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AB TRACT 

The flonculture industry is increasingly becoming an important exchange earner for 

Kenya As at 1989, Kenya was the world's fourth largest flower exporter, currently 

exporting approximately fifiy two flower varieties. Export marketing ts geared more on 

the international market with the main flower markets being Holland, Switzerland, and 

United Kingdom. African and Asian countries account for the least export sales. The use 

of the Internet as a vehicle for promotion, information and export revenue enhancement is 

key to the industry. 

The literature re\-iewed showed that the Internet and the World Wide Web are in their 

infancy. In this regard, Internet could be seen as an innovation hereby referring to any 

good, service, or idea that is perceived by someone as new. The Internet has facilitated 

e lectronic trade and possesses the fundamental characteristics of openness, informality, 

and interactivity. lt is an information and promotion tool that enhances the automation of 

firms' exporting functions. 

The study's objectives were: firstly, to identify demographic factors that explain who 

among the flower exporters was likely to market through the Internet; secondly, to find 

out whether flower exporters were satisfied with the Internet as a marketing tool; thirdly, 

to identify the aspects of the Internet that contributed to the satisfaction or dissatisfaction 

with the Internet as a marketing tool; and fourthly, to determine factors that were 

hindering flower exporters from using the Internet as a marketing tool. 

Many flower firms adopted the Internet with various reasons with the major one being for 

information disseminatton purposes. Flower exporters identified with the benefits of the 

Internet as a marketmg tool, majority stating it creates a firms competitive edge. 

Widening customer reach, penetrating new markets, and enhancing communication 

between firms and customers were other key percetvcd benefits. 
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The findmgs re\'eal that respondents were satisfied with the Internet as a marketing tool. 

They were very satisfied with the Internet linking them with busmess partners, and also 

as an efficient information dissemmation tool. However, they were apprehensive about 

online payments options. security issues, and consumer protection. 

Export marketing through the Internet has enhanced sales. All respondents recognized 

that the Internet enhanced export marketing as an information dissemination tool. 

Important is that none of the firms used the Internet for finance and billing matters. 

The research findings show that the rntemet is yet to be fully adopted and exploited by 

the flower exporters. Computer illiteracy, lack of facilities like computers, fear of change 

by top managers, and negative attitude towards new technology are key factors that have 

contributed to this. 
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1.1 BACKGROL~D 

CHAPTER O~E 

I~TRODt.:CTIO~ 

Kenya has smce independence relied heavily on the agricultural sector as the base for its 

economic growth, employment creation, and foreign exchange generation. The sector is 

also a major source of the country's food security and a stimulant to growth of off-farm 

employment, both of which are of primary concern to the government (National 

Development Plan, 1997-2001 ). The major agncultural activities in Kenya are crop 

production, horticulture. dairy and livestock fannmg. The export base of the sector has 

remained largely on coffee, tea, and horticulture. Previously, the floriculture industry has 

been subsumed under the horticulture sector. 

However, the agricultural contribution has been decl ining over the past few years and has 

decelerated from 1.5 °'o in 1998 to 1.2% in 1999. Overall, output also declined from 

K£ 8.154.3 million recorded in 1998 to K£ 7,778.9 million recorded in 1999 (Economic 

Survey, 2000). 

On the contrary. the horticulture sector has contmued to perform well since the early 

1990's to date. The vo lume of horticultural exports rose by 26.4 % from 78.4 thousand 

tonnes in 1998 to 99.1 thousand tonnes in 1999. Its export value rose by 48.8% from 

K£ 486.5 million in 1998 to K£ 723.7 million in 1999 (Economic Survey, 2000). 

Currently, horticulture sector is the third valued export in Kenya (see table I). Notably, 

the total value of sales of the horticulture sector recorded in 1999 were K£ 370.6 million 

for cut flowers, K£ 62,9 million for fruits and K£ 290.2 million for vegetab les (Economic 

Survey, 2000). It is worth noting that of the top 20 exporters in Kenya, nine are flower 

exporters (FlowerTech, 2000). 



