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ABSTRACT

This study examines the factors that influence the access and flow of market information 
within the Kenyan Informal Sector. The broad objective of the study was to find out 
whether the Kamukunji Jua Kali artisans in Nairobi get the relevant market information 
and at what cost. However, there were a number of specific objectives which include: to 
identify and describe methods o f information gathering and dissemination among the 
Kamukunji Metal workers. Another specific objective was to determine the extent which 
market information is used to enhance business growth within the informal businesses. 
The study also set out to examine the factors that influence the access and flow of market 
information needs within the Kenyan informal sector.

The study made use of both primary and secondary sources of data. The primary source 
of data was interviews w ith Kamukunji Jua Kali Metal artisans in Nairobi. A sample size 
of fifty Jua Kali artisans was selected and information gathered from them by use of a 
pre-designed questionnaire. The study largely depended on available literature for 
secondary data. Recent literature on the informal sector in Kenya was reviewed to 
establish the relevance and importance of the Jua Kali sector. Similarly, recent literature 
on the importance of market information to the informal sector was reviewed. In the 
literature review section, participatory communication and development communication 
theories were also reviewed. UNIVERSITY OF NAIROBI

EAST AFklCAHA COLLECTION
Study findings indicate that the most important marketing information need for the 
Kamukunji artisans is knowledge of source of affordable raw materials. The findings also 
indicate that artisans encounter immense problems in accessing market related 
information and that access to this information is an expensive exercise, from the study, 
it emerged that artisans require immense knowledge to facilitate their decision-making in 
production. I he study argues that there is need for government's intervention in 
improving the artisan's accessibility to market related information.

One of the recommendations o f  this study is that the government can help to create 
bigger markets for the Jua Kali artisans by promoting product innovation and building 
institutional capacity. There is also need to encourage the artisans to participate fully in 
gathering and dissemination o f market information. The study also recommends that 
there is need to empower the welfare associations formed by the informal sector 
operators to take control of the process of acquiring and disseminating information.
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CHAPTER 1

1.0 INTRODUCTION AND BACKGROUND

1.1 Introduction

This study seeks to investigate the factors that influence the access and flow of market 

information needs within the informal sector in Kenya. It also seeks to establish how 

such information is gathered and disseminated. To accomplish this, the study seeks to 

explore the role and impact of market information on growth and development of the 

informal sector in Kenya.

Bromley. ( I 1)1)!)) defines the informal sector as "economic activities that take place 

outside the formal norms of economic transactions established by the slate and formal 

business practices but which are not clearly illegal in themselves.” (p.328). In a more 

recent article, the International Labour Organisation (11.0) defines the informal sector "as 

comprising unregistered production units or micro-enterprises that operate at a low level 

of organization, with little or no division between labour and capital, and on a small 

scale" (11.0. 2000).

According to 11.0. Micro-enterprises are usually owned and operated by one individual 

or household and seldom engage in formal contractual agreements with banks, suppliers, 

customers, or other stakeholders.

fhe informal sector is seen by many scholars as a system of exchange used outside the 

state-controlled economic activities. It is also seen as work that is outside the formal
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sector that is not officially registered. The activities o f the informal sector are rarefy 

reflected in official statistics on economic activities of a country.

As stated earlier in the paper. "Informal Sector" remains a controversial term. Maloney 

(2004) asserts that three decades of research have not yielded a consensus on the 

definition of the informal sector. He argues that unlike what other scholars say. over half 

of the people in the informal sector entered voluntarily. He cites an example of Mexico 

where over 60% of those in informal self-employed sector left their previous job and 

entered the sector out of a desire for greater independence or higher income.

He further argues that 'being ones' own boss and having flexibility is very valuable and 

worth taking a wage cut lor' (p. 1164).

Due to the fact that the informal sector business operators have little or no capital, the 

sector is seen by some scholars as an area o f disguised unemployment and exploitation 

that serves as a reserve source o f cheap labour force. However, on the other hand, there 

are other scholars who have seen the potential of the sector as an agent o f rapid national 

development. The scholars generally focus on the positive assessment o f the sector and 

show that by providing credit and training, the sector will not only promote individual 

businesses but also create more employment in the economy.

In Kenya, the informal sector is generally referred to as the 'Jua Kali' sector. I he term is 

derived from two Kiswahili words, "jua" meaning sun and "kali" meaning hot. 1 he 

concept was coined from the fact that majority o f the people are small scale workers 

eking out their living by working in open air. usually under hot sun. The workers are
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involved in a variety of manufacturing and repair activities and in productive services 

such as metal, carpentry, handicrafts, hairdressing, shoe-making and repairing etc.

The informal sector is an important source of employment and as Maundu (1992) found 

out. the Kenya government has taken major steps in recent years to formulate policies 

that address market failures and other constraints that face the sector. The government's 

interest in the sector has helped to improve the initial public negative image of the sector. 

This was out of the realization that it is an important source of employment.

The sector continues to experience rapid growth due to the collapse of the formal 

economy, retrenchment, and downsizing of the public service workforce, layoffs, school 

dropouts and rural-urban migration. Recent studies in Africa indicate that the informal 

sector accounts for more than half of the total urban employment.

However, despite the fact that the informal sector creates wealth, fosters new ideas and 

can be viewed as an engine for economic growth, the sector is laced with numerous 

challenges.

One of the biggest challenges for the informal sector is the hurdles to growth due to poor 

or inadequate information. The Kenya 's Sessional Paper No. 2 of 2005 on Development 

of Micro and Small Enterprises for Wealth and Employment Creation for Poverty 

Reduction rightly identifies this problem and notes that “access to markets and marketing 

information is a severe constraint to MSE development in Kenya.”(p. 9)
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The paper continues to show how flow of information on MSB markets has slightly 

improved, however, many still do not know where and how to access existing and 

relevant marketing information. As a result, majority rely on informal feedback from 

customers.

It is important for the informal sector to have access to relevant information if they are 

expected to compete fairly with the established firms in the formal sector. Hallberg. 

(2000) says that markets must allocate resources efficiently and that all market 

participants must have the same relevant information.

Without fair access to information, there is a bias against small firms and thus for 

example, it is difficult or costly for banks to obtain information on the potential 

creditworthiness of potential informal sector clients. Another example is the inability ol 

small informal businesses to enter and compete in export market due to the fixed high 

cost of acquiring information on foreign buyers, distribution channels, quality standards 

and technologies.

The importance of information can be equaled with that of knowledge. Both knowledge 

and information are essential for people to respond to opportunities and challenges of 

social and economic changes. I lowever, to be useful, knowledge and information must be 

communicated effectively. I bis effective communication does not exist in the informal 

sector.
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Kducation and communications media are both vested with crucial responsibility in the 

process of national development This argument is advocated by Schramm (1964) who 

contends that: "an adequate flow o f  information in developing country is more necessary 

than the flow from the top o f political heircharchy,(p.36). He argues that modern 

communication is important to development, adding that "the task of the mass media of 

information and the new media o f education is to speed and ease the long, slow 

transformation required for economic development'’, (p. 27).

I he Sessional Paper No. 2 o f 2005 states that in Kenya, the informal sector's information 

needs are not very well spelt out and it is not clear where the sector gets its information, 

how the information is used and in what form. The informal sector constantly needs 

information on:

• credit facilities

• market prices and competition

• costing and pricing skills

• credit and saving management skills etc. 1

1 he study is basically guided by the following questions;

i) What are the factors influencing the access and flow of market information 

needs in Kenya's informal sector?

5



ii) Do the Jua Kali artisans in Kamukunji get the relevant market information and 

at what cost do they get it?

iii) Are the Kamukunji metal workers in Nairobi involved in gathering and 

dissemination o f market information?

1.2 Statement of the Problem

Every year the informal sector is expected to absorb large proportion of new entrants into 

the job market in Kenya. In 1995. the population of Kenya was projected at 27.5 million 

with an annual growth rate of 2.7%. The total number o f employees in the formal sector 

grew by 3.1% in 1967 while the informal sector expanded by 1 X% in 1966 and 13% in 

I9XX (Youth, training and employment. 1999).
UNIVERSITY OF NAIROBI 
EAST AFK.oama COLLECTION

I bus more and more school leavers now join the informal sector which is rapidly 

growing and accounts for over 63.6 o f labour force. Others who enter the sector include 

retired and retrenched workers (Youth, training and employment. 1999).

Statistics show that the larger portion of youths from each level ol the education system 

in Kenya do not find place in the next higher level and will not find a job in the formal 

sector, for example majority o f form four leavers do not join universities and 

polytechnics, they rely on the informal sector for employment.

