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ABSTRACT

Although environmental issues has influenced altivdies but very few academic
disciplines have inculcated green issues into thigrature. Even to date, it has not
been inculcated a must be taught subject in alltraismanagement and related higher
education level but one business area where ema@oh issues have received a great
deal of importance is marketing. Smart businessésuave accepted green marketing as
a part of their strategy. Though our understandibgut green marketing still is in the stage
of infancy, this study identifies and explores kégeas in relation to promote
green product that may be most relevant to botlolach and the practitioners of green

marketing.

The purpose of this study was to examine the extémgfreen marketing practices and its
influence on firm’s perfomances.To fulfil the obijees of this study, two research questions

were formed and a survey was conducted of ten keinbss enterprises in Kericho county.

The results indicate that the strategy is targeige mass market (no segmentation) and the
best effort is through branding of shops with disticolours. Findings also indicate that
green marketing strategies differ for each firm anel done for different reasons but most
dealers implement these strategies in order toiscgucompetitive advantage in the industry.
The financial benefits and the possibility of gamia competitive advantage are the foremost

incentives for implementing green measures.
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CHAPTER ONE: INTRODUCTION

1.1Background of the study
1.1.1 The concept of Green Marketing

According to the American Marketing Associatione@n marketing is the marketing of
products that are presumed to be environmentally §dus green marketing incorporates a
broad range of activities, including product mazhfion, changes to the production process,
packaging changes, as well as modifying advertistfeg defining green marketing is not a
simple task where several meanings intersect anttartict each other; an example of this
will be the existence of varying social, environrarand retail definitions attached to this

term.

Green marketing refers to the development andiltiigion of ecologically-safe products. It
refers to products and packages that have one or oiahe following characteristics: Are
less toxic, more durable, Contain reusable matedaimade of recyclable material. In short,

these are products considered “environmentallyarsiple”.

It can also be defined as, the application of margdools to facilitate exchanges that satisfy
organizational and individual goals in such a whgttthe preservation, protection and
conservation of the physical environment is uphkléncompasses all activities designed to
generate and facilitate any exchanges intendedtisfys human needs and wants, therefore it
ensures that the interest of the organization diniisaconsumers is protected, as voluntary
exchange will not take place unless the buyers saitbrs are mutually benefited. The
definition also includes the protection of natuzavironment by attempting to minimize the

detrimental impact; this exchange has on the enmient (Polonsky, 1994).

The environment’s role in business is profoundlyiobs, but easy to overlook. It provides

every business with its inputs, and a destinatimndll its outputs. It also provides the



business with the physical space within which p&rations occur. For businesses dealing
directly with environmental resources, such ascagfuire, tourism or oil, the importance of
the physical environment has always been appaBaietyin its present form and on its

current trajectory of development, however, cafosustained indefinitely.

The physical environment has limited resourceslaniied capacity to absorb pollution and
waste. The underlying cause of society’s curresugtainability relates to the way in which
economics and technology have come to dominatetlunking about business and the
environment. Conventional marketing within indussyery much a product of this techno-
economic perspective. This has created a ‘greytucellwhich is not sustainable and is
therefore terminal. To transform this into a ‘gresastainable culture, there is a need to
balance consideration of the economic and techimgécts and aspects of businesses with

understanding of their social and physical implmas.

It is now widely accepted that societies, economaesl the businesses within them need to
find a more sustainable path to for future develepinin the business world the vocabulary
of management was suddenly expanded by the discusdi ‘green consumers’, ‘green
markets’ and ‘green products’ and the practice edivironmental’ or ‘green marketing’,

(Ottoman and Miller, 1999).

Majority of the companies improving environmentakformance has, until recently, been a
question of legislative compliance and occasioaattions to external events and pressures.
It has only been companies in the front-line sectarch as oil, chemicals, power and cars
that have gone beyond a reactive and tactical appréo green issues. However, by early
1990s a shift away from a technical-compliancerted approach towards a more proactive

green strategy orientation was noticed. Companieie wncreasingly pursuing competitive



advantage and product differentiation by increasmvgstment in environmental marketing,

green design and improving overall corporate eatepmance, (Polonsky, 1994).

In addition to these externally motivated chandles,realization is dawning within industry
that sustainability will not be reached simply benthnd-pull from the market and
compliance-push from the regulators. The changatsate needed to safeguard the future of
the environment and the economy must partly beedrfivom the business community, which
means they must proactively integrate eco-perfoomaimto the strategies, systems and

cultures of the organization.

Biopesticides are non toxic and naturally occursn@stances that help to control pests. The
usage of biopesticides is growing worldwide at mupriessive rate of 20% as they are now
considered a viable alternative for chemical petg® Increasing concerns about
environment pollution and toxic residual effects dfemical pesticides are driving the
demand for biopesticides. Major global agrochenscahpanies such as Dow Agrochemicals
are investing in the development of biopesticide=lpcts. At present, biopesticides cover
more than 2% of the global pesticides market arelr tehare is expected to increase
tremendously in the next five years. Under thisesaesh; global biopesticides market is
forecasted for 2010 — 2015 on the basis of prodaots geographies along with emerging

trends and winning imperative analysis, (Intel 1,98deen Consumer Report).

A green marketing approach in the product area ptesthe integration of environmental
issues into all aspects of the corporate activitiemn strategy formulation, planning, re-

engineering in production process and dealing wathisumers.

To remain competitive within the challenge thrown the environment protectionists, the

companies will have to find answer through theirrketing strategies, product & service



redesign, customer handling etc. in this endedwcbmpanies may go for new technologies
for handling waste, sewage and air pollution; it g@ for product standardization to ensure

environmentally safe products; by providing trubtural products.

1.1.2 Firms’ performance

In an increasingly competitive globalized businessld, radical innovation is central to the
prosperous growth of firms. Indeed; radical innawatcan render corporate giants extinct
and transforms small start-ups into multinationgbeystars. Innovative firms are similar in
important ways: they share the same cultural pastand attitudes, despite differences in
location. Organizations measure their performamrentimerous reasons. The major ones

being:

Improvement: By tracking performance, companies can spot—arainptly address—
problems such as declining customer loyalty, flatig profits, or defections of talented

employees.

Planning and forecasting: Performance measurement serves as a progress-carakling
organizations to determine whether they're meetiteyr goals and whether they need to

revise their budgets and forecasts.