Table l: Proportion of export in Kenya 

I Proportions of exports 

1995 - 1999 

% 

ITEM 1995 1996 1997 1998 1999 

Tourism 20.44 17.53 15.92 12.62. I 14.89 
-· Tea 14.70 I 5.55 16.84 23.78 22.85 
-Horticulture 8.69 9.33 9.60 10.77 12.29 

·-Coffee 11 .81 11.25 11.77 9.24 8.34 

Petroleum Products 3.58 4.81 5.00 6.58 6.36 

Cement 1.32 1.74 1.60 1.04 0.87 

Pyrethrum Extract 1.09 1.10 0.96 0.52 0.46 

Soda Ash 0.84 0.79 0.93 0.89 0.91 

Sisal 0.48 0.56 0.50 0.50 0.44 

Fluorspar 0.21 0.25 0.26 0.15 0.36 

Wattle Extract 0.18 0.20 0.22 0.16 0.19 

Wood Carvings 0.18 0.16 0.18 0.27 0.23 

Hides and Skins 0.24 0.16 0.12 0.09 0.22 

Metal Scrap 0.14 0.12 0.14 0.08 0.10 

Meat & Meat Products 0.07 0.08 0.08 0.09 0.12 

Animal Feeds I 0.04 0.01 0.01 0.01 0.01 

All Other* 36.01 36.37 35.89 33.21 31.37 

% 100.00 100.00 100.00 100.00 100.00 

(Source: Econorruc Survey, 2000) 

.. Mainly manufactured goods such as textiles, margarine, cleansing materials. plastics, confectionery and 

breakfast cereals, stationery, pharmaceuticals, beverages (beer & sprrits), edtble oils. construction and 

building matenals, body care products, industrial chemtcals, engineenng products (e.g. metal frames and 

bus bodies) 

The horticulture has had steady gro\vth over the last five years unlike other sectors where 

fluctuations have been experienced. According to European import statistics, Kenya is 
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the fifth largest supplier of Fresh Produce and the second largest suppher to the Dutch 

Flower Auct1ons (FlowcrTech. 2000). \\'ithin fresh horticulture, the biggest change has 

been the expansion of fresh flower exports. Floral exports increased from 3,500 metric 

tons m 1990 to 11.300 metric tons in 1989. Between 1985 and 1989 alone, the value of 

flora] exports more than tnpled (Economic Re\ IC\\, 2000). The value of sales recorded 

on cut flowers has been skyrocketmg (Table 2). 

The cut flowers were almost non-existent as recent as 1974 while by 1989, Kenya was 

the World's fourth largest exporter of cut flowers (World Bank, 1989). 

Table 2: Kenya T rade Statistics 

Year Export Description Unit 

1995 Fresh cut flowers, other cut flowers and 1 KG 

flower buds 

1996 Fresh cut flowers, other cut flowers and 

flower buds 

1997 Fresh cut flowers, other cut flowers and 

flower buds 

1998 Fresh cut flowers, other cut flowers and 

flower buds 

1999 Fresh cut flowers, other cut flowers and 

flower buds 
. Source: Center for Busmess lnfonnanon m Kenya (200 I) 

• KG refers to K1logram. 

KG 

I 

KG 

I 

KG 

I 
KG 

I 

Quantity I Value in Ksbs. 

28,370,378 3,341,363,848 

33,246,429 4,127,408,107 

I 

34,312,315 4,553,442,937 

·-34,144,652 5,180,650,470 

32,746,437 5,214,843,773 

The Floriculture industry offers a '"'ide range of flower and foliage types virtually aU the 

year round. There are approximately filly two (52) varieties of flowers grown in Kenya 

and include Roses, Eryngium, Carthamus, Strelitzia, Alstromeria, Ammi Majus, 

Anthuriums, Arabicum, Carnations, Statice Limonium, Solidago, Solidaster, Heliconia, 

Chrysanthemums, Lissianthus, to name but a few. 
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The industry operates under t\\0 umbrella organintions. namely. The Fresh Produce 

E\poners \ ssociation of Kenya (thereafter referred as FPEAK) and Honicultural Crop 

De' elopment Authority (thereafter referred as HCDA). FPEAK is an association of 

e\poners whose mission is to support and expand exports of horttcultural produce. It 

empowers members m areas such as market mtelligence, export promot1on, technical 

support, and training serv1ccs for exporters. H has about 190 acttvc members. 

