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ABSTRACT
There is an aggressive growing of awareness of dbetinuous environmental
degradation that is facing current and future gan@ms. The green marketing has
become a familiar phrase in recent years as orgaois have targeted the
environmentally conscious consumer and increadingies environmental regulations. It
describes efforts of designing, promoting, pricarg distributing products that will not

harm the environment.

The pharmaceutical industry in Kenya has been cheniaed by many changes and an
increasingly turbulent environment. To survive utls an environment, the firm has to
adjust strategic responses and come up with greeketng strategies for dealing with
the ever deteriorating environment. This study wWesefore an investigation of green

marketing practices among the pharmaceutical matwiag firms in Kenya.

The study was a descriptive survey that involvedtady of the 21 manufacturing
pharmaceuticals firms targeting marketing manageroduction manager in each firm.
Primary data was collected by use of questionnaihesdata was analyzed using SPSS

and data presented by use tables and percentages.

The study concluded that the green market concaptbt been fully embraced by the
pharmaceutical industry due to lack of informatiblowever the companies are trying to
put in place several measures on green produ@ngrecing, green promotion and green
distribution. They include conserving energy, wated material resources in production
to avoid wastages and improve efficiency, produaidpction that meet the legal

specifications, product production that do not haammals and humans. However
several challenges like lack of government incasjvfinancial costs of altering

processes, products and waste management, la@ctofaf information about the green
marketing concept to both the industry and to ttlesamer. The recommendations are
that there should be provision of factual inforroatito both the industry and to the

consumer, companies should put up measures thateetisat the concept is easily



embraced and practiced by its members and the gmest should offer incentives for

the companies to turn green.
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CHAPTER ONE: INTRODUCTION

1.1 Background

In the recent past, there has been a growing aesseaf widespread environmental
degradation facing current and future generatidtitention has become so great that
environmentalism has been identified as potentidliye biggest business issue
(Kirkpatrick, 1990). Consumers, who espouse a aonfoe the environment, or what has
come to be labeled a green orientation, are growingimber (Donaton and Fitzgerald,
1992). In fact, according to one survey, as mangigist out of ten American consumers
currently claim that they are environmentaliststfield, 1991). It is not surprising, then,

that many companies have attempted to capitalizia@mpublic’s interest in green issues
by positioning themselves as environmentally resgm@ organizations (Jay, 1990).
Unfortunately, business’ commitment to the envireninhas often been more evident in
their communications than in their actual practi€Egerman, 1991; Garfield, 1991).

Nevertheless, the concept of green marketing hesnbbe a familiar buzz-phrase in recent
years as organizations have targeted the enviratatheronscious consumer (Davis,

1991) and/or have begun to respond to the incrgdigielihood of stricter environmental

regulations (Porter, 1991).

1.1.2 The Concept of Green Marketing

The term green marketing describes an organizatiefforts of designing, promoting,
pricing and distributing products that will not hathe environment (Pride and Ferrell,
1993). Clearly, there are a vast number of divemesiderations that may be addressed
by companies that choose to pursue a green magkagienda. Among these are concerns
such as: developing offerings that conserve enargl other natural resources in their
production process (Porter, 1991); creating adsemients and other promotional
messages that accurately reflect a company’s camenitto the environment (Kangeh

al., 1991); setting prices for green products thdarne consumers’ sensitivity to cost
against their willingness to pay more for enviromta¢ safety (Jay 1990); reducing
pollutants and conserving resources in the tramapon of products to market (Bohlen

al., 1993); and a host of other marketing-relatedgens. To align themselves with the

green initiative, organizations often focus on amemore of the three broad activities:



reusing, recycling and reducing. Sometimes refet®das the 3 R’s formula for
environmental management, these practices are aahezbntrolling the amount of
natural resources waste that often accompaniemiaegens’ marketing pursuits. By
reusing packaging (e.g. offering products in rakile containers), recycling materials
(e.g. reclaiming elements from used products) aeducing resource usage (e.g.
conserving energy in the production process), argéions can play a significant role in
protecting the environment. Such practices may dsdp to position specific
organizations as green oriented in the public’'sdmamd attract the increasingly large

green consumer segment.

Reviewing these analyses, it seems clear that moathye problems that have hampered
the development of effective mainstream marketmghe past have returned to hamper
the development of green marketing as well. Thasblpms have contributed to the

emergence of five failed manifestations of greenketang. These are: green spinning,
green selling, green harvesting, enviropreneur gtarff, and compliance marketing

(Kalama, 2007).

1.1.3 Pharmaceutical Industry in Kenya

The pharmaceutical industry in Kenya has undergmmmerous changes since being
liberalized in the early 1990s. There has been rdluxi of many pharmaceutical
companies into the market, either as direct inveats or through franchise holders
(Ronoh, 2002). The product range within the indust@n be broadly categorized into
prescription medication and non prescription mddeca In 2007, there were 9,640
medical doctors with less than 20% of these bemthe public sector (Kenya Medical
Directory, 2008/2009). This translates to approxetyal5 doctors per 100,000 people.
Similarly, there were 3,050 pharmacists, which tdydranslate to 6 pharmacists per a
population of 100,000.

The target market for the pharmaceutical industtpgrises the doctors who eventually
prescribe the medicine to the ultimate consumehermatient. The other growing target

market is the pharmacist who is increasingly plgyansignificant role in influencing or



convincing doctors to change medication in the gripgon (Ongubo, 2003). Patients
also play a significant role in influencing the ttwts prescription by preferring certain
brands on the basis of perceived effectivenessrigino Though direct marketing of
prescription drugs is illegal, patients are inchegly asserting their preference on the
medication that doctors and pharmacists recommaenticplarly in the private health

care setup where the patients pay directly for oaain and service.

The industry consists of three segments namelyntla@ufacturers, distributors and
retailers. All these play a major role in suppagtihe country’s health sector, which is
estimated to have about 4,557 health facilitiesmtgwide. Kenya is currently the largest
producer of pharmaceutical products in the Commarkigt for Eastern and Southern
Africa (COMESA) region, supplying about 50% of thegions’ market. Out of the

region’s estimated of 50 recognized pharmaceuti@iufacturers; approximately 30 are
based in Kenya. It is approximated that about 9 l@@rmaceutical products have been
registered for sale in Kenya. These are categoaredrding to particular levels of outlet
as free sales over the counter, pharmacy techmsbladjspensable, or pharmacist

dispensable and prescription only.

1.2 Statement of the Problem

Industry attractiveness and competitive conditiaresthe main sources of challenges for
firms and determine strategic direction. Accordiog’ hompson and Strickland (1997), a
firm’s assessment of the industry and competitimgirenment directly affects how it
should try and position itself in the industry, amwtlat its basic competitive strategy
should be With the increasing competition that cames are facing today, rewards will
accrue to those who can read precisely what consuwants by continuously scanning

the environment and delivering the greatest valumustomers.

Ongubo,(2003) is of the view that as the operatmyironment changes; a more
pronounced transformation of the business landskbepahead. Therefore, a marketing
strategy is vital to the adaptation of the chandinginess environment. According to the

Government of Kenya economic survey (2000), impletawgon of structural adjustment



programmes and subsequent market liberalizatiomexpehe Kenyan market, leaving
businesses at the mercy of market forces. As altresusinesses faced increased
competition and registered low profits and everséss This could probably be attributed
to lack of good marketing practices (Abdalla, 2001)

The pharmaceutical industry in Kenya has been cheniaed by many changes and an
increasingly turbulent environment. The configwatiof competitive forces such as

intensity of competition, new entrants, substitoteducts and supplier and buyer power
have transformed the environment a great dealtingethhe need for firms to change their
competitive positions and adopt green marketing atrategy (Ndiho, 2001). Various

researchers have studied the state of industriéeirya in relation to changed economic
and environmental conditions particularly after ieowmental degradation and global

warming. They found that the changed environmestdftected business practices and
made firms more proactive and competitive (Abdafl801). To survive in such an

environment, the firm has to adjust strategic respe and come up with green marketing
strategies for dealing with the ever deterioragngironment.