Competition: When companies compare their performance agaiest fivals' and against
industry benchmarks, they can identify weak aread address them to sharpen their

competitive edge.

Reward: By knowing how much employees have excelled ineathg goals, managers can

distribute performance-based incentives and rewaidy to their direct reports.



Regulatory and standards complianceMany companies measure performance in order to

comply with government regulations (such as aniipioin laws) or international standards

(for instance, ISO 9000).In its simplest terms, sugmg performance means assessing

business results to: (1) determine how effecticerapany's strategies and operations are and

(2) make changes to address shortfalls and otléitgms.

Companies measure their performance using diffenegthods and criteria. However, in

many organizations, performance management eebaisining the results generated by key

business activities, using specifierformance metrics (also known as measures). For each

business activity, there are numerous possibleicsetr

Table 1.1: Perfomance metrics for various businesisities.

Business Activity

Possible Performance Metrics

Financt

Profit margin (percentage of every dollar
sales that contributes to the company's bof
line)

Revenues

Marketing

Market share

Customer profitability

Production

Number of units manufactured within
specific time period
Number of items shipped on time

Machine changeover time

Sale:

Percentage of customer visits or phone ¢
that generate sales

Percentage increase in sales over prev
quarter or year

Percentage of customers retained this perig

tom

jous

d




Customer Servic « Number of customer complail

» Service-call response time

Purchasing « Vendors' ability to provide services pr
materials on time

» Defect rate of vendors' products

Quality « Product vyield: ratio of good products
produced to total products started into
production

» Defect rates of a key process

Human Resourc «  Workforce turnove

* Absenteeism rates

Table 1.1: source; "Perfomance Measurement in S8emusinesses” by Lin Fitzgeral.

It is imperative that measures be selected foasdns where they are most appropriate. This
is particularly true in changing times as boundadmong the firm's various functional areas
dissolve, and effective supply chain managementires evolving responsibilities and
accountabilities. Choosing measures that meet émergl call for characteristics such as
reliability, observability, and ease of capture am sufficient to guide measure selection.
Measures must be consistent with the specific nedfdshe firm and be capable of

communicating to those within the organization wigat of performance is desired.

One way firms differentiate themselves in the mipleee is through their goals, and those
goals determine the nature of firm operationsum,tthese goals affect the type of measures
the firm should select for its logistics systemeTpptential exists for a disconnect between
the logistics organization’s measurement needs thadinformation reporting capabilities

covering performance measures chosen by the fist.ak referring to a thermometer for a



humidity reading is misguided, consulting a logistperformance measure for information it

is incapable of reporting is similarly unproductive

Performance measures can be grouped into two byses: those that relate to results
(outputs or outcomes such as competitiveness andial performance) and those that focus
on the determinants of the results (inputs suctuadity, flexibility, resource utilization, and

innovation). This suggests that performance measemeframeworks can be built around the

concepts of results and determinants, (Boyd, 1997).

1.1.3 The Agrochemical industry in Kenya

The agrochemical industry sales has been expamedioly year due to the rapid expansion of
farming area and changes in technology from sursist to modern commercial farming.
This has necessitated entry of many players (esihedsian companies) and thus stiff

competition, (AAK, 2011).

The most notable factors in the past years aresttioag growth in dollar terms recorded by
all the leading companies in the industry, and #ist Syngenta overtook Bayer to regain the
leading position in the industry. In addition toganic growth, several medium sized
companies were again involved in a number of adipis from 2007 through to 2009,

which has also enhanced their sales performan@9® in comparison with the previous

year,(Farmlink,2010).

Over the last few years merger and acquisitionvigtivithin the agrochemical industry has
been driven by the medium and smaller sized conegaseeking to reposition their activities
in response to the position of the six major R &lilven companies that lead the industry.
Recent moves have been driven by strategies aimiapaoving the distribution capability

and the product portfolios of these operations, 20@B saw a continuation of this trend.



The western part of the country is very vibranagriculture and has always been referred to
as the country’s ‘Food basket’ and thus the amotipeesticides used in the area is massive.
The general trend used by most companies is toiippey distributors who will manage the
distribution of the products within the allocatesdritory with support from company sales

representatives.

The major crops in the area include: Cereals, \&ajes$, Horticulture, Sugarcane, Tea,
Flowers and forestry. The vast agriculture natufethe area has seen a fast influx of
agrochemical players in the area in order to irswetheir sales. This can be noted by
stationing of sales representatives by companigbhdénarea so that they can build on their

marketing network, (Moa, 2010).

1.2 Statement of the problem

There is growing interest among the consumers\al ¢the world regarding protection of
environment. Worldwide evidence indicates peopéecamcerned about the environment and
are changing their behavior. As a result of thigeg marketing has emerged which speaks
for growing market for sustainable and sociallypassible products and services. As
resources are limited and human wants are unlimiteld important for the marketers to
utilize the resources efficiently without waste wasgll as to achieve the organization's

objective, (Menon, 1997).

In Kenya, the agrochemical industry plays a pivotdé in that crop loss due to pests and
diseases is above 50% and thus the industry ensuobslosses are minimized. It provides
massive employment to Kenyans in terms of procung¢merocessing, research, sales and
marketing of pesticides. Due to intense competitiomike the past where there were few

players, many firms are striving to distinguishitbelves in order to win the market. Such



has been noted through increased creative advediss (print, radio & TV), increasing the

field workforce and supporting social projects.

There is need to determine how best to adopt Gnesrketing strategies in order to boost
firm’s sales. The firms’ growth will result in theverall agrochemical industry success and

thus alternative employment for majority of Kenyamsl thus help reduce unemployment.

If a paradigm shift from conventional to green naitkg occurs, corporations will need to
incorporate sustainability into their strategiegisk being left behind (Grant,2008).1t will be

important for organizations and marketers to bel-waised on the subject and have a
thorough understanding of green marketing and howan create value. Present Green
marketing studies have focused on the strategies Have been employed in the
telecommunication sector (Prakash 2002), electrordastry (Grant, 2008) and petroleum

industry (Menon, 2003).

This study focused on the influence of Green Mankestrategies employed by agrochemical
firms on the performance of agrostockists in Kesi€@ounty with an attempt to bridge the

gap from other studies by seeking answers to th@nfimg research questions:

0] What are the GM strategies used by the Agrochenficak in Kericho

county?

(i) How do the GM strategies affect the sales of tirediand stockists?