The Government is represented through the HCDA, which licenses exporters and 

propagators, monitors production and exports, and provides (limited) training and 

extension services. There are some 400 exporters registered with HCDA of whom about 

280 are flower exponers though less than half of these can be said to be active 

(FlowerTech, 2000). 

The market of the horticultural expons is mainly to the industnal countries particularly 

the United Kingdom and Germany. The Netherlands accounts for 10 per cent of the 

value of Kenya's horticultural exports primarily fresh cut flowers for re-export under the 

Dutch labels. Others mclude Italy, Belgium~ Canada, Finland, Sweden and the United 

States of America (thereafter referred as U.S.A). In addition, to these traditional markets, 

new markets are opening up in Southern Europe and Middle East (World Bank, 1993). 

Export marketing of the cut flowers is geared more on the international market. The key 

players FPEAK and HCDA have made deliberate moves to market the cut flowers. This 

has been (and not limited to) Trade Fairs, use of the Internet and the World-Wide Web, 

the flower auctions, among others. Supennarket chains particularly in the United 

Kingdom have become a major outlet for the Kenyan Flowers. Exporting has 

increasingly become VItal for the achievement of corporate prosperity and long-term 

commercial viability (Katsikeas, 1994). Exporting wi ll herewith be referring to the act of 

selling of goods and services to foreign markets (Aibaum, 1998). 
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A World Bank ( 1993) report predicted that Kenyan exports, especially horticulture would 

face an increasing competition from both the developed and developing countries. 

Flower marketing is currently facing extreme stiff competition from the Netherlands. 

Aggresstve marketing strategies therefore need to be established to open-up direct sales 

especially in the developed countries. 

Flowers by their nature are a package of Jove and leisure. It has been argued that flower 

market is fashion-consctous; the marketing mix should therefore focus to a real-time 

marketing strategy. Kenya floriculture is becoming increasingly important to the national 

economy. The success in the floriculture industry can only be achieved through 

continuous learning, mteraction and sharing. This is the essence of Electronic Commerce 

( e-commerce ). 

E-commerce entails the electronic transfer of goods and services. E-commerce helps 

foreign buyers and producers get whatever goods and services they want with all the 

business transactions being electronic. The Internet is therefore used as a vehicle that 

accommodates the process of conducting export business or a tool deployed for 

promotion, information, and/or export revenue advancement. The Internet can make the 

exporter more effective and efficient in performing its routine business functions. 

The emergence of electronic communications and the Internet is rapidly changing 

traditional marketing methods (Hoffman and Novak, 1996). Practically every type of 

organizatton is found on the Internet today. Internet marketing is essentially creating a 

visibility of, or a web site on the Internet whereby that presence can increase interest in 

the site's products or sen tees resulting in potential for new sales and entry into new 

markets (Http://WW\v.maxtmum-mtemct-marketmg.com). 
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The Internet provides real-time trading systems. industry specific inforn1ation and 

electromc communication in centralized online centers. Internet trading sites examples 

mclude the Floraplex based m Flonda. U.S.A with offices in South America and Europe. 

MaJority of these s1tes arc based tn America and Europe. 

In response to the quick adoption of electronic communication. marketers are exploring 

methods that exploit the many diverse opportumucs existing on the Internet. Marketing 

IS therefore turnmg electronic and the Internet is increasingly becoming the ultimate 

international marketing medium. On this basis, the Kenya's floriculture exporters must 

position themselves in order to create a competitive advantage for their produce abroad 

and avoid bemg laggards. This is because the floriculture markets are international and 

most of the international competitors have embraced e-commcrce in their transactions. 

Information is a powerful tool in the floriculture busmess. Its benefits are better realized 

when information is timely and relevant. Therefore, Kenyan flower exporters ought to 

continuously develop their business infrastructure and look to the future with optimism. 

1.2 THE RESEARCH PROBLEM 

Attention on the role of the Internet has contmued to intens1fy as evidenced by the 

growing volume of information and transactions through the Internet. Academic inquiry 

has led to an increasing contribution on the role of Internet in marketing. Researchers are 

continuously seeking new paradigms that appropriately incorporate the Internet in 

marketing theory (Samiee, 1998). 