Whereas previous studies by Ndiho (2001), WaclZé®1), Ronoh (2002), and Ongubo
(2003), have focused on marketing practices witthiea pharmaceutical industry in
Kenya, strategic alliances, and strategic respoms#® pharmaceutical industry, while
Obuya (2003), Kiongera (2003), Kalama( 2007), anithi@nbo (2008) have focused on
green marketing by various firms, but none hasifpalty confronted the application of
green marketing as a practice in the pharmaceuteaufacturing firms in Kenya. Yet,
this remains a very crucial issue in as far asnlaeketing of pharmaceutical products is

concerned.

This study is based on the premise that the passfag@me and the very numerous and
significant changes in the business environmene hed to totally different responses to
environmental challenges by firms. For example, $hadaynation of August 2,2009

reported that thousands of Kenyans are losing manegleadly scams operated by

alternate medicine clinicians with wild claims thlaeir products are “health and natural”



when indeed they are chemical compounds with serside effects. There is a need for
a study that will update the existing knowledgewtlygyeen marketing and green products

especially in the pharmaceutical industry.

Moreover, the pharmaceutical industry is unique igramong the fast moving consumer
products. For instance, it is estimated that arinilanya produces around 20-34 million
tablets and capsules and over 400,000 litres opesisson and syrup. Thus this
production can have an enormous impact in our enment. It is with this knowledge
that the study aims to investigate the green miadxgiractices in the industry, so that the
stakeholders and interested parties can know therommental impact of their

marketing, production and disposal of products.

1.3 Objectives of the Study
The main objective of the study was to investiggteen marketing practices among

manufacturing pharmaceutical companies in Kenya

1.3.1 Specific Objectives

The specific objectives of this study were to:

1. Determine the extent to which manufacturing phaeuétical firms in Kenya have
implemented green marketing practices.
2. Determine the challenges of manufacturing pharnmazddirms in implementing

green marketing.

1.4 Significance of the Study

To the pharmaceutical industry, this study willyad® insights into green marketing and
a framework on which industry players can builditle®mpetitive marketing strategies
based on green marketing.

To the government, this study will provide hints; bow pharmaceutical create a
conducive environment for green marketing and sustaharmaceutical industry in the

country.



To the academicians, this study will benefit throube knowledge generated by this
study, enabling other researchers to improve andldp a better understanding of green

marketing by manufacturing pharmaceutical firms.

1.5 Scope of Study

The study was a descriptive survey and it was @ogeall twenty one manufacturing
pharmaceutical firms that are currently operatmé¢fenya. Secondary data was collected
from the various publications by the pharmacy aodgns board of Kenya, Journals and
publications from the various manufacturing pharewgical firms. The primary data was

collected using questionnaires delivered to theufanturing pharmaceutical firms.



CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
Since the 1980s, green marketing has gone throenghra stages. After a backlash in the
1990s, green marketing made an upswing in the Westarkets from 2000 onwards
(Ottmanet al, 2006).

Market orientation and an emphasis on the use okehanstruments in environmental
policymaking have gained increasing popularity iestern market economies. The
World Bank (Steer, 1996), for example, advocatesube of economic incentives and
public information campaigns, arguing that econoputicy instruments are just, more
efficient and more feasible solutions to environtaérdegradation than the highly
enforcement-intensive regulatory environmental qyoli measures. Market-based
approaches to environmental policy (Turegeal, 1994) usually emphasize the role and
responsibility of consumers and private businesterprises in the production of

environmental quality and in the transition to austble global economy.

Green consumerism is seen as a powerful markee,fasbich, in well functioning
markets, boosts environmental innovation and drifiees toward environmentally
responsible conduct and business ethics, effigiemthd with little government
intervention. Informed by microeconomics and manggtiterature, advocates of market-
based environmental policy believe that the gregroh consumers’ values not only
compels firms to integrate environmental concems their business strategy, but also

creates new business opportunities (Ottetaml, 2006).

2.2 The “4 Green Ps”

The elegant “4Ps” or marketing mix model, firstg@eted as the theory of parameters by
Rasmussen (1955), and then developed by McCart®§0jland finalized by Kotler
(1967), grew out of economic theory and also emeddabme of its key assumptions into
the marketing analysis tool. From its origin, tharketing mix was a resource allocation
model, resting on the assumption that the relevasurces involved in the exchange

process, including the products, are homogeneaighe economic value is independent



of how they are combined (Bennett, 2005). With thisderlying assumption, the
allocation problem first shows up as an issue of lnouch to allocate to marketing in
total. The next issue is to decide how much tocalle to each of the different means —
which in the green marketing mix model are theddeen’ Ps”; ‘green’ product, ‘green’
price, ‘green’ place and ‘green’ promotion. In arde work, the model has to add
another important assumption: that there is a tide@endency between the resources put
into a mean and the outcome. In other words, eaeannmust be assumed to have a

specific influence on the outcome

2.2.1 ‘Green’ Products

According to Bennett (2005), when making empiric@iservations of exchange, the
product is regarded as one of the most visiblecatthns of what is going on. In the
green marketing mix model, the product is also iteeldwith the role of being the basic
resource involved in the exchange process. Assumiegn marketing, the product is
treated as given but also as being generic in @a@@onsequently, the product is seen as
the result of a production system from which itatéees and value are independent, and
it is regarded as an input in a user system tHatisf neither its features nor its value. In
other words, there is no need to pay attentiorhéodystem that handles the product's
supply and use. Instead the focus can be concedtoat how the product is composed
and presented by the producing company. In conparis the green marketing mix
model other Ps, however, this first one is suppdsdthve a distinguished position in the
exchange process. The homogeneous and solitarygirdgl given the double role of
being a basic parameter determining the borderth@fmarket and a means that, in
combination with the other three Ps, has a direfituéence on the outcome (Sahlins,
2004).

Around the world there has been an increasing rurabfirms which have introduced
green products (Carson and Fyfe, 1992).There israavigg amount of evidence
indicating that consumers are choosing productsroiding others based on their impact
on the natural environment (Coddington, 1993; Dal&93; McDougall, 1993; Ottman,
1992a; The Roper Organization, 1990)



Environmentally concerned customers have shown ttingit purchase decisions can
encompass factors that go beyond conventional psese to take into account
‘externalities’ involved in production. Thus custera may reject a technically excellent
product because they become aware of the enviraailearm caused in production or
disposal, or because they disapprove of some tetivof a producer, its suppliers or

investors.

In overall, the green products should communicatdrenmental performance in their
production, packaging and disposal. The productsulsh be produced from safe

ingredients, with package from recyclable, bioddgkde and reusable materials.

2.2.2 'Green’ Price

When considering how pricing is approached in theeg marketing mix model, once

again the heritage from economic theory becomear.cleue to the green marketing
assumption, it is solely through its price thatraduct can contribute to creating revenue.
Kotler (2003) comments: Price is the only elementhe marketing mix that produces
revenue; the other elements produce costs. Acapritintraditional economic theory,

however, a company does not have to worry abowepiThe price of a product is

independent of any individual user's preferenced, lay how the product is combined
with other resources. The price is given by therjply between supply and demand.

Since markets are driven by prices. The price pfagluct usually covers the direct and
indirect costs of production plus a profit margioa teward the investors and for
reinvestment. The socio-environmental costs of pctdn, product use and disposal are
largely excluded from the price that consumers Jdne debate about the environment
and marketing has been underpinned by an assumfiin greener products will

necessary cost more, and by discussion about hosh mreen premium the customers
are willing to pay. However, evidence suggests Wiare a ‘clean technology’ approach
is followed, developing new technologies from fipsinciples, which reduce the inputs
needed and the amount of pollution and waste pemtjusuch initiatives can be cost-

effective (Irwin and Hopper 1992)



The green price sometimes is relatively high beedgeeen’ consumers are willing to
pay extra for the ‘greening’ of the product. Thediis accrue to green firms because of
low costs of production due to recycling and regsthe materials coupled with

efficiency use of resources.

