: fbr k r in marketing and clling r t ne ne c · ary. 

4-point ale ranging from ery imp rtant to not imp rtant \\a u ·d t mea ure 

importance fbr ke in mark ting and elling of t ne . 

Buyer \! ere a ·ked to indicate wh ther they engage broker · in pr uring r t ne 

from the quam . R p nd n \\ere to e plain quarry ite c nditi n and 

em ironment that require th u e of broker in procuring f t ne . Buy r w re 

reque ted t th number f quarrie th y n any other role the br ke play in qually 

manag r w rea ked to tate th r tatutory or legal nditi n that require the u of 

broker in mar ,ling and elling of tone . 4-point cal ranging fr m very imp rtant 

to not imp rtant ' a u ed t me ur importance f broker am ng buyer . 

Br ker w re n.:que t d to indicate their rei an e in the marketing and elling of 

on b half f quarry managers and their rei evan e in the pr urement of ton 

for r n b half f the bu er . R pondents -. ere t explain quarry nditi n and 

en ir nm nt that r quir th u e of brokers in marketing and elling of tOne!; for 

quarry manag r and pr curement of ton for the buyer . qually r kers were 

a ked t tate ther tatutory or legal condition that nee itic th ir ngagement by 

b th th ller and buyer . 
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.11 on lu ion 

An}' r arch rcquir r'-= earch tratcgy t be , e utcd effc th d . n: carch 

trateg) in '-= - nc • ompri the logi al tep · that a re carchcr t kc to urri\c 

fully at the nclu i n fan inquiry. The pr em chapter outlined the rc c r ·h 

de ign and the methodology adopted for the re arch. The re carch d ign ad pted 

wa urvey re 'earch \\hile meth d logy included identifying the ample p pulati n. 

ample ize, qu tionnaire de ign and identification ariable . 

The m th dology in thi re arch con i ted the u e of qu ti nnair a a rc earch 

instrum nt fi r collection f data. The method of data analy i on the phcn mena 

studied i al o pre cntcd. The choic of a trategy i great! influenced by the nature 

of the pr blem to be.: olved. 1 he problem area and the problem tatcment fi rmulated 

in thi tudy d terrnined the trategy u ed. 
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II P R f 

0 0 Fl ·o• 

4. 1 ln tr du ti n 

at \\as lean d to rem e in mplcte informati n, 

coded nd pre ent d in tabl ready fi r analy i . Data anal} arri d out u ing a 

tali ti flware pa kage. Th tati ti at package for ial ien 

u d to pr cnt lh data in the ti rm of frequency tab! and graphi al charu. Th raw 

data re ei d fr m the field wa at goriz d into inti m1ati n that an wer d the 

re earcher' as th n ummarized and tat1 ti 

deri d . The data ' a then ubj cted to de criptive analy e enc mpas ing a r ngc f 

both qualitative and quantitati e treatments. Quantitati e data wa pr nted by u, e f 

table percentag , and frequ nci . pread he t and P omputer appli alion 

were applied in data analysi . 

ualitativ data i analy ed by e tabli hing the cat gorie and theme , 

relation hip /pattern and onclu ion in lin with the ludy obj tive ( an Dalen, 

I 962 . e criptive analy is wa u d becau e it enabled the r earcher t in p ct the 

ariabl in their real world tting. Tabulation enabled th re arch r t categoriz 

th ubjec in thi re ear h. The frequ n i enhan ed analy i of the ntinu u 

ariabl . Data wa at o pre ented in form of pi - hart an bar graph where 

appropriate and finally making infer nc a out the\! h lc p pulati n. 

ur cy 

while th re t either r pond d n gati ely or did not re pond at all. The an ,. of th 
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Ut\1 were grouped for h type of infonnation separately. R pond n w re 

grouped into, broke quarry managers. and buyers. The researcher benefited greall 

from in ight obtained from br kers and th following statisti s were drawn from the 

b rs. 

4.2 Broke ud pri 

Thi research is manly on how brokers influence prices of ston choice of ston of 

the quarri by the buyers and that they are indispensable. Buye and quarry 

manag rs are target of thi research because their informati n can be u to 

collaborate that of br kers. It is therefore necessary to discern who brokers are in thi 

context. Literature review has fully described the character of the broker. The data 

indicated that 75% of all brokers are male implying that the occupation is manly 

dominated by men as indicated by figure 4.1 

Figure 4.1: Geuder of brokers iD Jaja quarries 

uree: olkcted dab la tile questioaaalres 
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Th ~ data ·h \ · d that 2% f the br ker wer ab ve 4 y f age! a indi atcd by 

tab! 4.1 and figure 4.- \hit 7 .5% fbr ker· ar aged bet-.vc n _0-40 car fage. 