Most researches undertaken in Kenya are on export in general. Horticultural sector has 

been the main focus of study in the past with a mention of cut flowers (floriculture) as a 

leading horttculture exporter. Ikiara ( 1992) undertook a study on the determinants of 

export performance of the Kenyan Horticultural industry. Kimani (1998) in her study 

sought to determine the horticultural marketing problems facing small-scale farmers of 

'd ia Division Kirinyaga District. Several stud1es that have been undertaken on the 
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flonculture sector have mainly focused on production. pests and diseases (FPEAK 

magazine. 2000). 

Interest in the Internet is unprecedented. and 1ts use in marketing is increasing 

exponentially (Peterson, Balasubrarnanian, and Bronnenburg, 1997). For example, the 

adoption of c-commerce saw the World Commerce Online launch the first e-commerce 

trading system for the Floral Industry in January 1999. It is known as Floraplex. Using 

E-Plex technology, Floraplex links growers, wholesalers and floral retailers worldwide, 

merging secure commumcations, information and commerce on the Internet. The 

implication of marketing v1a the net saw more than 25 million stems of cut flowers sold 

worldwide via the Floraplex system in the year 2000. "More and more customers are 

using the Internet to find florists, compare services and place orders. A lot of these 

customers arc venturing onto the Internet. The Internet is therefore creating a bulk of 

trade in the industry." (http://wwv •. floraplex.com). 

Previous studies that have been carried out on the Internet deals with a general overview 

of pertinent issues regardmg it. Sarniee (1998) study on exporting and the Internet 

offered a conceptual perspective, which provides the six axioms that constitute the 

foundation and the guiding principles by which the Internet might be applied to exporting 

situations. Kantor and Neuborth ( 1996) studied on the Socio-demographic characteristics 

of Internet users. While Zugelder, Flaherty, and Johnson (2000) undertook a study on the 

legal issues associated with International Internet Marketing. Most studies have been 

undertaken in the developed countnes. 

Other researches have focused on the general use of the Internet. However, there is a 

deliberate attempt to anal}ze industry specific use of the Internet. For example, Napoli, 

Ewing, and Pitt (2000) researched on the factors affecting the adoption of the Internet in 

the Public Sector. This was to acknowledge the growing number of public sector 

organizations that have an internet presence. Mbuvi (2000) studied on the potential for 

adoption of e-commerce by Tour Operators: A case of the Kenya Association for Tour 

Operators (K.A TO) members. 
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Despate much publicity about the Internet. empirical research regarding the role and the 

ampact of the Internet in busaness and exporting is quite scanty. Research is urgently 

needed to address various issues (Sarniee. 1998). Mbuvi (2000) and ~apoli, Ewing, and 

Pitt (2000) acknowledge that previous studies have mainly attempted to detail advances 

of Information Technology (thereafter referred as IT) and the Internet as a marketing 

medmm in general. Furthermore, Internet's effectiveness as a marketing tool has yet to 

be fully evaluated (Napoli, Ewing. and Pitt, 2000). 

Despite the fact that the Internet is increasingly becoming the ultimate international 

marketing medium, it is relatavely a new phenomenon in Kenya. Internet is still in its 

mfancy and information on mdustry specific usc of Internet in export marketing is 

Jacking. Therefore there is a need to study various aspects of the Internet focusing on 

specific industries. In order to fill the knowledge gap, the researcher focused on the 

Floriculture Industry. This was because the industry is 98% export oriented 

(FlowerTech, 2000), and by whose use of the Internet as a marketing tool adds to the 

exporters' competitive advantage. 

This study sought to determine the reasons why some Kenyan flower exponers had taken 

a fast mover advantage in export marketing in the Internet by answering the following 

questions: 

o Who among the flower exporting companies is likely to market in the Internet? 

o Are the flower exporters satisfied with the Internet as a marketing tool? 

a What aspects of the Internet have contributed to both the satisfaction and 

dissatisfaction oflnternet as a marketing tool? 

o What factors hinder firms not to use the Internet as a marketing tool? 
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1.3 OBJECTIVE OF THE T DY 

The objecti\CS of the study were: 

1. To Identify demographtc factors that explam who among the flower exporters is 

likely to market through the Internet. 

11. To find out whether flower exporters are satisfied with the Internet as a marketing 

tool. 

111. To identify the aspects of the Internet that contributes to the satisfaction or 

dissatisfaction with the Internet a marketing tool. 

