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ABSTRACT 

This study was conducted\\ ith th main nhkrtiw or findin g out if micro and small-scale 

furniture mnnufi1ctun:rs op 'I 1tin 1 in lomhasa town segment their markets. The study 

considctcd thosl' littn in hH~mhe Tayari, Changamwc, Magongo, Kisauni 

and I ikoni. 

The study bad tm) main ljecti\es.-

1. 'f'o document 1he .\laiC! of segmentation pmclices by small-scale .fumiture 

manii}acluring businesse?s in fombasa town. 

2. To identif)· the segme?ntation mriahles commonly used by small-scale jitrniture 

manitj'acturers in :Uombasa town. 

A sample of 60 firms ' ere interviewed. Primary data was collected through personally 

administered . tructured questionnaires. ·r he respondents \\Trc O\ ncrs or managers of the 

micro and small- calc furnitur making finn·. 

!lie data l tain d \\a Cl d d and fed into the comr ut~.:r and analyzed u 111' th ·p "S 

ka1. 1 an' r th fir t ol~ccthc th lat. \\H :.mal)Z I in orm ol 

r nta 1 

ht I I Ill I I • Ill 11 ml chi-



The findings of the study suggested that 6_ 0 o or the mt cro and small-scale furniture 

manufacturers segmented their mmhts. On!) JR 0 u do not. This showed that market 

segmentation had permeated th' tank< nr this suhs\.'dor. 801Yt) or the respondents found 

market segmcntntion to b im1 IJIIlll . I hl lindin 'S <llso revealed that the usc of market 

scgmcntnttotl w11 · 11\ll i11 I 'I nl nl of the \.'ducat ion level or the respondents and age of 

the bu ·inl·s ·hut" 1 in! 1 nl nt fthc ·ize ol'the business. 

The r~?sults al·l) :uggc ted that the variables commonly used by the micro and small -scale 

furniture manufacturer· in lombasa to segment their markets arc: income, age or 

cu tomcr. benefit ought by customer, social class (middle) and individual customer. 

The e had mean scale \'a\ues which were greater than the midpoint of the scale of 2.5. 

According to the results, the respondents were generally satisfied with the segmentation 

\'ariablcs they were u ing. These' ariables were round to be independent or the business 

and re pondents characteristics. 

II 



CHAPTER ONE 

1.0 INTRODUCTION 

1.1 Bacl<ground 

The word informal scl'tot "1 Itt ·t usul by ILO in their study of 'Employment 

lncom<.: s and I qu dit · in l 1 
'-· 111 then, a lot has been done on the informal sector 

through tilL· mini lt i~ )I PI tming, Research and Technical Training and Labour and 

Manpower lJ~n~lopmcnt. Also several studies have been conducted in this sector such 

as 'Micro and mall Enterprises in Kenya' (Parker & Torri cs, 1993), 'Employment and 

Income in Iicro and Small Enterprises in Kenya' - Results of 1995 National Survey 

(Daniels, t-.lead & 1usinga 1995) and the MSE Baseline Survey of 1999 ( CBS, 

ICEG and K-Rep . .l999). 

According to the 1999 MSE Baseline Survey. there are about 1.3 million micro and 

small enterpri es in Kenya employing about 2.4 million people. !he average income or 

these enterpri es is Ksh. 6000 per month. This sector contributes 18.4% of the 'DP 

( l3 , I I~ 1. K-Rep. 1999 . 

In Ken), th mall cntcrp1 i. hm c b~.:cn c Hl i !ere 1 imp tlant be~.:ausc they: 

rtuniti : 11 m te nati< nal I' Iueth it.: cnal 1c th ntrcpt n ur tt 

quir rt in kill · imJ rt, nt th 

th r in 1 tli · 1 r m nu,l-ul n 



Small-scale enterprises usc simple tcchnolo~ics that nrc labor intensive. They save 

foreign exchange and create cmplo) mcnt. lhcy also cncoumge savings among the 

lower income groups and can be c:tahli. h~..·d h) supply small segments of the market in 

remote areas with little dc'd 11 ·I inli.t~ltuctllt\' (PFDC, 1997). 

Despitl' tilt- . i •nili 1111 t 1) ' ''' d hy lSEs itt Ke tt ya 's national development, the 

sector has \1\'Ct tit~.: ) \II c 1 ricnccd nwny con<;trai nts to the realization of its full 

potential. \nwn' the kc_ con twining factors is markets and marketing for their 

products 'crvice: . 'l hi. wa cited by 34'X, of the respondents (CBS, lCEG, K-Rep, 

1999). The problem of marketing could be attributed to the nature of the sector itself 

ince re ource arc inadequate for sufficient market research. 

\Vakah (1999). reYealed that most t lSh owners had low lcvclc:; of education. Limited 

le\'el of education has led to poor management practices among M Fs. Ombok, 

(1990), concluded that in most lSI' . problems arc ill defined or ill-concei cd, 

adequate records are not kept. production plans and market forecasts arc absent and 

rudimentary management skill an.: ab. cnt. 

'j n 19 6 , argu that th u h there i a I t of litcratutc n mar cling th th tm o 

t that marketing i ft r lc pr fc i< nal au th 

I fin ncial 1 ur tllll lu ·ti n that 

rt-t rm th n th I Ill f m rk tin'· 

it I t th 



who contends that MSEs in Kenya seem to gt\'C very litllc attention to marketing 

unlike their large business counterparts nnd one or the problems that leads to failures 

of MSEs is lack of markets f()r their gt)t)d ·and ddicicn t tll ~1rkctin g strategies. 

In order for mmketin, to h 1\t: 111 imt net on pcrl(mnancc of MSEs, all aspects of 

marketin, philo Pph • mu t l l.tid dm\11 and practiced. For marketing to be 

bcnl'ficinl. tln:tl' ·lllltJll I u d1 h10wkdgc of all the firm' s activities in serving 

its cu·tomn · nccd · Jlt fila I.. i\ majm cont1 ibution or marketing performance is 

making the cu ·tomcr· the f( cal point or the marketing strategy, giving direction of 

how to compete. \\here to compete, and contributing to the dynamic ana lys is of 

cu tomcr ( joori. 1996). 

According to A char ( 1994 ). 1SEs have a good process organization, production 

strategy and formulation of planning of inputs acquisition and product design. quality 

control and assurance. The weakest link is marketing. This view is supported by 

joori ( 1996). who indicate.· that entrepreneurs han: marketing weaknesses due to 

lack of marketing training and e,·periencc. 1 larkcting training and e.·pcricnce can help 

them to carch for tnOI'I.: cu t mer . and to can the marketing cnvitonmcnt. 

th r the UJJI) ( f and the dem n I It r 

pr ll many nt 'I n ill' t ( Ill 11 

imil r pt lllll 

int · t tl 

l i nd 

11 pr 



Market research could be used is to identify the small business target group, that is, the 

specific group of customers at \\hom the company aims its goods or services. 

Literature affirms that the grcatc t matkL'IitH..!_ mistal c small businesses make is failing 

to define clearly the tar oct Ill llkl't ttl IL' '\l'I\L'd (Sc:trborough and Zimmerer, 1996). 

'I hough MS!os hm·t: Iindt I t lllLC. tnrpct lllillkcting can help them aim their 

se rvices hL·tll't and I 'li' 1 It o u tmnu sati slaction . 

Failing ({1 pint oint their target market is ironic since small firms arc ideally suited to 

n:aching market ·cgmcnt ~ that their larger rivals overlook or consider too small to be 

profitable. \n effective marketing program all small businesses depends on a clear, 

conci e definition of the firm's targeted customers. Successfu l businesses have well ­

de igned portrait of the customers they seek to attract. From market research, they 

would kno\\' their customer's income Je,els, lifestyles, buying patterns, psychological 

profiles etc ( carborough and Zimmerer, 1996). 'I he target customer permeates the 

entire busines , from the merchandise purchased to the store's layout and decor. 

1arket gm ntation IS vital for hu inc c a it enable them to mak' product 

d Cl effe ti,cly. lend to 1 r litahility and make them gain a 

c lllJ titi c c •c a lain t c lllJ tit 1 . 

1.2 h lurnitur 1nl ing uh c tor 

hrmitu m i tr il uti n 

in trlit m 

m 1tutr n 

1 tcnti 1 

nm 111 h n 

tl 11 ur ni hm tl rr 



According to the 1999 MSE Ba eline Survey, woodbascd manufacture accounts for 

4.1% of the total MSEs and there nrc 43,450 MSFs in this subscctor employing 

96,431 people (CBS, ICEG, K-Rcp, Jl}l)l)). Woodwork enterpri ses make upto 63% of 

the enterprises in the mote bro tdh k•lin~.-·d rm~.-·st h~tscd product subscctor. It largely 

consists or entet pt i ll\ tkino \\l\(\tl ll rumiturc, !ixtures nnd fittings and other 

woodcn:tt'l'l\ ''ork (l'uk·t ulll<ni·. J<)<J4). 

ln rL'cent ye•tr.:. thet • h. been a growth in the number of furniture businesses 

especially in the urban areas. According to Ndua and Ng'ethc (1984), the furniture 

making ul ·ector i of a particular interest. 'l here is a prima facie case that it has 

exhibited a more pervasive potential for growth and adaptabi lity to new market 

condition and process technologies and has given its operators marked 

competitivene sand gains on im·estment. Achar ( 1994 ), notes that furniture making is 

a more pervasiYe . lSE manufacturing subscctor especially in urban areas where it 

provide an invaluable avenue for technical learning for production of goods and 

services for venturing into the broad mea of manufacturing for export intcnsi fication or 

import ub titution. 



A study carried out by Ami (1991 ), found out that carpenters experienced difficulties 

in finding skilled workers. purchasing machinery and getting customers from 

competitors. Owing to the Yolatility t'l' matl ct share and the short term employment 

contracts, maximizing the in '(llll 1'1\llll l'\l'r~ pb:l' or item made is the goal of both 

workers and propr it·t\lt . 

Smalkr linn · in tlti · ul ' t r can onl y survive if' they exploit market segments and 

niches (Ami. Jl o 1 . 

1.3 DEFI 'ITI01. OF 1 I:Ri\JS 

1.3.1 ABu inc 

The term 'bu ine s' can be defined as: 

"An enterprise which provides goods and services for satisfying the needs and wants 

of people. Businesses also give suppliers of materials. labour and the O\\ners, 

sufficient payment or rewards for their supplies, hours of work or investment 

re pectively (\\ akah. 1999). Enterprise is defined as any income caming activity that 

not in primary agriculture or mineral production (Pat kcr and 'Inn ie ·, 1993 ). 

Bu inc can al o l c defined intpl <1 an cct nomic acti vity nHnc or lc s intended to 

make a pr fit. 

I. .2 rn. II Bu in 

lth ll m, II lu in ha I 11 th mam fm tu in th 

f thi t l lll h rm Ill nd 

th II Ill \1111 

m II llu 11 ll It II 7 In h 



came up with 50 different definitions (U AID, 1983). This is because the definitions 

used various measures of size depending on the purpose for and the persons doing the 

measuring (Kibera, 1997). Kihcra (I qq) ). •i\C·s som' yardsti cks which arc commonly 

used and these arc: total numl ·r tlf ~.mphl\ l'l'S, total invcs ttncnt and sa les turnover. 

In the United Kin •do111 the I finitinn nf m:lll business is that with 5 to 200 employees 

depending ott tit\.' imlu tli I t 1 { il eta, J<)Wi : 71). In the United States, the Small 

Business .t nwll business as "one which is independently owned 

and op~.·mtcd ami n t d minnnt in its lick! of operation" . Thus they consider all 

manul'acturin • linn· ' ith UJ to 250 employees as small whil e for wholesalers and 

rctailct" with annual cales less than US $ 15 million and US$ 5 million respectively 

are con idcred a mall (IIodgetts. 1982:5 ). 

According to Baumback (1988). a small business is one v,hich is relatively small in 

size within the industry in which it is a part, is active ly managed by its owner(s), is 

highly personalized, largely local in its area of operations and is largely dependent on 

internal sources of capital to finance its gro\\th. 