2.2.3 ‘Green’ Place

In the green marketing mix model the place issueqgsal with handling a distribution

channel that brings the given product to its pa#nisers, and the main task is to link an
existing supply with an existing demand. Or, to tisewording of Bennett (2005), it is

the marketing channels are sets of interdependgahzations involved in the process of
making a product or service available for use ansconption. Since the distribution

channel is a cost and a means that can creatdaanceutcome, attention is directed to
how to balance it by choosing between differentdkirf internal or external channel
solutions and creating a suitable mix betweenhig, price, and the promotion of the
product. In accordance with its heritage from tiadial economic theory, in the green
marketing mix model's interpretation the chosennde& is regarded as having no
influence on the resources distributed througBénhett, 2005).

The place issue includes more than the questidowfto connect a given supply with a
given demand, as has been articulated by schoteyaged in environmental research.
Although these research traditions represent aerathide variety of approaches,
emphasizing the role of competition as well as peration, they share the common
understanding that place is not only a cost dribet, includes features that can create
benefits. These benefits are mainly seen in thenileg processes that can occur within
special places, within environments where the ti@ul, anonymous market exchange
due to proximity has been replaced by interactiod @elationships. The localization of

related environments within clusters facilitategwiedge spillover (Scott, 2003).

The place-related qualities are nothing that groutsof special geographical areas where
the traditional market exchange is played out wota of relationships. Whether or not

there is any geographical proximity between thdigmengaged in the exchange process,

10



the activated resources are characterized by pleleded features. Any resource, a
product, a production facility, a business unitasiness relationship, can include place
related features. These can be both costs anditsertsfpending on how resources are
combined (Scott, 2003). This understanding has rtapbconsequences for how to view
functions that in a green marketing perspectivetagated as being solely a cost and a
means, such as the distribution channel. Like aspurce involved in the exchange
process, these resource combinations appear astanpsources for the development of

new features of resources and thus for the creafieeonomic benefits.

The green place (distribution) involves both fordvand reverse distribution. The reverse
logistics include reducing, managing and disposuagte from packaging and products.
In the pharmaceutical industry it involves recallishort date expiries, expired and
‘wrong’ products from the market. It involves adtiws to collect, disassemble the
products and materials in order to ensure a suikrand a friendly environment. The
reversed products are either; further treated ectusthe production process or destroyed

in an environmental friendly way.

2.2.4 Green Promotion

The promotion issue is, in the green marketing edaerpretation, a question of how
to send a message about a given green product tent@ users. Promotion or
communication, according to Kotler (2003) is a mesimpanies must also communicate
with present and potential stakeholders, and theergé public, every company is
inevitably cast into the role of communicator amdmoter. Like the price and place
elements, promotion is not supposed to have argctetin the features of the products
involved. Nor is the promotion endeavour considetedhave any influence on the
structure that is related to the production andafste promoted products (Fitchett and
McDonagh, 2006). Assuming a green marketing pracpcomotion appears as an issue
of how to create an optimal mix of communicatioml$oin order to get a product's
message from the producer to the user. Althougt-fieek is ascribed an important role
in this process, its content is mainly considere@wadence of how well the company has

succeeded in communicating a certain message.
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Green promotion involves modifying the entire cogie culture to ensure that
environmental issues are integrated into all opmwat aspects (McDaniel and Rylander,
1993); Therefore, if marketers of consumer goods guing to be able to use green
marketing in an effective manner they need to dgveltrategies to overcome green
promotion problems. One strategy that organizatienge recently adopted to make their
environmental marketing activities more effectigeto form a strategic alliance with an
environmental group (Coddington, 1993).Anothertstyg is product endorsements with
the environmental group. The group endorses a ptoditer it has ensured that the
product meets some set of established criteria.eikample, assessment of the product

and the fact that the product provides some dist@@nvironmental benefits.

More green strategies include corporate sponsaswipich operate differently than
product endorsements. In these situations orgamizat are trying to obtain

environmental recognition for specific activitida. all situations the firms are directly
contributing to the environmental alliance partmagnetarily or in kind. The types of
activities that firms are seeking recognition foclude: direct involvement in specific
environmental causes; undertaking fundraising forirenmental causes; or having all
their activities operating in a less environmentailarmful manner. These types of
alliances are extremely desirable as they assigtarbuilding of a socially responsible
corporate image

Generally, in green promotion, companies commueiggbrmation about environmental
performance of their products and operations. Thesaige is of corporate environmental
responsibility and stewardship through their prdiun; packaging and even disposal.
The promotion tools like posters, brochures andeedvshould reflect environmental

concern by being biodegradable and reducing pohuti

2.3. The challenges of green marketing
The challenges of green marketing can be due tergowent, company and consumers
(NCCSD, 2006). The government regulation can disge green marketing. The

government can discourage public sector from bugreen products and services by
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itself not buying green products and sustainabtedgpets, and not reducing resource
consumption. The government can encourage greendby providing incentives such
as tax incentives and grants for installing eneefficient technology and or itself
leading by example of buying green products.

The company’s poor perceived importance of enviremtal compliance. For example
some companies lack green standards for producregngproducts and packages,
conserve energy, reduce waste and to recycle pidiHtowever proper designed
environmental standards can trigger innovation linaer the total costs of products and
improve its value. Moreover some companies lackirenmental sensitive corporate
culture, individual and company commitment to susthility is very low. Bansal and
Roth (2000) found that firms motivated by ecologiasponsibility often pointed to a
single individual who championed their ecologicakponses. Indeed, Lamming and
Hampson(1996) noted that ‘environmental illiteracgr lack of management

commitment(Min and Galle 2001)as key challenger&eg marketing.

Consumer challenges have been a problem in greeketimay. For example, in the past
some organizations appeared to be simply “explgiticonsumers’ increased
environmental awareness, i.e. changing their meagsetlaims without modifying their
products or production process. When these gapsrporate behaviuor and marketing
claims comes to light, extensive negative publigtygenerated, resulting in consumers

boycotting the offending companies (Lawrence, 199timan, 1992b).

Negative publicity generated by one firm’s poor iemwmental marketing performance
can have detrimental effects on other firms. It ntayt existing and future green

marketing activities of these other firms or it mdigcourage firms which are not yet
using green marketing activities from doing so. réhis evidence that when a negative
backlash to green marketing has occurred, consubsasme increasingly circumspect
of green claims in general (Carlson et al., 1998d«; 1993; Kangun et al., 1991;
Rawsthorn, 1990; The Roper Organization, 1990). il&Vthis skepticism has not
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dissuaded all manufacturers of consumer goods treimg green marketing, some firms

reduce their green marketing activities (Lawred@92).

Green marketers need to develop strategies whiltlaNaw them to overcome problems
of poor credibility, consumer cynicism, and consurcenfusion (Carlson et al., 1993;
Davis, 1993; Said, 1994). If these problems cartmotovercome, it is questionable
whether environmental marketing, as a whole, caeftaetive. The lack of credibility on

the part of consumers is partially the result ofmeofirms’ poor past environmental
performance. To ask consumers to believe the gmearketing claims of a firm or

industry that has “mislead” them in the past isafsva difficult task. Furthermore, many
firms might promote their products as environméntatésponsible without integrating

environmental awareness into their corporate celtihis has resulted in some firms
producing “environmentally responsible productsamenvironmentally harmful fashion
or alongside environmentally harmful products, legdto further reductions in

environmental marketing credibility. The problemcohsumer cynicism is also related to
green marketing’'s past history, as many produdernplg jump on the green marketing
bandwagon without considering the full ramificasoof their actions (Pitt, 1991). In the
US firms “jumped off” the green bandwagon, aftee tfirms and the Federal Trade
Commission (FTC) “agreed” that some of the firmseaen claims were “deceptive”

(Triplett, 1994).