J\' . To determine factors that are hindering flower exporters from using the Internet as 

a marketing tool. 

1.4 IMPORTANCE OF THE STUDY 

While this study may be of value to any person interested in export marketing in the 

Internet, it is hoped its findings will specifically benefit the fo llowmg: 

1. The Fresh Produce Exporters Association of Kenya in gaining an understanding 

of the extent of the Internet use among its member organizations. This would 

help the organization in developing advocacy materials on the importance of e­

commerce in flower exporting. The information would also help the association 

to lobby the government on developing policies and structures that enhance 

maximum exploitation of e-commerce for export marketing. FPEAK. wou ld also 

initiate relevant training programs for their members on the optimal use of the 

Internet as a marketing tool. 

11. The Internet Service Providers ( ISPs) for use in understanding their current and 

potential c lients. The study gives them information that would assist them when 

developing their marketing strategies and in the provision of better services to 

the1r clientele. 
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111. To the scholars, the study adds \'aluc m line with usage as background material in 

further researches m this area. As e-commerce and the Internet arc still in the1r 

infanC} m Kenya. the findings generated in the study would contribute knowledge 

in the field. 

J\'. Any firm intending to undertake export marketing and have to choose on the 

various emergmg technologies. The study pro" ides some insight on the use of the 

Internet and World Wide Web m the exporting and marketing functions of firms. 

.. . To the donors who are interested in the Kenyan floriculture industry. The study 

would form a better understandmg of the flower exporters especially when 

developing programmes and organizations appraisal for financial support. 

1.5 OVERVIE\V OF THE PROPOSED RESEARCH REPORT 

The research report consists of five chapters. 

Chapter One is the introductory chapter and gives some background information on the 

subject matter of the study, the research problem, the objectives of the study, and the 

importance of the study. 

The review of the literature on the conceptual framework of the study is made in Chapter 

Two. 

The Research Methodology is dealt with in Chapter Three specifying the population of 

study, the data collection and analysis methods. 

Chapter Four contains the data analysis and interpretation. 

Lastly, Chapter F1ve contains the summary and conclusions that are drawn from the study 

results. Suggestions for further research, the limitations of the study, and the implications 

for policy and practJce are made at the end of the chapter. 
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CHAPTER TWO 

LITERATt.;RE RE\'IEW 

The Internet being a new concept in Kenya, meaning no adequate documentation of 

similar studies has been done locally, herewith. export marketing in the Internet literature 

was mostly cited from the de\eloping world. However, concerns regarding the Internet 

and e-comrnerce are gaining momentum in Kenya. 

In this chapter, the researcher explores export marketing m the Internet and the 

conceptual framework. A brief history of the Internet and the World Wide Web is 

prov1ded to detail certain aspects that relate to export marketing. This history also serves 

as a frame of reference for the discussions thereafter. Concepts of the Internet, and the 

World Wide Web (WWW) are defined in this chapter. 

2.1 THE CONCEPTUAL FRAME\VORK 

2.1.1 T be Adoption Process 

An innovation refers to any good, service, or idea that is perceived by someone as a new 

idea. The idea may have a long h1story, but it is an innovation to the person who sees it 

as new (Kotler, 1998). The Internet being like any other innovation undergoes the 

adoption process. 

Rogers (1983) defines innovativeness as "the degree to which an individual is relatively 

earlier in adopting new ideas than the other members of his social systems." People 

differ in their readiness to try new products or services. There will be innovators, early 

adopters, late majority. and laggards m the adophon process. He further suggests that 

early adopters tend to be younger m age, have higher social status and a more favorable 

financial position; they also utilize a greater number of more cosmopolitan information 

sources. Personal innuence, which is the effect a person has on another's attitude and 

purchase probability also plays a large role in the adopt1on of new products or services. 
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'\apoli. Ewing. and Pitt. (2000) in their study of "Factors affecting the adoption of the 

Internet m the Public Sector". noted that: 