For the purpo c of this tudy. the definition given b) the 1 lSI! baseline survey (I ( 99) 

will b ad pt d. 

bmpl yment h r 

n t. 

n II t 0 rk 

m1l 

defined a bu inc emplo) ing upto -o worhts. 

" rkin ' in the cnlctl ri "hcth r th y ar 1 aid r 

lll t t n '' r ·cr 

111 ' 111 rm ti it i it 

11111\ 



The enterprises are essentially non-pnmary business, that is, non-farm business 

activities excluding agricultural production, animnl husbandry, and fishing. 

For the purpose ol' this stu I), thL' lt'tm sm:tll 'busittl'ss' nnd 'enterprise' will be used 

interchangeably and will ·nt til litnts t':tkpori:~l'd us micm and small enterprises. 

'' lnl< llll!ltion ( 19R(>) and Statistical Abstract (1991), a 

linn is rollsidl'l d 1 • lutnitm' matlulactming i I the l'umiture is primarily of wood. 

l ltm l'n-r ill thi · ·tuth. a fiun is considered as f'umitmc manufacturing if the furniture 

is primarily t1l'\\"l1\ d \ r metal. 

1.3.3 larkct Segmentation targeting and positioning 

l\lany authors eem to be in agreement as far as the definition of market segmentation 

is concerned. According to mith ( 1956 ), market segmentation consists of vic,ving a 

heterogeneous market (one characterized by divergent demand) as a number of' smaller 

homogeneou. markets in response to differing product preferences among important 

market egmcnL. It is for more precise satisfaction of' their varying wants. 

chiffman an I Kanuk ( 1997 . define mmkct c 'mentation n the procc. s of dividing a 

market int di tin t ub et I con umcr '' ith c mmon need or m HC cluuacteri tic. 

and tar • t' ith a di tin ·t market in 1 mi.·. I hi 'ic\ 

d l I· n I ( nd Pr id 

rum •r 19 fin rn rk t m nt ti n n f 

Ill hi h th r 1 niz ti n mi ht 



All the above definitions are similar and they are advocating that market segmentation 

is simply the sub-division of a heterogeneous market into smaller homogeneous 

markets and the determination of the appwpt iatl' markding mix to satisfy the customer 

needs and want<;j. 

MariTI Sl' 'llll'lll:ttiuu .,, h 111d in h nd ' itll 111a1 ket tnrgding and market positioning. 

Market tnr •l'lin • i tin nc 01 more market segments to enter while market 

position in' i · 1: ·t lbli hing and communicating the product's key distinctive benefits in 

the market 

1.4 tatement of the Study Problem 

Mo t 1SEs start businesses based on skills possessed and capital. This leads to 

production orientation as opposed to market orientation. It is observed that there is 

more of copying than pr duct ion innovation in this sector and this shows apparent lack 

of creativity leading to O\'crsupply of similar products in the market and consequent 

low 1110\'emcnt of Stocks. 

n ted earlier. mall lu inc c rarely attempt to c:plorc markets h yond tho c 

'hi h th y arc familiar \\ith. P rha1 thi i l cau c the) me not tmarc ol how to •o 

ab ut it. But th take < n · \\ill 

II r , rd d ith hi 'h r r tum th, n th tick (( ll.tdili n·tl m rk t 

IIlli rt nt n I h n u 

II II tt nt t1 n 



by larger enterprises. it could be concluded that it would be a usef'ul strategy for small 

businesses. llowevcr, there exists little e\ idcncc in the lit era ture addressing the degree 

of market segmentation by small !inns. As nntcd ~.·m l icr, most li tcrature contends that 

the greatest marketing mi t tk · Ill Ill hu:in~.ss~.•s 111:1kc is f ~liling to define clearly the 

target mmkL:t to hL: 't' d 

llowt:\l·r. "hat i · • 'It 'I til_ tilt· lot J•lSb conccming market segmentation may not 

hold rot smnll ·c.tlc ltu nitmc manufacturing firms. Un like other enterprises, l'urniture 

busincs ·cs nw. tl~ 1 rNlucc products on order. It is observed that rurniture makers 

produce a range of l roJuct · in the same product category and the quality of each range 

seem to be tailored to a particular customer group. For example there may be 

different model of ofa ·ets made from different materials. different styles and even 

color . The prices are also \'aricd. Thus. it seems that in coming up with the different 

models of products and prices. small scale l"umiturc nuutuf~tcturcrs have in mind 

different set. of cu. tomcrs . 

'I he motivation l chin I thi tud) i ~ to lind out ho\\ the small scale furniture 

manufacturer d t rmi11c the diffc1 cnt I) pc of cu tomct . for the it products. 

71ti tul i an all lllJI to loo/;. at 11 hether c r not mall cal furniture m 11111 tclur r. 

ill fom/ J 1 I0\1 17 '~Ill< Ill lhc II llllll'k I\ the a< /lied JU (I( IH £'\ Ollci do IIIII Ill \1 lz 11 Ill \ 

con 1 t r 1 I 'em/ m 'Ill lllalloll 



1.5 Objectives of the Study 

This study is aimed at determining the~ tate or market segmentation practices of small­

scale furniture manufacturing l u:in~ .. ~- in T\ 1ombnsa town. In line with this 

therefore, the objccti\'cs ofth · tuly :Ill: 

1. To document the .H 1/ • ,. 'lllc'llfatioll flntcfices hy small-scale furniture 

1110111{/itdtll'ill' l11'i" 111 \ fomhma foll'/1. 

2. 'J'o iclenti/r lltl' H' 'II 111 111011 m,.;ah/es commonly usee/ hy the small-scale fiwniture 

mwwfclcturt'l'., in \1om! a'a toll'n 

1.6 Importance of the Study 

This tudy will be u eful to: 

I. mall busine s marketers \rho \l'ill gain some knoll'ledge about the importance c~f 

market segmentation and how they can segment their markets in order to gain a 

competitil·e adnmtage and increase the pn~fitahihty (~(their husine\\·es. 

2. The cho/ars- this stll((l' will help scholars to direct their uffention to more .\pec!f/c: 

aspects (?lthis topic in the.fitture wul.fimn their H'ork. the smalllmsine.H in Kenya 

H'hich are the mt~jority cm1 benefit. 

3. 1\1, E a 1\'i on and /rainen - rhe.\e will gain knowledge on the .\egmentation 

and will th/1\ ad\·i.\ newly e'ral/i\h ,c/,H I!.\ on the 

imJ ortanc o mark t \ gmen/1/ion, and 11 a in them on hm1· to \ gm Ill th ir 

m,. r 

- t/1• 10\ 111111 Ill /l I 

I m/11 111 tlratt 11 I til 

111 71t /t 1 lm ,,, 

a til mam m m b u hi ·/1 

IIJIIIClf I in m I o If 

I ,,, 



makers to idenl(fy the segmentation mriables that they need to.f(Jcus on in order to 

develop the MSEs. The stli(~V will also enable the policy makers to note the areas 

!hat need lo be addressed in c rdcr tc> attain IIH'aningfitl development through 

MSEs. 



CIIAPTFR TWO 

2.0 LITERATURE REVIEW 

2.1 Introduction 

The knowledge base for th · 'tnt't •mn lklds or small business management and 

entrepreneurship should I int 1 IUtH.'tion:ll :md interdisciplinary (II ill & La Forge, 

199 ). Yl'l thl: liutl'li~llltl tWill ctinp has contributed to these fields in 

recent years. 111111 • . c ntcnd that with the seemingly recent entry of the 

informal :cdot int~ 1)r •anizcd literature, it would seem that marketing in the subsector 

and its literatur~ i,· a latecomer. Rc carchers and writers in these fields often address 

marketing . uperficially. without an awareness of sophisticated marketing concepts and 

methods (Ili!L & La forge. 1992). 

Market concepts are those concerned with the perspective underlying marketing 

strategy de\ clopmcnt. 1 he key market concepts arc market segmentation, market 

targeting and positioning. 1 ht:sc concepts arc relatively simple but arc extremely 

powerful marketing tratcgy concepts for the development and growth of ·1 I:.s. ·1 he 

cfTcctive definition of market cgmcnts. the election of speci fie target markets and the 

dcvclopm nt ot a de ired po. itioning '' ithin target c 'ment · <Ill: impottant marhtin , 

tratc ~ r nc\ \Cntmc. and II r mallt gr "h oticnt d titm .. I nttcprcneurial 

finn k c mp·titi '~uhant,gc c •mcntin 1 m, tkct m umqu \\:l 

t 'ldc 1uat I c 1111 a hi •i n ' ' 

ir d iti n ithin th ' t mmk t (I Jill n II, I r '\.:. 1 ). 



The marketing discipline is an important resource because the underlying philosophy 

and orientation. of the discipline are attuned to mnrkcts and cu tomer needs, which 

have a direct applicability to mull business. I'his orientation is or obvious importance 

to new business creation nnd t' '·kin, nnd t'\':lluating opportunities. 

Small busiltl'SS\.'S 11\.'ul tn kn th ·i1 111:11 k ·ts perfectly ami not only concentrate on 

obtainin' linann: · IPI th i lu inc cs. According to IIi lis and Ia Forge (1992), MSEs 

lhilurcs an: olkn th re ~ u[t ,f advance testing of markets. Many SME owners dwell 

on obtaining linancial lacking ' ithout equivalent attention to assessing market 

fcasibilitv. 'I ho c \\ ho attempt to conduct market studies lack the prerequisite 

understanding and training. 

Most owners of lSEs view marketing as a combination of promotion and selling, that 

is, getting the customer to the business and persuading him/her to buy. Ilowcver, this 

is a narrow way of looking at marketing. ·y he first principle or marketing is to start 

with the cu tomcr: get to know the customer. understand them and try to think like 

them. Businc se should make \\hat will ell and not try to dl \\hat it can make. If 

there are many c 1111 titor making the amc or imilar JtOduct the hu inc needs to 

cr at· rca n fi r cu t mer t I u ' it 1 roduct , that i ', d vch pin • a com1 titivc 

a lv, nta 'C. 1 \\in cu t m r 111 , m tk t Jl, c ' hc1c C\Cl) nc i · clliul imilm 

d 11 t h ll t b ttcr , mall imp1 \Cill nt \ ill I 
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waiting for a buyer. The owner and \Yorkers continue making more products as they 

wait for customers. This leads to cut-throat competition and market congestion. 

Because of this, potential customers play one sl'lkr <~g<~inst the other and will end up 

buying at the lowest ptic . !It " 't'l. 1 hl'll mn b · unwritten 'rules' amongst the 

sellers about the ndnimum 1 d th 11 Ill ' ill charge enforced by group, social or 

physical ptL'S liiL: hi h sellers fix prices depends on how easy it is for 

potent in! buy~, · t\) h rc. the co ·t to the huyer or doing so and the availability 

or inl'onnnlitm ab HI( ,lltemathc . Low price relative to costs leads to low profitability 

reducing the :cope f r re-in'c tmcnt in anything that might give the business a 

compctitiYe edge. 'I hus the lSEs will depict horizontal rather than vertical growth. 

Mbugua ( 1999). a! o cites other marketing problems of MS Es as: 

Poor product design. pad.aging. costing and pricing. lack of access to the public sector 

market. which is one of the largest market in any country, lack or physical markets 

and marketing channels. lack of subcontracting arrangements between large and small 

tirms. weak market support arrangements. including weak linkages between 

c. tabli. hed marketing institutitlllS and 1SEs. inadequate market rc. carch and 

de dopm nt for 1 1 I ~ . 

2.2 lmpurtanct: of l.trl t S •mrutatinn 

I\ 
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The concept of market segmentation \\'as introduced by Wcnclcll Smith in 1956 and 

since then, it has become a popular concept "ith many marketers. Many studies have 

been done in this field as the import,mct' nf !IlL concept has unraveled over the years. 

Market segmentation has bet·n u lllpt ·d h\ \.11 i()llS orpani"l.ations throughout the world 

from producers, '' hok · tit: 1 111 I 1' icl· pm' 1dcrs. 