that br kcrag \ r at Juja quarri i · n t fi r very y ung r v I) ld as it 

app ar that th w rk i b • t for the trongc t in the o i ty. 

ource: 

2 - 0 

31-3 

ab 4 

que tionnair 

Cumulati 

-7.5 

52.5 

67.5 

100.0 

'5% fthe br k r ha e been in lhi business for bet en 16-2 year hich c plain 

that it i a reliabl 

ommi i n they rec i e from the quarry manager on the ale mad with ab 

50% of th m indicating that the receive 3 hilling p r ton ld from the manager . 

ha e ' orked for be~ een 0-20 year in th br k rag bu in s. 

h wn y figur 5.3, th e ' ho have ' orked fc r er 15 y a rity at 

55% f all the r p nd nt . Thi an indication that d ing 

ar r for mo t of th e brokers. How r, n lh y all rc pond d 

p iti ly to lhi qu ti n they admitted that they would n t h e r p nded 

p itively if they \: ere dealing with a buyer. Mo t likely, they v ould ha c n ealed 

that fa t. 7.5% of tho e brok r interviewed admitted that br kerage i their nly or 
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main of income. On who c more incom betw n br ers and quarry 

m rs, brokers were tom in th middle, with 500/o statio brok rs earned m re 

than th managers and vice versa. 

No. of year• In quarry Industry 

Figure 4.2: 11111ber of years iD qaarry iadastry 

Source: CoUeded data ia tbe questioaaaires 

• . .. 
Ull· l •• 

However it is important to note that such a response in mainly based on perception 

than on facts. Its common knowledge that the quarry managers are not likely to reveal 

the profits that the company makes to the brokers or an outsider. In their responses, 

they stated that brokers don't incur any expenditure in quarrying and transaction of 

stones while quarry managers have to lease out land, hire/buy the equipment, hire 

loade etc. 

On whether brokers conflict with managers especially on prices, 9()0/o of brokers 

admitted that conflicts and friction are common. U ually when the buyers end 

brokers with money brokers have used information asymmetry for adverse selection 

to hike prices of stones at the expense of the customers. Most often, the brokers put 
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hi h m rkup that manag I I h~tcd. Mana e t the fi ling thm br k rs arl! 

making t much mone unfairl 1anagcrs re un mfi rta lc \\hen xploit 

u r . \1o t br k r admit th t th y are u uall> offi red a omrni ·i n of K h per 

ld b th clle . 

It" n d that l % fbr kc admiu d that the al. tmc t 

n without the kn wledge f ller v. ith u,o f br ker · admitting 

increa ing the buying price by -I 0 K ·h per tore. Thi i u ually er and abo e the 

c mmi i n gi en to them by the 'ller . A cording t the br kcr · 0% f the buye 

do n t kno' · ho"' br kcr make their inc me.95% f br k r dmilled that in their 

hoice o t ne , th are main) dri en by the earning the ar likely to make and 

only 5% of broker are dri en b the quality. The broker re m inly dri en b. hov 

mu h they earn and the quality f ton om econd. 

4.2. 1 o t Implication of th u f broker 

Broker admitt d to earning an av rag of I 0 Ksh per t ne b ing a total of 

commi ion from b th the buyer and quarry manager . Thi a erage earning per 

tone by the broker i arri ed at th quarry manager redu ing the price of the tone b> 

K h3 and the br ker rai ing the pri e of the tone by K h7whil clling t the buyer. 

ccording to In titut of uantity urveyor of Kenya 2 14 I K 2 14) the c t f 

rna hine dre ed ' Ruiru natural t n walling in air bi area per quare meter i a 

follow : 10 mm thi k ;K h IS 0, 150mm thick·K h 

0 inclu ive f 16% Value dd d Tax (VAT). 

The effe ti e area of a ingl t ne in a v all= 0.43. ·-

0 nd 20 mm thi k ;K h 

Th refore the number f t ne in a quar meter fa v all= 1.,.. .43x0.23= I pc 
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~ rdin • L I K -014). a _ mm thi k t ne c in <llr bi rca 

(incl i\e ofbrokcra_e fc ) 

Th ref or the co t of in 1 ne~ m a quar meter of a wall = K h 2 10= K h 620 

The% fth ·t of l nc \\'ith br ke in a quare meter _(}1( h. 