While there have been a consensus that the informal sector plays a vital role in absorbing 

excess labour force in the country, there has been concern that most ol the enterprises 

have continued to stagnate at the bottom and they do not show signs ol growing into
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medium and large scale enterprises. Some of the difficulties that are responsible for the 

stagnation include legal structures, unavailability of capital to develop businesses while 

others are related to lack of appropriate information needed for the operation of a

business.

It has been observed that as small businesses rise above the constraints of liquidity, other 

needs become apparent. These needs must be addressed for the business to grow. For 

example. Kenya's manufacturing sector, which is dominated by Asians, is able to do 

better than the informal sector because the Asians are able to access relevant marketing 

information and procure low cost raw materials. The Asian businessmen have realized 

that the first step towards access to knowledge is through exchange of information which 

can be described as networking. However, the same cannot be said ol the jua kali 

artisans, businessmen and women.

Networking facilities in Kenyan business sector are available mainly for medium and 

large scale enterprises. For example, we have the Rotary cubs. Chamber ol Commerce 

and Industry and Kenya Association of Manufacturers.

In the informal sector, there are few such facilities beyond the local Jua Kali 

Associations. Therefore when the operators wish to develop their business using contacts 

beyond their location, their only option is usually to work through traditional lamily 

based networks. Family networks are not a boost to business since they are not business 

based. Such networks may indeed work against business growth since successful business
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may attract increasing requests from family members for financial assistance for school 

fees, hospital costs etc.

This study seeks to examine ways in which market information is used to enhance proper 

management of business in the informal sector. The study also seeks to examine the 

factors that influence the access and flow of market information needs within the sector.

1.3 Objectives of the Study

fhe study seeks to achieve the following objectives:

a) To identify and describe the methods of information gathering and 

dissemination among the Kamukunji Metal workers Nairobi.

b) I'o determine the extent which market information is used to enhance business 

growth within the informal businesses; and

c) To examine the factors that influence the access and How ol market 

information needs within the Kenyan informal sector.

1.4 Justification of the Study

The Kenya's Sessional Paper Mo. 2 of 2005 on Development of Micro and Small 

Enterprises for Wealth and Employment Creation for Poverty Reduction asserts that there 

exists an information gap for the informal sector especially in relation to markets, finance 

and skills. This gap hampers the sector’s growth and reduces incomes and increases

costs.
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There is need for the understanding of the role and impact of market information in 

addressing the more immediate and practical needs o f the sector. The sector is in 

constant need of information, advice and mentoring for faster growth of the businesses in 

the sector. Although some information is generally available, it is often o f poor quality, 

insufficient and restrictive in its range. The information is also not well packaged in such 

a way that it would be easily accessible to the user.

The findings of this study could be used to formulate government policies which will be 

used to assist the informal businesses to grow from small scale into medium sized and 

eventually into large scale enterprises. For example, the study findings may be used to 

develop policies that address the information gap within the sector and thus assist the 

small business operators to access cheap raw materials and also be able to easily market 

the finished materials more efficiently. I

I he findings of the study could also be used to formulate methods ol receiving and 

sharing relevant and well packaged information by involving all the stakeholders in the 

sector through more participatory approaches. Ihe study findings may also be used as a 

case study to demonstrate that, as modern scholars assert, communication for 

development is a systematic design and use of participatory activities and media to share 

information and knowledge.'



1.5 Definition of Key Terms

1.5.1 Informal Sector

The word informal refers to lack o f conformity to rules or without elaborate procedures 

or regulations. Therefore the term "informal sector' refers to the economic activities, 

within an economy, that do not conform to generally accepted rules or elaborate 

procedures within the industry. Informal sector is also called non structured sector and it 

is a term that was first used by the International Labour Organisation (1LO) in 1972. In a 

paper called “Employment Incomes and Inequality: A Strategy for increasing productive 

employment in Kenya.” ILO associates the sector with poor workers who produce goods 

and services while their activities are not acknowledged, registered or protected by public 

authorities.' ((ieneva. 1972). Thus the sector is mostly unconstrained by rigid standards 

and rules, l-or example, it is generally accepted that formal businesses should be 

registered by the Registrar of Companies under the relevant Act ol Kenya. Laws. It is 

also accepted that employers are governed by specific procedures ot hiring and firing ot 

staff. However, in the informal sector, these procedures are non-existent or are not 

observed at all.

Bromley. (1990) argues that the informal sector is composed of small sized business 

entities that are not registered by the government. Though these are not necessarily 

illegal, they operate outside the etiquette of the stale and formal businesses. 1 he informal 

sector is characterized by low level of business organization, one individual/ family 

ownership, little capital investment, low levels of productivity and more often than not. 

operating from temporary structures.
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1.5.2 Jua Kali Artisans

•Jua Kali'are two Kiswahili words meaning "sun" and ’hot' respectively, thus the concept 

of hoi sun. In Kenya. Jua Kali has been used to refer to the informal sector i.e. all 

economic activities that do not conform to the generally accepted business etiquette like 

registration and formality. Traditionally, the term has been used mostly to refer to 

informal sector operators who eke out their living by working in open air or in poorly 

constructed sheds under the mercy of hot sun. Most of these operators are motor car 

mechanics, carpenters, metal work fabricators, tailors, cobblers, painters etc.

Therefore the term "Jua Kali artisans" refers to the informal sector operators who eke out 

their living by manually working under harsh climatic conditions o f hot or rainy weather.

1.5.3 Participatory Communication

■Participatory* means having a share or taking part in an activity without being lorced. It 

refers to the active involvement of different actors. Participatory communication 

therefore refers to the active involvement of different actors in the communication 

process. Participatory processes strive to create opportunities ol a group ol people to 

make meaningful contribution to decision making and seeks to broaden the range ol 

people who have such opportunities. Some of the advantages ol participatory processes is 

greater relevance of the decisions made by the group of actors involved. I he decisions 

made in such a process are faster adopted and are appropriate.

Proponents of participatory communication argue that it is necessary to actively involve 

all actors in the communication process, where communication patterns are both
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horizontal as well as vertical and vice versa. Participatory communication is an 

interactive vehicle for discussion, information exchange, decision making and action 

taking which is usually geared towards community empowerment.

1.5.4 Market Information

Information is knowledge which is received or communicated concerning a particular 

fact or circumstance. It is one or more statements or facts that have some form of worth 

to recipients. On the other hand, market is taken to mean the business o f buying and 

selling of specific commodities: the entire enterprise o f buying and selling commodities. 

Ibis study sought to explain the knowledge that Jua Kali artisans need or have 

concerning buying and selling o f their products. I ho process ot acquiring information on 

prices and sources of raw materials, fixing selling prices and outlets lor the products used 

in the informal sector has been reviewed in this study.
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CHAPTER 2

.1) LITERATI RE REVIEW AND THEORETICAL FRAMEWORK 

.1 Introduction

In this chapter, literature on the informal sector and its importance to Kenya's 

development is reviewed. The growth of this sector has been traced and some of the 

problems experienced by the artisans have been noted. This section also reviews 

literature on market information needs and the place of participatory communication 

uithin the informal sector. Literature on development communication theories has also 

been reviewed. I lie section highlights what other scholars have written on this and 

related topics and it helps the reader to understand the background of the study and also 

explain the reason for the stand taken at the end of this study.

2.2 The Importance of the Informal Sector in Kenya’s Development

Recent studies o f the informal sector in Kenya indicate that nearly 18% ol Kenya's Gross 

Domestic Product (GDP) comes from the sector and that the sector comprises 90% ol all 

businesses in the country. According to the Kenya's 2003 Economic Survey, employment 

within the sector has increased from 4.2 million people in 2000 to 5.1 million people in 

2002. Phis accounts for 74.2% o f the people engaged in employment.

Hie International Labour Office (ILO) report of 1972 on employment and income in 

Kenya outlines reasons that lead to rapid growth o f the informal sector. Some ol the

13



factors enlisted include ease of entry, use of family labour, use of local resources and low 

capital input.

l'he sector continues to experience rapid growth and its importance is stressed in Kenya's 

Sessional Paper No. 1 o f 1086 on Economic Management for Growth. This paper rightly 

identifies the sector as: "a source o f new jobs for the expanding labour force, while the 

self employed and small scale enterprises represent the majority part of business activity 

in market towns and smaller urban centres "( p.54).

I here is widespread agreement that the informal sector represents a ’growing proportion 

oI economic activity, particularly in less developed countries (I.DCs)', asserts Cross John 

in his article entitled "Informal sector." I'he International Labour Office views the 

informal sector as 'a potential solution to employment in Less Developed Countries'

(p .l).