Mark\:! septm nt:ttiPtl h 1 · I · m · mme pe1 vas1ve 111 recent years (Rao and Steckel, 

1998). This i · du~.: !11 ·1 iP-c ·unnmic and technological trends. Expanding disposable 

incomt·s nnd higher educational lc cis have produced consumers with sophisticated 

(and Yaricd) ta ·tc: and lifestyles. Consequently, they have diverse benefit 

requirement for the goods and services they purchase. Furthermore, new, more 

focu ed ad\'ertising media (maga1ines, local radio stations, direct marketing) have 

emerged. facilitating the implementation of wei !-defined marketing programs targeted 

to group \\'ith special interests. 

Finally. new technologies such as computer-aided designs and modular assemblies 

hm·c enabled manufacturers to customize a wide Yaricty of products to meet the 

requirements of these special interest grmq s. "I he c trends not only make market 

cgmcntation viable. they make it pos ihl' to reach nwllcr di . tinct segments. 

tany marketing th ri t ani 1 JactitioneJ 'icw mmkct lllJ ntation a on~.: of the 

m t im rt. nt adHm c in m. 1 k tin • th r ' in recent tim 91 z r 

an 19 . \\ in I Jl 78 th I i1 rt th'l( th Ill tk l 

•m nt ti n i imJ tt nt inm I 111111. rk tin' 



Kibera (1997), contends that, marketers whether large or small , must make several 

product or service decisions with respect to market targeting if they are to operate 

effectively. This means that the) must sntisfy the needs ol' the consumers. !\ firm 

however, cannot serve all custtltnt'ts in th~.. mark(tS ns the customers arc too numerous 

and diverse in their bu iu • 1 lllil 'lll1..'111s . lnsll:ad or competing everywhere, the 

company needs to idtntih th nnu kd sc •n1cn ts that it can se rve effec tively (Kotler, 

l 99X). 

The strength and value of marketing process hinges on how well a firm handles the 

procc, of market ~egmentation. Get it wrong, and it is li kely that there is a 'mismatch' 

between the organization's offer and the needs of the customers. The concern, 

therefore. is to seek ways of classifying customers so that whatever the nature of the 

busine s. it will be in a position to offer a product or service to them that will enable 

the firm to differentiate itself from others. In this way, the firm can increase its 

profitability. In a study carried out by Peterson ( 199 I), the respondents who indicated 

that they employed target marketing reported a mean return on invested capital or 

17.9% nnd those who did not rq orted a mean ret urn of' 9 .J %. 

Accor ling to hri t phcr and 1 lacl) lllald ( 1995). th · JUIJ n c of • •mentation is to 

match the firm'. CHpal iii tiC \\ ilh £1llll . f l1 tom I ~ \\ h l hat 

imil, r n me c mp titi\" • h ant, •c . 
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Wendell (1956), contends that clue to product competition whereby there has been an 

expanded array of goods and services competing for the consumers dollar, it is 

necessary to have a market where a firm can maximize its potential and this is made 

possible through market segmental it'll. 

Johnson ( 1971 ), stalL's tit tt i11 tit· Inn' run, 111<11kcl scgtncnlation allows management to 

identify its best prPitl l'l p<,tlunitics and this results in a more efficient allocation of 

company rc:oun.T · \cLnrding to \ inter (I 984 ), segmentation is a remedy for a low 

market shun: or a position in a lo\\ growth market. It redefines the market such that a 

marketer'· market share may now he dominant in a small er niche; alternatively, certain 

segments of a low growth market may be growing. 

Scarborough and Zimmerer (1996), note that small businesses carve a niche from the 

mass market, for example. successful restaurants most often appeal to a specific 

clientele. Rather than compete head-on with larger rival., many successful small 

companies choose their niches carefully and defend them fiercely. A niche strategy 

allows a small company to maximize the advantages of its smallness and to compete 

more effectiYcly even in indu ·tt ies dominated by gian ts . Peterson ( 1991 ), states that 

when target mark ting i \\ell c ncein:d, it can Jtoduce trongcr cu tomcr atisfaction 

and rand I alty and give litms an edge n ,, in. t rival . 

ntcnd that market c •mcntati n , n l u ful l it can h IJ 
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gender, home location, occupation. stage Ill ramily lire cycle, credit worthiness, 

quantity of purchases, usage rate. The tSG owner can then direct his goods at the 

most profitable segment. 

Dollinger ( 1 <)()';) states tit II I IIIII d l' 'lll\.'lltalion is intportant ror marketing strategy 

because it L'llltbks tit· ,, ·n1111 · t di . ct i111inatc among buyers for its own advantage. 

EITcct i vc ttwrkct 'l' •mcnl.tl j, n , II< '' s the fi 1111 to serve some segments of the market 

cxtn:mdy m:ll. 

In higher education the segmentation variables that were found to be important arc 

income and life tyle characteristics (Traynor, 1981 ). 

2.3 Level of Market Segmentation 

Due to de\ elopments in the market place espec ia II y in f(>nnation technology. the 

concept of market segmentation has been refined. Some sellers however do not 

segment the market but engage in mass marketing. 

Kotler It 98). ob n e that market segmentation can be canied out at !'our level . 

SegmeutmarJ..etiug- in this. thee 1111 any recognize that luycrs diller in th ·ir w, nts 

purcha in p w r. l u in I nttitu I nnd 1 u in 1 hal it . It thu i ulatc om~: I road 

'Ill nt that nmk up a null l:!. 'on umc Ill one 11llCnt ar imi Itt in th it nc I 

11 \ 111 ut , rc 11 1 id nti II . .. 
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may seek a special combination of benefits. Niches normally attract smaller 

companies. 

Local marketing - this is tailtllin 1 m.Hkcting progrnms nccording to the needs and 

wants of local customer gwup . 

lnrlivirlual nwrketinx - tlti i · tllll' h 1\lll' rnarh·ting. In thi s, the customer participates 

nctively in thl' dl'si 'II Pl'lh Jill hrll nnd olkr. 

Schi!Tnwn uml Knnuk ~~~ I'J7. ghe the appropriate criteria for a "good" market 

scguH:nt and this i: cdwcd I y Bus and Day (1991), and Kibera and Waruingi (1998). 

A good m:.ukd segment must be: 

(i) Jl!ea urable - the ·izc and buying power of the segment can be estimated. 

(ii) Accessible - marketers must be able to reach the market segments and serve 

them economically. 

(iii) /rleutifiable - the marketer should be able to identify the characteristics of the 

segment to be served. 

(iv) Actionable - effective programs can be formulated for attracting and serving 

the . egment . 

(v) Sub'itantial- the segments should I c lar 'C and profitable enough to scr c. A 

egmcnt hould be the lar 'C. t pos iblc homogcnou gmup \\otth going after 

with a tailored mmketin 1 program. 

2.4 lal'kd , c~mcntation Ptnu· 
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Agar (1999), suggests a different approach for segmenting the market for MSEs rather 

than carrying out a full segmentation c\:crci. e. First, the business has to understand 

what sort of people arc buying now. 'I hi.· will rcYcal a group or people for whom the 

business can do something hl'ltl't th m 't'mpctitors. 'lh: more the SME can learn about 

its different types ol'cuslotll t . th • tttml' cilnncc it has ol' finding simi lar ones and 

making its tlrli:ritt • tiiPt · .tlll th to them. 'I his can be related to such characteristics 

as agl:. ittl'tllltL'. 'L'IIdct t •• I hu . this is segmentation but with one important 

dilTerence - rather than . t·11t \\ith the whole market and try to segment it and then 

target particular groul s. the 1 fSE should start with its current customers followed by 

any other group of customers that it is considering trying to sell to. Many MSE 

owner have some idea of which groups of customers arc more profitable even if this 

is at a very basic level. There are two main reasons why MSEs focus on current 

customers: 

(i) The owners already know about these types of customers so there is less scope 

for costly mistakes. 

(ii) It build. on what the 0\\ners sec as their potential cu. tomcrs. 

In coming up'' ith a segment. Agar { 1999). girc. n f'rnmc\\nrk of question to help the 

·11:. O\\ ncr, that i : 

Who buy fr m ) u nc "'. 

I cu t m can )OU i I ntif) '? 

1c 1 r fit, lie. 
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In looking at the segmentation process, it IS important to look at the various 

segmentation approaches. Segmentation approaches typically fall into one of two 

categories: apriori approaches or po.'l hoc approaches (Wind, 1978). 

Arriori approaches rono.;i 1 PI' 111 tl) tical nwtltods where management decides on a 

basis for SL'gttH .. 'ttlulitlll pt iot 1< d 1t,1 olkction and analysis. For example, management 

may dccilk lt1 sc 'Ill ·nt the mmkct based on rroduct purchase rates, customer loyalty, 

customer types. 1.1r t thcr chnractcristics. Once the segments arc formed, data are 

collected to profile the segments according to demographic, psychographies or other 

cu tomcr characteri tics. lanagement can then evaluate the si7:c and characteristics of 

the segment to determine their potential value for the development of marketing 

strategies. 

Post hoc approaches consist or analytical methods where management identifies 

rele\'ant segmentation variables such as customer benefits, needs or attitude . 

tatistical method like regression and cluster analysis me then used to form and 

profile the market segments. Post hoc approaches arc typically more sophisticated 

than apriori approaches. due to the u cor relati vely complc: statistical methods. 

B th apriori and po t ho ~ gm ntation approachc cun l c u cd h ' t:n!tt:pn:ncur to 
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2.5 Bases for Segmenting Marlu~ts 

Proper basis for segmenting the market hm c to be idcnti li ed i r market segmentation 

has to be effective. Different authors haw suggested various segmentation variables. 

Wind (1978), divided the c ' 11 i thks into 1\\o t'<llcgorics, thut is, general customer 

characteristics (c. •. d 1111 1 1 11 hi tnd sol·io l'Conomic characteristics, personality, 

lifcstyk. uttitudt.·s Hllll h ·It 1\ io1 hm:uds 111<1ss media and distribution outlets). The 

second cutt.· •1ny i · ·ituttinn · I ccilic customer characteri stics like product usage, 

purchase pnttc11t · nnd l'llter rc 1 onscs specific to marketing mix variables. 

Beckman and other (1982). and 1cDaniel (1982). divided the segmentation variables 

into four categories: 

a) Geographic variables which include reg10n, city SI7.e, climate, population 

dcnsit). 

b) Demographic vat iables like age, sex. income. occupation. education, stage in 

familv life C\clc. . . 
c) Psychographic variables uch as social class. lifestyle, personality, attitude .. 

perception .. 

d) Behavioral variables including occasion , benefits. u CI status. hu) ~.:r n.~ndinc s 

tage, and attitude lO\\<ud the product. 

K tl r 199 • , d ari. lie 1 includin • multi llril ut ti n 
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characteristics, socio-cultural variables, usc-related characteristics, use-situation 

factors, benefits sought and hybrid segmentation. 

2.5.1 Segmentation by Con~>nm •r ( 'h:u·:tdt'l'islil's 

The variables used in this L'Hlt' •tll) :Hl': 

(a) Gcographk S · •tu,•nt IIi< n 

Gcogmphic inl1u~m:c: 11' imt c tlant to the marketers. They include such aspects as 

location of human population. clirnatc, topology, natural endowments and many other 

a pccts of geography ( Z) oka. 1993 ). 

In geographic segmentation. the market is divided into divcrgcut geographical parts 

such as cities, provinces, districts, divisions based on the idea that consumer needs 

vary from one region to another. 

A firm may decide to operate in one or more geographic region and provide goods or 

services tailored to that particular region. Geographic segmentation can he very useful 

in regions that experience c. ·tremc variations in climate. hoosing the right location 

for one' ,bu. iness i · usually a deciding factor in it. success or failure. I Iowc\'cr, in 

1 b, tl1c matter of location i. determined to a lar 'e de 'rcc by per onal or non 

bu ine 

need t 

m ·idcration such a the de ire t 1 local am n 1 liuuil · and 1 icml . or a 

catc in a rticul1r limatc cc Ill c I h alth I \auml n ~k. I 9XX). ' l hi 
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According to Kable (1986). geographic segmentation is a uscCul concept in consumer 

theory since different regions have different cultures. climntes, histories and resources. 