1.3 Objectives of the study

The objectives of the study were:

() To determine the Green Marketing practices ubgdagrochemical firms in Kericho

county.



(ilTo establish the influence of Green Marketingagegies on the sales performance of

Agrochemical stockists.

1.4 Value of the study

There has been little attempt to academically emarenvironmental or green marketing. For
the Kenyan case, there has been no much work domg &M and thus academicians and
scholars will use the study findings as a sourceetg#frence for other researches. In addition,
academic researchers may need the study findingsnoilate further research and like any

other research, it will yield new information antt as a resource material for other readers.

The current study seeks to raise ideas and issubg ihope that the various stakeholders and
persons involved directly addressing issues relatadarketing in the Kenyan industry will
continue with the discussion. The management ottiemical companies will gain a better
understanding of the current GM approaches to supgp@rall marketing strategy and the
impact it has on the performance of the whole fi@n.the basis of the findings of the study,
the management of the firms will implement decisieam GM marketing from an informed

position.

This will help firms to focus on the different degies and other activities inside the
organization which enables them to properly andccassfully implement green marketing
and connect with their green consumer. Above taltan also help to analyze the different
positive impact of green marketing in terms of fin@l and non-financial performance and
achievements of companies, particularly in thisustdy that is directly connected or

concerned with the environment.

The final analysis should assist the industry pisyie determining whether to modify or

maintain their marketing campaigns.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

Green marketing concept is fairly young and as rssequence it has not been extensively
explored or research yet (Grant, 2007; Hartman &néz, 2006; Baker & Sinkula,
2005).Many corporations have implemented some foirigreen initiative but very few have
actually established an enterprise-level greernegya As much as it may vary depending on
industry and possibly by individual business, eaaboption of a formalized and well-
articulated green strategy can allow companiesofffortunity of a competitive advantage

(Olson,2008)

To define green marketing is not a simple taski¢hainology used in this area has varied, it
includes: Green marketing, Environmental marketind Ecological marketing. While green
marketing came into prominence in the late 1980% early 1990s, it was first discussed

much eatrlier.

This chapter will look at the genesis, evolutiord atevelopment of green marketing also

laying an emphasis on past research studies arsd gap

2.2 Green marketing evolution.

The term Green Marketing came into prominence @ ltte 1980s and early 1990s. The
American Marketing Association (AMA) held the finsbrkshop on "Ecological Marketing"
in 1975. The proceedings of this workshop resultedne of the first books on green

marketing entitled "Ecological Marketing".

The first wave of Green Marketing occurred in th&8as when Corporate Social
Responsibility (CSR) Reports started with the iceam seller Ben & Jerry's where the

financial report was supplemented by a greater vishe company's environmental impact.



In 1987 a document prepared by the World Commiseioiienvironment and Development
defined sustainable development as meeting “thdsegthe present without compromising
the ability of future generations to meet their oweed”, this became known as the
Brundtland report and was another step towards spidad thinking on sustainability in
everyday activity. Two tangible milestones for wavef green marketing came in the form
of published books, both of which were called Grbtarketing. They were by Peattie (1992)

in the United Kingdom and Ottman (1993) in the EdiStates of America.

The term green consumer was first coined and use@rnlyvironmental consultant John
Elkington in 1986, while green consumerism was ¢d@d into the market place in
September of 1988, together with the Green Shopp¥egk and the publication of The
Green Consumer Guide. The said event had consldaradia impact, and was followed by
another promotion in 1989 and other publicatioriee Tampaign started a widespread feeling
of public concern generated by a succession of@mviental scares in the media, at the same

time help to empower ordinary people to take act@inild, 1999).

Green consumers focus on availing green brand.rnGesnd is one that offers a vial eco-
advantage over the incumbents and which consegquappleals to those who are willing to
making green a high priority. There are strong greends targeting both retail consumers

and also B2B customers (Grant, 2008).

The rate of environmental degradation has intewifiThe nineteenth century brought the
first large scale pollution as companies gearedanisdves to produce goods as fast as
possible, with virtual disregard for human or eammental well-being. Nations battled for
industrial supremacy using raw materials and angapollution at a staggering rate. As

countries became economically stronger, competidilsio grew. More efficient production



methods were employed, and few companies, if aaye @ thought to the impact they were
having on their surroundings. With the increasevater pollution from the chemical works,
and air pollution from the iron and steel industoguns and cities began to pay the price for

high industrial productivity, (Turner, 1996).

As the 1980s progressed, it became increasingdyr ¢hat, although the starkest predictions
of resource depletion and population explosionfaddd to materialize, all was far from well

with the planet. A number of published analysethefenvironment showed that according to
a wide range of indicators, the environment was ingnunder increasing stress. Concern
among consumers and the electorate began to mwitihtthe inevitable consequence being
that environmental issues moved from the fringeth&center of the business and political

agenda, (Porter, 1995).

The past decade has shown that harnessing conpamver to effect positive environmental
change is far easier said than done. The so-c&ietn consumer” movements in the U.S.
and other countries have struggled to reach crititass and to remain in the forefront of
shoppers' minds. While public opinion polls takeince the late 1980s have shown
consistently that a significant percentage of corems in the U.S. and elsewhere profess a
strong willingness to favor environmentally consmgroducts and companies, consumers'
efforts to do so in real life have remained sketetybest. One of green marketing's
challenges is the lack of standards or public cosise about what constitutes "green”,

(Makower, 1990).
2.3 Green Washing

The menace of Greenwashing, according to oxfordtiosiary is “disinformation
disseminated by an organization so as to presergnaironmentally responsible public

image.”



The normal business operations of every businessitably have an impact on the
environment. With consumers becoming increasinglyscious and critical of any negative
environmental impacts, you don’'t have to look hi@rdind examples of companies that have
gone green in an effort to persuade consumerstliegtre doing all they can for mother

Earth.

The challenge consumers take on (with varying e\l diligence) is to identify which
companies are authentically green, and which apo#ters guilty of ‘Greenwashing’. With

regard to this, companies can be classified inndest of Greenwashing continuum:

GREENWASHING< > AUTHENTIC GREEN

Companies that have publicly made To achieve this status, a company would have
Vague, misleading or unsubstantiated launched legitimate green initiat.

&irrelevant claims about their green Initiatives.

Fig 2.1 Greenwashing continuuf@ource; Torque customer strategy publication, E€668).