In other cases the bandwagon approach has resultieel failure of products which made
green marketing claims. For example, between 1989 90, 14 green cleaning
products were introduced in Australia (CHOICE, 198llar, 1994), but by 1994 at

least seven of those products had been withdraevn the market. Having jumped on the
green marketing bandwagon without carefully cormémde all implications of their

actions resulted in some of these 14 products mgakiisleading or totally meaningless
environmental claims (CHOICE, 1990), which ultimgteesulted in these products’
“disappearance” from the market. Consumer confusier environmental claims is an
ongoing problem. The lack of factual informationshheen called the “greatest

environmental hazard” facing consumers (SchlossbhE9§3a).In many cases, even if
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consumers do understand specific claims, they awally in no position to evaluate
effectively the accuracy of these claims. Can cores be able to determine the

availability of recycling facilities or exactly wtih materials were recycled?

2.4 Green Marketing Strategies

Marketing literature on greening products/firmsltision both the societal and social
marketing research. Societal marketing implies tleaganizations (governments,
businesses and nonprofits) need to determine tedsnef target markets and to deliver
the desired satisfactions in a way that enhancesdmsumer’s and the society’s well
being. Social marketing focuses on designing amaleémenting programs that increase

the acceptability of a social idea, cause, or pradh (a) target group(s) (Kotler, 1994).

Traditionally, marketers focus on individual nedds designing/marketing products to
best serve these needs. This approach is predicatedo assumptions. First, individuals
are motivated by the promise that products wiliséatheir needs at outlays acceptable to
them. Second, individual actions do not have sigaiit externalities (the divergence
between public and private costs/benefits), pasitr negative. The presence of
externalities often instigates actions from the -nmarket environment, mainly in the
form of governmental regulations.

Unlike traditional marketers, social and societarketers seek to persuade consumers to
alter their behaviors that have significant extéties. However, these behavioral
modifications may not directly/sufficiently benefibnsumers or the benefits may also be

non-excludable.

2.4.1 Green Marketing as Philosophy

Society’s concern for the environment has led te #ppearance of a new type of
consumer, who demonstrates this concern througbrhisr purchasing decisions (Fuller,
1999; Straughan and Roberts, 1999). Marketinghasyes of the firm that observe the
market, is not unaffected by this social phenomendre inclusion of the ecological

variable in marketing activities leads to a new waly understanding exchange

relationships, variously called ecological markgtirenvironmental marketing, green
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marketing or sustainable marketing. This is a vegent trend, which began to take on
importance in the US in the late 1980s/early 1980kpugh first studies were developed
in the 1970s (Stanlest al, 1996; Crane, 2000).

Various studies have reflected on the proliferatafnenvironmental declarations in
corporate communication in these years (Poloretkgl, 1997). The fact that many of
these ecological messages are simply superfi@aahsl (Polonskyet al, 1998) has led to

a situation in which, from both the consumer’s pecdive and that of some businesses,
green marketing is identified solely with communica activities, with the belief that
behind it there is only a commercial desire to dexelThe degree of scepticism towards
ecological messages is very high, and indeed higiim@n the general scepticism of
consumers towards other commercial messages (dtally 1998).

However, the concept and scope of green markesimguch broader, as indeed it is for
marketing in general. First, green marketing shawtljust be limited to communication
policies: ecological aspects need to be incorpdratdo all the functional areas of
marketing. Second, green marketing should not bdenstood as a mere series of
procedures, activities and techniques to design amdmercialize green products. It
should also be regarded as a philosophy that guidesbehaviour of the entire

organization.

If marketing philosophyis ‘a mental position, an attitude, a way of comtegj the
exchange relationship by the firm or entity offgritheir products to the market, which
starts from the needs and desires of the consuanerfias the aim of satisfying them in
the most beneficial way for the entity’, green nankg philosophycan be understood to
mean the way to conceive exchange relationshifgsgthes beyond the current needs of
the consumers, considering at the same time thalsoterest in protecting the natural
environment. As Fuller (1999) points out, in thendeof green marketing a ‘new
competitive game’ is being played, since three igarintervene in the exchange

relationship: the firm, the customer and the emviment. In this sense, more than just a
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way of understanding the commercial exchange oelakiip, green marketing is a way of

understanding the firm’s relationship with socigtygeneral.

With the above comments in mind, green marketingitisated within the approach of
social marketing (Kotler, 1994), and can be definedh way of understanding exchange
relationships consisting of planning, implementargd controlling a policy of product,
price, promotion and distribution that simultandgusatisfies customer needs and the
objectives of the organization, minimizing any nega effects caused to the natural
environment. However, similarly to what occurs whenplementing a marketing
philosophy, applying the philosophy behind greerrkei@ng cannot be achieved by
simply setting up a marketing department to appétechniques of green marketing.

Respect for the environment needs to pervade hH\beur throughout the organization,
not only commercial aspects (Polonsky and Roseebe&01). Moreover, to get the
entire organization to be concerned about the enmental impact of their activities, the
environment should become one of the determiningegaof the organizational culture

of the firm.

There are two factors justifying this need. Fitee environmental impact of a product
can hardly be reduced if environmental aspectsnatetaken into account by other
functional areas of the firm that impact on the-pnaduct’s ecological quality, such as
design, supplies and production. Second, the ntgjofigreen purchasers do not just buy
a green product; they are also buying the greemgeénd the firm. As Peattie (2005)
points out, the firm itself becomes the productstoned; product and firm form the total
product. For this reason, the manufacturer of @m@oduct should ensure that all the
other activities of the organization are also grdethe firm commercializes its product
as green while simultaneously ignoring the ecolalgimplications of the firm in its
entirety, the communication may receive little ¢oddy on the part of the consumer, and
the firm will face the risk of being endlessly @ited by the various pressure groups
(Peattie, 2005).
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Similarly to the case when introducing a markeematation, to get the whole firm to be
ecological the marketing managers play a fundarheoi&a As Mendleson and Polonsky
(2006) point out, marketing should not be concernestely with developing green

products, but also with generating changes ofualtitand culture within the organization.
In order to do this, it must apply internal greearketing, which can be defined as the
series of activities taking place in the organmatimed at ensuring that the entire firm’s
personnel, regardless of their hierarchical pasitts functional area, incorporate the
ecological factor into their decision-making anthates.

2.4.2 Greening Products versus Greening Firms

The impact of greenness on consumer decision madsgmes that consumers purchase
products primarily based on products’ attributeswidver, in some other cases, firm-
level attributes (greenness of processes and sgsteray be important for developing
promotional strategies. Perhaps consumers wanh gmeelucts from green firms. From a
managerial perspective, if brand attributes are emsalient, firms should invest in
greening products, but if corporate images are nmogortant, focusing on firm-level

processes/systems is desirable (Prakash, 2000).

Of course, a reliance on corporate advertising doedjuire an integrated organizational
approach to greening processes/systems as weth- FAnd product-level greening,
however, are not mutually exclusive. Most firmshagrs invest in both. Nevertheless, in
terms of their relative salience, a distinctionwen brand-focused and firm-focused
greening strategies is important.

Challenges for green marketers involve what to mreéproduct versus
processes/systems), the pros and cons of impasdtgdual versus collective sacrifices
on consumers, the role of economic and non-econdewiors in influencing consumer

behavior and what kinds of information disclosurategy to adopt (Prakash, 2000).

2.5 Managerial Implications
There are two different types of managerial imgiaras that the 4 Green P’s gives rise

to. The first is the importance of practitionerstire development of new theoretical
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approaches in green marketing. There are obviasors why this should start out from
important empirical observations or phenomenons Tégards not least the existence and
characteristics of dynamic processes, value inorgageen marketing developments and
so on. Here companies and individual green marggtianagers can be important lead
users (Wilson, 2007).

The second implication regards the general focuge marketing has been quite
activity oriented and the main focus has been osigdeng and performing green
marketing activities. If, marketing developmentcisntral then green marketing must
become much more devoted to them. Not just theymtsdhat always have been central
but also how products and facilities are relatedesch other and to important
organizational resources. It is especially theetatt the interfaces between technical and

organizational resources — that seems to havea paotential for the future development.