These differences inOuence consumer acti\ ities like the usc of media, shopping areas, 

products and services. Also, consunh. r-m:llk~o•ti n g p:1ttcrns diller among the urban and 

rural areas. 

(b) Dt.•moj.!raphk St• '111\'111 ttinn 

This is sl' •.mcntin'-! the tllll kct on the basis of demographic variables li ke age, gender, 

ilunily lilc-cyck stage. income. education level, and occupation. Demography is the 

vital and measurable characteristics of the population. Demographics thus help to 

locate a target mark.et. Demographic information is easy to access and is cost effective 

( chifTman and Kanuk. 1997). I Iowever, a disadvantage wi th demographic 

segmentations is that it i - one-dimensional and does not differentiate among brands. 

Demographic \'ariables can he used to reveal ongoing trends (e.g. shifts in the 

population's age). These signal business opportuniti<.:s and al<.:rt marketers of 

impending threat . 

Buss and Day ( 1991 ). state that customers needs and requirements arc often closely 

related to demographic chamcteri tic and l\rl: commonly u cd to. cgmcnt and idcntif'y 

target market . 'I hey nrc l~tctunl and consequently ca ic1 ((l m ·a urc. P ychn •1 aphic 

hara tcri tic at c < ftt.: n Iran I at d t d mo •1 <tJ hi vadabl l th y can 

mea ura I . 1 u t the im1 rtancc < I the c nri. lie . it i apJt< 1 tiate t I< k t 
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concentrate on certain age segment or produce for the di ffcrent life cycle stages 

(Kotler, 1998). The family life cycle ha. at least five stages: 

Bachelor, newly mmricd honl'y moonl'r~. lid I nest, empty nest, sole survivor. 

For marketer., the liunily Jill' · ell. is important because the need and 

purchasing lW'H'I l II 11' 111 I <h 'l'lnp ns tilL' r;nnily cyc le moves from bachelor 

to sole survi' Pt . 

(ii) Geuder - Ktlll 'I 11 ._:),Bus ami Day (I'J91), Kibcra and Waruingi (1997), 

contend that gcndc1 ·egmcntation is used in such markets as clothing, 

cosmetics .. oaps. hair t~ ling etc. 'J he segmentation is done according to the 

requirement of each sex. 

(iii) Income, Education all([ Occupation - These tend to be closely correlated 

(Schiffman and Kanuk. 1997). The major problem with segmenting the market 

on the basis of income alone is that income simply indicates the ability (or 

inability) to pay for a product while the actual choice may be based on personal 

lifestyle. taste and value .. 

(c) P ychographic and Psychological Scgm ntation 

P ychographic charactcri ·tic refer to the consumer life ·tyk and personality. 'l he 

p ychographic variable nrc: Act h i ti s. I nterc t and < pin ion ( t\ I 0 ). 

Lifi• (rle eomeutatiou - '\Vc me \\hat \\ n COil lllll I i th I a i 
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In life-style segmentation, the aim IS to group consumers on the basis of 

"shared values". 

(i i) Personality - 'I he uniquene:~ or people i 11 n ucncc their buying pattern 

and behavior. I 11 kt'lt'rs h;t\1. usL'd pL' rsonal ity variables to segment 

markt.:ts. I h · nl{ \\' th ·ir products with brand personalities that 

nll r · 1 \lit I 1\1 • n ulltL'r personalities. 

(d) SocicH:ultural S :•meutntion- ·r his is segmenti ng the market on such variables 

Ill d) 

ns: 

(i) ocial cia · ~ -this is the relative status in the community. This concept 

implies a hierarchy in which individuals in the same class generally 

have the same degree of status. This is measured by a weighted index 

of several demographic variables such as education, occupation, 

income. and wealth. Consumers in different social classes wi ll have 

differences in product preferences and buying habits. In Kenya, 

marketers have divided the population into five major social classe . 

that is. AB (upper class). 

(lower) and 1· ( l<mcr hmcr). 

(upper middle), C'2 (lower middle), D 

(ii) Culture, subculture am/ cro.H-culture - 'I hi is a useful ~'mentation 

criteria incc m m "'r < f the am ultmc hmc the um valu • 
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2.5.2 Segmentation by Consumer Responses. 

This type of segmentation requires marketers to segment the market on the basis of 

consumers' knowledge, usc, attitude or rc.·ponsc to n product. The focus is on the 

purchasing behavior of the custorm: r • tlll '' hl'n :md how purchases arc made and who 

innucnccs the purchase. 

(a) tJst-ntlaktl St·guu ntttinn 

This ratL· 't)t i n umcr 111 tcnm of' product, serv tce or brand usage 

dwractL·ri:lic · ·uch a u age rate. awmencss status and degree of brand loyalty 

( 'chi!Tman and Kanuk. 1997). 

i) Rate of Cage- ·r his differentiates among heavy users, medium or light 

u er or non-users of the product. Marketers thus target campaigns to 

the heavy users. For the non-users, marketers must decide whether to 

spend resources to convert them to users or not. 

ii) Awareues. Status- This includes consumer awareness, interest level or 

buyer readiness. 1arketcrs have to determine whether potential 

con umer arc ~\\\are or i ntcrcsted or need to be in formed of the 

product. 

iii) Braud Loyal~l' Se~mentatiou - '1 hi i u cd by m, rketcr s to diru.:t their 

pr m ti nnl eff 11. Buyer can 
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(b) Use-Situation Segmentation 

Buyers can be distinguished according to the occasions they develop a need, 

purchase a product or u T a product. t\l:my products arc made and promoted 

for special usage occn ion't' '· succ~·ss rnrds. C 'hrist111ns cards, va lentine cards. 

(c) Bcm•fif Stgmt•nfafiou 

1\ pownlul l(lllll PI 'Ill tlfation involves classi(ying buyers according to the 

bcndits tiler c ·k 1'11 111 the product. Benefit segmentation can be used to 

positi~111 vmitlUS bmnd \\ ithin the same product category. For example, 111 

toothpa ·te. there i 'en odyne for sensitive teeth, Close-up for fresh breath and 

whiter teeth and Colgate for no cavities. 

Benefit segmentation can be used to find a niche for new products and also 

reposition established products. Christopher and McDonald ( 1995), noted that 

customers do not buy products but buy benefits. 'I hey cite different kinds of 

benefits as follows: 

Standard benefits- basic benefits that acc1uc li·01n the pmduct or service. 

Company benefitr - benefits the customer will receive hy dealing with the 

firm. 

Differential benefit\ - I ncfits that cnnnotl c pr idcd hy th rs. 

Bonagur and li, uli 198 . idcntifi d diffe1cnt c 'lllCnt that difli r Clll idcrally 

in th ty1 nd c t nl health b ncfit and f:t ilitic th Y I' fer nn i uti liz . In a tu y 
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2.5.3 Gcoclustering 

This is based on the assumption that people who li ve close to one another arc Likely to 

have simil ar fin ancial status, tastes. 1 references, lil'cstyles and consumption patterns . 

2.6 Conclusion 

From the li ten t t u r~.· r~:' i '" ·tf. it lln · <.:mer 'Cd clea rl y that market segmentation is 

tmportant to all bu:inc · 'C • as it increases pro fitab ility, leads to better resource 

allocution. gi,·cs competiti' c advantage, enables a fi rm to serve customers better and 

helps in selec ting promotional tools. 

Market segmentation can be undertaken at vario us levels which are segment, niche, 

local and individual marketing. The cri teria for choosing a market segment is that it 

should be identifiab le, accessib le, measurable, actionable and substantial. 

The market segmentation process begins with analyzing the current customers which is 

the survey stage. the analysis and later profiling stage. In market segmentation, the 

approaches which are commonly used arc the /\priori and P st hoc approaches. 

I lowever. these modern approaches may not be used in the 1 ISE sector. 
I 

'I he comm nly u l:d . ·gmcntation '<ltiall . me: ' l' 'taphic tl:gton, climate 

1 opul, ti 11 d 11 ity). d m 1graphic ngr, int·onH.:, c lu ·at ion. I, mil ' sin·. ( ccu1 ·1tion. 

' nd r ch grnJ hie life t~ lc. allilu I • 1 t on.dit ' ·m I l ha ic ri tic 

I I llll 



CHAPTER THREE 

3.0 RESEARCH DESIGN 

The research design used was c. ploratory . lll\ <:y. This wns because the study aimed 

to generate knowledge to docunwnt nml dl'snihc the segmenta tion practices used by 

small scale furniture llllllllll~ll'llll ., . 

3.1 Populativu 

The population or interest consisted of all small-scale furniture making firms operating 

in Mombasa town. from the 1999 1SJ~ Baseline survey, the population proportion in 

l\lombn n as compared to 1airobi is 0.29. Since Nairobi and Mombasa have 15.8% of 

the total l\lSEs in Kenya. then Mombasa town has 4.582%. Given the total number of 

small scale furniture manufacturers to be 43450 in Kenya, then from the proportion of 

MSEs in Mombasa, the number of small scale furniture manufacturers can be 

estimated as 1990 (CBS, K-Rep, ICEG, 1999). 

3.2 ampling 

According to a pilot survey conducted by the researcher, the nu~jmity of small scale 

manufacturing businesses in i\lombasa t0\\11 c ·ist in si: majm <.:lu tcrs. 'J hcsc w rc: 

1w mbc Taymi. 1 hticngo. Likoni, Ki:auni, hall'Hill\\C and Ia 'Ongo. ·1 he density 

of mall calc manu fa turing lu inc~ in c. h clu tcr \\d 1, irly the •tm . 

'I herefore the main c nccm \\tl in the iz fth lu I r . 

1 hi tu 

h Ill 

m 11111 lin'· h Jl 



including performance. If respondents from several areas within Mombasa are 

interviewed, then more representati,·e gcncrali?ntion c;111 be drawn. 

J\ total of 60 respondent. ''en inll't' it'\\ cd. 'Ill i" Jllllll her of respondents was chosen 

because of time and tinwd 11 · 111 11 tints. 'I o 1 ·t the number of respondents to be 

interviewed in l'<ldt ·lu tu. tit· total mea of' the clusters was determined from the 

total nrea or MPillb<l .,, hm 11 \ hich is 21 ()kilometres (SA, I 985). 

The total area of the clusters ''as found to be 168 square kilometres. The areas of the 

clu tcr wa e timated to be as follows: Mwembe Tayari 22.4 km2
, Majengo 22.4 km2, 

Likoni 28 km2• Ki auni 33.6 km2
• Changamwe 28 km 2

• and Magongo 31.6 km2
. These 

proportions were used to determine the number of respondents to be interviewed from 

each cluster. Thus the total number of respondents to he interviewed for each cluster 

wa as follows: 

lti tim t I th t 

lh 

No. of 
respondent 
to be intcrvic\\ed 
8 

Ill II int th lu ll: J th 1 th \ 



To select the firms to be intervic\\ed random selection was used. The researcher began 

from a randomly selected point in the selected clusters and obtained a list of all 

members. Systematic random , nmplin!.! 1 Ill 'L'tlure \\as used to select the enterprises 

to be interviewed in ~:ach clu 1 ., I htl. lnr h\l'nlhc :111d Majcngo il will be every 26111 

business, Likoni untl Chan' till\ l'' c1) t 11 h11sincss nnd for Kisauni and Magongo it 

wns every _7 111 husinL' . 

3.3 Rl''illl'lllknts 

The respondent: \\ere the managers of' the businesses, ci thcr the owner, owner's 

pou 'e or cmplo) ec manager \\ ith knowledge about the marketing activities of the 

bu ine . 