The Greenwashing index was announced at the 200Clishate change conference held at
Bali, Indonesia with an objective to eradicate badironmental marketing claims and at the
same time shine a positive light on companies ngpkiteasurable reduction in carbon

emissions related to climate change. Experts utgedcconsumers and the industries to be
ever vigilant in preventing Greenwashing. Theydedd that one of the major factors that led
to Greenwashing was the absence of a central agencgrtify the green credentials of a

firm. This allowed companies, even those with goestble green credentials to step forward

and call themselves green.



2.4 Green marketing approaches

Although no consumer product has a zero impacherehvironment, in business, the terms
“green product” and “environmental product” aredisemmonly to describe those that strive
to protect or enhance the natural environment hyserving energy and/or resources and
reducing or eliminating use of toxic agents, padinf and waste. Greener, more sustainable
products need to dramatically increase the prodtitiof natural resources, follow
biological/ cyclical production models, encouragematerialization, and reinvest in and

contribute to the planet’s “natural” capital, (Losi 2002).

Many people believe that green marketing referglgdb the promotion or advertising of
products with environmental characteristics. Geherderms like Phosphate Free,
Recyclable, Refillable, Ozone Friendly, and Enviremtally Friendly are some of the things

consumers most often associate with green marke®im, 1997).

In general green marketing is a much broader cdanoege that can be applied to consumer
goods, industrial goods and even services. For plegmaround the world there are resorts
that are beginning to promote themselves as "edstol facilities, i.e., facilities that
specialize in experiencing nature or operating fashion that minimizes their environmental
impact. Thus green marketing incorporates a br@adjeg of activities, including product
modification, changes to the production processkaging changes, as well as modifying

advertising.

When looking through the literature there are s@veuggested reasons for firms increased
use of Green Marketing. Five possible reasonssfell@ws:
First, Organizations perceive environmental marketo be an opportunity that can be used

to achieve its objectives. Secondly, Organizatiogigeve they have a moral obligation to be



more socially responsible. Governmental bodies faeing firms to become more

responsible. The other reason could be due to Cutofse environmental activities pressure
firms to change their environmental marketing atiéis. Finally, cost factors associated with
waste disposal or reductions in material usagesfoftms to modify their behavior, (Ottman,

2006).

There are numerous examples of firms who haveestrto become more environmentally
responsible, in an attempt to better satisfy tbeirsumer need. McDonald's replaced its clam
shell packaging with waxed paper because of inedansumer concern relating to
polystyrene production and Ozone depletion. Xemtxoduced a "high quality" recycled
photocopier paper in an attempt to satisfy the delweaof firms for less environmentally

harmful products (Chopra, 2007).

This is not to imply that all firms who have undd®n environmental marketing activities
actually improve their behavior. In some casesditmve misled consumers in an attempt to
gain market share. In other cases firms have jumpedhe green bandwagon without
considering the accuracy of their behavior, thiimas, or the effectiveness of their products.
This lack of consideration of the true "greennesfsactivities may result in firms making

false or misleading green marketing claims, (Wdrg§6).

Since the mid-nineties environmental legislatios creased, leading to a higher level of
awareness of environmental issues in the busir@ssnanity and many corporations being
required to consider these issues in their stratgd@anning in order to meet stricter

environmental standards (Olson, 2008).

Regardless of legislation and standards many pewplealling for corporations in general to

take more responsibility for their actions and tdossequences thereof. One objective of a



marketing strategy is to optimize the marketing mixelation to the wants and needs of the
target market. Data from the targeted businessuroness can provide valuable input for the
decision making process. Mass-undifferentiated etarg will often fail to ensure customer
satisfaction and profit and that segmenting theketaprovides a more realistic market
interpretation (Fuller, 1999).

From an organizational standpoint, environmentakaterations should be integrated into all
aspects of marketing — new product development @rmunications and all points in
between. The holistic nature of green also suggestsbesides suppliers and retailers new
stakeholders be enlisted, including educators, neesnbf the community, regulators, and
NGOs. Environmental issues should be balanced mitmary customer needs, (Ottman,
1998).

In true green marketing, environmental issues becamoverriding strategic corporate focus
rather than simply one strategic action”. When fiogna green marketing strategy it is
important to realize that, just as in conventiomarketing, there is no single strategy that
will work for all companies (Ginsberg & Bloom, 2Q0Ruller, 1999).Instead each company
must examine what strategy will work best dependingits own individual objectives,

resources, target market and competitive condit{Basonsky, 2001).
2.5 Implementing GM Strategies

Implementing a GM strategy requires a fundamemialistic, integrated approach across all
functional marketing areas, including the entirerkating mix of targeting, pricing, design,
positioning and promotion (Rosenberg, 2001).Onlynpanies that are truly committed to
environmental concerns and are willing to transldtese concerns into action through

marketing mix decisions can develop viable Greerkatiang strategies ( Fuller,1999).



Environmentally superior strategies exist, whicin caeate a competitive advantage by
stimulating innovation and tapping into consumemasyns, (Porte,1995).Worldwide
corporate practices suggest that a competitiverddga can indeed be earned and companies
not implementing a GM strategy will be viewed asampetitive,unresponsive,and out of

touch with emerging global markets,(Elkington & lEul994).

However, others argue that greening strategy ficdit to do in practice (Walley &
Whitehead,1994).Managers need strategies thatfeoramsenvironmental investments into
sources of competitive advantage by optimizing ébenomic return on their investments,
(Orsato,2006).

Ginsberg and Bloom (2004) have come to the cormtushiat there is no single GM strategy
that is right for all corporations. They have dewsld four strategies that range from
relatively passive and silent “lean green” appro@ch more visible and aggressive “extreme

green” approach; in between are “defensive gread™ahaded green”.

The Green Marketing Matrix is illustrated below;

g N
High DEFENSIVE EXTREME
GREEN GREEN
SUBSTANTIALITY N J
OF GREEN MARKET N [
SEGMENTS LEAN SHADED
GREEN GREEN
Low ! - N\
Low High
DIFFERENTIABILITY
N@REENNESS

Fig 2.2: Source; The Green Marketing Strategy MatfiChoosing the Right Green

Marketing Strategy”



These green marketing strategies should be defieed the likely size of the green market
in their industry and the company’s ability to diféntiate their products based on greenness,

(Ginsberg and Bloom, 2004).