I OOx J 00=34.4% 

Con idering that the t lal mark up for broke i an a\ rage r K h I 0 per t ne, 

without brok r the a erage c t of a tone in airobi ould th rcfl r c t; Kh . 62-

10 -Ksh 52 

Therefore th co t of in t ne · in a ·quare m ter of a wall ithout br kcr " uld b 

=K h 52xtO=K h 520 

The % of the co t of t n '' ith ut brok rs in a quare m ·tt!r f a wall= K h 

5201<. h I OOx I 0=2 . o/o 

Therefore brokers in rca e the o t of a quare meter of a \: all by 4.4%-

28.8%=5.6% 

4.3 Broker and choice of ·tone 

Brokers re ealed that 9 % f the bu ers do not know th I ati n f quarrie ' hich 

explains that th buyer are largely di ad antaged in the juja quarried tone mark t. 

55% of brok rs rat d cu tomer' knov ledge on quarrie locati n at b 't\! e n 1-2%. 

While 44% of brok r rat d uyer' know! dge on quarry locati nat b tween 20%-

40%.The r ult are a indicated in table 4.2. 
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tal 

ur e: llect d d t in tb que tionnal r 

Re pond nt wer a k d wh th r they en gag d broker - in th pr 

Valid y 

no 

Total 

are a hown in tabl 4.3. 

100.0 

our c: oUc t d datu in tb que. II nnalr 

fpurcha ing 

tone 

66% of th buyer admitted to ngaging brok r in the pur ha ing f building t ne 

th 34% who indicat d that they d not engage br ker could be du to ign ranee. 

Broker had indicat d that a ignificant numb r f uyc d n t di cern them a 

br ker . Thi mean that ery f ~ buyer are abl t a id br ker . 

The buyers were a ked to indi ate~ h ther they engag d br ker n the ch ic of th 

tone to be boughL There ul are a hown in tabl 4.4. 
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Th d ta hO\\ that 65% of buyc admitted to in h ing r ker · in the h i e 

ton t be b ught fr m the qu rric . Thi i the am perc ntag that talt:d that U1ey 

ng gcd th ser ice of br k r . It th ref~ re how tJ1at th ·e wh engage the br k r 

ar likel to require their er for mor than one a tivity. 3 % f th re p nden 

d n ngage the brokers l e tll type of tone. It' imp rtanl t n t iliat me 

buy ngage broker not kn \ ing tll y are dealing \ ith th that 

100.0 

ur e: llccted data In the qu tionnuir 

h r ul indi ated that % f buyer were n t aware of h w broker earn fr m 

th ir v ork. Ho\ e er 34% the buyer indicated that the t:re a are of h ' tllc 

broke netit from the w rk th y do at the quarri . Thi 

the fir t an wer of buyer v h did n t engage r k in their de.aling v itll U1e 

quarries. Thi c ntirm th t br kerage of tone in Juja quarrie i covert and 

64 



hr ud din 

th ir ef\ i 

and lh 

ur : oiJ led data in the que II nnalr 

th w rk f br kcrs r r I) en a e 

from ,Juja quarri 

fall tho e v ho an wer d the qu tion, aJI the buyer are cry keen n quality. It' 

imp rtant to note that allh ugh their main imere t i quality the d n t e entually 

chi the obje tive due t their limited kno\! ledge n quality and lh fact that there 

are no materia] t ting d partm nt at the quarri . Th y are m re likely to use isual 

app arance of th 

que tion . 

for quality a urance. T o re p nden did n t an \ er the 

4.4 ondition that mak broker rvice 

t buyer are at 74% agre that th quarry terrain i r ugh, un ·afe and in ecure 

with 52% of them ho ing t u broke as a re ult. h rc ult are a h ~vn in 

tables 4.7. 

f buy r on \' hether Juja quarry it' · ar rough dangerou 

0 

Total 42 

ource: ollected d11111 In the que tionnalr 

100.0 
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the buyc n "'helh r Juj quarry ite are r ugh. danger u · and un 'e urc 

bl 4. 7. aj rity n ·muting f 73. % felt lhat the 

r r u h, dang r us and un urc ''h rea 26.2% fi It lhe re n t. Th1 could 

JU ti y the r a n why mo L buy r cngag broker in purcha e nd pr urem nt f 

ton fr m Juja quarrie . 

abl 4. : V heth r bu ·er oga br ker to avoid ri 'k f tra llin to , her 

quarr i 

Cumulati e 
Frequency Percent 

2 

thers 42.9 

y 2.4 

T tal 42 100. 

The feedback on wb ther buyer engag broker to av id c urity ri ks f tra lling 

to quarri abl 4. belo' . 1l w r ed that 4. % of the 

r p ndents don 't engage br ker due to ecurit)' rca n wherea 52.4% tated 

e urity i ue as main rea on for engaging broker in buying ton fr m Juja 

quarrie . on equ ntly other re p ndent con ti tuting 42.9% ga e ther r on 

'-'hi h lead to ngagement of r er in pro urement f n includ 

the(; 110\• ing among oth ; tim fa tor, boice of quality, tm t f roke . 