3.4 Data Collection Procedure 

The study u cd primary data to be gathered rrom the enterprises. Only the owner, 

their spou cs or a manager who had \\Orkcd in the enterprise f'or about one year were 

interviewed. A structured questionnaire was used. 'I his questionnaire as 

administered through pcLonal intcrvic\\: conducted by the rc earchcr and her 

assi tant . ·r he researcher and her as i tnnts mainly u cd l· n 'li h langua 'e but \\here 

r1ccc · ary. the) tran, luted th que tion. to rc 1 II lent . T l d' thi cflcetivcly the 

rc carchcr an 1 her n i tant" rc uainc.d n 1 n 1 r 11<111 l,lli n f the qu li<'ll . 

, .5 aln Pl"tpamtinn 11111 \rwl 

1r t t.: lit lth d.tt 1 in ( rd ·r t 

n J h Itt 1 

h lll tl 



The data was then input into the computer using the Statistical Package for Social 

Sciences (SPSS). 

Frequency distributions or \illltl\1 :\Sj'l't'ts or tilL' data were got for example, 

percentage of' the swnpk lit tl 11 1 tilt' tn:ul el SL' 11llCillalion. This showed the extent 

to which small-srul · llunilllt · tll.lllttfnclttrin, fin11s in Mombasa town practice market 

scgmcn tat iotl. 

..,ross tabulation \\as used to how the relationships among and between variables for 

example, the relation. hip between education level and the usc of market segmentation, 

location and the segmentation method used etc. 

To determine the commonly used variables, mean scale values and percentages were 

used. 

To determine the atisfaction or dissatisfaction of the respondents with the 

segmentation variables they u e. the mean calc value ror all methods was got and\ a. 

compared to the midpoint ofthc calc. 

h chi- qu, r ·1 t f in I 1 nd n c ", u cd t t t th i 'lli ficanc r I, tion hit 

f 



CHAPTER FOUR 

4.0 RESEARCH FINDINGS 

4.1 Introduction 

This chapter contnins the tht:t · ti.ICtcd florn the fully completed questionnaires. The 

data is sum1nuri:lnl nttd pr '"l:nh:d for analysis in the form of tables. The findings are 

presented in lt.1ur part.;: the respondents profile, business characteristics, products made 

by the firms and marketing. and the use of market segmentation including the variables 

that are common!) used by the furniture manufacturing firms. 

4.2 Pmfile of Respondents 

A total of sixty respondents were interviewed in this study. The respondents were the 

owners of small scale furniture manufacturing businesses or their managers. The 

respondents interviewed operate their businesses in Likoni, Changamwe, Magongo, 

Majengo, Mwembe Tayari and Kisauni areas of Mombasa towns. 

1 he sample characteristic here arc presented in terms of bio-data of the respondents 

interviewed, for example. se:. age etc. 'J he pre. entation of the c characteristic an: 

summnriz d in the tables 11L IO\\ :-

1 able 1: Po it ion of Hr poruknt 



Out of the total of 80 respondents, 62°~ of them were the owners of the businesses and 

38% were the managers of the businesses. r his thus shows that these businesses are 

mostly run by the owners. 

Sex of the Owncr.'i 

The study sought to li11d out th' ' nd ·r ol the owners. The results arc as shown below: 

Tnblc 2: Sc.·~ uf Hat· on lll'l''i 

Owm•rs Sex 1 ' umhcr 

r --:-:----- - -Male 58 

Female 2 
·- -----

Total 60 

Source: Research Data 

-, crccntagc 

9 

3. 

7.0 

0 

0.0 10 

Most (97%) of the small scale furniture manufacturing businesses in Mombasa town 

are owned by men. The female sex comprised of only 3% of the owners. J\.11 the 

employees in these businesses were men. This subscctor is thus dominated by men. 

Age of Respondents 

The survey also determined the age of the respondents in order to find out the age 

bracket to which they belonged. Table 3 gi,·e the results. 

Table 3: Age of Rc. pond('nfs 

Fn•<pu.·ncy 

18 

27 

II 



45
% of the respondents are in the age bracket of between 3 I to 40 years, 30% are in 

the age bracket of 15 to 3 0 years, I 8% in I he ngc bracket of 41 lo 50 years and on] y 

7
% Were above 50 years or age. 'I his indicates that most of the operators fall in the 

economically active a 'C hwckrl. 

l{cspondt.•nts Lt.'\'t.'l of l~ ducatinn 

The level of cducati{m of' the re pondents was determined to sec if they had high or 

low education level. ·r he rc:uh ·\\ere as follows: 

Tabt~ "'= Respondents Level of Education 

j Re pondcnt Lcrcl j Number I l'crcent;~gc /Cumulative / 
of education -

f-
No formal education 1 2.0 2.0 

Primary 16 27.0 29.0 

Lower secondary 5 8.0 37.0 

1-

Upper secondary 27 45 .0 820 

,_ 

Form 5-6 R 13.0 95.0 

Collcge(tertiary education) 3 5.0 

- --

-
'I otal 

(J() I 00.0 100.0 

-
Sourc~: R~ carch Data 

'-· 

ln th1' 1 11,1 111 \\ere ill it r, tc. 27% f th r p nd nt h d 

tudy only 2% of the r ~ 

Primary education. 6 % had condary and high I cdu • tion \\hi! nl • % h 

c II c du ti n. 
111 thu 

l11in m imum J r fit . 



Other form of Training 

The respondents were asked if they had any other form of training. The results are 

given in the table below. 

Table 5: Rcspondtnts Oflll'r Form of Training 

Type of Training N umhcr . Perc en tagc 

On th<: job (1~-:l'lllli ·td ns1 ct:ts -.1 9 82.0 

(kncral on tlu: jol 3 5.0 

Other 8 13 .0 

To~l 6 () 100.0 

Sourer: Research Data 

Besides formal education, 82% of the respondents had on the job training on technical 

aspects of the furniture making business. 5% received general on the job training. 

Thus most of the respondents have a knowledge on the production and marketing of 

furniture. 

Other occupation of owner 

The study sought to find out if the owners had some othre form of employment. The 

results are given below. 

Table 6: Other Occupation of Owner 

Occupation l'crcrntagc 

7.0 



75% of the small scale business owners were full time entrepreneurs. 25% had other 

jobs like teaching, farming. civil services etc. This indicates that most of them 

depended on their businesses for their li\'rlihnod. 

4.3 Charuch.•ri · tit·~; uf thl· Small Sl'ale Furniture Maldng Businesses 

The study sought tt lind out the number of years the business had been in operation in 

order to find out if they were new or old businesses. The results are given below. 

Table 7: Age of Enterprise 

Age of Entcrpri e Frequency Percentage Cumulative% 
(years) 

Below 6 34 57.0 57.0 

6-10 13 22.0 79.0 

11-15 5 8.0 87.0 

Over 15 8 13.0 100.0 

Total 60 . 100.0 

Source: Re carch Data 

57% of the businesses interviewed were less than six years old, 22% arc between 6 to 

10 years old. 8% between II to 15 year. and 13% arc over 15 years old. 'I hi indicates 

that most of the businc c · arc upcoming businc scs and thus have to undertake 

vigorou marketing activitic in order to gain market share. 

Size of th . Bu iru• 

"J h ur\' • nl d let min d lh t7 of th bu in m l tm o th numl r l( 

mpl h th c findin ' . 



Table 8: Size of the Business 

Category Frequency Percentage Cumulative 
(Number of empiO)'ees (x, 
1-5 ~L 53.0 53.0 

~-

6-10 1 l 27.0 80.0 

~15 12 20.0 100.0 

Total (10 100.00 

Source: H.l''H:an:h l>ah 

5 o/o of the finn ' lla\ C UJ to five employees. 27% have between SiX and ten employees 

while only 20°·o have over ten employees. 

Type of Business Premises 

The study sought to determine the type of premises where the businesses operated. 

Table 9 below gives the results. 

Table 9: Type of Business Premises 

Type of Business Frequency Percentage 
Premises 
Well maintained 7 12.0 
permanent structure 
Permanent structure: 5 8.0 
poorly maintained 
Temporal structure 48 80.0 

Total 60 100.0 
Source: Research Data 

Most (80% of the small calc furnitmc manufacturin ' businesses operate in tcmporar 

prcmi c ·. 12% 01 ctalc their lu inc sc in \\ell maintailll·d 1 crmancnt :-> tructun.:s' hilc 

8% op rat in ld amlJ 1rl y mai ntaine It 1mancnt t1uct u1c . 



Business performance 

The study sought to find out ho'' the businesses were performing. The results are 

given in the table below. 

Table 10: Busine .. Pcrfot·manct• 

Business 
Perfonnam·t 
Very poor 
Poor 
Good 
Ver , good 
Total 

---

60 
Source: Research Data 

•crccntagc 

1 
3 
5 
5 

0.0 
3.0 
2.0 
.0 
00.0 

Cumulative% 

10.0 
43.0 
95.0 
100.0 

Most of the respondents complained of general poor economic performance in the 

country. 85% of the respondents said their businesses were experiencing moderate 

performance, 10% said the business performance was very poor while 5% responded 

that it was very good. This means that most of these businesses need to step up their 

marketing activities in order to delight the customers to buy even in these hard 

economic times. 

4.4 Marketing of Product 

Type of customer 

1 he type of cu tamers served by these bu ·incsses was also determined by the survey. 

'I he rc ult. arc presented in the table below. 

Tahl 11: 'I ypc of Cu tomcr 



Most (65%) of the small scale furniture businesses studied serve households only, 2% 

serve institutions only while 33°/o sene both households and institutions. This shows 

that most of these businesses tarJ,?.ct a particular market. For those who serve only 

households, they specializt: in mal in 1 sofas, wardrobes, coffee sets, dressing tables 

etc. In fact, some ol' the· lu incS. l'S make only so!'ns, others make products of hard 

wood only whik olhl'J.' nttkc: 1 rnduct-; or soil wood only . 

For those "ho ·crve both types of customers, they mainly make school chairs and 

desks or office furniture. In the production of the furniture , these businesses obtain 

their raw materials from hardwares, factories and timber yards. 

Change of Product category 

The respondents were asked if they have changed their product category in the recent 

past. The results are represented in table 12 below: 

77% of the respondents said that they have never changed their product category but 

only improve on it time after time.23%of the respondents had changed their product 

category. The reason for the change was the change in customer tastes and also change 

in the type of cu to mer. 

Table 12: hangc of Product Catcgot)' 

Puccntag(.' 

2 .0 

77.0 

.0 



Distribution of Products 

The respondents were asked to indicate how they distribute their products. The results 

are shown in the table below. 

Table 13: Distribution of Products 

-
Channel of 
distribution 

I• l'l'Cf urncy Percentage 

I lave a sho\\ nHllll .0 
~----~~~~~-------

Sell !'rom hustm: · · 
j)l'l:tlliSL'S -­

Sdllo middlemen 
Total GO 

5.0 
93.0 

2.0 
100.0 ----'·--

Source: Research Data 

In distributing their products, most (93%) of the small scale businesses sell their 

products from their premises thus the owners have a good opportunity to serve the 

customers effectively and provide what they need. Only 5% of these businesses have a 

showroom for their products and only 2% sell to middlemen. 

Customer Needs Assessment 

The survey sought to find out how the businesses assessed the needs of their customers 

so as to serve them effectively. The results are shown below. 

Table 14: Cu tomer Needs Assessment 

Number Perccnta c 1-------------------- - -------1 
\V e survey the needs or our 6 I 0 
customer, 
We produce what our cu. tomcrs 

R 1 nd nt c uld ti ·k m< r 
ut : I~ u h I 11 a 

50 RJ .O 

50.0 

100.0 



In the production and marketing of their products, 83% of the respondents indicated 

that they produced furniture according orders or specifications of the customers. This 

is the highest form of segmentation. \L o I 00°'o or the respondents indicated that they 

take into account the ability ol tht it custnm~rs to buy their products. They did this by 

looking at how the cusltllll ·t · \\l.'ll .. ' dt t'ss<:d, whether they were driving or not and how 

they pn:scntcd tht·m · ~:h 1.: •• I hus they could not make products which were too 

expensive for th~:ir cu.:tnmct ·. ·1 hitty percent (30%) of the respondents affirmed that 

they target a particular market nnd this is done by looking at their current customers 

and thus kno\\ing the characteristics of the prospective customers. Only 10% of the 

respondent survey the needs of the customers. They did this by asking the current 

customers what they would exactly like to see in their products. 