'fr is wiclc~v accepted that not all people will adopt an imromtion at tire same 
Time and 0 11 tlrts hasis. most models describe jil·e categories of adopters. 
"Innovator" and "ear~v adopters" tend to he tire risk takers or opinion 
leaders and are generally tire first to adopt new products. They tend to 
''make' (or "break") tire iiiiiO\'lltion. The "early and late majority" 
consumers are more cautious and only adopt new innovations after they have 
proven to be successful or as a response to social pressures ..... "Laggards" on 
the other hand, adopt innomtions wah reluctance ..... JVIren compared to non­
adopters, mnovators general(r lra\'e a higher income level and occupational 
status, are better educated and are often yowrger ..... Non-users also perceive 
the Internet to be e.tpensive and complicated to use, and feel a degree of 
discomfort with usmg the computers. It appears that the users of the Internet 
have a more positil-·e perception of this medium than non-users ... " (pp. 80) 

Generally, the rate of adoption is influenced by the innovation's perceived relative 

advantage, compatibility with the needs, practices, experiences, values and objectives, 

perceived innovation's complexity, observability or communicability of an innovation, 

fu lfillment of felt need, marketing effort involved and perceived risk in trying innovation 

(Lawson, et. al., 1996). 

The product characteristics of an innovation therefore can help determine the extent of a 

consumer's acceptance or resistance to an innovation. For example, the resistance 

increases when perceived relative advantages, perceived compatibility, trialability, and 

communicability are low and perceived complexity is high (Schiffman, 2000). The issue 

of complexity is especially important when attempting to gain market acceptance for high 

technology consumer products. Four predominant types of technological fear include: 

1. Fear of technical complexity. 

11. Fear of rapid obsolescence. 

111 . Fear of social rejection. 

iv. Fear of physical harm. 
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The model of innovation resistance (appendix - figure 2) pro\·ides further insights into the 

adoption and diffusion processes. The model captures the reasons why some innovations 

arc almost an mstant success while others struggle to achieve consumer acceptance. 

Although the Internet ts spreading at a phenomenal rate. there are still some organizations 

that have had limited exposure to the technology and have yet to incorporate it as their 

marketing tool. Other organizations have established "on-line store fronts" for customers 

or have provided them wtth information-based sttes (Hoffman, Novak and Chatteijee, 

1995). 

In summary, Rogers (1983) defines the innovatton diffusion process as "the spread of a 

new idea from its source of invention o r creation to its ultimate users or adopter". The 

adopters of new products or services have been observed to m ove through the fo llowing 

five stages: 

1. Awareness - consumers become aware of the innovation that is they are exposed 

to the tnnovation but lack mfonnation about it. ln deed this exposure is neutral 

because they are not yet sufficiently interested enough to search for additional 

information regarding the innovation. 

11. Interest the consumer is stimulated to seek informatio n about the innovation and 

how they can benefit from it. 

111 . Evaluation - based on the information collected, the consumer can draw 

conclusions about the innovation or determine whether further information is 

necessary. The evaluation represents a kind of " mental trials" where the 

innovation could be accepted or rejected. 

tv. Trial - the consumer tries the innovation on a limited basts to improve his or her 

estimate of its value. 

v. Adoption (or rejection)- the consumer decides to make fu ll and regular use of the 

innovatiOn or no use at all. 
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The following model is a proposed modification to the Adoption process. 

Figure 1: :Modification of the adoption proce model 
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2.2 HI TOR\:' OF TilE I~TER~ET A:\0 TilE WORLD WIDE W'EB 

2.2.1 The Internet 

The Internet originated in the 1960s when the Department of Defense in America, 

through its Advanced Research Projects Agency (ARPA) funded research on linking 

computer networks. The project's aim was to devise and develop means of 

communication betv..een essential computer centers e\en after any possible conditions of 

say a nuclear attack. 

In 1962, Dr. J. C. R. Lickhder was chosen to head research in improving the military 's 

use of computer technology. He sought government' s use of computers to be more 

interactive and consulted with private sectors and universities. A resultant of this project 

\\as the ARPANET, which was a network of computer systems in America. The fi rst 

public demonstration of the ARPANET was in 1972 and was a roaring success 

(http://www.intervalley.com). Subsequently, other networks not affiliated with 

ARPANET were created. Examples of this were the BITNET, Usenet and the National 

Science Foundation Net (NSFNET). 

Later, in 1992, ANS~ET was founded by a consortium of firms and absorbed other 

networks. The Internet by then an amalgamation of many networks, became available for 

commercial ventures. This expansive gro\vth led to a birth of a large computer networks 

of what now IS called the Internet. The Internet IS a coined word from "interconnection" 

and "networks". 