1 he fourth Kenya Human Development Report o f the year 2005 entitled "Linking 

Industrialisation with Human Development indicates the importance of the informal 

sector. According to this report. 'Micro and Small scale enterprises are everywhere in 

Kenya, with an estimated employment growth rate of approximately 11% per year

( p l  8). I

I he sector's important role in the Kenyan economy can not be over emphasized; it is

made up o f a wide range of small enterprises that employ less than ten employees.

Maundu (1007) describes the sector as consisting o f "small scale workers eking out their

14



living by manufacturing products or providing services in open air under the tropical sun 

and are generally referred to as Jua Kali artisans".

The Fourth Kenya Human Development Report asserts that “most MSEs are sole 

proprietorships or partnerships of one or two persons" (p.18). Typical MSE is operated 

by an owner, together with one or two others, including family members, hired workers 

and apprentices.

Vlaundu ( l l)l)7) observes that the sector consists largely of independent, self employed 

producers in urban areas o f developing countries. A common feature of the sector is that 

it employs family labour and a lew hired workers or apprentices. The nature ot work is 

labour intensive which is backed by very little capital.

"Productivity is low since low level ol technology is utilized. It is informal in the sense 

that the artisans are. (lor most of them ). unregistered and unrecorded by ol Tidal statistics. 

They have little or limited access to organized markets, to credit or to many public 

services and amenities" (p.2).

Pedersen ( l l)% ) observes that the informal activities are marginalized, operate on 

markets with cut-throat competition and have few possibilities to advance. 1 he artisans 

rely on insufficient capital from family loans or other informal sector. I hey also sutler 

from recurrent cash tlow problems due to very unstable markets.
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Despite these and other problems, the informal sector continues to be a source of 

li\elihood for many people in the developing countries. These include rural people in the 

developing countries who do not have land or agricultural employment opportunities, and 

urban residents who do not have employment in the formal sector.

The importance of the informal sector was recognized in Kenya as in many other African 

countries immediately after independence. However, interest in the sector reached its 

peak in the late 16X()s. This was after realization that the formal sector failed to create 

the desired levels o f employment and incomes.

In its Sessional paper So I of IV<SY> on economic Management for drou th, the Kenya 

government recognized the importance of the informal sector.

“It is clear that modern sector will be unable to raise enough capital to employ 

more than a fraction of Kenya's workers from now to the end of the century. 

Unquestionably, the majority of future non-farm job opportunities will be in the 

informal seetor"( p.54).

The Sessional paper emphasized the need to promote information tlow in the informal 

sector. The government proposed to disseminate information on new products and 

production methods to patented producers through technical secondary schools and other 

channels. Specifically, the government intended to encourage participants ot the 

informal sector to form co-operatives through which they could obtain information and 

assistance on new technologies and access to credit.
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In 1992. the government developed another policy document which stresses the 

importance o f the sector to the country's development. The Sessional Paper No. 2 o f  

IW2 on small Enterprises and Jita Kali Development in Kenya was an effort to foster 

economic growth, employment creation, poverty reduction and industrialization through 

the informal sector.

During the year 2002 general elections in Kenya, the National Rainbow Coalition Party 

(NARC). made a campaign pledge that it would create 50,000 jobs annually if elected to 

form the next government. Therefore when it won the elections, in an attempt to fulfill 

the election pledge, it realized the need enhance partnership between public and private 

sectors. The Sessional Paper NO 2 o f 2005 on Development o f  Micro and Small 

Enterprises for Wealth and Employment Creation for Poverty Reduction is a realization 

by the government of the importance of the informal sector and its ability to create the 

bulk of the jobs in the country.

Alila. (2001) observes that "there is currently a major focus on informal sector as a key 

entry point for development initiatives in Sub-Sahara Africa” (p.6).

He argues that policy-makers and practitioners are putting emphasis on enhanced growth 

through development policy interventions that can lead to higher level ot both economic 

and socio-political development that is sustainable.
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The government has thus realised the key role of the informal sector in combating 

unemployment and poverty. The informal sector has become a focus o f development 

policies and strategies. It has been realized that if properly organized, especially by 

promoting the information flow, the sector holds prospects for sustainable human

development.

2.3 Importance of Market Information to the Informal Sector

As argued elsewhere in this paper, access to markets and marketing information is a 

severe constraint to the informal sector. It has been established that "Limited access to 

information is a major constraint to informal enterprise growth in many developing

countries.”

\mong the various reasons why most informal enterprises fail is lack of relevant 

information. II' for example suppliers are able to access market information relating to 

their products, they may be able to negotiate better rates or even sell directly to buyers. 

Information on inputs needed lor production may also result in higher quality inputs 

being sourced at better rates.

Ilallberg (2004) argues that “for markets to allocate resources efficiently, all market 

participants must have the same relevant information’ (p.7)

Without fair access to market information, there exists what Ackerman el al (2005) call 

"imperfect information”, which “generates uncertainties in the market' (p.21)

Sessional Paper No.2 o f  2005 describes an imperfect information as a situation where 

"overall demand is low. markets are saturated due to dumping and overproduction, and in

I S



mam cases markets do not function well duo to lack o f information and high transaction

cost." (p. 10).

Wheeler et al (2006) in their article entitled "A Survey o f micro-enterprise in urban West 

Africa: drivers shaping the sector", assert that there is a strong correlation between 

market knowledge and level of success and growth in the informal sector. They show that 

"lack of market knowledge and training limit access to capital ( p. 458).

In the local scene, lack of market information results in a situation where MSEs still do 

not know where and how to access existing and relevant information. They, as a result 

rely on informal feedback from customers. Competition within the informal sector is thus 

weak due to poor product quality.

\ckermann (2005) says that to overcome such problems ‘involves the transmission of 

information and as such the need to reduce information costs' (p. 21)

Ihe flow of information is therefore at the centre of the informal sector and the basis on 

what development communication should be measured.

2.4 Development Communication and the Informal Sector

I he method o f making the informal sector the main engine for economic growth is in line 

vsith development communication approach. Development communication is an 

organized effort to use communication processes and media to bring social and economic 

improvements. The field emerged in the late 1950s when there were hopes that radio and
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television could be put to use in the world's less developed countries to bring dramatic

progress.

1 arl> communication theorists such as Wilbur Schramm and Daniel Lerner advocated the 

\iews that “Mass media could bring education, essential skills and the desire to 

modernize*. Communication media, in the context of development is used to support 

development initiatives by the dissemination of messages that encourage the public to 

support development oriented projects. Schramm (1964) asserts that "In the service of 

national development, the mass media are agents of social change. The specific kind of 

social change they are expected to help accomplish is the transition to new customs and 

practices and in some cases, to different social relationships” (1M 14).

lliese early communication theorists suggested that mass communication has an 

inlluencing effect on members of the audience both as individuals and groups. Hverelt 

Rogers, an American communication scholar introduced diffusion theory in the context 

of development. Diffusion was seen as a special type o f communication concerned w ith 

the spread o f messages that were perceived as new ideas. Modernisation was seen as a 

process of diffusion whereby individuals move from a traditional way of life to a 

different, more technically developed and more rapidly changing way o f life. (Rogers 

1% 2 ).

However, these early communication theorists erroneously assumed that modernisation is 

equal to westernization, a prerequisite for meeting human needs. Development was seen
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as a top-down process whereby centralized mass media could bring widespread change.

I hev argued that diffusion model is a vertical or one way perspective on communication 

and that active involvement in the process would accelerate development. The context of 

this approach of communication development is the post World War II that led to dozens 

ot new. very poor countries that had been left by their former colonial masters. There 

was the notion that propaganda communication would lead to development. However, it 

has been established that the plight of developing nations has not improved despite

several years o f massive use of the media in the dissemination of development news.

UNIVERSITY OF NAIROBI
EAST AFRICArtn COLLECTION

Recent scholars assert that 'communication for development is a systematic design and 

use of participatory activities, communication approaches and media to share information 

and knowledge among all stakeholders' (p. 1; The Point Newspaper. 2006).

Ihe scholars assert that communication for development can be applied to all 

development sectors. It helps to identify and solve communication problems and improve 

dialogue among all stakeholders, it also helps to ensure that objectives and activities are 

relevant to the people's problems and capabilities. Communication for Development 

when used during a project formulation stage ensures that the people actively participate 

in problem identification.