In order to succeed, any firm should take into consideration the needs of the 

customers. From the results above, it can be seen that the marketing concept is 

operational in the small-scale furniture sector. 

The researcher al o gathered that these businesses relied heavily on word of mouth to 

promote their product... 

4.5 Importance Attached to larket Segmentation 

In ord r for a bu inc to cml race any strategy, it ha to consider it to be im1 ortant for 

it uccc . he rc pendent in thi tudy \\Crc tllll a ed to give the importance the 

, tt. h d l m. rkct 



Table 15: Importance of Mad<.et Segmentation 

Response choice F•·cqucnCJ' Percentage 
-

Not important 7 12.0 
--

Important · ~R 80.0 

Very Important ) 8.0 
-~ --

Total ()() 100.0 

Suurn·: Rl'S\':11 dt Da f :1 

From the a bon: table. I "o ol the respondents (seven firm s) viewed the practice of 

market Tgntentation as unimportant. Ilowcver, 80% viewed it as important while 8% 

viewed it a very impmtant. 

4.6 Extent of the usc of 1\larkct Segmentation 

The respondents were asked to indicate if they were segmenting their markets or not so 

as to find out the state of the use of market segmentation in this subsector. The table 

below gives the results. 

Table 16: Extent of the usc of Market Segmentation 

Response Number Percentage 
-- 1---

Ye 37 62.0 
--

No 23 38.0 
--

Total 60 
·-

Source: Rc carch Data 

'I he que tionnairc delin d market segmentation and a ked tcspondcnts if th~.:y were 

pre ntly u ing thi u,ttc •y. i,·ty-t\\o 1 rccnt l2 Yo of the am1I (60 1 ~.:: pondcnts) 

firm ti\ \ hil •, ti\ ly. 'I hi that mtrk t 

m nt ti n f nh II- nu 1 turin ' 

u in n r thi findin i th t th 111 II mn 



may have discovered opportunities in targeting limited volume markets (those that are 

not sufficiently large to attract the attention of large companies). These firms may 

have found niches not served h\ the Jar 1C firms. Another possible explanation for 

substantial usc or market st.: gmt•ntntinn by sm;lll -scalc furniture firms is that some may 

be targeting by delault a · til t'~ l:tt'l JI:SOllll'l'S to serve larger markets. Por example, 

though most (l( th1.· ·1.· bu inc c s:tid they could make very good furniture for the 

upper class. tln:y said they did not have enough capital to buy the materials for the 

furniture needed by thi group and also to build good showrooms to attract this group 

of cu tomers. 

From personal observation by the researcher, the 62% were those who were aware that 

they were practicing market segmentation. The 38% who replied negatively it was 

noted that they were using the strategy but were not aware of it. 

4.6.1 Relationship behl'een the usc of market segmentation, age of business and 
le\'el of education 

ross tabulations were used to show the relationship between the usc of market 

segmentation versus le\ el or education or the respondents and age or the busine. s. 

The tables belo\V show the results. 

Table 17: rn . tahulatinn on the u e of marl <:t segmentation and level of 
ducation 



Seventy three percent of the respondents who replied artirmatively to using market 

segmentation have a high education (high education- from upper secondary, high 

school, college and universit) '' hilc lo\\ ~ducat ion covers adult education, primary and 

lower secondary). 

Table 18: ('ross tabulation 011 thl' use of market segmentation an<l year of 
'-'"tnhli.,hnu·nt 

Rcspon • 

Yc· 

0 

Total 
Source: 

Year of estahlishment 

Old 
17 20 
46% 54% 
17 6 
74% 26% 
34 26 

Research Data 

Total 
---

37 
100.0% 
23 
100.0% 
GO 

Fifty-four percent (54%) of the firms which practice market segmentation are old firms 

(old in this case denotes firms that have been in business for over six years while new 

denotes firms that have been in business for less than six years). On the other hand 

most (74%) of the new firms do not practice market segmentation. It can thus be said 

that firms that have been in operation for a long time have better product and 

marketing trategics and thus practice market segmentation. 

4.6.2 Tc. t of Independence hctween th usc of Market Segmentation, vcr us gc 
of Busines , Si1e of Bu im•s and L vel of Edtu:ation 

hom the above cro tabulation a chi- quare te t of indq cndencc wa carried ntt to 

re i any Jclati 11 hiJ I l\\ en the u mmkct c 1 111 nt ti nand kvcl 

n: 11 lth u t I nt. 1k t •mcl1t'tti n. 11 th 1 ri d th I u in n 



In this analysis, the following hypotheses were tested: 

H0 : The use of market segmentation is not independent of the respondents and 

business characteristics. 

111: The usc of market sc 'lllL'nt·ttit n is in~~l:tHkJll of the respondents and busine~s 

chaructcrist ics. 

A Pearson ( 'hi-squan: ' tlu · tX.' was then calculated and this value was compared to 

the 1\.lpha nitical \'aluc ( .• l) at 95% sign ificance level obtained from the chi-square 

table. lf the i" value calculated is higher than the Alpha value (3.84) obtained from 

the table, the null h) pothcses is rejected. 

Table 19: Re ults of the Tests 

Respondents/ 
business 
characteristic 

Finding 

Market Segmentation Level of education x} = 3.862 
df I 

Market Segmentation 

Market egmentation 

1\.ge of business 

umber of 
employees 

Source: R carch Data 

sig. Level- 0.049 

.. l 4.)18 
df I 
sig. Level 0.014 

,; = 0.02 
df = I 
sig. Level = 0.887 

Conclusion 

Not 
Independent 

Not 
Independent 

Independent 



Test of Independence between Market Segmentation and Level of Education 

From the above table the chi-square (X
2

) value obtained is 3.862. This value is higher 

than the table value of 3.84. 'l he null h) pnthcsis is thus rejected and accept the 

alternative hypotheses. 'I he rc ·ult: tl'\ en! I hal I he practice or market segmentation is 

significnnlly inlluenlTd h' tit' h·, l'l or l'ducation of' the owner or manager. The 

owners or manu 'L'r: "ho h '' l' .1 hi 'h 't ·ducat ion level practice market segmentation 

more than thosL' "ith ltl\\ ·ducatio11 le cl. 

Test of Independence between Marl<et Segmentation and Age of Business 

From table 15 above the chi-square (X.
2

) value obtained was 4.518. This value 1s 

greater than the table at 95% level of significance. The null hypothesis is thus 

rejected. These results show that the longer the business has operated the more likely 

it will use market segmentation. Thus it can be concluded that market segmentation is 

significantly influenced by the age of the business. 

Test of Independence between Market Segmentation and Number of Employees 
in the Firm 

From the abo\'e table. the chi-square \'alue obtained was 0.02. 'l his value is Je s than 

the Alpha critical of .841. 'J hu · we fnil to reject the null hypothesis. 'J he result. 

how that the number ofcmplo •ccs the firm ha · \\ill not si •nificantly innucncc the u ·c 

.7 Hill Ill HI I.' o lad ('( rgmcut ltiuu. 

h r 1 nd nt h rk t •m nt.lli n th 

:t nt t hi h th u th n in th JU ti nn tr . 



This was done in order to get the variables commonly used by the businesses. The 

results are given below: 

Table 20: Extent to which firms usc the segmentation variables 

..--- - -·- -
Extent/varia hie To a To 

~n'at moderate 
t.' tent extent -I~ ·- -

Rcgion 
~ 

,, 2.7 8.1 
1-

'I in w ll' - 2.7 
Populatitm lknsi t' 2.7 2.7 - -
Age 45.9 8. 1 ------ -
Stag~: it~l~· lifccy~ 2.7 -- -
lm:ome 86.5 5.4 --
Sex 27.0 8.1 - ,_ - -
Education 24.3 5.4 --
Occupation 32.4 8. 1 
Family size 40.5 8. 1 
Benefits sought 48.6 40.5 
Customer loyalty - -

User status - -
Upper class - -

Middle class 89.2 8.1 
Low class 10.8 29.7 -
Activities - -

Opinions I - -
Interests - -
Institutional customer 2.7 -
Individual customer 32.4 56.8 

N = 37 
Source: 

All figures arc 111 percentage 
Rc carch Data 

To a 
small 
exten t 
5.4 
-
2.7 
l 0.8 
5.4 
2.7 
13.5 
2 1.6 
18.9 
5.4 
2.7 
2.7 
2.7 
-
-
29.7 
5.4 
2.7 
-
16.2 
5.4 

To no 
extent 

83.8 
97.3 
9 1.9 
35. 1 
9 1.9 
5.4 
51.4 
48.6 
40.5 
45.9 
8.1 
97.3 
97.3 
100.0 

2.7 
29.7 
94.6 
97.0 
100.0 
81.1 
5.4 

From the above table the variables commonly used by small-scale furniture 

manufacturers arc as follt)\\s: 

Total 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

inety two 2.0% or the IC I ltldcnt. ll e income variable to a grcat and modcratc 

C te t 9 11o tt e th l nctits . n. . /( t a 11 at amlnH d talc c:tcnt 7.0% of 

nt c1 th middl cia 

in ii •idu I 

h ir m r t. 



The variables used to a small and to no extent are the geographic variables (region, 

climate and population density). loyalty of customers, user status, upper and lower 

class; lifestyle (activities. interc t. and opinion.) and institutional customers. · 

Further, in getting the variables comnHH\1) usl'd, th' mean scale values of the variables 

were calculated and comp.uullu thL' lllidpoint on the scale which is 2.5. 

The variabks "ith ~~r~:atcr mean scale values than the midpoint on the scale were: 

social class (middle class) ''hose scale value is 3.84, income (3.73), benefits sought 

(3.30). type of customer (individual) with a mean scale value of 3.16 and age (2.65). 

The rest of the segmentation variables had mean scale value of less than the midpoint 

of the scale. These results are shown in Table 1 in Appendix Three. 

4.7.1 Satisfaction with the egmentation variables currently used 

Respondents were asked to provide on a six-point scale (I =very dissatisfied; 6 = very 

satisfied) their evaluation of the segmentation variables they were currently using or 

had used in the past. 'Satisfaction' was defined as the t elief that the variable used 

allowed the firm to develop more profitable strategies than would other methods or 

variable . Table 21 sets rorth the n.:sults of the analysis. 

'lable2l: 'ati faction" ith ( urrcnt S gmentation let hod 



From the table it can be observed that 3% were dissatisfied, s<X> were somewhat 

dissatisfied, 48.6% were somC\\hat satisfied and 43.2% were satisfied. The mean 

scale value for all the rcspon:cs """ round to be 4 J2 which is greater than the 

midpoint on the scale (1 'i) l his Sll' 'tsts that the respondents were generally 

satisfied with the method · tht'\ Ill.' ustn ' · 

4.7.2 Test of lltdctlcndcncc hctwccn Segmentation versus Variables versus 
Rcspomlcnts and Bu ·iness 'haracteristics 

A chi-square test of independence was carried out on data by cross tabulating the 

segmentation \·ariables that are commonly used (Behavioral, Demographic, Social 

Class and Type of Customer) by the respondents and business characteristics of level 

of education, age of business and number of employees. 

This test wa, to establish if there is any relationship between bases of segmentation 

and the various factors of age of business, level of education of respondents and 

number of employees. In this analysis, the following hypothesis was tested. 

Ho: The segmentation of variables of demographic. behavioral. social class and 

type of customer arc independent of the level of education of the respondent 

bu ine characteri tics of age of bu inc. and munlx:r of employees. 