Green marketing subsumes greening products as agelgreening firms. Though
normative concerns impact consumers’ and firmsigi@es making, economic aspects of
green marketing should not be neglected. Managees mo identify what ought to be
greened: systems, processes or products? Consyattrydo green products is due to
many factors, including inadequate information dbtavels of greenness, lack of
credibility of firms’ claims and the tendency teérride. It also seems that green products
that offer direct excludable benefits to consuméach as pharmaceuticals with
minimum side effect and nutritious and natural f®odould have higher acceptability
(Wilson, 2007).

Consumer apathy may also be attributed to thefitbl individual actions alone cannot
impact the macro picture, and collective endeaaoesimpeded by free riding. To tackle
these market-related problems, perhaps initiatisethe non-market environment may
bear fruit. To curb free riding and to reassurescomers that their actions will have
macro impact, some green marketers favor poli@gsiations that lead to collective

sacrifices.
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This leads to another set of challenges, becaugeoamental issues are often highly
contested in terms of their etiologies and soligidviany such disputes are attributable to
ideological and economic factors. To some, coNectsacrifices signify intrusive big
government and side-stepping individual respongybil

Economic considerations are even more complex. eliera rich literature in public
policy on how the distribution of benefits and soshpacts policy processes and what
types of political strategy are appropriate in eliént contexts (Wilson, 2007). Actors
may favor thestatus quaf the proposed collective sacrifice imposes costshem. If the
benefits are diffused, policy supporters could hdiféculties in mobilizing winning

coalitions.

On the other hand, with concentrated benefits affdséd costs, mobilizing winning
coalitions to support collective sacrifices is easMWhen both benefits and costs are
concentrated or diffused, the outcomes are difficol predict. As this discussion
suggests, the tasks of green marketers who favtective sacrifices as vehicles for
achieving their objectives are complicated by tbktips of the non-market environment
(Prakash, 2000).

Our understanding of green marketing is still is ihfancy, perhaps due to the
multidisciplinary nature of the enterprise. Marketischolars focus on a host of business
strategy and public policy issues, including edeela and market segmentation, and the
role of structural factors and economic incentivesfluencing consumer behavior. For
environmental economists, green marketing signéidsoader trend in the evolution of
environmental policies that focus on informatiosdalibosure.

Institutional theory, stakeholder theory and thgpocate social performance perspective
view green marketing as a subset of corporate ipslidesigned to gain external
legitimacy. These have developed in response texpectations of a broad spectrum of
stakeholders, both internal and external. Politeanomists focus on collective action
dilemmas inherent in green marketing at the consuanel producer levels (Wilson,
2007).
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2.6 Green Purchasing Behaviour

Several studies have shown that consumers do takieenof the environmental
performance of their energy provider. For green groaustomers, their objective might
either be to make sure that their money does i@t unsustainable energy sources or
to contribute to climate protection and growth ehewable energy in their personal
choice (Wistenhagen and Bilharz, 2006). Howevédreroempirical research has found
that people accept mark-ups on the price of grewmgg brands because they want to
feel better about themselves, and are not primanlerested in the objective
environmental impact of their decision. Customeqgegience an intrinsic value in using
green products or services, and individual motoratis driven by a “warm glow of
giving” (Menges, 2003). Interestingly, while Ritand Kahnemann (1997) suggest that
environmentally conscious consumers experienceféieitng of well-being from acting
in an altruistic way, a recent study of a greerrgyérand in Spain found that the “warm
glow” benefit is felt mainly by consumers who réb& on measures of environmental
consciousness (Hartmann and Apaolaza, 2005). Abndhen, consumers may indeed
perceive individual benefits as a consequence eérgrbehaviour, but those are not
directly related to an observable improvement ofiremmental quality. Rather, they are
emotional benefits based on psychological factéis.Coddington (2006) points out,
green marketing implies the satisfaction of constsremotional needs.

Are there any more emotional benefits be identjfislich marketing strategists might
use to increase the perceived value of environmigriteendly products? Take the case
of the “hybrid” car, powered by both conventionaéls and electricity. Sales of the first
commercially produced example, the Toyota Priugewear higher than estimated, while
those of the subsequent fuel-efficient versionghef Volkswagen Lupo and Audi A2

were so disappointing as to result in withdrawaihfrthe market. In a recent German
survey, the Toyota brand as a whole was seen asdlsé environmentally sound. The
Toyota Prius is marketed as an environmental inim@vaand is clearly identifiable as

such by its differentiated design and specific niatlame. Furthermore, followers of

social fashion know that several movie stars owr.olwre these the reasons for its

commercial success? Belz and Dyllik (1996) sugg¢iest consumers may derive self-
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expressive benefit from the socially visible congtion of green brands. Thus, the
choice of a green brand may allow them to demoiestriheir environmental

consciousness to others.

Extending the previously noted proposition thatehie a near-universal human desire to
“feel at one with nature” (Kalet al, 1999), we can suggest another approach to
emotional benefits in green marketing. If therendeed an instinctive motivation to
spend time in natural environments, based on dgip@®motional state while in pleasant
natural surroundings, the emotional benefits togh@ed could be associated with a
brand through marketing and advertising, to enhdtscgerceived value. Several studies
have found evidence to support this (Hartmann apdofaza Ibanez, 2005). Though the
effect of this type of emotional value has not othee been much studied so far, the
association of a brand with images of nature hakaah been very common in green
marketing campaigns. The Spanish green energy Hieerdrola Energia Verde (green
energy), and the British conventional energy s@pBP both illustrate the potential
effectiveness of the strategy. It seems probablgeireral that any sustained advertising
campaign based on “tree-hugging” imagery, combimgth more soberly conveyed
information that the advertiser's products are mreeill significantly enhance brand
attitudes. Iberdrola was perceived before its cagmpas the least environmentally
committed energy company in Spain, and has beesd rat recent surveys as the

greenest; the case of BP is less dramatic and tgeg®a, but no less convincing.

Thus, green brands can evoke positive emotionsemtaio target groups by simply
offering information on environmentally sound protiattributes. Knowing that a brand
is green will always make some consumers feel bettde using it. The crucial question
is, of course, how many of them? Is there “a mankeéhe gap?” However, a much more
powerful and effective emotional response can hbae obtained through specific
emotional benefits inherent in the brand. Authagport many studies of alternative
approaches to the delivery of emotional brand benahd brand experiences through
advertising, such as transformational advertisimgy @notional conditioning (Kinet al,

1998). By these means, planners and strategistsreate green brands, maintained them
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by associations with the imagery of nature, andreltye benefit from the evoked

emotional responses.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
This chapter discusses the research methods tmatused in carrying out the research.
It also shows aspects such as the target populagemmpling method, data collection

methods, location of the sample and instrumentshmviere used in data collection.

3.2 Research Design

This was a descriptive survey study that investigathe green marketing practices
among manufacturing pharmaceuticals firms in Keryascriptive research involves
collecting data in order to test hypothesis or arsguestions concerning the current
status of the subject under study. According todBel/al (2004) descriptive studies are

supposed to describe the who, what, where, whemawdf a phenomenon.

3.3 Population of the Study
The research was a descriptive survey study of2thenanufacturing pharmaceuticals
firms (appendix iii). The study population coverswarketing manager or production

manager in each firm totaling 21 respondents fer2h firms.

3.4 Data Collection Techniques

Data was collected using semi structured questiomnaith a likert scale type of
guestions. The questionnaire was divided into thpeets. The part A contained
background information of the company, then partcétained Green marketing
practices under the study, while part C containeallenges of implementing the green

marketing.