In the Kenyan context, the informal sector is not well placed to realize the lull potential 

of communication for development to ensure that the artisans actively participate in 

identifying and solving their problems. As stated in the Sessional Paper No. 2 of 2005.
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"The major (actors facing the MSEs in relation to information are its acquisition, capacity 

to interpret and effectively utilize the acquired information” (p. 16).

The actors in the informal sector are inadequately sensitized on their obligation and 

rights. As a result, they are unable to survive and grow in the competitive market. The 

government has been making efforts to help the artisans acquire some information. 

However, the efforts have been focused on 'research geared towards increasing the 

development o f technology' (p. 17).

The institutions involved in the acquisition of information are not only few. they are few 

and inadequately funded and thus unable to address the many problems facing the 

informal sector. In order to address the informal sector's information needs, the Kenya 

government through the Sessional Paper So. 2 of 201)5. seeks to "improve the gathering 

and packaging o f information in line with needs specific MST’s” (p. 34).

1 he government intends to encourage private sector investment in information centers for 

MSEs and support stakeholders' initiatives targeting dissemination o f information 

generated within the sector. This is a realization by the government that communication 

for development is a powerful tool to promote social change.

2.5 Participatory Communication in the Informal Sector

Recent perspectives on development communication argue that active involvement in the 

process of communication will accelerate development. This newer perspective contends 

that communication implies participation, sharing of knowledge in a horizontal way and 

respect for diversity and culture. The newer approach to development communication



stresses on active involvement ot the community in the process. Participatory 

communication for development is described as "a process by which people become 

leading actors in their own development" (Communication for Social Change 

Consortium. 2003).

Greater participation is an essential prerequisite for good governance. It is a 

planned activity, based on participatory process and the use o f different strategies 

(media, interpersonal communication) to help people become aware of and 

articulate their position, exchange knowledge and skills to take control of their 

lives (p.2).

Communication for Development lies at the heart of the challenge it) involve informal 

sector participants in the process of their own development.

"When successfully, communication for Development can be a powerful tool to mitigate 

poverty, hunger and to promote social change” (p.X).

Hie roots of participatory approaches to development communication can be traced in the 

early l l)70s when many people in development community work started to question the 

top-down approach. This top-down approach targeted the economic growth of countries 

as its main goal. Development was thought to be triggered by diffusion of ideas from the 

west. People living in rural villages were not involved at all. 'Development' was centrally 

planned without any involvement or consultation with people.
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Hence wrong solutions were otten pumped down to communities. Centrally planning 

deprived people of ownership ot the development plans, people became side-lined and 

they thus did not see the plans as their own: they just waited for others to lead the way.

It is the reaction against this approach that led to participatory approaches. The aim 

became to actively involve people in development processes.

In the communication sphere, "development communication was no longer the exclusive 

domain o f the professionals. Participatory communication was ideally the by-product of 

participatory processes and participatory communities". (Yoon Chin Saik. Participatory 

Communication for Development, (p.3).

for development communication practitioners, communication was no longer a simple 

transfer o f information. The question of who initiated a communication (who says what), 

was not as important as how the decisions were made. C ommunicators were no longer 

neutral movers o f information but were intervening actively to trigger changes aimed at 

encouraging people's participation" (Yoon Chin Saik. p.3).

Hence there was an emphasis on interpersonal and traditional methods of communication 

that encouraged development. Large scale national communication activities were set 

aside in favour o f street theatre, folk-songs, speeches and group activities.

This study seeks to establish the importance of participatory communication in the 

process of development o f the informal sector, l he Jua Kali artisans should be allowed
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to participate in information gathering and dissemination o f  market information needs in 

the sector. They must be able to share knowledge both vertically and horizontally. 

Participatory communication stresses the need o f empowering the informal sector 

practitioners to lead their own development by responding to real needs of the sector.

2.6 Theoretical Framework

The literature review provides a clear recognition of the importance o f information and 

communication to the informal sector. It particularly shows the importance of 

participatory communication for development. Therefore this study sought to articulate 

the importance o f communication by basing the study on theories of Development 

Communication as advocated by early theorists like Wilbur Schramm. Daniel l.erner and 

1 verell Rogers. Development Communication theories advocate for dissemination of 

messages that encourage the public to support development oriented projects.

2.6.1 Development Communication Theories

The main concept in Development communication theories entails passing information 

about projects, illustrating the advantages of these projects and recommending that they 

be supported. Communication for development is a systematic design and use ol 

participatory activities and communication approaches to share knowledge among 

stakeholders. The role of communication and participation in development is important in 

the endeavor to Tight poverty. Communication for development can be applied to all 

development sectors e.g. agriculture, nutrition, health, literacy and sustainable livelihood.
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It focuses on the needs ot communities to contribute actively in decision making process 

of development as a whole. Participatory development communication enhances the 

distribution of information since it creates a sense o f local ownership.

Schramm (1964) argues that there is "need for active participation o f the people. People 

are asked to accept new goals, new attitudes, and new customs new responsibilities. 

Hence there is need for information and persuasion" (p 42).

Rogers (1962) goes further and introduces the theory o f diffusion in the development 

context. In the diffusion of innovation theory, a message is communicated from opinion 

leaders to the rest of population, going through various stages, until the entire population 

is consumed by it. The theory suggests that for good or bad. change can be promoted 

rather easily in a social system through domino effect.

Modem communication development theory asserts that information becomes a catalyst 

lor change. Development Communication is in essence, the notion that mass media are 

capable rtf creating a public atmosphere favourable to change, which is assumed 

indispensable for modernizing traditional societies.

It is the importance of the free llow of market information that this study seeks to 

advocate as a basis for the growth and development of the informal sector in Kenya.
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CHAPTER 3

RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlines the study methodology by discussing the study site, sample frame, 

source of data, data collection procedures and data analysis. The methodology section 

enabled the realization of this study and attaining of the laid down objectives.

3.1 Selection of kamukunji

kamukunji was chosen for this study because it is not only one of the oldest Jua Kali 

sites in Nairobi but also due to the fact that it caters for a large low income consumer 

market in Nairobi and its environs. Kamukunji is situated within a walking distance from 

the city centre and its proximity to the “Machakos" Country Bus Station makes it well 

connected to all parts of the country.

Kamukunji was recognized as an important Jua Kali site since l l)S()s and it has continued 

to benefit from the government's change in attitude towards the informal sector. Due to 

its geographical location and also its role in creating employment and creating wealth for 

large number of Kenyans. Kamukunji has received a lot o f support from the government.

3.2 Study Site

Kamukunji Jua Kali site is situated about three (3) kilometres from the Nairobi Central 

Business District (NCBD). Kamukunji lies on the eastern side of Nairobi Province and it
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occupies about 10 hectares. The site has about six thousand four hundred fifteen (6.415) 

Jua Kali operators, of who four thousand nine and fifteen (4915) are metal work artisans. 

These metal artisans are composed of two hundred wheel barrow makers, one thousand 

five hundred jua kali chips- jiko makers, two thousand box makers, two hundred washing 

basin makers, three hundred chapatti pan makers, four hundred gutter makers, three 

hundred sufuria makers and fifteen "taribo" makers.

3J Sample Design and Sampling Procedure

Pnmary data was gathered using questionnaires and by discussing with the Chairman of 

the Kamukunji Jua Kali Association. 1 lie researcher set out to interview an optimum 

sample size of 50 owners of jua kali enterprises. This sample size was arrived due to high 

cost of interviewing. I he researcher was directed to the Chairman o f the artisans before 

any interviews were conducted. Through discussions and verification, it was estimated 

that there were about 4.915 metal work artisans in the area as per the records of the 

Chairman of the Kamukunji Jua Kali Association. These artisans made different kinds of 

metal products that were put into X different categories as follows:

1) Wheel barrow makers

2) Jiko makers

3) Box makers

4) Washing basin (karai) makers

5) Chapati pan makers

6) Gutter makers

7) Sufuria makers and X) Taribo makers.
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With the assistance of the Chairman, the researcher established the number o f artisans 

who produced items in each category identified. Using this information, ratios were 

worked out to determine the number o f respondents per category of metal artisans. The 

sample size of 50 respondents was thus determined with probability proportional to the 

number of artisans in each category. Among the selected were 2 w heel barrow makers. 11 

jiko makers. 15 box makers. 2 washing basin makers. 2 ehapatti pan makers. 3 gutter 

makers 5 sufuria makers and 2 "taribo" makers. Systematic random sampling with a 

random start point was then utilized to select enterprise owners in the area. The figure 

below summarises the distribution of the sample:

l ablc 3.1 Distribution of the Sample

Business l ype Total Number of Artisans in Number Interviewed

the site

Wheel harrows 200

Jikos 1.500 1 1

Boxes 2.000 15

Washing basins (karats) 200 ~>

Chapati pans 300 2

Gutters 400 3

Sufuria 300 2

Taribo 15 2

TOTAL 4.915 50
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systematic random sampling with a random start point was then utilized to select 

respondents. The researcher randomly selected one artisan from one category, then 

administered the questionnaire, noting in a note book the category selected. He then 

proceeded to the next artisan also noting the category. This procedure was repeated 

ensuring that the initially determined number of artisans per category was interviewed as 

per the schedule.