11
1
: 1 he c 'Ill ntation of '· riablc. of demo 'tal hie. I chaviowl. ocial class and 

typ r cu l Ill r al level o c lucntion of the 

nt u in hnra t ri ti f o lu in '\11 I numl 1 ot 

mpl 



A Pearson Chi-square value Cx2
) is calculated using SPSS computer package, and the 

x2 value was compared to the Alpha critical value at 9YYo significance level obtained 

from the table. If the x2 
value cakulntctl is hi 'her than the Alpha critical value, the 

null hypothesis is rejected . 

The results arc shown in tht· t tbl · I t'low: 

Table 22: Tt"l uf lndl'Jl •nd 'II c Results hctwcen Segmentation Variables and 

siiC of Bu~in · s 

Business ,'egmcntation Finding Conclusion 
characteristic Yariable 

Size of Demographic x2
- 1.950 Independent 

busine d[- 2 

sig. Level = 0.377 

Size of Behavioral ·/ = 0.032 Independent 
business df- I 

sig. Level = 0.858 

Size of Social class x2 = 1.097 Independent 
business df- I 

sig. Level- 0.295 

Size of Type of customer ·/- 0.905 Independent 
business df = I 

sig. Level = 0.142 

ourcc: Re. carch Data 

In coming up,, ith the cro ·s tabulations. the busincs. chmactcristic factor of number of 

mploy c , a <livid· 1 into catc '<lr rt· · of o-_ ( lb' cmplovc~: ) <1nd s nnd ilhnv. nnny 

ClllJ Joyc 

I r I nt n m an th ' ui u m h c Ill r. mil) 

li~ cl In m I· lu i n CUJ 1ti n n I I mil 



respondents were divided into three categories, that is those with mean of 1.0-1.9, 2.0-

2.9 and 3 and above. 

The same procedure was undertaken !'or behavinuristic variab les, social class and type 

of customer but the rcspomknt · hl'll \\l'l'l' categorized into two, that is those with a 

mean of 1- 1.99 nnd ami thPH'. 

hom the table. it can bl.! seen that the bases of segmentation of demographic, 

bchaviouristic, ·ucial cia s and type of customer arc independent of the number of 

employees in the firm. 

The study result fail to reject the null hypothesis. 'l here is thus no relationship 

between the number of employees the business has and the segmentation variable 

used. This finding may be due to the fact that these businesses fall in the same 

category of micro and small businesses and the difference in number of employees is 

very small. 

Table 23: Te t of Independence Results between Segmentation Variable and 
LcHI of Education 

Respondent 
characteristic 
Level of education 

Level of education 

----~ 
cgmcntation 

'ariablc 
Demographic 

'onclusion 

Independent 

Independent 



For the cross-tabulation, level of education was in two categories. For the respondents 

who are illiterate and those who had studied upto lower secondary, these were 

classified as having a low education lc' el, "hile those with upper secondary upto 

college education had a hi 'h cdm·ntil'll kwl. 

The results show tlwl lht' T 'Ill ·ntntion V<ll iahle used is independent of the education 

level o(' t!H: n:spomh:nt · .. , hu \\C fail to tcjcct the null hypothesis. 

Table 24: Test of lndcpcmlenec Results between Segmentation Variables and 
Age of Bu. incss 

Business Segmentation Finding Conclusion 
characteristic variable 
Age of business Demograph ic -/ = 0.453 Independent 

df = 2 
sig. Level = 0.798 

Age of business Behaviouristic x2 -J.416 Independent 
df = 1 
sig. Level - 0.065 

Age of business Social class x2 = 0.33 Independent 
df = 1 
sig. Level = 0.565 

Age of business Type of customer x2
- 2.258 Independent 

df 1 
sig. Level= 0.133 

Source: Rc. carch Data 

I·or the cro · · tabulation. the age of' business had two categories. that is. new business 

(below si · yenr. in 01 cration ), and old busincs (ab(lVC six) cars). 

I·r m th tall . it c, 11 C 11 th'lt C 1111 lllUti 11 atia IC o('d Ill 'IH) hie, h haviOJal, 

u \{ m r nr nd nt f th . ·1 hu the 

ult f: it t 1 • t th null h 1 th i . 111 1 ult th t th 'Ill nt til n 



variable used by the micro and small scale furniture manufacturers is not dependent on 

the number of years the business has been in operation. 

4.8 Other Stratc~ics usNI hy tht' Small Sralt' Furniture Enterprises that do not 
Se~mcnt their Marh·ts 

Of the sixty rcspondl'nt ·. I\H.'tll\ · lhll' ·do 11ol practice mmkct segmentation. Of these, 

50% make products that u1c ·uitnhl<.: fmc cryonc. They do thi s by making both cheap 

and expensive rmniturc u·ing loth hard and so rt wood, thus they don't specialize in 

anything. ()0 u fdt that 1 nn ision of quality fu rniture to the existing customers was 

more viable than market segmentation. 'I his shows that they follow the product 

concept. AI o. all the respondents who do not segment the market affirmed that they 

follow competitor's innovations by copying competitor's products and producing the 

same. 

Such firms argued that they were small thus could not segment their market as they 

needed a mixed clientele. I lowever, in copying competitor's products, if the 

competitor were using segmentation strategy, then these firms were also folliwng the 

same strategy though they may not be aware of it. 

From the above rc 1 on cs lumcvcr, it could be ·aid that those , ho make both 

product of ofi and hat I ' ood arc tar 'din' the rich and th • poor. 'I hcsc who make 

nly quality furnitu1c ret tr 'Ctin' th t il·h lilly a th y can all'lHd th' en ·t that comes 

, ith qu. lit •. ·1 h ref 1 th u •h th mn indi ~ tc that th • d lllt •m nt, it ould l 

t r m lut in 1 1 th Ill l '111 ntin , th ir 



CHAPTER FIVE 

5.0 CONCLUSIONS AND RECOJ\11\IENDATIONS 

5.1 CONCLUSION 

This study examined the practice or m:H h't s~ 1 1l1~ntntion by small-scale furniture 

manufacturers. Responses of 1 ' :IIlii k of m ncrs and managers of these businesses 

provided datn l'nllll wllil:h 111 hlttll inkt ·nccs about market segmentation. 

Respondent ~haractcristk 

The study r~vcalcd that 97% of the businesses interviewed arc owned by men while 

only 3% arc owned by women. This subsector is thus dominated by men. The owners 

are mostly (93%) aged between 15 to 50 years. They are therefore economically 

active. 

Concerning the education level of the owners of the businesses in this study, only 2% 

were illiterate, 27% had primary education, 67% had secondary education and only 

13% had college education. I Iowever, it should be noted that 55% of respondents had 

on the job training concerning the technical aspects of the job they were doing or the 

general busine s management. 'I his implied that they were conversant \ ith both 

technical and managerial a 1 eel or the business. 

f the l u inc c intcrviC\\Cd \\ere full timl: cnlt preneurs and do 

n t hav ccu1 ali n. 'i hu th y d 1 ndc l < n the cntcq ri lor th ir 

u iv I. th ir tan lard livin ' · 'I hu 

ull I l th 

th ·ir 
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Characteristics of the Small Scale Furniture Making Businesses 

Of the sample of 60 businesses intcn icwcd. 57° 'o of them arc less than six years old 

thus have to undertake vigorous marketing ncth itics In gain market share. Only 43% 

of the enterprises have been in OlK'tatinn lnr more than six years. Also 88<Yo of the 

businesses opcrntc in tcmpot tl lll punrl: tllaintained permanent structures. This is a 

clear indication tlwt busim·ss p~o.•tlntmancc is poor. Though 43% indicated that their 

business pcrli.nnHIIlL'C wa · tlllH'. - %ranked their performance as good and only 5.0% 

ranked it as ycry good. '1 he reason they gave for this was mainly the poor economic 

performance 0 r the country in general. 

In marketing their products. 65~o of the businesses interviewed serve only households 

while only 2% serve institutions and 33% serve both institutional and individual 

customers. 93% of the businesses sell their products directly from their premises thus 

they have good opportunity to serve the customers effectively and provide what they 

need. Thus it can be concluded that these firms arc in close contact with their 

customers thus it is easy to communicate with them and can define customer needs 

from the customer's point of view. If the customer has any complaints. then these arc 

made directly to the finn and arc solved immediately. Such information flow pr vide 

the c firm \\ ith many good ideas and enable them to act more rapidly to sol c 

problem . 

in m rk tin ' th ir 1 r duct . th fi1m relied h vily l n \ ont-o -mouth. 1 hi •h 

f-m uth < tc in li ·at th. t th OlllJ• n · i JH tlu in • hi 'h ~u tom~.:t 

ti ti n. 



These firms also affirmed that they produce what is needed by customers through 

making furniture which is ordered by the cu, tomcrs. This is individual marketing and 

is the ultimate level of segrm:ntnti m. I his is also catted customized or one-to-one 

marketing. In doing this. the lit ms alhm thl' custom ·rs to express their individuality 

with the products they bu · ami this .lltm~s th • customer to participate actively in the 

design of the prodlll'l. 

All the rc ·pondcnts intcrvic\\'cd indicated that they take into account the ability of their 

customer to buy. 

Extent of the u c of Market Segmentation 

Almost two-thirds of the respondents (62%) indicated that they were employing this 

strategy currently. This finding leads to the conclusion that market segmentation has 

penetrated the ranks of small-scale furniture manufacturers in Mombasa town. This 

percentage could be highet since those who responded negatively to the use of market 

segmentation could be practicing it unconsciously and might not be aware they are 

doing it. 

As noted earlier, th' plausillc e. 1 lanation for the usc or mmkct c 1111Cntation was that 

the. e mall firms might ha\ c di O\ crcd opportunitic. in tar 1Cting limited volume 

und ni mi 1hl I tc trictin • thdr busin s to 

r nl 



However, the practice was still at its rudimentary stages and is not as sophisticated as 

that done in the larger firm s. l nfact, the usc of market segmentation models is non-

existent. 

Chi-square tests were cmrkd out 011 th~_· us~. of' 111 a 1l et segmentation and respondents 

and business clwntl'!L't islk:. I h · 1 ·suits revealed that the usc of market segmentation 

was not imkpclllkul l)r cducnti1 11 lc\cl of the respondents and the age of business. 

However, the usc of market segmentation was independent of the size of the firm. 

Segmentation Variable commonly used by the micro and small scale furniture 
manufacturer·s. 

From the study, it was found out that the variables commonly used by these firms were 

income, age, benefits sought, social class (middle) and type of customer (individual). 

These variables had a mean score which was greater than the midpoint of the scale 

(2.5). These variables were mostly used to a great and moderate extent as revealed by 

the percentages. 

Also. the chi-square te. t of independence results carried on the segmentation variables 

and re pondents and business characteristics failed to reject the null hypothe i . Thus, 

the egmcntation variable. of dcmograJ hie. bchaviouristic. social cia. s and type of 

cu tom r n1 in I p ndcnt ol th · numl ·r of' cmplo) L • the fit Ill has. the a •c of bus inc. s 

cducati n fth 1c 1 Htdent . 



Satisfaction with the different segmentation variables 

From the results, the mean scale value was found to be 4.32. This is larger than the 

midpoint of 3.5. This suggests that the rc\ 1 omknts tended to be satisfied with the 

methods they were using. 'I he sati:t:tction scml'S arc useful but cannot be interpreted 

as complete! y valid mcasttt L'S or l11 '" 11 l'lltl part intlar 111ethods arc to individual firms. 

The needs or small busttll's l' · di II •t and a method useful to one firm may not be to 

another. Also. sutisl'acti~'" '' ith a m<.:thod is a product of the inherent value of the 

method and the m:.umcr in \\ hich it is used. 

Other Strategies u ed by the Finn 

From the results of the study, the firms that do not undertake market segementation 

use other strategies like making products suitable for all types of customers, others 

follow the product concept of making quality furniture and also copying competitors 

innovations. 