3.5 Data Analysis and Reporting

The primary collected was summarized, coded, tabdland then analyzed using
descriptive statistics such as mean and frequeistiytaition. Data presentation was done
by the use of tables and percentages, this enshetdthe gathered information was
clearly understood. The data was then coded arefeszhtinto statistical package for
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Social Sciences (SPSS) for analysis. The analya¢a Was then presented in a report

format.
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CHAPTER FOUR: DATA ANALYSIS, FINDINGS AND INTERPRET ATION

4.1 Introduction

This chapter discusses the research analysisnfiedind interpretation. The study aimed
at investigating green marketing practices amongnufacturing pharmaceutical
companies in Kenya. The study specifically focusea the 21 manufacturing
pharmaceuticals firms targeted marketing managgraduction manager in each firm.
The researcher took a sample of 21 respondents ther 21 manufacturing
pharmaceuticals firms; 15 of them responded to ghestionnaire constituting 75%

response rate.

4.2 Company background information

The companies from which the research was done; \Beta Healthcare Itd, Biomedical
Itd, Cosmos Itd, Dawa Itd, Elys chemical Itd, Gegtmrmaceuticals Itd, Infusion Kenya
Itd, Lab and allied Co. Itd, Macs pharmaceuticdl, IManhar Bros Itd, Medivet Itd,

Norbrook Itd, PMC Itd, Regal Itd and Universal corgtion Itd.

4.2.1 Position of the respondents

The respondents were asked to indicate their pasith the company. 46.7% were
managers, 26.7% were sales managers, 6.7% weregprdelelopment managers while
20% were quality control managers of the companye Tact that majorities were
managers; this could be due to the target populatbich included marketing and

production managers. The results are shown in TaBl4.

Frequency Percent
Manager 7 46.7
Sales 4 26.7
Quality control 3 20.0
Product development manager 1 6.7
Total 15 100.0

Table 4.2. 1. Position of the respondents
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4.2.2 Length of time the respondents have been worlg in the pharmaceutical

industry

On the length of time the respondents had beeniagik the pharmaceutical industry;
40% had been in the industry for 6 to 10 years, 20tess than 5 years, the same 20%
for over 20 years, 13.3% for 11 to 15 years an@6i@r 16 to 20 years. The majority
said that they have been in the industry for 6gdars which could be due to the target

population of managers who tend to have stayeldenndustry for long.

Frequency Percent
Less than 5 years 3 20.0
6-10 years 6 40.0
11-15 years 2 13.3
16-20 years 1 6.7
Above 20 years 20.0
Total 15 100.0

Table 4.2. 2: Length of time the respondents haveelen working in the
pharmaceutical industry

4.2.3 Length of time the respondents had been workg in the present company

The Table 4.2.3 shows the length of time the redponhhad been in the present company
33.3% had been in the company for 6 to 10 year§2%26or 1 to 5 years, 20% for over
20 years, 13.3% for less than 1 year, 6.7% foral@Q years while none of them had

been there for 11 to 15 years.

Frequency Percent
Less than one year 3 13.3
1-5 years 4 26.7
6-10 years 5 33.3
11-15 years 0 -
16-20 years 1 6.7
Above 20 years 3 20.0
Total 15 100.0

Table 4.2. 3: Length of time the respondents had e working in the present

company
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4.2.4 Company's Ownership
On the ownership of the company 73.3% of the resallicated that the companies are

locally owned and 20% foreign owned while 6.7% jlyirowned as Table 4.2.4 shows.

Frequency Percent
Foreign 11 73.3
Local 3 20.0
Jointly 1 6.7
Total 15 100.0

Table 4.2. 4: Company's Ownership

4.2.5 The length of time the company had been inistence

The Table 4.2.5 shows the results on the lengthinoé the company had been in
existence. 33.3% said that the company had beexristence for over 25 years, 20% for
16 to 20 years, 20% for 5 to 10 years while 13s#4l that their company had been in
existence for 11 to 15 years and the same 13.3%921fto 25 years.

Frequency Percent
5-10 years 3 20.0
11-15years 2 13.3
16-20 years 3 20.0
21-25 years 2 13.3
Above 25 years 5 33.3
Total 15 100.0

Table 4.2. 5: The length of time the company has be in existence

All the respondents agreed that they do not engfagmselves in any other business a

part from pharmaceutical business.
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4.3 Green Marketing Practices

The researcher wanted to know the level of the mapoe companies attached to green
marketing practices. A Five point Likert scale wased to interpret the respondent’s
extent. According to scale those factors which wereimportant at all were awarded 5
while those which were very important were awardletVithin the continuum are 2 for
important, 3 for indifferent and 4 for least im@ort. Mean and standard deviation were

used to analyze the data.

4.3.1 Green marketing concept awareness

93.3% of the respondents had not heard of it whif€6 had heard of green marketing
concept. For the people who had heard of it theyl dhat according to their
understanding the concept was all about produamvg@ment friendly products and its a

type of marketing that puts into considerationg¢hgiroment.

Frequency Percent
Yes 14 93.3
No 1 6.7
Total 15 100.0

Table 4.2. 6: Green marketing concept awareness

4.3.2 Green Product practices

The Table 4.2.7 shows the findings on the levehydortance of green product practices.
According to the researcher those factors with ammose to 2.0 were not important at
all on while those with a mean close to 1.0 wengy \important. On the same note the
higher the standard deviation the higher the |efalisagreement or dispersion among
the respondents. In regard to this, conservingggnevater and materials resources in
production to avoid wastages and improve efficieratgrage of products in a manner
that quality is maintained and product productiorocgss that do not harm the

environment were all attached a very important ll@femportance with a mean of 1.1
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each, product production that does not harm aniraats humans and products meet

specifications that are required by the law wetacaied an important level of importance

with a mean of 1.2, product packaging that is emnmental friendly and product

production wastes that do not pollute the enviromnveere given an indifferent level of

importance with a mean of 1.3. Product packagiag ihreusable with a mean of 1.7 and

packing materials that are biodegradable with amudal.8 were accorded a least level

of importance.

Table 4.2. 7: Green Product practices

4.3.3 Green pricing practices

The researcher wanted to know the level of impaganf green pricing practices.

According to the researcher those factors with ammose to 2.0 were not important at

all on while those with a mean close to 1.5 weng/ \important. On the same note the

higher the standard deviation the higher the lefelisagreement or dispersion among
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Products from the company meet specifications that
are required by the law 13 1 1 .2 0.5
Product packaging that is environmental friendly 12 1 O 0| 1.3 0.6
Storage of products in a manner that quality is
maintained 14 0 0| 0| 1.1 0.2
Product packaging that is reusable 7 1 |1.7 0 1.
Packing materials that are biodegradable G 0 0 | 18 1.0
Product production process does not harm the
environment 14 0 0| 0| 1.1 0.2
Product production that does not harm animals and
humans 12 0 0| 0| 1.2 04
Product production wastes do not pollute the
environment 12 1 0| 0| 1.3 0.6
Conserving energy, water and materials resources in
production to avoid wastages and improve efficiency 14 0 of 0| 1.1 0.2



the respondents. The product price is affordabke tduthe efficient costs of production

was attached an important level of importance &ithean of 1.6, the company correctly

invoices for the services rendered given an inckfieélevel of importance with a mean of

1.7. A portion of product price goes to a worthyiesnmental cause with a mean of 1.8

and customers are willing to pay extra for the geee product with a mean of 1.9

awarded least level of importance. The resultsaarghown in the Table 4.2.8.
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A portion of product price goes to a worthy
environmental cause 9 2| 3] 0| 1|18 1.2
The product price are affordable due to the effitie
costs of production 6 9| 0| 0] 0|16 0.5
Customers are willing to pay extra for the greened
product 7 5/ 1] 1| 1|19 1.2
The company correctly invoices for the services
rendered 9 3| 1| 2| 0|17 1.1

Table 4.2. 8: Green pricing practices

4.3.4 Green distributions practices

The Table 4.2.9 shows the results on the levelngbortance that the products are

distributed in relation to the environment. Accowglito the researcher those factors with

a mean close to 1.5 were not important at all ofeathose with a mean close to 1.0
were very important. On the same note the higherstndard deviation the higher the

level of disagreement or dispersion among the redgais. The factors that ‘stale’ and

expired products are recalled for disposal in amvirenment friendly manner with a

mean of 1.1 and products while under distributiom stored in a manner that quality is

maintained with a mean of 1.2 regarded as imparfrdgducts from the company are

delivered as per schedule to avoid spoilage regharihdifferent with a mean of 1.3
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while products from the company are delivered gtitrguantities at the right place at the
right time was regarded as not important with amfal.5.