3.4 Types of Data

Noth qualitative and quantitative data was utilized in this study. Details of composition 

and type o f metal work related enterprises in Kamukunji was obtained from a face to face 

interview with the Chairman of the Kamukunji Jua Kali Association. Market related 

information needs and the artisans' participation in the process of information 

dissemination was collected through interviewing of the Jua Kali artisans. Only the 

owners of metal work related enterprises were selected.

fo achieve the ultimate aim of this study, it was deemed important to design a 

questionnaire to standardize data collection procedures and consistency. The 

questionnaire design process started with a desk study that involved review o f literature 

from relevant materials.

The questionnaires were administered to each of the fifty owners o f metal work related 

artisans, lhe questionnaires were administered to the respondents within a period ol 

seven days. Ihe emphasis of the questionnaire was on methods o f information 

dissemination process and on participatory concern of this process. The questionnaire has 

been attached as appendix 1.
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3.5 Sources of Data and Data Collection Methods

The data for this study was obtained from both primary and secondary sources: reading 

the existing written materials on the informal sector in Kenya and on development 

communication and importance of market information to the informal sector. This 

involved a review of secondary data from policy documents, research reports and other 

materials from various sources including the internet. Primary data was collected through 

interviewing Jua Kali metal work artisans in Kamukunji. Nairobi. The Kamukunji Jua 

kali metal workers in Nairobi constituted a universe of this study. By first identifying the 

Chairman of the Kamukunji Jua Kali artisans, the population si/.e of the artisans was 

established. A sample of 50 Jua Kali Jua artisans were selected by working out a 

representative ratio as described above.

3.6 Data Analysis, Interpretation and Presentation

\Iter administering each of the lllly questionnaires to different respondents, each 

questionnaire was given a number, from number 1 to 50. Thereafter, the researcher went 

through all the questionnaires to ensure that all sections had been complete properly. 

After this editing was completed, the coding process began. Ibis involved giving a 

different code to various sections in the questionnaire, for example giving a code to 

questions giving information on respondents' background, a code for questions on market 

related needs and so on till all questions, both structured and unstructured, were coded. 

After the coding, data was entered in a computer and data processing was done using
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S atistical Package Social Sciences (SPSS). Data was grouped as per the codes given to 

enable processing and tabulation.

Through use of SPSS programme, descriptive and inferential statistics was used to 

summarise data and infer sample results to the population. Percentages and tables were 

used for describing differences between variables and for easy comparability.
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CHAPTER 4

Factors Influencing Access and Flow of Market Information 

4.1 Introduction

This chapter analyses the factors that influence access and flow of market information 

within the Kamukunji Jua Kali Metal workers in Nairobi. In Kamukunji. one finds many 

types of metal work businesses, for example there are scrap metal dealers, metal cutters 

and folders and metal product manufacturers. Metal product manufacturers are the most 

important and are classified on the basis o f the products they make. Some of the products 

they produce include wheelbarrows, chaff cutters, boxes, frying pans, washing basins and 

ploughing implements like jembes.

The Kamukunji jua kali artisans work in an area characterized by poor infrastructure and 

substandard architectural sheds that are located close to each other. Some artisans share 

one shed and these shared sheds may house as many as three different entrepreneurs. 

However, it was established that this proximity of the artisans did not necessarily easy 

access of information among the artisans, neither did the proximity help the artisans to 

gel relevant market information. Instead, the artisans usually compete against each other 

to gel information at the expense of each other.

4.2 Marketing Information Needed by the Artisans

After administering the questionnaires, it emerged that 42% of the respondents said that 

the most important marketing information need that they have is knowledge of source ol 

affordable raw materials. This need is then followed by knowledge of the prevailing 

selling prices for the finished commodities (22%). Third in importance is the knowledge
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,>l available rcad> markets (20°«»>. then the need to know the fast moving commodities 

, 4"a) and knowledge of modern designs and innovation (2%) follow in that order. From 

this information, it can he inferred that market information is not easily accessible and 

that the artisans are forced to buy raw materials at exorbitant prices if they are not ready 

to incur the high price of looking for information. Apart from information on sources of 

raw materials, information on where to sell and at what prices is important. 1'his 

knowledge is crucial and it determines the success or failure of the business. However, 

this information is not easily available for the artisans.

I able I below summarises the market information needs as listed by the respondents:

lalilc4.1: Market Information Needs

Frequency Percent Valid Percent
Cumulative

Percent
Valid No answer 5 10 0 10 0 10 0

Availability of ready 
markets 10 20 0 20 0 30 0

Source of raw materials 21 42 0 42.0 72.0
Fast moving goods 
Modern

2 4.0 4 0 76 0

designs/innovations 1 2.0 2.0 78.0

Prevailing selling prices 11 22.0 22.0 100.0
Total 50 100.0 100 0

From the study, it emerged that artisans require immense knowledge to facilitate their 

decision-making in production and to know the sources of affordable raw material is very 

important for the artisans. Knowledge o f the prevailing selling prices is also relatively 

important. This type of knowledge helps the individual artisans to have a competitive
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edge over others. Acquiring information in the informal sector is not an easy task, it is 

rough, expensive and tough exercise.

rhe difficulty in accessing marketing information was corroborated in the study by 38% 

of the respondents who indicated that their major marketing problem is lack of ready 

market, w hile 30% of the respondents said that their main problem was high prices of raw 

materials. Another 10% of the respondents said that their biggest marketing problem was 

lack ol lunds to advertise. Only 2% ot the respondents said that their main problem 

emanated from the low quality of commodities due to lack o f proper equipment.

4.3 Sources of marketing Information for the artisans

In line with the objectives ol this study, it was established that many artisans in 

kunuikunji do not know where and how to access existing relevant marketing 

information. When the respondents were asked where they received their market 

information from, more than hall' indicated that they relied on suppliers while another 

portion got information by comparing prevailing prices. Analysis showed that 2% of the 

respondents did not have an answer as to their source of information. 16% said that their 

source o f information was by word of mouth. 28% said that they got information by 

comparing prices while 54% said that they received from suppliers. From this it can be 

inferred that the respondents do not get the necessary market information and those who 

get any. this is not sufficient and they get it at high costs. For example, the respondents 

who rely on suppliers to get information, they do not have sufficient information to make
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informed decisions, they have to rely on this information since they do not have 

alternative sources. Those who get information by comparing prevailing prices either get 

it at an expense o f time w hich would have been used for other work. The following pie- 

chan graphically summarises the responses from the artisans:

Figure 4.1: Sources of information

No answer

It is therefore evident that majority o f the artisans rely on informal feedback from 

customers, lhese informal sources do not give very relevant and accurate information 

and as a result, the artisans encounter many marketing problems. The study found out that 

’8% ol the respondents' marketing problems emanate from lack of ready market, 30% 

'aid that their marketing problems emanate from high prices of raw materials, 10% said
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that their marketing problems are due to lack ol funds to advertise their commodities. 

I ack of adequate business space constitute 8% and 2% was attributed to low quality 

products due to lack of proper equipment.

4.4 Characteristics Of Knmukun ji Jua Kali Metal Businesses

This study established that the jua kali metal businesses are small scale in orientation 

where majority have between l and 5 employees. These businesses are located close to 

each other with some sheds being shared by different business owners. Most of the 

employees are trainees who are taught through practical demonstrations.

\ S  noted in table 4.2 below, that majority of Kamukunji metal work artisans are males, 

consisting of 82% (41 respondents) and females consisting of only 18% (c) respondents). 

This kind o f composition is ideal for participatory communication, an interactive vehicle 

for discussion and decision making which can empower the artisans. It easier to mobilize 

people o f  one sex to actively participate in decision making processes. Therefore the 

artisans' composition is ideal for participatory methods of information gathering and 

dissemination.