5.2 RE Ol\1 lEND \TIONS 

·r he M · sector is very important for the development of this country, currently, and 

thus a Jot of effort hould be put in a sisting the O\\ nets of these busine. ses to adopt 

proper marketing technique in order f(n them to succeed. 'l he u. c of market 

. gmcntntion nta) hel1 th micto ami mall calc furnitutc manufacturers to make 

pn du t ' hich ' ill ali y their u tom 1 s n d . and this ''ill inct a c thdt market 

d nd t 11 h uld tr in th mall lu in n m rk t 



Several variables were found to be commonly used in this study and small firms that 

are contemplating market segmentation can benclit !'rom th sc !indings. These 

variables arc more popular "' ith 1Sl' · .'till, cnch finn must caref'ully analyze its 

individual objectives, constmints. sttu1 •ths. ' ·~alncsscs and resources to determine 

its segmentation stratc •y. Puli ., mak ·rs should focus on the commonly used 

segmental ion vm iabll's in \ll~h.·t h d ·vclop the M SEs. Scholars should put more 

cff'ort in the uwrkd s~.: •mentation strategy in small business so as to add to the 

existing knowkdgc. 

5.3 Lll\UTATIONS OF TilE STUDY 

The most important limitation is that the study was only done for the furniture-making 

subsector of the small bu iness sector while we have other subsectors in the small 

businesses sector such as retail, service, wholesaling etc. The results of these findings 

are therefore applicable to the furniture-making subscclor only. 

econdly. no secondary data could he found pertaining to the use of market 

segmentation in the small bu. incss sector in Ken ·a. 'onsequentl , this study is 

exploratory in nature. 

'I hirdly. lack of linanci, I tc nm:cs and time constraint al > hindered the re carcher 

ti·orn cnl, r •in ' th area of tudy to im:lud' otht:r part of' th country. 



5.4 SUGGESTIONS FOR FURTHER RESEARCH 

This study mainly dwelt on market segmentation in the furniture making subsector and 

was mainly interested in establishing the pral'li 'C and segmentation variables, further 

studies can be done by cxamitting the r~..potll.d rdurn on invested capital by the firms 

that pursue and those that do 11\lt )til uc 111:11 kct Sl' ,mentation. 

Also, studies cnn be umkrlnkcn tn c ·tallish if other subseetors in the small business 

sector pursue mark.rt segmentation and determine if the variables used are different in 

the subscctors. 



APPENDIX ONE: LETTER TO TilE RESPONDENT 

Dear Respondent, 

RE: COLLECTION 011 RESI. \IH II OA l't\ BY MSIII,:NGA P.M. 

The above IHIIlll..'d lmh I. :1 I'll 111 1.ldl1Uk stud~nt I til~ Faculty or Commerce, at the 
University or Nnitohi. Sll1.: i · ~1111 lu ·tin, a research f'or her final year project. For this 
reason, kindly ussist htr by ,j, 111 • ~~~~ a kw minutes or your time to fill in the blanks in 
the attached list ~)r qu~:sti\)ns to the I est or your knowledge as they apply to yourself and 
your business. 

The inrormation ~ou pro, ide \\ill h~ treated as st rictly confidential. Neither your name 
nor that or your bu:in~ss ''ill h~ recorded. A copy or the project can be made available 
to you on request. 

Your cooperation ''iII be greatly appreciated. 

Thank you in a<.h ance. 

Yours faithful!). 



APPENDIX TWO: QUESTIONNAIRlt: 

SECTION A: BIOGRAPHICAL D \T \ 

I. Position ofthe respondent. 

I. Owner 
2. Manngn 
J. Spouse or till' ll\\ II 'I 

If not the ll\\ tiL' I'. th 'II nn "et que Lion and 3 

2. n) 

l . lak 
Female 

b) Age of respondent .......... years old. 

3. llow long have you been \\Orking in thi s enterprise? ....................... years. 

Owners Biographical Statistics 

4. a) ex of the owner. 

l. laic 
2. Female 

b) Age ................. years. 

5. Level or I ducation: 

I. o formal education 
2. Adult education 
3. Primary educatillll 
4. I O\\CI' ·ceondar~ educatil'll 
5. pp I . condat ~ education 
6. I· nn IG 
7. llc,c 
8. l lni\CI it' 

6. a u hmc till) l thcr ttainin' tH t li ted 1b l\C. 

y 



b) What type of training? 

I. On the job training (technical aspects related to your business) 
2. On the job training 
3. Other aspects (please speci f~ ) . . ......... ....... .......... . ...... . 

· 7. Other occupation: 

1. ivil servant 
2. Teacher 
3. Doctor 
4. Farmer 
5. Nurse 
6. UnL'mpilned 
7. Others (please spec if;) ....... ..... ....... .... . 

8. a) Nam~· n l cntcrpri e (if any) . . .. . .. .. ....... . .. .... ............ . .............. . 

b) Yca1 \lr ~..· stablishment .................... .. 

Enterprise Da t. t 

9. a) Loca on of premises .. . ..... .. ........... area 
b) Numba or employees ..... . .. ........ .. .. .. .. 
c) Ty P'- lll' premises 

1. Permanent structure (well maintained) 
2. Permanent structure (poorly maintained; 
3. rLinporary 
4. Railway wagon 
5. Container 
6. Pavement 
7. Others (please specify) ........................... .. 

10. I low would your rate your hu. incss' current pe1 f<H mance? 

;. 
I. 1-:.xtrcmcly 1 or 
2. Very p r 

5. 
6. 

p 

d 



SECTION B 

1. Who are your customers? 

a) Households 
b) Institutions 

2. What products do you make'. 

a) llouschold furnit\11 (chair · . .'l Ia ~ 1~. dinin, tables, wall units, wardrobes, 
beds) 

b) fficc furnitun: 

3. I lave you changed) t1ur pn duct category in the recent past? 

a) Yc · 
b) No 

4. If the <l'lS\\er to question 13 above is 'Yes', ,.,·Jwt reasons made you change? 

5. !Jo, d\> you get your raw materials? 

a) Fmm hardwarcs 
b) From factorie 
c) Make them ourselves 

6. I low do you distribute your products? 

a) I lave a shO\Hoom .;. 
b) ustomcrs buv from our bu i ness prcm i es 
c) ell to middlemen 

7. In th pr tucti nand market in , of )'l ur produ t, ' •hich of the foil wing apply to 
y ur linn? (I ick ppr 1 ri, tc) . 

7 
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8. Activities in question 17 above are important in market segmentation. How 
important is this concept to your firm? 

1. Not important 
2. Important 
3. Very important 

* Market segmentation is the pw · )r dividin r a heterogeneous market into . 

segments which arc ttknttli 1l k lnt th • pmposc of designing a product, pricing 

it appropriatdy, pwmotin' 'Ill I distt il utin' it so as to meet the needs of the 
consumers in the . c •m ·nt · ltlta ·ti c to the firm. 1 

9. Do you then segment )'Ntr 111<11ket? 

I. Yes 
No 

If tlw answer i No go to Part I 
If th answer i Yes go to Part II 

PAP r I (for those who do not segment tl.~ market) 

l. ' . hy don't you undertake market sq net ·lion? 

firm is too small ( ) 
' Concept is not appropriate in loc;'l Sl ti ng ( ) 
3. Market not identifiable and meast ··ab 1~ ( ) 
4 Market is not accessible ( ) 
5. Any other (please specify) 

2. In the absence of formal market segmentation as de lined above: 

- . --~ ...... 

a) !low do you make sure that the products you make me suitable for everyone? 

.................................................................................. ........... 
·········································· ··························· ...................... . 

b 110\ d you get uitable cu lomets ltlr your products? 
... ......................................................................................... 
···························································································· 
............................................................................................ 

c) 

.................... ······································································· . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ........................................................... . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ..................................... . 



-

d) How do you follow competitor's innovations: 

3. In your opinion, what are the main problems hampering the use of market 
segmentation in the furniture sub- ector. 

I. Methods arc too complicntc I t und 'r. tand 
2. Market not developed t:nou •h 
3. Lack of trained pcrso n11 ·I 
4. Method. not n ·c ·~,uy l'n thi ' ul ector 
5. Any other (plea c p ·cify 

PART II (for those who cgmcnt the market) 

I. What are the benefits of market scgn ·ntation to your firm? 

I. Profitability has improved ( ) 
Better allocation of resources ha~. ·csulted ( ) 

3. Competitors have been effecti . el:. dealt with ( ) 
4. Any other (please specify) ........ ... ........................................ . .. 



d) Social class 
I. Upper ( ) ( ) ( ) ( ) 
2. Middle ( ) ( ) ( ) ( ) 
3. Lower ( ) ( ) ( ) ( ) 

e) Lifestyles 
I. Activities ( ( ) ( ) ( ) 
2. Opinions ( ( ) ( ) ( ) 
3. Interests ( ( ) ( ) ( ) 

f) Customer 
I. Institutional ( ( ( ) 
2. Individual ( ( ( ) 

3. Arc you snti ti 'd* \\ tlh the 'li t t cnt segmentation variables you are currently 
using? 

I. V cry dis ali tied 
2. Dissatisfied 
3. omewhat dissatisfied 
4. Somewhat sati tied 
5. Satisfied 
6. Very satisfied 

4. In your opinion, what are ma111 problems hampering the use of 111<1· kct 
segmentation in the furniture sub<..eetor? 

I. Methods too complicated to understand ( ) 
2. l\ tarkets not developed enough ( ) 
3. Lack of trained personnel ( ) 
4. MNhods not necessary fot this subsector ( ) 
5. Others (please specify) ...... . .. .... ...... . ............................. . 

•• • 0 ••• 0. 0 ••••••• 0 •••••••••••••••••••••••••• 0 ••••••• ••••• •••••• 0 •• 0 • •••• • •••• • •• •• 0 •••••••• 

• Satisfaction is defined as the belief that the method being u. cd allows the firm 
to develop more profitabk strategies than would other methods. 

~ 
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APPENDIX THREE MEAN SCALE '!ALUES 

Table1 :Mean Scale values on the Extent of use of the various 

Segmentation Variables 

Std . 
N Mrmmum Mn 1111Uil1 Mean Deviation 

Extent has your f1r1n used 

Geographrc Region to 7 1 00 4 00 1 2973 .740:1 

segment your markE't 

rxtcnt h <; your frnn ll • d 
G ogrnphrc Cllm, t • to '7 I 00 3 00 1 0541 .328(1 

scqmC'nt your m, r~ f't 

rxtcnt hn your furrru d 
G ogrnplu Pop d n.rty 

7 100 4 00 1.1622 .601~i 
R gion to qm •nt vour 
mnrk I 

[xt nt lm yow fum uo; d 
D mographrc Ag I 37 1 00 4 00 2 6486 1.378i' 

segment your mmket 

Extent h<ls your frrm us d 
Demographrc Stage if 

family life cycle to 37 1 00 4 00 1 1351 535~i 

segment your market 

Extent has your firm used 

Demographrc Income to 37 1.00 4.00 3 7297 .7691 

segment your market 

Extent has your firm used 

Demographic Sex to 37 1.00 4 00 2.1081 1.307(1 

segment your market 

Ex1ent has your firm used 

Demographrc Education 37 1.00 4 00 2 0541 1.2460 

to segment your market 

Extent has your firm used 

Demographic Occupation 37 1.00 4 00 2.3243 1 . 313~i 

to segment your market 

Extent has your firm used 

Demographic Family size 37 1 00 4.00 2 4324 1 4240 

to segment your market 

Extent has your frm1 used 

Behavroral Benefrts 

sought by customers to 
37 1 00 4 00 3 2973 877i' 

segment your market 

Extent has your frrm used 

Behavroral loyalty of 
37 1 00 2 00 1 0270 .1644 

customers to segment 

your market 

Ext nt has your frrm used 

Beh vroral User status cf 
37 100 200 1 0270 1644 

1 100 100 10000 000(1 

31 100 400 3 8 78 34 

37 00 2 21 ? 1 003i 

7 100 00 1 0 
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Table 1 continued: 

Extent your firm has used 
institutional customer to 
s_£gmcnt your market 
Extent your linn has used 
individual customer to SL' 'Ill ·nt 
our market 

linimum Maximum 

rl, ()() 

I 00 4.00 

~--·-----'----

7 

Mean Std. 
Deviation - -

J .2432 .5965 

3.1622 .7643 
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