Lean Green: Companies with this strategy do not emphasizeigalrlg or marketing their
green initiatives even though they make effortying to be good corporate citizens. Their
interest lies in reducing costs and improving éfficies through pro-environmental
activities, thus creating a lower-cost competitagvantage, not a green one. For companies
such as these, substantial amounts of money ard¢onbé made from the green market
segments. Instead; the main drive is to comply wébulations and finding pre-emptive
solutions in the long term. Concerned with beingihe a higher standard which they cannot
always live up to or differentiate themselves froompetitors, Lean green initiatives may
cause all products to be labelled as green whichmoabe beneficial and therefore, creating

a separate brand for environmentally friendly paidus a safer approach.

Defensive Green: This strategy uses green marketing in response torisis, as a

precautionary measure, or a response to actions madompetitors. Defensive greens have
identified green market segments as important coessl that they cannot afford to alienate
and will attempt to mitigate damage and enhancadmmage. They do not spend resources
on aggressive promotion of greenness as this worddte expectations that they cannot

meet, unless it would yield a sustainable competiéidvantage.

Shaded Green: Shaded greens make substantial financial and inandial commitments by
investing in long-term, system wide, environmentdtiendly processes. These companies

are capable of significantly differentiating theiwes and gaining competitive advantage



through greenness, but choose not to do so ascdreynake more money by highlighting

other attributes. Environmental features are prechas secondary benefits.

Extreme Green: These types of companies are based on holistiosuphies and values,
fully integrating environmental issues into the ihess and product life-cycle. Greenness has
often been the major driving force behind these mames from the very beginning. They
engage in life-cycle pricing approaches, total-jyaknvironmental management and
manufacturing for the environment. Extreme Gregmsducts and services usually serve

niche markets.

2.6 Conclusion

In essence, there is no definition of "how goodasd enough" when it comes to a product or
company making green marketing claims. This lackarfsensus—by consumers, marketers,
activists, regulators, and influential people—hdswsd the growth of green products,

because companies are often reluctant to promeie gheen attributes, and consumers are

often skeptical about claims.

Despite these challenges, green marketing hasncaatito gain adherents, particularly in
light of growing global concern about climate changhis concern has led more companies
to advertise their commitment to reduce their ctenanpacts, and the effect this is having on

their products and services.

Lack of proper knowledge by consumers about enwmemtal issues, sometime causes
problem for companies to present their productamarket place as high percentage of
customers still feel that environmental productsndd work as well as conventional one;

some time though the consumers are well aware abpatticular issue, they are not willing



to pay a premium price for a green product. It @ppethat consumers are not overly
committed to improve their environment and

may be looking to lay too much responsibility odustries and government (Smithe, 1998).

All types of consumers, both individual and indisdtare becoming more concerned and
aware about the natural environment. As demandsgehanany firms see these changes as
an opportunity to be exploited. It can be assumleat firms marketing goods with
environmental characteristics will have a compeditadvantage over firms marketing non-

environmentally responsible alternatives.



CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Research Design
A survey design was undertaken to accomplish tbgearch. The basic idea behind this

methodology is to measure variables by asking mdgats questions and then to examine
relationships among the variables thus surveysnattéo capture attitude or patterns of past

behavior (Fowler, 1993).

A survey research presents all subjects with adstaived stimulus, and so goes a long way
toward eliminating unreliability in the researcaybservations. Careful wording, format and

content reduce significantly the subject's own Liziodity (Kosecoff, 1985).

The researcher was able to administer the dateatimh tools to the respondents in their

business premises with relative ease, and thug@blehieve maximum response rate.

3.2 Population

The target population consisted of 10 (ten) digtob agrovet stockists within Kericho
County. These are appointed shops (by manufacjumaenly doing distribution of
agrochemicals to the other small agrovets in tlyggore The researcher utilized ministry of
agriculture database which classifies the seveyavets as being dealer or retailer (M.0.A,
2010) in the selection category. There was no samplk the entire population was involved,

thus the study was a census.

3.3 Data collection

Primary data was collected from the General Marsgéthe agrovet stockists with the aid
of structured questionnaires that was both opaeuitifig free response) and close-ended (Yes
or No). The questionnaire was structured in twormparts. Part A captured the background

information of the respondents and their businesgeseas part B included information on



pertinent issues touching on the objectives ofstiiely. The researcher called and scheduled
visits to the shops by making appointments earlipasscertain availability of the concerned

manager.

A proper sequence of questions was used to rettecehtances of individual questions being
misunderstood. The questions sequence was cleasmanothing moving meaning questions

that were easy to answer were put in the beginning.

The researcher adopted questionnaires as a resgalettion tool because they are cheap
and easy to administer. Data obtained by use oftmumnaires are also easy to arrange and
analyze because the researcher does not needptoybieally present when the respondents
are filing the questionnaires hence providing thespondents with free conducive

atmosphere to fill the questionnaires (Fowler, 3993

3.4 Data Analysis and Presentation

Once data collection was complete, data cleanidgcading was done. Then the refined data
was analyzed using descriptive statistics whichuihe, frequencies, percentages, mean
scores and standard deviations. Statistics enabBnimgful description of a distribution of
scores or measurements using a few indices, (Mug&a€o9).

Frequency distributions were used to analyze deapdyc characteristics, the extent of
dealer involvement in Green marketing and the magasons for implementing such
strategies. Likert scales were used to establishniiportance of GM strategies and its effect

on the firms’ sales performance.



CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 Introduction

This chapter covers the findings of the researath @malysis of data. The study targeted
distributor agrovets within Kericho County and asidd a 100 % response rate. The
objectives of the study were to determine the Gr®tarketing practices employed by

Kenyan agrochemical firms and its influence onlgiis’ performance.

4.2 Background information of the study

In order to understand and qualify the respondghntkey fit the target category), the study
sought some background information including theatmn of the agrovet, period of

existence of the firm and average sales during pedkoff-peak periods.

The agrovet stockists that were involved in thedgtwere located in different areas in
Kericho County; Litein, Sotik, Chepseon and Belguib-counties. These shops are located in
different areas across the county and it couldefioee mean that the findings of the study

were representative of the position in the county.