= 5| =
G - - | 8 S :
st c c = — >
9 g8 o8 ] =] A
e o) 1 E o o )
£ 8| E|Z| E| = =
> E|l 2@ = n
o) i e 2
> -

Products from the company are delivered as|per

schedule to avoid spoilage 11 4 D |0 D 1.3

Products from the company are delivered at

right quantities at the right place at the right

time 11 1 2 1 0 1.5 1.(

Products while under distribution are stored in a

manner that quality is maintained 13 ] 1 0 D 1.2 5

Stale' and expired products are recalled for

disposal 14 1 0 0 0 1.1 0.2

Table 4.2. 9: Level of importance the company attdes to green distribution
practices

4.3.5 Green promotion practices

The respondent indicated the level of importanc th attached to the promotional
activities in relation the environment. Accordirg the researcher those factors with a
mean close to 2.0 were not important at all on evthibbse with a mean close to 1.0 were
very important. On the same note the higher thedstal deviation the higher the level of
disagreement or dispersion among the respondehtsfakctors of promotion tools like
posters, brochures and booklets are made from gpiadable and recyable materials was
accorded an important level with a mean 1.3, thmmption of the products depicts
environmental concern and company participatiorcanporate social responsibilities
considered indifferent with a mean of 1.5 and k€pectively, while the company and
products sponsor environmental conservation adsvitvith a mean of 1.8 awarded a
least level of importance. The Table 4.2.10 shdwseé findings.
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The promotion of the products depicts environmental
concern 8 6 1 0 0|l 15 0.6
The company and products sponsor environmental
conservation activities 7 5 2 1 D 1.8 0.9
Promotion tools like posters, brochures and boslde¢
made from biodegradable and recyable materials 10 50 0 0|13 05
Company participates incorporate social resporisibil
activities 9 4 1 1 0| 1.6 0.9

Table 4.2. 10: The level of importance the comparsttaches to green promotion

practices
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4.4 Challenges of manufacturing pharmaceutical firms in implementing green
marketing.

=
S
3 ) o
> =z o
Financial costs of altering processes, productsiaasie
management 5 3 62.5
Consumer poor credibility of green products 2 2 50
Consumer cynicism due to misleading or doubtfuegre
claims 2 4 33.3
Lack of factual information about green marketing 5 3 62.5
Company policies regulations and culture 2 3 40
Lack of government incentives 4 1 80
Competitors 2 3 40
Suppliers and purchasers 4 2 66.6

Table 4.2. 11: The challenges that are faced by tmempany when turning green

The Table 4.2.11 shows the challenges that ared fagethe companies when turning
green.62.5% of the results face the challenge ranftial costs of altering processes,
products and waste management, 62.5% lack of fadhiarmation about green
marketing, 33.3% have a challenge of consumer gmicdue to misleading or doubtful
green claims and 66.6% from the challenge of sepplnd purchasers. The challenges
of the competitors 40%, lack of government incesgiv80%, company policies
regulations and culture was 40% while 50% had thellenge of consumer poor

credibility of green products.
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CHAPTER FIVE: SUMMARY OF FINDINGS, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction

This chapter is devoted to summarizing the findie§she study, conclude, provide
recommendations of the researcher and give suggsstor the mitigation and further

research that he deems fit in this field of study.

5.2 Summary of findings

Majority Of respondents were managers followed bles managers then the quality
control managers and product development managens.the length of time the
respondents had been working in the pharmaceuinchlstry majority were in the
industry for 6 to 10 years, the same number fes han 5 years and for over 20 years,
followed by for 11 to 15 years in the industry vehihe minority had been in the industry
for 16 to 20 years. However on the length of titme tespondent had been in the present
company, most respondents had been in the presemany for 6 to 10 years, followed
by for 1 to 5 years, and for over 20 years, and fioe less than 1 year and few for 16 to

20 years while none of them had been in the presenpany for 11 for 15 years.

On the ownership, many companies are localy owidthwed by foreignly owned

while a few were jointly owned. On the length ofmé the company had been in
existence. Majority of the companies for over 2arge followed by 16 to 20 years, then
for 5 to 10 years while few of the companies haehbe existence for 11 to 15 years and
for 21 to 25 years. All the respondents agreeit tloat they do not engage in any other

business a part from pharmaceutical business.

The green marketing practices; majority of the oesjents said that they had not heard of
it while very few said that they had heard of ibr Ehe people who had heard of it they
said that according to their understanding the ephcwas all about producing
enviroment friendly products and also they saidaitsype of marketing that puts into

consideration the enviroment.
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The findings on the level of importance that thenpany attaches in relation to the green
product practices; conserving energy, water andenads resources in production to
avoid wastages and improve efficiency, storagerotiypcts in a manner that quality is
maintained and product production process that @oharm the environment were all
attached a very important level of importance, poidoroduction that does not harm
animals and humans and products from the compaey specifications that are required
by the law were attached an important level of ingomce, product packaging that is
environmental friendly and product production wasti® not pollute the environment
were given an indifferent level of significance oBuct packaging that is reusable and

packing materials that are biodegradable were dedoa least level of importance.

The researcher wanted to know the level of impagahat the company had attached to
green pricing strategies. The product price isrdtible due to the efficient costs of
production was attached an important level of ingoore, the company correctly
invoices for the services rendered was given aiffandnt level of importance. A portion
of product price goes to a worthy environmentalseaand customers are willing to pay

extra for the greened product considered least itapb

On the level of importance of green distributioragiices; the factors that ‘stale’ and
expired products are recalled for disposal in anvirenment friendly manner and
products while under distribution are stored in anmer that quality is maintained
accorded an important level of importance. Prodircis company are delivered as per
schedule to avoid spoilage regarded an indiffelew¢l of importance while products
from the company are delivered at right quantiaéghe right place at the right time

accorded a level of least importance.

The respondents indicated the level of importantat tis attached to the green
promotional strategies. The factor that promotioolg like posters, brochures and
booklets are made from biodegradable and recyalltermals accorded an important
level of importance, the promotion of products de&pienvironmental concern and

company practices social responsibilities awardednaifferent level of importance.
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While the company and products sponsor environrheotaservation activities given a

least level of importance.

The challenges that are faced by the company whenng green; majority face the
challenge of lack of government incentives thisutes concur with NCCSD(2006) on
literature review, then challenge of suppliers @uodchasers followed by the financial
costs of altering processes, products, and wasteegement same results for lack of
factual information about green marketing, then pefitors and company policies and
culture and finally few had challenge of consumgnicism due to misleading or
doubtful green claims this could be due to lackastual information on green concept
by consumers and the industry has not implementeengmarketing to a scale to

warranty negative publicity on its performance .

5.3 Conclusion

Most of the companies are locally owned and hawsn ve the industry for long some as
long as 42 years. The researcher concludes thagréen marketing concept is being
implemented partially by the companies in the plesreatical industry. May be due to
the fact that majority are not aware of the greamket concept; Information on the green
marketing concept is scanty in the industry but ¢benpanies are conserving energy,
water and materials resources in production tocawastages and improve efficiency,
storage of products in a manner that quality isnta@med, product production process
that does not harm the environment, animals or mubgngs. They have also come up
with a green price that is affordable due to edfnticosts of production. To ensure green
distribution, the ‘stale’ and expired products @ealled for disposal in an environment
friendly manner, products while under distributiere stored in a manner that quality is
maintained. In green promotion, promotion tool® Iposters, brochures and booklets are
made from biodegradable and recyable materials.