4.5 umber of ear of Mana r in Quarry lndu tr 

From the r ponse , it how that 52% of manag r ha b en in the quarry indu try 

firm rethan lOyear . nlyl 

than year indicating that there i a high ret ntion of w rker in the quarry indu try. 
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Th ·ult f th numb r f ye r th 'Y h e b n manager arc a · indical d in t hie 

4.9. 

4.6 R a on nh: quarr manug r · u 

The r ul indi ated in Table 4. how that 67% f th m. nag rs u e br kers t 

boo t ale · while a ignificant 3 % indicated that th y u c br k l fa ilitat ta · 

asi n \\ ith nly I than 5% fi r ther reason 

abl 4. : Rea on " hy quarry manager u e broker in m a·k ting and elling 

of 

for using 

ax vasion 

tal 

ur e: lie ted data in the qu lionnair 

11 manager indicated that th y can ell any tone regardl f lour and hardn 

76% of managers strongly agr cl that brokers are in a capacity to kno-. th ne 

colour, hardne s and co l diffcrcn e among t vari u quarrie . Thi is th kn wledg 

that they utilize in con incing l mers that they are kn v ledgeable by e ploiting 

the infi rmation a ymmetrie in th uilding tone bu in 
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4. \ i \\ of manag r on .Jujat quarri 

Th vic · r manager. n Juja quarries arc pr nt d in able 4.1 b ·I w 

f manager on .Juja quarrie 
r------------------

finimum. Mru imum . \It can fSt'd.l iati n 

1.0 5.o _ 57 1.5 n 
upcr 

41 -tO 4. 

l nc 42 1.0 2. 

1.0 4. 

1.0 4.0 3. 143 .6466 

42 1.0 4.0 

42 1.0 2.0 1.667 .4771 

42 1.0 3. 

chain. 

1.0 2. 
quarrie ? 

Broker play critical r Je in 42 1.0 3. 1.500 .7071 
getting potential cu t mer and 

41 1.0 .0 1.537 . 0 2 
formed to curb r kcr 

41 1.0 3. 2. 5 .5906 

41 1.0 3.0 2. 4 .4976 

2.0 3.0 - .974 .1622 
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41 4.0 4. 

42 l.O 2. 
hardn 

fthe 40 1.0 4.0 I. 50 . 75 

nd 

4_ 1.0 4.0 .143 

42 1.0 4.0 2. 3 . 211 

42 1.0 2.0 

42 1.0 3.0 

42 1.0 2.0 

42 1.0 3.0 

dy 41 1.0 3.0 1.537 2 

41 1.0 3.0 

41 1.0 3.0 

2.0 3.0 2.974 .1622 

35 
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uarri " nl di tributed fr m I km di tan fr m 1 hi hi hway t m rc than 

m a wn by the re pon of th manager . h a rage di tan • h \! ever i 

a ut 5-1 ki t m ter a indi at d by th averag of2. 57 whi h lie b 'I'-' ccn the t\\ 

di tan e . 5% of manag r indi ated that they are n t in a capa ity t kn " 

lour and hardne before e ca ation. Thi i indicted by the a er ge f I. 5 f the 

confirmed that there\! n m chani m 

of te ting th tone hardne b fore exca atioo as the quality f the t nc may 

hang with d pth. 

o t of the manag rs agr ed that there i no quality a urance erci done at the 

quarri . Thi i a major indictm nt of the 

of quality for building t ne leading to building b ing c n tru ted with p r quality 

tone with it atl ndant ri k . 66% of manager indicat d that KR requirem nl are 

not important in tone e cavati n despite the fact that the quarri are making pr fit 

meaning tax e a ion i a real po ibility. The respon e indicated that % r an 

a erage f2.643 ofthe rc p n ha e not fully compli d with KRA rcquiremcn 

On in urance of quarri , 41.7% r an average of 1.667 out of a rna imum f 4 agr d 

that all quarri hould be in ur d again t ri k. Thi i an indicati n that m t quarric 

are not in ured d pit the requir m nts under the 0 H t making it mandat ry 

id in uran e fl r empl yee . On a erage, manager agreed that 

broker form an imp rtant pha in the marketing and 11ing of building t ne ' ith 

mean or of 1.3 1. Thi lie b tween trongly agree and agree with a tandard 

de iation f 0.5 implying that ery fev. manager di ented with the th r . II th 

manag r tated that br k r inOuen ed the pri e of the mat rial in th quarrie ith 
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an a rag .Th arne v as ob er\'ed ith all th m nagcr a ting 

that th br ker play a riti al r I in gerting u tomer and marketing. 