Tabic 4.2: Gender composition of the respondents

Frequency Percent Valid Percent
Cumulative

Percent
Valid Male 41 82.0 82.0 82.0

Female 9 18 0 18.0 100.0

Total 50 100 0 1000
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ITk  artisans have invested little initial capital, ranging from as low as k.shs. 500/- (2% 

of the respondents). One respondent however indicated that he invested an initial capital 

of K.shs. 520.000/- fable 3 below shows that majority o f the respondents indicated that 

their initial eapital was through savings:

Table 4.3: Source of initial eapital

Frequency Percent Valid Percent
Cumulative

Percent
Valid No answer 2 4.0 4 0 4.0

support from parents 10 20 0 20 0 24 0
Savings 32 64 0 64 0 88 0
Loan 5 10 0 10 0 98.0
Reirement benefits 1 2.0 2 0 100 0
Total 50 100 0 100 0

Given the low levels of investment in terms of initial capital and also due to the artisans' 

biggest problem of lack of ready market, it is evident that the artisans need to get more 

market information and yet they can not afford, l he artisans are engaged in a continuous 

search lor information pertaining to raw materials, customers and markets. These artisans 

require a lot o f marketing information which of necessity facilitates their decision

making processes. Market information helps the individual artisans to be innovative and 

thus have a competitive edge over the other artisans. But the information does not come 

easily for the artisans, it comes out o f self-initiatives, trial and error, leading to 

frustrations and wastage of time and money.

Another characteristic that was observed is that the artisans are a mix ol individuals with 

vary ing education levels, with majority being secondary and primary school leavers and
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\cr> few graduates from the universities. These relatively low levels education mean that 

the artisans out necessity, require a great deal o f costing and pricing skills. They also 

require more information on credit facilities and saving management skills. It can also be 

inferred that due to the varying levels of education among the artisans, there is now 

smooth How of information between the artisans. The following graph is a reflection of 

the respondents* level o f education:

Figure 4.2: Level of education

30 '
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The study also established that: 66% of the respondents belong to the Kamukunji Jua 

Kali Association. Out of these artisans. 10% thought that the association members did not 

have any advantage over non-members. However, 14% of the members said that the 

association helped the artisans to market their commodities by organizing for displays at

Blank space Primary Secondary College/Umversity

Highest Level of education
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exhibitions. Another 14% of the respondents said that the association helped the artisans 

to get recognition from the government and non-governmental organizations. Some 

respondents said that the association assisted mostly in welfare related matters for 

example during bereavement (12%) and only 6% said that the association helped 

members to get loans. This implies that the respondents do not collectively take part in 

decision making neither in the gathering of market information. The Jua Kali welfare 

Association is ideal vehicle through which participatory process can be used to bring 

relevance o f market information gathered by members. The welfare can also be used to 

gather appropriate information.

UNIVERSITY r  IROB!
EAST AFRICai' m wollcCTION

4.5 Modes of Communication between the Artisans

I rom the study, it emerged that majority of the respondents (80%). share information 

with their customers. I lovvever. the mode of communication they use is both time 

consuming and expensive. Majority of the respondents said that they shared information 

by visiting potential customers. It also emerged that the artisans' biggest problem in 

getting market information is lack of funds to look for information. The second biggest 

problem is the fact that people are unwilling to share information while another related 

problem is that people give false information. Another problem is that information 

gathering is a time consuming effort. Therefore it can be inferred that access and How of 

information in the sector is daunted with numerous problems that need to be solved if the 

sector is to effectively play the important role it is expected to play in the economy.
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The study also found out that even communication from the Kamukunji Jua Kali 

Association was not very interactive. Most of the respondents (32.25%) said that 

communication from the Association is in form of posters. 29.03% said that the 

Association uses meetings to communicate to its members: another 25.80% said that 

letters are used to communicate. Use of word of mouth (9.67%) and visits to the offices 

(3.2%) are the other methods of communication used by the Association. In this age of 

information technology, these methods o f communication are not very effective and are 

expensive and time consuming and should be improved.

The communication from the Association to the members was found to be infrequent. 

The study found out that 61.29% of the respondents thought that communication from the 

Association comes after more than six months while 19.35% of the respondents said that 

communication from the Association to members is once in a month. The respondents 

were almost unanimous that market information is very important to the artisans. Highly 

two percent (82%) o f the respondents said market information is very important to them, 

another 12% said that market information is important. Only 4% of the respondents said 

that this kind of information is not very important to them. It came out clearly that there 

is need for participatory methods of communication to be introduced in the sector. This 

will empower the artisans and also broaden the range of people with access to market 

information. The information gathered in an interactive manner will not only be adopted 

faster but will also be of greater relevance.

It was also evident that more o f the communication in the Association happens between 

the members than from top managers to members i.e. 'vertical', as the following table

shows:
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Tabic 4.4:

New skills are communicated to members as

Cumulative
Frequency Percent Valid Percent Percent

Valid Not applicable 17 34.0 34.0 34.0
From top mangers to 
members 5 10.0 10.0 44.0

From ordinary members 
to ordinary members 19 38.0 38.0 82.0

Rarely do members 
share information 2 4.0 4.0 86.0

Sometimes information 
is shared between 
members

1 2.0 2.0 88.0

Sometimes information 
starts from ordinary 
members

6 12.0 12.0 100 0

Total 50 100.0 100.0

1'hc scenario rcHeeled by these findings, indicate that there is potential for horizontal 

participatory communication as advocated by recent perspectives on development 

communication. As stated earlier in this study, participatory communication implies 

participation and sharing of knowledge horizontally. This type of communication in the 

sector is non existent in the sector but there is potential for it.
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CHAPTER 5

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Overview

This chapter discusses the factors that intluence the access and flow o f market 

information within the Kamukunji Jua Kali Metal workers in Nairobi. Kenya. The 

analysis is based on fifty Jua Kali metal workers who were selected for in depth interview 

on access and How of market information within the workers. More information was 

'btained from officials o f the Kamukunji Jua Kali Association.

The History ot Kamukunji Jua Kali cluster dates back to the colonial government when 

the area was designated as a business sector for Africans. In those days, the area evolved 

is a place for micro and small businesses that were commensurate with the African 

consumption patterns of that period. During the pre-independence period. Africans did 

not have many sources o f income apart from the wages they earned by working for the 

colonialists or the Asian business people. As such, the Africans did not have much 

purchasing power. After Independence, the cluster became an access pool o f immigrant 

labour characterized by low levels of education. There was an influx of immigrants from 

the rural areas who Hocked the city in search of jobs. Majority of these people were either 

illiterate or semi-illiterate. During the first two decades o f Kenya's independence, the 

government did not fully support the Kamukunji Jua Kali Cluster and the artisans were 

subjected to constant harassment by the Nairobi City Council authorities.

kamukunji cluster started to benefit from the government when the new thinking and 

policies as reflected in the Sessional Paper No, 10 of 1986 started to be implemented.

43



Before that period, the ILO had in l l)72 recognized the important role that the informal 

Nxtor played in the economy. ILO had found out that the biggest social problem was not 

unemployment but the existence o f a great number o f poor workers who produce goods 

and ser\ices while their activities are not acknowledged, registered or protected by the 

state. The Kenya government later on recognized the importance of the cluster to the 

urban and national economy and it facilitated the construction of sheds for the artisans 

who before then worked under hot sun and hence the origin of the term "Jua Kali", 

meaning hot sun.

5.2 Cost of Catherine Information

findings o f  this study showed that most of the Kamukunji Jua Kali Artisans are small 

scale entrepreneurs whose initial capital is as low as K.shs.500/- (live hundred) which is 

equivalent to about eight dollars (SX). Though two respondents said they had invested 

more than K.shs.400.()()()/-(lour hundred thousands), majority ol'the respondents. (14.3%) 

said that they had invested K.shs.5000/- (live thousands). Another 12.2% said that they 

invested K.shs.2000/- (two thousands).

It is thus evident that the artisans can not afford to gather or disseminate information 

properly. This is because information is costly to obtain as it needs substantial time, effort 

and financial commitment. It was noted that majority of the artisans rely on very few 

people who serve as trainees as well as assistants. They thus depend on themselves to 

source for raw materials, work on the materials to produce the particular goods, look for
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-urket and sell. The artisans rely on self-initiatives, hard work and co-existence with 

each other to gather market information. These methods are not only unreliable: they are 

aiso expensive in that they are time consuming. The information gathered in this manner 

is not very accurate and thus not very useful. Modern communication theory advocates 

for information to be a catalyst for change. The access and flow of information, 

particularly market information should not be a hurdle to the artisans. It should not be a 

self-initiative rather it should be a participatory process. Greater participation is an 

essential prerequisite o f good governance by interest groups that want more say in policy 

development and implementation. Thus development communication is a notion that ma\ 

he seriously be considered for use in the informal sector to bring positive change.