In order to achieve all these the companies aredfdny several challenges of lack of

government incentives, financial costs of alteripgpcesses, products and waste
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management, lack of information on the green margetoncept and the challenge from

the suppliers and purchasers.

5.4 Recommendations

The researcher recommends the following; firstt thare should be an efficient way put
in place to provide the needed information aboatgheen marketing concept within the
pharmaceutical industry. This will help in prodectiand marketing of environmental
friendly products. Secondly, the companies should pn measures that promote
implementation of the green marketing concept; Wilsbe ecological friendly in terms
of the green product, green pricing, green prommafioactivities like use of
environmental friendly posters or brochures, aneegr distribution. Finally the
government should come up with incentives for tbmpganies to implement the green

marketing concept and help in education and trgioimthe concept.

5.5 Limitations of the study

The field study and survey approach is not withpotential problems. First, the
objective that participants do not understand th&son for the study hence lack of
cooperation in answering questionnaire. Some relpus during answering

guestionnaires develop some self selection bias.

Secondly, some respondents had no information hgiveg out data which was not
satisfactory. In fact some had lack of understagmdind general unwillingness to fill
guestionnaire on pretext that such information télused to counter their competitors.

Thirdly, time, most of the companies were located tar thus taking long to take the

guestionnaires and collect them

5.6 Recommendations for further study

This study has led to identification of areas tte@juires further research. The researcher
recommends that further research should be caoigdon the factors hindering the
practices of the green marketing concept withingharmaceutical industry. Also further
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research should be carried out on perception afrgrearketing by the industry players

and consumers.
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APPENDICES

Appendix I: Introductory Letter
University of Nairobi

SchoolRifsiness
DepartmehBusiness Administration
P.O. BOx1®7
Nairobi.

" geptember 2009.

Dear respondent,

RE: COLLECTION OF SURVEY DATA

| am a postgraduate student of the school of basinaiversity of Nairobi. In order to
fulfill the MBA degree requirements | am undertakimanagement research project on
an investigation on green marketing practices ampingrmaceuticals manufacturing
firms in Kenya.

Because of your important position in your amy, you have been selected to form
part of the study. | therefore kindly request youprovide the information sought by
completing the attached questionnaire.

The information that you provide will be usextlusively for academic purpose. My
Supervisor and | assure you that the information gove will be treated with strict
confidence.

Your co-operation will be highly appreciated.

Yours Faithfully,
Samuel Thiong’o Mungai Mrs. Mary Kinoti
StudentMBA. Project Supervisor
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Appendix Il: Questionnaire

Kindly answer the following questions by giving thecessary information in spaces

provided
Part A

. Name of your company

1
2
3. Your name

4,

5. Your position in the CoOmMPaNY..........c.uie et e ae e
6

. For how Ilong have you been working in the pharmacaiu

INAUSEIY...ooiie e,
For how long have you been working with the present
(olo]00] o= 1 |V
Is your company
Wholly foreign owned? ............
Wholly locally owned?.................
Jointly owned? .............oooeell

For how long has your company been in existence?

10.1s your company engaged in any other business?ata fpom pharmaceutical

business)
Yes [] No []

11.1f yes, which are these other businesses?
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PART B

1.

2.

Have you heard of green marketing concept?
Yes|[ | No [ ]
Explain briefly of your understanding of term greaarketing?

3 Does your department adopt green marketing giyate

4 Please indicate the level of importance that yoepaidtment attaches to the

following in relation to environment.

1 =very important, 2 = important, 3 = indifferert, =least important, 5= Not

important at all

()

(ii)

(iii)

(iv)

v)

() PRODUCT 1 2 3
Products from your company meet specifications

that are required by the law [ ] [T 11
Product packaging that are environmental

friendly [] [] [ ]
Storage of products in a manner that quality

is maintained [] 1 T[]
Products packaging that is reusable/

reclycleable (1 1 [1]
Products and products package materials
that is biodegradable [ 1] [ ] [ ]

50

[ ]

[ ]

[ ]

[ ]

[]

[ ]

[]

[]

[ ]



(vi) Products production process does not harm the

Environment (1 (1071 [1 T[]
(vii) Products production does not harm animals
and humans [1 [1 [1 T I]

(viii) Products production wastes do not pollute
the environment [] [11] [ ] [1
(ix) Conserving energy, water and materials resources in
production to avoid wastages and improve efficy¢n| [1 [ 1] [T [ 1
(x) Others(specify)
[1] [1 [] I [1]
I [1 [1 [T [1
r 1 01 [1 []1
(I PRICE
@m @6 @G 6
(i) A portion of product price goes to a worthy
Environmental cause [] [] [T [1 T[]
(i) The products price are affordable due to
the efficient costs of production []1[] [ ] [] T[]
(iif) Customers are willing to pay extra for the
‘greened’ product [] [1 T[] [1 T[]
(iv) The company correctly invoices for the services
rendered [11] [1 [1 T[]
(v) Others (specify)
.................................................................................... [1 [] [1 [1 [1
.................................................................................... [1 [] [1 [1 111
...................................................................................... [1 [] [1 01 [1
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(Il) PLACE

() Products from your company are

delivered as per schedule to avoid

spoilage and wastage [] [] [ ] [T 11
(i)  Products from your company are

delivered at the right quantities at

at the right place at the right time 101 11 [ ] [] [1]
(iif) Products while under distribution

are stored in a manner that quality

is maintained [] [1] [] [ ] []
(iv) ‘Stale’ and expired products are

recalled for disposal in an

environmental friendly manner [T 11 [1 [] [1]

(v) Others (specify)

.............................................................................. (1 1 (1 [1 []
.............................................................................. (1 1 11 01 []
.............................................................................. (1 1 01 [1 [1

(IV) PROMOTION

»m @ 6 @ ()

(i) The promotion of your products

depicts environmental concern [ ] [ ] [ ] [ ] [ ]
(i) Your company and products sponsor

environmental conservation activities [ ] [] [] [] []
(iif) Promotion tools like posters, brochures

and booklets are made from biodegradable

and/reclyclable materials [] [] [] [1 11
(iv) The company participates in corporate social

responsibility activities (1 [1 I [1 11
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(v) The company promotes the culture of
saving energy, water and resourcesin it
operational activities

(vi) Others (specify)
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PART C

Please indicate the challenges that face your coynwaen turning ‘green’. Yes No
0] Financial costs of altering processes, productsiagie management [] []
(i) Consumer poor credibility of green products [ ] [ 1]
(i)  Consumer cynicism due to misleading or doubtfukgrelaims [] [ ]
(iv)  Lack of factual information about green marketing [] [ ]
(V) Company policies, regulations and culture 11 11
(vi)  Lack of government incentives [ 1] [ ]
(vii)  Your competitors [] []
(viii)  Your suppliers and purchasers [1 11
(ix)  Others(specify) [] [1]
[1 T[]
[1 [1]
(x) Do you have any suggestions/comments that you deebe important to this

study?

THANKS FOR YOUR CO-OPERATION AND TIME.
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Appendix lll: List of manufacturing pharmaceutical firms.

Beta Healthcare International
. Biodeal Laboratories. Ltd.
. Biomedical Co Ltd

. Cosmos Ltd

1

2

3

4

5. Dawa Pharmaceuticals Ltd.
6. E.P.Dis Kenya Ltd.
7. Elys Chemical Industries Ltd.
8. Gesto Pharmaceuticals Ltd.
9. Glaxo Smithkline.

10. Infusion Kenya Ltd.
11.Jaskam and Company Ltd.
12.Laboratory and Allied
13.Mac’s Pharmaceuticals Ltd.
14.Manhar Brothers Ltd.
15.Medivet Products Ltd.

16. Nairobi Enterprises Ltd.
17.Norbrook Kenya Ltd.
18.Novelty Manufacturing Ltd
19. Pharmaceuticals Manufacturing Ltd.
20.Regal Pharmaceuticals Ltd.
21. Sphinx Pharmaceuticals Ltd.
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