The study also captured the period of existencthefagrovets in the counties. The study
revealed that 50% of the respondents had operatetidre than 8 years and only 10% had
been in the region for a year. From these resoitsst of the agrovet stockists had over 5
years of existence, this means that the stockedsbeen in existence long enough to present
reliable results on the green marketing strategiebs performance of the Agrovet. Table 4.1

shows the results;



Table 4.1: Distribution of Agrovets by years of exdtence

Years of experience Frequency (n) Percentage (%)
1-2 Years 1 10

3-5 Years 1 10

6-8 Year: 3 3C

Over 8 Year 5 5C

Total 10 100

(Source: Survey Data)

The study captured the average sales of the Agrswaeikists during peak and off peak
periods by questioning the daily sales values dutis two seasons and the length of each
season in a year. From the results, during off gealods which last for 4 months, 10% of
the firms had daily sales of over 450,000 shilling@% had daily sales of between 150,000

and 450,000 shillings and 40% had daily sales tfié&en 50,000 and 100,000 shillings.

Table 4.2: Daily sales in Kenya shillings of the Aigvets during off-peak season

Average Daily sales (Ksh) Frequency Percentage
Less than 50,0( 3 30

50,000 to 150,0¢ 4 40

150,00:- 450,00( 2 20

Over 450,00 1 10

Total 10 100

(Source: Survey Data)



The study also investigated the daily sales dupeak periods which lasts for 8 months, the
average daily sales were as; total of 40% agrdwedsdaily sales of between 1 million to 1.5
million, 30% agrovet had between 0.5 million andnillion shillings in daily sales during

peak periods, 20% had over 1.5 million on averagelaily sales and lastly 10% of the

agrovets had sales less than Ksh 250,000.Theseselishown in table 4.3 below;

Table 4.3 Average daily sales during peak periods

Average Daily sales (Ksh) Frequency Percentage
Less than 250,0( 1 1C

500,00(- 1,000,001 3 3C

1,000,000 — 1,500,000 4 40

Over 1,500,000 2 20

Total 10 100

(Source: Survey Data)

This portrays a clear picture that business is foghthe peak (8 months) unlike the off-peak
(4 months) seasons during the year. The peak séasonfrom March when long rains start

and continues throughout the planting season uptnwhe rains subside in October. Green
marketing efforts should target the peak seasandar to achieve maximum results and high

sales returns.

4.3 Green marketing strategies

The first objective of the study was to determime ¢urrent Green Marketing practices used
by the Kenyan agrochemical firms. The researcheagateby first enquiring from the

respondents the extent to which they were involivedny manufacturer's program geared



towards Green marketing. From the results, majaitysisting of 60% of the agrovets were
extensively involved in such programs, 20% of theosets were very intensively involved

while only 20% were a bit intensively involved. Ale shops were involved in one way or
another with Green marketing initiatives, this sediat the concept is gaining ground in the

county.

The table 4.4 below summarizes the results;

Table 4.4: Extent of Stockists’ involvement in GM Bategies

Extent of Involvement in GM Frequency Percentage
Very extensively 2 20
Extensively 6 60

A bit extensive 2 20

Not at all 0 0

Total 10 100

(Source: Survey Data)

The study further sought to know the reasons wieyafrovet stockists decided to join the
manufacturers programs geared towards Green Magkefhe researcher therefore asked the

respondents to explain the reasons for them engagiGreen Marketing.

A total of 80% of agrovets engaged in manufactuedicrts geared towards Green marketing
did so because it increased the revenue of thenimag#on, while 10% did so as a good public
relations practice and 10% said that they did dalose of ease in marketing of green products

due to its uniqueness. Table 4.5 below shows thdtes



Table 4.5: Reasons for engaging in Green marketingfforts

Reason Frequency Percentage
It increases revenue of our organiza 8 80

It is a good public relations pract 1 10

Ease in marketing of green products 1 10

It is in line with corporate social responsibilgief our| O 0
organization

(Source: Survey Data)

The other study findings showed that 60% of the@adents were not stocking new products
prior to joining Green marketing initiatives. Indition, 80% of the organizations had added
new products into their stores since they starteghging in green marketing while only 20%

had not seen any change in their line of their pet&l This results show that green marketing
has the effect of improving the amount and varatgoods stocked in the agrovets. This is

an indicator that GM strategies can positivelyuafice firms’ performance.

The study concluded by investigating how the stsiskrate the importance of the various
green marketing initiatives using a five point scalhe marketing strategies questioned were
branding of outlets with GM identification colourand Logos, training of counter
sales/Distributors staff on Environmental safetickipg up of used containers to avoid
environment contamination, a reverse logistic sysend annual Rebate on volumes of

Green products sold.

The respondents view on the strategies employadd;aut most of the respondents (50 %)
preferred branding of the outlets with GM identifion colours and Logos as a very

important strategy. For the organizations, trainwfgcounter sales/Distributors staff on



Environmental safety was very important according 20% of the respondents, 60%

considered it as important and 20% said it was somvemportant.

The studied agrovets also engaged in picking upsefl containers to avoid environmental
contamination. A total of 30% of the firms saidttliais strategy was very important, 40%

viewed it as an important tactic and 30% said tiigtstrategy was just slightly important.

Lastly, the respondents had a divergent view onuahmebates for volumes of Green
products sold as a green marketing strategy. A t6té0% approved of this strategy as very

important, 40% said that this strategy was imparéeam 20% considered it as just important.

This is an eye-opener in the sense that green mragkshould entail the application of
marketing tools to facilitate exchanges that satisfianizational and individual goals in such
a way that the preservation, protection and cordéenv of the physical environment is
upheld. It should entail all activities that gerierand facilitate any exchanges intended to
satisfy human needs and wants, therefore ensuratghe interest of the organization and all
its consumers is protected, as voluntary exchantienet take place unless the buyers and

sellers are mutually benefited.

Agrochemical firms should include the protection thie natural environment in their
marketing campaigns and by attempting to minimieedetrimental impact its activities may

have on the environment. The results are presemte¢able 4.6;



Table 4.6 Green marketing strategies used in the ganizations

GREEN MARKETING | Very Important Somehow Slightly Unimportant
STRATEGIES important Important unimportant

ne % ne % ne % na % ne %
Branding of Outlet with 5 50 4 40 1 10 0 0 0 0
GM identification colours and
Logos.
Training of counter 2 20 6 60 2 20 0 0 0 0
sales/Distributors staff on
Environmental safety.
Picking up of used 3 3C 4 4C 3 3C 0 0 0 0
containers to avoid environment
contamination. A reverse logistiq
system.
Annual Rebate on volumes of | 4 40 4 40 2 20 0 0 0 0
Green products sold.