Another reason why information lor the artisans is costly is the characteristics of the 

products. Majority o f the products are not for every day use. rather they are a one-off 

purchase which makes their procurement process more information-intensive than the 

regularly used goods. The artisans do not have resources and time to provide sufficient 

information to their customers and they therefore tend to rely on middlemen or 

intermediaries to provide information. Theories of communication for development assert 

that there is need for passing information. Communication for development is a 

systematic design to share knowledge among stakeholders. The artisans should be 

assisted to pass information about their products and thus avoid the unnecessary 

middlemen. Communication for Development encompasses use of different media and 

approaches e.g. folk media and traditional social groupings, rural groupings, rural radio 

for community development and other multimedia modules. Modern information
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:ethnology for example use of mobile phones and the internet should be designed to help 

to advertise the artisans’ produets.

5-3 Sources of Information

Pie respondents in this study said that they mostly rely on their suppliers and eustomers 

to get market related information. Information emanating from the Kamukunji Jua Kali 

Association is more of welfare than of market related thus rendering it not very useful for 

dr jua kali industry. Therefore, the artisans do not have a reliable and authoritative 

source of market information. Schramm. (1964). contends that mass media are agents of 

Micial change and therefore there is need for government policy makers and other 

stakeholders in this sector to use welfare associations and other media to disseminate 

market information to the artisans. Rogers (1962). advocates the theory of diffusion in 

communication development. 11 is diffusion theory is applicable in the informal sector 

"here the welfare associations should be used as source o f relevant and appropriate 

market information in the sector. This information should then diffused to the rest of the 

members, going through various stages until the entire membership receives and adopts 

it.

5.4 Medium of Communication among the Artisans

As portrayed by Figure 1 (page 36). the major medium of communication among the 

artisans is through the word of mouth. It was also established that communication from 

the Kamukunji Jua Kali Association is in form of posters, letters and through visits to the 

association offices. Only two respondents said that mobile phones are used as a
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. 'nmunicaiion channel among the artisans. Although the message is more important 

:nan the process of communication, in this information age. it is imperative that 

information technology in the sector is improved to enhance the artisans' capacity to 

> \ercome trading barriers like lack of relevant market information. Schramm's model of 

communication stresses the importance o f feedback process in communication. The 

methods of communication that the respondents said they use do not have an effective 

:.edback process. Feedback in communication is important because it tells the source of 

information how the message is being received and interpreted. Thus newer and more 

interactive medium of communication should be put in place.

5.5 Pattern of Communication among the Artisans

I he results of this study indicate that participation and sharing of information in a 

bori/.onlal wav was relatively more prevalent than communication in a vertical manner. 

More than hull of the respondents (57.15%) said that information is usually from ordinary 

members to other ordinary members, another 18.18% of the respondents said that mainly 

information starts from ordinary members who inform the top managers. A slightly 

smaller number of respondents. (15.15%) said that information starts from top managers 

to ordinary members. Communication for Development theory states that the role of 

communication and participation in development is very important. This entails a 

systematic design and use of participatory activities, methods and media to share 

information and knowledge among all stakeholders. Participatory communication 

theorists suggest that information technology should he used as a tool to empower 

communities by putting people at the center and appropriation of communication
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processes. Therefore patterns of communication should abandon vertical development 

paradigms. They should respond to the real needs o f people and use appropriate 

technology. Patterns of communication should focus on networking at the grassroots and 

ensure that the artisans are included. This is due to the fact that information alone does 

not generate change, whereas communication, which implies participation, sharing of 

know ledge in a horizontal way is key to social change.

5.6 Recommendations

knowledge and information are essential for people to respond successfully to the 

opportunities and challenges of life and therefore in the informal sector where there are 

numerous social and economic challenges, this need can not be over emphasized. Market 

information is necessary to help to improve the artisans' productivity. However, useful 

knowledge and information must be effectively communicated to the artisans. Tor 

example, if the artisans are able to access market information relating to their products, 

they will he able to either negotiate better rates or sell directly to buyers instead of using 

middlemen or intermediaries. Information may also be obtained about required inputs for 

the artisans' product and this can result in higher quality inputs being sourced at better 

prices.

This study suggests how the artisans' cost of information may be tackled in the informal 

sector. One way would be through direct government intervention in market information 

gathering and dissemination. Respondents said that they did not perceive any direct 

government role in their businesses, instead they are suspicious of the government 

policies. The government can help to create bigger markets for the artisans by promoting
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product innovation and building institutional capacity. The suspicion between the artisans 

and the government officials may be eliminated by employing participatory methods to 

empower the artisans and giving them have more say in policy development and 

implementation.

Despite the fact that the government has changed its attitude towards the informal sector, 

it has not given enough support to jua kali entrepreneurs especially on knowledge and 

technological as well as in market information related needs. The informal sector is still 

faced with a problem of lack of information on existing technologies and their potential 

for increased trade, lhe government can assist the informal sector by improving the 

artisans' accessibility to credit facilities. Direct government intervention in this way can 

,v'ad to a situation where risks and transaction costs of lending to the informal sector 

business people are reduced. As a result, there would be an increased capacity for the 

financial institutions to serve small scale clients thus increasing competition in financial 

market. A scenario like this has already started to be witnessed by the entry o f the Kquity 

Bank in the proximity of Kamukunji Jua Kali sheds. More established banks like 

Barclays have followed suit and are opening branches in the area. This competition will 

lead to more money available to the artisans and thus they will be able to afford the 

gathering and dissemination of information.

l or example, with availability of more money, the artisans will be able to access market 

information related to their products, they will be able to negotiate better rates with the 

intermediaries or sell direct to buyers. With reduced cost o f information, there will be an 

incentive for the artisans to invest in modern communication technology like use of
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mobile phones and internet for their trading purposes. As noted in this study, the artisans 

rely on traditional means ofeommunication like use of posters and word of mouth. More 

use of mobile phones will allow the participants in the business to verbally communicate 

information at speed, cheaply and without geographical limitations.

Globally, there has been dramatic acceleration in the development and use of information 

and technology in the world and there is need for informal sector to benefit from this 

change. Information technology has been used to help break the vicious circle o f poverty 

and therefore if the artisans are encouraged to embrace information technology through 

reduced cost of production, the informal sector will develop significantly.

Plough most of the respondents did not rale highly the usefulness of the Kamukunji Juu 

kali Association in their business operation, the association was a result of a government 

initiative. I he association was created to serve as the main platform for encouraging 

interaction between the artisans and the government, for example, it was meant to serve 

as an avenue through which government would communicate its policies to the juu kali 

entrepreneurs. Some of the joint efforts include organization of trade exhibitions that the 

respondents referred to during the interview.

I'he study recommends that there is need to encourage the jua kali artisans to enroll as 

members of the associations which should play a dual role o f being a welfare 

organization as well as serving as a vehicle through which market related information is 

passed to the artisans. The artisans should be encouraged to participate fully in these 

associations which should adopt participatory management procedures.
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The government should for instance take advantage of the existing Jua Kali associations 

to act as vehicles through which knowledge and technology is transferred to the artisans. 

Through the association, it would be possible to coordinate market information needed by 

the artisans and also coordinate transfer of appropriate technology. Different gov ernment 

institutions like Kenya Industrial Research Development Institute (KIRDI). National 

Council of Science and technology (NCST). Kenya industrial Estates (KIE) and Kenya 

Bureau of Standards (KEBS) would find it useful to penetrate into the informal sector 

through the associations which already serve as centres for collective learning where 

information is sourced and shared in a horizontal manner. Government policies will also 

be communicated effectively through this media.

\dvocales of participatory management practices have shown that greater participation is 

a prerequisite for good governance and it makes the participants to listen and get to know 

each other more easily. Participation encourages people to initiate, discuss, conceptualize 

and plan activities together thus acquiring full ownership o f these plans. It creates a sense 

of partnership which in turn enhances information sharing and distribution.

The study established that in the Kamukunji Jua Kali Association, horizontal method of 

communication is more prevalent than vertical communication. This communication 

pattern should be encouraged since it is in line with the theory of participatory 

communication for development. The theory puts people at the centre of decision making 

process thus empowering them to lead their own development. By empowering the

51



associations, the artisans will be able to take control of the process of acquiring and 

disseminating market information needs.

52



References

Alila. P 0. and Poul Ove Pedersen (ed.) Negotiating Social Space. East African Micro 
Enterprises. Africa World Press. Inc. Asmara. 2001.

Bromley. Ray. **A New Path to Development? The Significance and Impact of 
Underdevelopment". Economic Geography. London. 2000.