De pile th importance of broker in th con tru tion mat rial · indu try, all manager · 

agre d that there hould be a legal body formed l curb br ker m lpra ticc . 

anager agreed that th pri e keep on fluctuating dependin n qu lily. demand. 

c t of extraction colour and di tanc from the road.70% of manage gr d that 

th y r quir brokers to market and ell tone especially ' h n di d' antaged by u h 

fa tor a quality, colour and di tance from the highway. Th re ult of intervie'' 

indicat d that pric acr th ari u quarri differ. It al merged that all the 

rnanag di agr d ' ith the b r ation that broker ar n t an integral part f the 

constructi n material indu try and hould be left to continu pcrating. Thi ' i 

de pile the fact that th in rea the co ts of doing bu ine by c pl iting the 

informati n a ymmetry within the on truction material indu try. 
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H PT R 

0 L 0 DTI 

. Introduction 

Th tudy et out to a compli b the fo!Jo, ing objecti e ; 

I. Determine th impact of broker on pri e of buildin tone atth qu rri 

E tabli h th influ nee of broke on the choi e of building t nc y th 

buyer at the quarri . 

3. E: tabli h rea on and condition that make broker apparently n e ary t 

both the quarry manager and buyers of building ton . 

5.1 Impact f broker on price 

uarry manager admitted to ha ing buyer price and br ker price. Broker are paid a 

commi ion of an av rag 3.00 h illing p r stone o ld by the quarry manager and 

they at o g t up to an a erage of 7.00 hilling p r t ne fr m the buyer . The 

commi ion rat to the br ker i increased if there ar difficultie in acce ing the ite 

or if the t ne in th quarry are of v ry p or quality ther by increa ing th pric 

funhcr up. M t brok r admitted that they are not ati fled with the commi i n rat 

that they are paid by the quarry manager and therefore they conniv to gain m r 

fr m th buyer mainly u ing di h ne t method ther by pu hing the pri e further 

up. rok r earn wh n harging c mrni ion to th bu er than the official rate paid 

y the quarry manag r henc pu hing the final ton pric e en further up. 

5.2 h ne 

he re arch cl rly e tabli h d that th r no i ntific way oft ting th quality of 

tone in th Juja quarri . h i instru tiv to note that there ar no material t ting 



d partment at the quarri t en ure the quality of I d. Equ II ngine r · ar 

not ah ay pre ent ' hen tone are being pro ured r \\ l1en th.. rr1· e t th ' t a .... I ' 

ndition whi h made buyer re ult to u ing br ker 

th con tructi n it for quality a urance. Brok r admitted t being dri en olcly 

gain in th ir choice f tone for the buyer. br ker ill c n m a 

buyer a ut th quality depending on ho much he r he tand. to g in fr m the 

tran acti n. qually quarry manager admitted that th y entic broke with in rca cd 

commi ion when fa d with th problem of having p Br ker 

th r for d li ratel c m ince the buyers to purchase 

tand to gain finan iall . 

r quality t ne if th y 

5. lodispen ability of brok r in the Juja quarrie 

There are eral factor that ha e en ured propagation of brok rag in the 

Juja quarrie . Fir tly the nature of the market tructur in Juja u. rri 

differential d ligop ly a xplained in the literatur r iev . nlike in p rfe t 

competition the r earch indicated that buye do not ha e c rr ct inti m1ati n n 

product differentiation I ati n, quality and price. Ac ibility t m t quarrie · i a 

major problem du t the long di tan e to be co ered in the int rior und r r ugh and 

in ecure terrain. The re arch e tabli h d that th r are n adequat 

de cribing the lo ati n f quarrie in th interior. Further buyer v uld fear t 

enture d e interi r due t the att ndant s curity ri k in I ed. uyer th r 

not in a capacity to compar price and quality of t ne from di crent quarrie '. In 

contrast br ker ha upd ted inti rmation on price quality and I ati n f ry 

quarry current qualiti and price . 
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Du t the ri in ol d in travelling to th int ri r m t uycrs rc n t \\ illing 1 

nture int rior t and quality and they th r 

th br ke f4 r th ro ur m nt of ton 

to I ate ari u quarri and teet the tate th t 

brok r di l e the quarrie and a type of ton depending on h \ mu h h tand 

to gain in term of official and un ffi ial commi ion. 