The Internet is a global network of computer networks linking together millions of 

computers. The Internet oflen referred to as "the Net" is the largest computer network 

that is made possible by use of public telecommunication channels. Any computers 

connected to th1s network can exchange information easily as if they were linked together 

d1rectly. For the user, this means that one can send messages, retrieve files, visit other 

internet sites and inspect the information they hold anywhere in the world. 
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Computers on the Internet are able to communicate and understand each other by use of 

the Standard protocols known as the Transm1ss1on Control Protocol Internet Protocol 

(TCP IP). Every computer that hooks to the internet understands these two protocols and 

uses them to send and receive data from the next computer along the 1\et'Work. 

The number of host computers hnked to the Internet is estimated to have risen from 1.3 

m1llion in 1993 to 16.1 million in 1997. with a pred1ctton that 120 million machines 

"ould have been connected by the year 2000 (Boumellis, 1995). Kantor and ~cubarth 

( 1996) noted dramat1c rises in the use of the Net among U.S.A small businesses for 

mternational marketing and communication, with 200 to 300 new firms joining the Net 

da1 ly! 

Export marketing in the Internet seems to be limitless. 

2.2.2 The World Wide Web 

The World Wide Web (commonly referred to as the web or WWW) is an Internet service 

that organizes information using hypermedia (Peterson, Balasubrarnanian, and 

Bronnenburg, 1997). It is a global interacti\e dynamic platform and a graphical 

hypertext information system that runs on the Internet and is transmitted in digital form 

through the computer network infrastructure known as the Internet. The WWW is 

perhaps the most popular and most attractive of all the Internet's technology. 

The WWW was created at the ·conseil European de Recherche Nucleaire - (CERN) 

today referred to as the 'European Laboratory for particles physics'. It was invented in 

1989 by Tim Bemcrs-Lee. The aim was to find a "platform-independent" method of 

document exchange. That is a way to dissemmate mformation specifically research 

papers and scienti fie publications over their network with minimal requirements like 

havmg special word processing software loaded in their computers. 
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In the process of finding an answer to this. Bcmcrs-Lce devised three technologies that 

arc the pillars oftoday's WW\\': 

1. The Hypertext Mark-up Language (HTML) - this is the standard by which all 

web-based documents must be encoded and is used in writing documents usually 

referred to as web pages. 

11. Hypertext Transfer Protocol (HTIP) - th1s specifies how the web page is served 

on the Internet. 

111 . Web Browsers - th1s are client software that can display HTML documents and 

follow up links to linked Internet resources. The web browsers enable one to 

navigate through the contents of a web page and access to linked documents. 

The web sites are "hosted" on a server with a large connection to the Internet. The size 

of the connection to the Internet determines how much information can pass from a 

computer to the Internet usually called the bandwidth. This is measured in bytes, 

ki lobytes, megabytes, or gigabytes per second. 

Berthon et. al. ( 1996) characterized the WWW as the combination of an electronic trade 

show and a community flea market: 

" As an electronic trade show. it resembles a giant international exhibition 
hall \~here potential buyers can enter at will and vtsit prospecttve sellers ...... . 
Some buyers might e\·en become vigorously interactive in their search for 
information and want-satisfactton. They can talk to fellow attendees, actively 
seek the booths of particular exhibitors, carefully examine products and 
services. solicit richer information. and even engage in sales transactions with 
the exhibitor ...... As a flea market, the web possesses the fundamental 
characteristiCS of openness. informality, and mteracti\'ity - a combination of a 
community and marketplace. " (pp. 25) 

The Internet, therefore, is the global association of computers that carries data and makes 

the exchange of information poss1ble while the WWW is a subset of the Internet. The 

Internet exists independently of the web, but the web cannot exist without the Internet. 
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2.2.3 Internet C ha racteristic a a m a rketing channel 

P(;tcrson. et.al. ( 1997) study on "Exploring the implicattons of the Internet for 

consumer marketing" anaJ)'zed the Internet as a marketing channel with unique 

characteristics and characteristics that arc shared wtth other marketmg channels. 

They mclude the foliO\\tng: 

a The ability to store large amounts of information at different virtual locations. 