Key: no. — Number, % - Percentage

(Source: Survey Data)

4.4 The influence of GM strategies on the performare of AgroStockists

The second and final objective of the study wasntestigate the influence of the green

marketing strategies on the performance of the #tgakists in Kericho County. The enquiry

began by first asking the respondents the influg¢haegreen marketing strategies has had on

the revenue of their firms since their adoption.

From the results, 90% of the respondents confirthatl their revenue have increased after

they engaged in Green marketing initiatives. Thasuits show that adoption of green

marketing increased the revenue of the agrovekistiscin Kericho County and is also an

indication that green marketing efforts if they sl implemented can boost firm’s sales.




The study further sought to know the perceptiontled stockists on green marketing
strategies. This was done to establish how thew \"@everal aspects such as competitive
advantage, competition pressure and corporate |smEsaonsibility of the Agrochemical

firms. For each question, the score of the respusdeere summed up and divided by the

total number of respondents to give mean score.

A mean score greater than 3.5 meant that Greenddlagkstrategies influenced performance
as captured in the question.All the statementsnh@an scores greater than 3.5 meaning that
GM had enabled the agrovet stockists to achieveompetitive advantage leading to
achieving more sales, easing competition pressbgekeeping away competitors and

achieving corporate social responsibilities. Thigswdone using a 4 point likert scale as

presented on table 4.7.

Table 4.7 Effects of green marketing strategies adifferent performance

Effects of adopting green| Strongly Agree Disagree| Strongly | Mean
Agree Disagree | response

marketing on performance o % o 1% o T% o 1%

Since adopting GM practices W& 3C 4 4C |3 3C 0 0 4

have had some competitive

advantage leading to achieve more

sales

Since adopting GM practicest 40 4 40 | 2 20 0 0 4.2

Competitive pressure has reduced

Since adoption of green marketing 50 4 40 | 1 10 0 0 |44

strategies we have achieved

corporate social responsibilities.

Key: no. — Number, % - Percentage

(Source: Survey Data)




CHAPTER FIVE: DISCUSSION AND CONCLUSIONS

5.1 Introduction

This chapter presents summary of the findings, drawonclusion and presents
recommendations on the findings of the study. Thiapter further gives recommendations

for further study.

5.2 Summary and Conclusions

The study involved 10 distributor agrovet stockistKericho County. From these results,

most of the agrovet stockists had over 3 yearsstence, this means that the stockists had
been in existence long enough to present reli@selts on the green marketing strategies and
performance of the Agrovet.The agrovets had moerame daily sales during peak periods

compared to the off peak periods.

The study found that the majority of the agrovetsavextensively involved in manufactures
programs geared towards Green Marketing with d tft&0% being extensively involved
and 80%of the respondents did so because it irexlethe revenue of the organization. This

illustrates that GM is becoming a vital tool in iketing of agrochemical products.

The study also found that engaging in Green Mankesitrategies increased the chances of
stocking green products since a total of 60% adreweckiest were not stocking green
products earlier but after engaging in the GM sgags all of them were stocking green
products. Consequently, the total number of praitiey stocked also increased; with a total
of 80% of the organizations having added new prtsdimto their stores after participating in

Green marketing tactics.



The second and final objective of the study wasnt@stigate the influence of the green
marketing strategies on the performance of the #tguakists in Kericho County. A total of

90%of the firms had their sales / revenue increasece they adopted the green marketing
strategies. Green marketing efforts had enabledgnevet stockists to achieve competitive
advantage leading to achieving more sales, easingpetition pressures by keeping away

competitors and achieving good public image/refetio

The study found that the major GM strategies engdoywere branding of outlets with GM
identification colours and Logos and training ofunter sales/Distributors staff on
Environmental safety. Adoption of these stratediesd to different outcomes such as
improved sales and revenue, achieving competitoariage leading to achieving more
sales, easing competitive pressures by keeping awmpetitors and achieving corporate

social responsibilities.

Therefore, Agro-Firms in order to succeed in tlgggen marketing strategies they should
incorporate a broad range of activities, includipgpduct modification, changes to the
production process, packaging changes, as well adifying advertising. Creativity is of
essence in order to reach and appeal to the targedet especially now that consumers are
more environmental conscious. Green marketing ptesan opportunity for firms to

differentiate their offerings along this line.

A green marketing approach in the product area ptesithe integration of environmental
issues into all aspects of the corporate activitiesm strategy formulation, planning, re-

engineering in production process and dealing thighconsumers.



5.3 Recommendations

5.3.1 Recommendations for policy and practice

The study recommends that the government should te&d through the ministry of
agriculture in sensitizing the agrovet stockiesttiog importance of green products so that

more and more outlets see the need to engageeigteen marketing.

The government should regulate the industry so fil@ats putting forward false claims or
‘Greenwashing’ are punished. This can be done lgldping a policy framework in order to

standardize quality of the products and reduce teoteit products in the market.

Kenyan agrochemical firms should put in structucesionitor their product performance in

the market and should also provide product steviagodst the end user level so that product
usage is not at risk of the environment. Corporationust integrate greening into their
business strategy and invest in the developmeittasf they would any other aspect of their

business.

The ongoing marketing paradigm is based on usiegetirth’s resources and systems in a
sustainable manner. The traditional view on corgosacial responsibility, which argues that

corporation manager’'s and director’s only respdhiséds are the “owners” of the firm and

to maximize profit, has started to change to ineladresponsibility not only to those with a

vested interest in the corporation. Instead a comppaust consider the effect of its actions on

all stakeholders, including nature and animals.

5.3.2 Suggestions for further study

The study suggests that similar studies be condutteother counties for comparison

purposes with the findings of this study and to emthnd regional perception of Green



marketing. There is need also to study the conssinmmgrception on green marketing

initiatives.

The study also recommends that a longitudinal shedgonducted to assess the green market
strategies being used by the different agrovetks&baountrywide and the impact on

performance over time.

5.4 Limitations of the study
There were a number of limitations that might haffected the outcomes of this study. One
factor could be that, this study was conductednly one county and therefore the findings

of this study may not be representative for the le/lcountry.

Some respondents may have feared to reveal too toutie study as they thought it would

amount to them revealing their competitive stratedo competition.



REFERENCES

AAK, (2007-2010), Agrochemical Association of Kenya publications.

Boyd, Lynn H., and James F. Cox, III (1997) "A Cause-and-Effect Approach to
Analyzing Performance Measures. “Production and Inventory Management

Journal.
Chopra, S. Lakshmi (2007)Turning Over a New Leaf" , Indian Management, Vol-64.