Quarry own and manage ar aware that there are pr blem f e ibility but 

ar not'\/ illing to in e t in the impro ement of ace r ads duet th fact that uarry 

sit are ry temporal and therefore raise the co t of tone e tra ti n. F ced ith 

the problem , quarry managers must engage broker to do their markettng id fl r 

th m. It the br kc wh guide the buyer to where the quarrie are. lmm diat ly th 

buyer and br k r arc en to arri e together, broker i a ured f mmi i n p r 

every st ne bought by the buy r whether the broker wa invol ed in the n g tiati n or 

not. ln orne in tan br kers j t call the quarry manager t infl rm th m f the 

detail of the ne buyer that they ha e ent to the quarry and th y arc paid th 

commis i n. 

Th tax rremendou ly contributed to the r lian e on br k 

n te that mo t quarrying c mpanic are 

not oluntarily willing t c mpl ' ith an u tax and en ir nmental regulati n . 

Manager f quarric ar u ually ry u piciou of new buyer le t they e Kenya 

Re enue uth rity KRA r ati nal n ironmental Manag ment uth rity 

EMA official . KRA and N MA official are known to rna u rade a buyer f 

tones only to arre tth manag r r n uting ta and n ironmental rut . are ult 
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mo t quarrying mpany managers are more omfi rtabl tran a ting , ith br k r 

.. , h m th y kn ' and tru t than new buyers f tone . 

c rding to the r ear h re ult any quarrying company can b fact:d with p or 

quality tone which mu t b old to at lea t reco er the c t f lea in th land. 

Prorni ing a higher commi ion quarry manager usually 

th po r quality t ne. Broker using their good negotiation kill ar min 

th buy rs ab ut uitability and appropriaten of quality and pri e en "h n it i 

not ne arily th 

It i instru ti to n t that not all quarries u e broker fi r marketing f t nc 

however br ker ar able to infiltrate e en such quarri by way of di h ne ty. The 

organizati n tructure f a quarrying ite allows thi di h ne ty to uc eed. With 

many a ti iti g ing n at the arne time in a quarry it i p · ibl fl r br k r t 

disgui e him a quarry manager. A broker imp r onating a · quarry 

manager i refi rr d t a Gathinieri by ther broker . Wh n buyer arri at the 

quarry, they are intr du d to athinieri by oth r broke and I ader . Gathinieri n -. 

d clare th pric whi h i high r than the price on offer, r ei e them n y fr m th 

buyer and pay th real uarry manager. The differ nee betw en the price 

the company and that ld y Gathinieri b orne unoffi ial commi i n "hich i 

shared by all th e \! h nni edt mi guid the buyer as to th real quarry m nagcr . 

. 4 Recommendation 

Con id ring that infi nnati n a ymmetry i the main problem in th Juja uarri • 

effort mu t b made t pr id factual information on; Jocati n f quarrie , quality of 
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t ne at h quarry and pri e of uri u an b a hie d thr ugh 

a propriat ad\ rti in mark ting nd prom ti nat t hni mpant 

h uld al im t in impr ing rout the quarrying itc.. I then~ h uld 

b a delib rate m w rd redu ing the r le f br kc m the quarrying indu try. 

) as mandat d by the ati n I n tru ti n ·ational on tru tion uth riry 

uth rity ill 201 I P rt II u 

leave the quarri . 

n 5 2) a - h h uld en ur nly quality ton 

5.5 rea f urther Re earch 

Thi tudy gen rally in ol ed brokerage in the pr curemcnt and marketing f 

quarried ton fr m Juja quarrie . It i re ommended that a tudy c arried ut to: 

• In ligat br kerage f ther con tru tion material like and alta t. 

• E tabli h the le I of c mpliance ith local re enue di cl ure [! r tax 

purpo e a the e ar the dri er of continued exi tence f 

pr cur ment of quarried tone in Juja. 

• The le I of ompli n e for quarried c n tru tion material with th 

r gulation in the building ind try. 
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PP Dl 

PP D 1: I TR D T J 

D ar R pond nt 

Peter jagi ithinji. 

Departm nt of R al ·state 

na em nt. 

Uni e ity of airobi 

I am a po tgraduat tud nt of Uni ersity of airobi. l w uld like t c llab mtc \\ ith 

you in identifying the impact of middlemen in marketing and pr curing f quarncd 

t ne in Juja Quarrie in Kiambu County Kenya. Th goal of thi pr ~e t i t 

de i way and com up with strategies of how marketing and pr curem nt f 

in Juja Quarrie ' can be enhanced without hurting the intere l 

the uyer and the II r. 

1 incerely reque t for your support through filling th qu tionnair provided t you. 