Bessette. G. “Involving the Community: A Participatory Guide to Development 
Communication. Southbound. Penang and International Development Research Centre. 
Ottawa.

Chin Saik Yoon. "Participatory Communication for Development'. Development 
Communicators, http: ww w. southbound .com, mv/communication/narcom.htm.

Cross. John. “Informal Sector". Published in the Encyclopedia of Political Economy. 
London. 1998. http:// www.openair.org/infdef2.html.

"Development Communication". the museum Broadcast communication. 
hup: w w w. museum. tu/arc hives/etc. I Xhtml 1) devclopmcntc/dcvclopmcnte. hlml.

"Development o f Micro and Small Enterprises for Wealth and Employment Creation for 
11 iverty Reduction . Sessional Paper No. 2 of 2005. (iovernment Printer. Nairobi. 2005.

Dragon. G.A. “Making Waves; Stories of Participatory Communication for Social 
Change". Eldis. Rockefeller f oundation. 2001. http://eldis.oru/slatic7l)()(T 01 64.htm.

"Economic Management lor Renewed (irowth: Sessional Paper No. 1 o f 19X0 on 
Economic Management for Growth". Government Printer. Nairobi. 1988.

Gillman. Helen. "lighting Rural Poverty: the role o f ICES". 3
http: u wvv.ifad.oru/events/ws.s/phasel/svnthesis. 2003.

Ilallberg Kristin. “A Market-Oriented Strategy for Small and Medium Scale Enterprises". 
International finance Corporation. Discussion Paper. April 2000.

Ikoja-Odongo. Robert, "A Study of the Information Needs and Uses of the Informal 
Sector in Uganda: Preliminary findings. Library and Information Science Research. 
Electronic Journal ISSN 1058-6768, Volume 1,2001.

ILO/TOOL. “Strengthening Informal Sector Networks in Kenya through Exchange 
Visits." Synthesis paper compiled by Tanburn Jim et. al„ 1995.

ILO. “Decent Work for All', http://www.ilo.org/public

53

http://www.openair.org/infdef2.html
http://www.ilo.org/public


Kumar Paid. “The Role of Science and Technology in Small and Medium Enterprises 
Development”, him: uvvw.worldhank.org'html/fnd/teehnet/gk-smes.htm. 2004.

Kinvanjui Mary and Khayesi M.. Social Capital. Micro and Small Enterprises and 
Poverty Alleviation in East Africa. OSS REA. Addis Ababa. 2005.

Linking Industrialisation with Human Development. Fourth Kenva Human Development 
Report. UNDP. Nairobi. 2005.

Maloney F. William. “ Informality Revisited”, World Development Vol. 32. No. 7. 
Elsevier Ltd. 2004.

Marc-Andre Roy and Wheeler David. “A Survey o f Micro-enterprise in Urban West 
Africa: Drivers Shaping the Sector". Development in Practice. Volume 16. Number 5.
2006.

Maundu. John N. “Towards Meeting Local Training Requirements of Jua Kali Artisans in 
Kenva: Som e Lessons ol Experience”. A paper presented in Harare. Zimbabwe at 
1SI ADEA conference 12lh 15h August 1997.

Maundu. J. N. (1992). Process and Product in Science and Technology Learning in 
Kenva: A study of Selection and Classification Skills in Jua Kali and Primary School 
xming. Unpublished

VfcCormick Dorothy and Poul Ove Pedersen (lid.) Small Enterprises flexibility and 
Networking in African Context. Longhorn Kenya, Nairobi 1996.

Nichler Simeon and Lara Goldmark. “Understanding Micro and Small Enterprise 
Growth. M icro report No. 36, USAID, 2005.

Schramm. Wilbur. Mass Media and National Development: The Role of Information in 
the Development Countries. Stanford University Press. Stanford. 1964.

Ian S. Alexis. Mass Communication Theories and Research. J.W. and Sons, New York. 
1985.

“UNESCO and an Information Society for All: Opportunities and Challenges”. 
http: wvvvv.unesco.org/org/vvehworld/lelematics/gis.htm

“What is Communication for Development?” The Point Newspaper. 2006, 
http: wwvv.thepoint.gm/Devclopment%20Coliimnl 8.htm.

W ikipedia The Free Encyclopedia, http://en.wikipedia.org/wiki

54

http://en.wikipedia.org/wiki


"Youth, training and employment; the integration of Youth into informal Sector: The 
Kenya experience,*' Roundtable on the Integration o f youth into working life 2nd 
International and Technical ed. Congress, Seoul, Korea April 26 -  30,1999.

UNIVERSITY OF NAIROBI 
EAST AFRICAN* COLLECTION

55



APPENDIX 1

Field Questionnaire 

Personal Background Information

i) Respondent's Name :(optional) __________ *_____________________

ii) Gender: _________________ _

iii) Age in Years: ____________

iv) Highest level o f education:

Business Background Information

i) Kindly tell me. when did this business start operating? _________________

ii) Is this business a partnership?
i. YES | |

ii. NO | |

iii) If yes. how many people own it?

iv) Please tell me about how much have you invested in this business? ______

\) Kindly explain how you raised the initial eapital to start this business.._____

vi) I low many employees do you have? ________________________________

Market related Information Needs

i) Please tell me how you get marketing related information e.g. where to get
lowest prices o f  raw materials? _________________________________

ii) What marketing information do you mostly require for your business?
a)

b) __________________________________________

c )  ----------------------------------------------------------------------------------------------------------------------------------------

56



iii) Are you able to easily find the necessarv market information?
a) YES [ ' ]
b) NO [ |

iv) If your answer is NO. what problems do you encounter while trying to get 
market information?

a )  _____________________________________________________________

b) _____________________________________________________

c) -------------- -----------------------------------------------------------------

v) Do you relay any information to vour customers?
a) 'YES | |
b) NO | ]

vi) If your answer is yes. what means o f communication do you use to 
communicate to them (customers)?

vii) What problems do you get while trying to market your commodities?

a)

b)

c )

d)

e)

viii) What do you think can be done to solve these problems?

4. BUSINESS ASSOCIATION INFORMATION

i) Do you belong to any association that supports your business'?
a) YES [ |
b) NO l |

ii) If your answer is YES, what is the name of the Association?_

iii) Who is eligible to be a member o f the Association? _

57



i\ i How does the Association help you to market your products?

a )  ---------------------------------------------------------

b )  ----------------------------------------------------------------------------

c )  ----------------------------------------------------------------------------------------------------------

d) — --------- --------------------------------------------------------

v) Which are the methods that are used tor communication between the 
Association and the members?

a .  --------------------------------------------

b. ------------------------------------------------

e --------------------------------------------------------------------

vi) I low frequently do members gel communication from the Association?

a. ()nce a week | |

b. Once in two weeks | |

c. Once a month | |

d. Once in six months | |

e. ()ther| |

vii) What advantages do members o f the Association enjoy, as opposed to the 
non-members, as far as market information is concerned?

i) ___________________________________________________

»)  ______________________________________________________

•ii)___________________________________________________

i v ) _____________________________________________________
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viii) How do you utilize the market information you gather from the Association?

a )  ______________________________________________________

b) ______________________ ______________________________

c)  _________________________________________________

ix) How do you rate the importance of market information to the growth o f your 
business?
a. Very important. [ |

b. Important. | |

c. Not very important. | |

d. Not relevant to growth of the business. | |

x) Please explain the choice of answer to the above question.

\i) Are the members encouraged to exchange knowledge and new skills among 
themselves?

a. Y!-:S | |

b. NO | |

xii) If YMS. how do they do this?

1) _____________________

2) --------------------------------

xiii) From your experience, market information and new skills are communicated 
to members through these methods: [1 = strongly agree. 2= agree, 3=strongly 
disagree. 4= disagree]
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a. Always from the top managers to members and never from members to
managers. [ ]

b. From top managers to members who then share it among themselves. [ ]

c. From ordinary members to other ordinary members. | |

d. Rarely do members share any information on market or new- skills. [ |

e. Sometimes information is shared between top managers and ordinary
members. ( |

I. Sometimes information starts from the ordinary members who inform top 
managers. | |

xiv) When a major decision that affects members has to be made:
| l=strongly agree. 2=agree. 3=strongly disagree. 4=disagree|

a. Members are only informed by managers. | |

b. Members are allowed to deliberate before the decision is made. | |

e. Members would prefer to discuss among themselves hut are not given a 
chance. | |

d. Members think that it would lake a very long time for decisions to be 
made | |

xv) Kindly tell me what else you think I should know about your business or
about jua kali.
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