Crane, A. (2000),Facing the backlash: green marketing and strategiae-orientation in
the 1990s', Journal of Strategic Marketing, Vol.8, No.3, Bj.7-96.

Dodds, John (August 11, 2008pieen Marketing 101" (html)

Elkington, J. (1994), Towards the sustainable corporation: win win businss strategies
for sustainable development, California Management Review, Vol. 36
Ginsberg. & Bloom, (2004), “Choosing the Right Grédarketing Strategy”.

Intel London (1991);The Green Consumer Report”.

Karl E, Henion; Thomas C.Kinnear (January 19Ejplogical Marketing”: 168, American
Marketing Association.

Kibera, F.N. and waruingi, B.C (1998)fundamentals of Marketing: An African

perspective,Kenya Literature Bureau.

Kinsey, Joan (1999 arketing in Developing Countries, Macmillan Publishers Limited.

Kosecoff, J. (1985} ow to Conduct Surveys: A Step-by-step Guide.

Kotler K. (2001),Marketing management 13thEdition, Pearson International, New York.

Malunga, Siyanga (199%troduction to Marketing in Africa . Macmillan publishers Ltd.

M.O.A (207-2011), Ministry of Agriculture reports , Kericho, Bureti and Kipkelion
Districts.



Ottman, Jacquelyn (May 2002} he real News About Green Consuming”.
Ottman, J.A. et al (2006)Avoiding Green Marketing Myopia" , Environment, Vol-48,

Ottman, J.A. (1993), Green Marketing: Challenges and opportunities, NTC Business
Books, Chicago, IL.

Porter, M.E., Van der Linde (1995)Green and competitive: ending the stalematg
Harvard Business Review, Vol.73, No.5, pp.120-33.

Rohita Kumar Mishra (2008 Conceptual Frame Work on Green Marketing.

Smithe, T. (1998),'The Green Marketing Myth: Tending out Goats at the Edge of

Apocalypse,” university of Toronto press, Toronto.

Siro Padolecchia (1997Marketing in the Developing world, Vikas Publishing House,

India.

Wong, V., Turner, W., Stoneman, P. (1996Marketing strategies and
market prospects for environmentally-friendly consumer products”, British

Journal of Management, Vol.7, No.3, pp.263-81.



APPENDIX 1: QUESTIONNAIRE
Dear Sir/Madam;

My name is William Kipkurui Ng’eno, a student attklniversity of Nairobi undertaking a
Masters Degree in Business Administration at tHeost of Business. The purpose of this
study is to evaluate the influence of the greenketarg strategies used by agrochemical
firms on your shop’s performance. It is my belieatt the research results will lead to
structural and operational changes that will enbandustry performance in terms of Green
Marketing.

This questionnaire has been designed to collecornmdtion from distributors of
agrochemicals and is meant for academic purposks Bhe questionnaire is divided into
two sections. Please complete each section asigieudtion. It is not mandatory to sign or

indicate your name on the form but all the infonimatwill be treated confidentially.
SECTION 1: BACKGROUND INFORMATION

1. In which town is your Agrovet located?

3. What was your store’s 2010 Sales (Ksh?)
a) Less than 20 million ]
b) Between 21 to 50 Million :

¢) More than 50 Million ]

4. What are your average daily sales (Kshs) during?

a) Peak season...................... Months...............

b)Low season........................Months...............



5. List the top five companies that you deal withprder of purchases you make starting
with the highest?

a)

D)

L2 PP

SECTION B: GREEN MARKETING STRATEGIES IN KERICHO

Please tick where applicable

6. (i) To what extent Have you been involved in amgnufacturer’'s program geared towards

environment protection?

a) Very Extensively
b) Extensively

c) A bit extensive

JUOL

d) Not at all

(i) What made you join the programs?

(a) It is a public relations tool

(b)To increase sales

(c) Green products are easy to sell

Inininl

(d) Itis part of our corporate social Respifisy

7) (a) Were you stocking green products beforejgmed the program?

Yes [ No —



(b) What changed after you joined the programédrms of product categories and brands
carried)?

(i)Added new products to the store ]
(i) No addition of new products .
(iii) The product range has remained the same L1

8. a) What were your expectations when you joitedGreen Marketing program?

c) Have your sales increased since you joined ribgram?

Yes |:| No I:I

d) If Yes, by what percentage (%)..........coocoveviiineinennnn



(9) How do you rate these Green marketing compafeRtease tick as appropriate along a
five-point scale), Where (Very important=5; Impaota4; Somehow important=3; slightly

unimportant=2; and unimportant=1).

RATING

COMPONENT1 Very importan Importan Somehow Slightly Unimportan

important unimportant

Branding of Outlet with GM
identification colours and Logos.

Training of counte
sales/Distributors staff on

Environmental safety.

Picking up of used containers to
avoid environment contamination.

A reverse logistic system.

Annual Rebate on volumes

Green products sold.

Other (Specify)




10. Listed below are some of the reasons for adgpBreen Marketing practices, please
indicate the extent to which you agree/disagreé Wie factors effects as practiced by the
agrochemical firms..(Please tick as appropriat&gla five-point scale), Where (Strongly

agree=4; Agree=3; Disagree=2; and strongly dissgite

RATING

Reasons for adopting GM practices. | Strongly Agree Disagree | Strongly
Agree Disagree

Opportunities for competitive
advantage (an opportunity to achieve

more sales).

Competitive pressure (Due to intense
competition amongst the distributors,

GM is a way to keep rivals at bay)

Corporate social responsibilities(It is

je%

firm’s moral obligation to be more

socially responsible)




11. Use the space below to relay any other relewaotmation about the
influence of Green marketing activities as practidey the agrochemical

companies (that was not captured above).



APPENDIX II: KEY AGROCHEMICAL DISTRIBUTORS IN KERIC HO
COUNTY

1. Paksons Enterprises-Kericho

2. Kipsigis Farmers Store-Kericho

3. Litein Veterinary Supplies-Litein

4. Sotik Farmers stores- Sotik

5. Chepseon Farmers stores- Chepseon
6. Elementaita Agrovet- Kericho

7. Kiletien Agrovet- Kipkelion

8. Rielco Stores- Sondu

9. Chemaluk Farmers Centre-Sotik

10.Mashambani Farmers stores- Litein