The informati n you ill give will as ist highly in the abO\·e g al. he information 

pr id d will b treat d with utmo t onfidentiality. 

Your contributi nand incerity will b highly e teemed. 

Thank y u 

ign ·d-------------------- Date-- ---------

Peter jagi ithinji 
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PP NDIX II: Q ARRI 

tion : Demooraphic Information 

I. am of th Quarry -----------------------------------------

- · Gend r ti k) Male D Female D 

3. o. of years in quarry indu try 

0-5 yr D 6- I oyrsOll -tsyrQ 16-_0yr D _I - 25yr D ab \ c _syr D 

4. o. of year as a quarry manager 

0- yr 0 6-IOyr 0 11-lSyr 016 -20yrs 0 21-25yr Dab e 25yrs 0 

p ify the approx imate di tance of the quarry from Thika uper High a KM). 

o-1 kmD 1-2km 0 2-Skm D 5-l Okm D abo e Skm D 

6. Bui ld ing tone characteristic you deal with in your quarrie tick appr priately in 

th fi llowing table) 

All th ab ve 
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7. Are y u a~ ar fthe tone olour and ton hardnc b fl rc •, ca ati n 

v D o D 
The br ker are aware of the tone colour tone hardn and c ·t diffcrcn c 

trongly agree ( ) agr e ( ) di agree ( ) lr ngl di grcc ( 

9. Briefly e plain importance of tone colour, tone hardne · · t tht! buy r 

10. The quality ofthe building tone sold is te ted. 

trongly agree ( ) agree ( ) di agree () tr ngly di agree ( ) 

II. KRA requiremen are imp rtant in extraction proc 

tr ngly agre ( agree ( ) di agree ( ) trongly di agree ( ) 

12. Has your quarry compli d ~ ith KRA requirements? ti k Yc D D 

13. II quarrie mu t b in ured again t ri k 

tr ngly agree ( ) agr e ) di agree ( ) trongly di agree ( ) 

14. Ha y ur quarry been in ured again t ri k? (tick) Yes D o D 



1 ~.a. Do you engage br ker in elling of building t ne ? Yc D o D 

b. Giv rea ons for the ab e que tion 

a . ------------------------------------------------------------------------------

b . ------------------------------------------------------------------------------------------

c . --------------------------------------------------------------------------

d . ---------------------------------------------------------------

e . -------------------------------------------------------------

16. Brokers [I m1 an important phase in the quarrying and elling chain. 

trongly agr e ( ) agree di agree trongly di agrc 

17. Broker influence the price at quarrie ? 

tr ngly agree ( ) agree ( ) di agree ( ) str ngly di agree ( 

. Brokers play critical ro le in g tting potentia l cu tomers and marketing 

trongly agree ( ) agree ( ) disagree ( ) trongly di agree ( ) 

19. There should be a legal b dy formed to curb broker malpractice . 

trongly agree ( agre ( ) di agree ( ) trongly di agree 

20. What benefits do you derive from brokers in elling building t ne in your 

quarry? Li t b I 

a). ------------------------------------------------------------------------------

b . ----------------------------------------------------------------------------------

c . -----------------------------------------------------------------------------------

d). ----------------------------------------------------------------------------------

9 



-l. What problem d y u nc unter when engaging broker 10 llin buildin 

stone in y ur quarry? Li t b low 

a . ------------------------------------------------------------------------------------

b . -----------------------------------------------------------------------------------

c). -----------------------------------------------------------------------------------

d . ------------------------------------------------------------------------------------

e . ------------------------------------------------------------------------------------

22. The price of tone in th ffice are alwa on tant. 

trongly agree agree ) di agree ( ) trongly di agr e ( 

23. The broker price reduce the total ales due to c mp titi n from neighboring 

quarrie . 

trongly agree agre di agree ) trongly di grcc ( 

24. Pricing of ton in y ur quarry (plea e fill in the following ta le) 

Sno Pri e Categ ry Price ( Ksh) 

1. Office price 

2. Br ker Pri e 

_5 . uarrying bu ine an b made b lter without brok r . 

trongly agre ( agr di agre ( trongly di agree ( 

26. Please state the p ibl interventions on how marketing and pr urement of Juja 

quarry stone an be enhanced. tate belo 

a . ------------------------------------------------------------------------------------

b). ------------------------------------------------------------------------------------

c . ------------------------------------------------------------------------------------

90 



APP 01 Ill: BR FJ 

TIO IR 

1. Gend r (tick lal 0 Femal D 
2. Age below 2 year 20-r years 26-30 car , 31-35 ea ( ), 

above 40years ( ), 

3. o. of year in quarry indu try 

0-Syrs D 6-IOyr D 11-lSyrs[J 16-20yr D 21-2 y Dab e _syrs D 

4. Do you do ton br kerag bu in in Juja quarries e D oO 
Explain how you get your cu tomers or the mark ting trat gi n rmall ed 

6. Which are the our of your inc me 

uarrying bu ine ( ) th r acti itie ), reJati e ( ). 

7. Who cr te more ca hlwh b nefit more from quarrying? 

Brokers ( ) manager quarry ov n r ( ), e cavators 

Do you fac conflic in ric bet\ een broker and manager 

Y ). no 
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. Ho do you earn in orne in y ur brok rage\ rk? 

a). tone buyers------------------------------------------------

-----------------------------------------------------------------------------------

---------------------------------------·---------------------------------------------

-------------------------------------------------------------------------------------

b . Quarry manager -------------------------------------------------

10. fficial ommi ion gi en per t ne bought or old (plea c fill in the following 

tab I 

I Category Ksh per tone 

Buyers 

I eller 

11 . Un fficial conuni ion r income earned through di hone ty. 

I Cate ory KSh per tone 

Buyers 

ellers 

2 



J_. . plain the te hnique u ed to achie e th uno 1 ial in me 

-----------------------------------------------------------

------------------------·-----·--------------------·--·-·-------

----------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

------------------------------·----· ----------------------------------

13. l the; u tomer (the buyer) aware ofhow you make your in m ? Yes D 0 

14. ln the ale of 1-100 rate )'Our customer's knowledge n pre iou que ti n. Tick 

appr priately. 

1-20% ( ), 20-40% ( ), 40-60% ( ) 60-80%, ( ' -100% ( ) 

I 5. l-10\ d you en ure quality of the building t ne you ell to your cu tomcr '? 

pe ify below 

a). --------------------------------------------------

b). -------------------------------------------- ------------

). ----------------------------------------------------------------------------------

d). -----------------------------------------------------------------------------------

e . ------------------------------------------------------------

16. What dri e you m t 

a). elling quality t n 0 
b). Jn rea ing earning thr ugh brokerage 0 
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17. In the cale f 1-1 rate y ur u t mer' · kn "I dgc n I ati n f quarric 

1-20% 

- -4 % 

40-6 % c=J 

60- % c=J 

0-100% r==J 

1 . In the cale of l-100 rate y ur cu tomer knowledge n quality of tone 

1-20% [===:J 

-0-40% [===:J 

4 -6% c::::=J 

60- 0% c::::=J 

0-100% CJ 

19. What trat gie can be put in place to enhance marketing and pr curement f Juja 

quarry tone ? 

a). ------------------- -----------------------------------------------------

b). -------------

c). --------------------------------------------------------------------------------

d). -----------------------------------------------------------------------------------

20. Wh t i the quarrie owne /manager re p n e a out y ur work? 

a). -----------------------------------------------· 

b). -------------------------------------------------------------

c). ----------------------------------------------------------------------------------

d). -----------------------------------------------------·-------------------
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PP . DL 1\': 8 • R , J J Q RRJ A IR • 

I. M le 0 emal D 

2. • ou engag broker in th d iding the quarry 1 buy from? pecify 

Ye D 0 D 
Give rea n · 

a). -------------------------------------------------------------------------------------

b) -----------------------------------------------------------------------------------. 

c). ----------------------------------------------------------------------------------

d). ---------------------------------------------------------------------

e). -----------------··--------·---------------------------------------

f). ------------------------------------------------------------------------------------

you engage broker in ing th type and c I ur f t ne to buy. 

y D 0 D 
e rea on 

a) ------------------------------------------------------------------------------------

b) ---------------------------------------------------------------------------------

) ------------------------------------------------------------------------------------

d) ----------------------------------------------------------------------

e --------------------------------------------------------------------------------------

f) ---------------------------------------------------------------------------------------
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4. Ar you aware of how the broker benefits ut or ·our engagement? 

y 0 D 
5. H w do you pa_ the br ker for the ervi e rend red 

pecify below 

a . -------------------------------------------------------------------------------------

b). --------------------------------------------------------------

c). ----------------------- --------------------------------
6. at trategie an b put in place to enhance marketing and procurement f Juj 

quarry ton '? 

a) ----------------------------------------------------------------

b) ---------------------------------------------------------

d) ------------------------------------------------------------------------------

7. Which are the condition that force you to use broker m the procurement of 

tone in Juja quarrie ? 

a) -----------------------------------------------------------

b) ------------------------------------------------------------------------------

c) ------------------------------------------------------------·----------------

d) --------------------------------------------------------------------------------
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