:l The availability of powerful and inexpensive means of searching, organizing, 

and disseminating information. 

~ lnteractivity and the ability to provide information on demand. 

:J The abilit) to provide perceptual experiences that are far superior to a print 

catalog, although not as rich as personal contact. 

o The ability to serve as a transaction medium. 

:1 The ability to serve as a physical distribution medium for certain goods (like, 

software). 

:J Relatively low entry and establishment costs for sellers. 

They assert that no existing marketing channel possesses all these characteristics. 

This emphasizes the importance of the Internet as a marketing tool. 

2.3 EXPORT MARKETING IN THE INT ERNET 

The Ken yan horticulture industry (Floriculture inclusive) is widely thought by many 

industry players to be the Sub-Saharan African success story and holds important policy 

implications for other developing countries. In this regard the researcher presupposes 

that Kenya should be a leader thereafter in research and development, production. 

infrastructure, information sharing and c-commerce. 

Export marketing researchers have emphasized the crucial role that marketing policy 

elements play in gaining a sound competitive pos1tion in exports markets for companies. 

18 



Competitive advantages of this type relate to the range and features of company 

production. compet1li\'e pricing. new product development, knov.ledge about fore1gn 

markets and operation, customer service. and promotional actintics. Several of the 

competitive advantages that firms may possess arc believed to stem from certain factors 

in the external em1ronment and relate to cost of matenals, access to external sources of 

finance, distribution system, and proxim1ty to the market (Katsikeas, 1994 ). An 

exporting firm can therefore acqUJre competitive advantage through the skillful and 

proprietai) ways in \\.hich the Internet and the Web Site are employed. 

Electronic marketing is an area that is eliciting a lot of interest. Samiee ( 1998) undertook 

a research on exporting and the Internet and offered a conceptual framework which 

provides the six axioms that const1tutc the foundation and the guiding principles by 

""hich the Internet might be applied to exporting situations. The study explored the 

suitability, the relevance and the potential use of the Internet in exporting. The axioms 

address the difficulty of acquiring a sustainable competitive advantage via the Internet, 

the necessity for export specific structure, the "derived" nature of consumer demand, 

security concerns, the presence of structural impediments in using the Internet, and the 

transaction-versus process-based use of the Internet m exporting. Using this information, 

the appropriateness and the extent to which the exporter may successful use the Internet 

was assessed in light of 1ts net incremental contribution to export profits. 

In Kenya, Internet commerce is still in its infancy although there is much talk about it as 

more and more people go on-line. Internet mitmtives and related technologies are 

unfolding and evolving at a rapid pace. The Internet is relatively an easy and cheap 

medium and by its very nature is an international communication medium. Despite the 

relative ne\\.ncss of the Internet, its unique capabilities and interactive nature have added 

a new dimension to the process of communication (Napoli, Ewing and Pitt, 2000). 
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The Internet creates a mediUm for Business-to-Business (B2B), Busmcss-to-Consumer 

( B2C). Consumer-to-Business (C2B ). and Consumer-to-Consumer (C2C) transactions. 

For example, the flO\\er mdustry consumers have been able to buy and send bouquets of 

flowers via the Internet for some time. Growers can also sell their produce electromcally 

avotdmg the need to sell via the traditional auctions as seen in Holland. Web sites arc 

seen as something of a mix between direct selltng and advertising (Berthon, Pitt and 

Watson, 1996). 

The Internet can be viewed in two ways: 

u Firstly, as a growing marketplace; and 

~ Secondly, as a forum for the exchange of variety of information, 

As a growing marketplace, the Internet is a marketing tool with a vast potential to reach 

to all markets at low costs (Maddox and Mehta, 1997). It is a way for a consumer to 

gather information to make an educated purchasing decision. It offers an alternative to 

mass media communication (Hoffman, Novak and Chatterjee, 1995). 

In traditional marketing target groups, customers have been defined on the basis of 

concepts like income, culture, age, and gender, among others. In the past it has become 

dtfficult to find the right people on the base of this criteria because consumer needs 

change in interests more often and arc more influenced by international media such as 

advertising and commercials. 

The web has however, a potential to capture a variety of customer types. Davenport's 

( 1996) analysis of United States of America Internet purchasing behaviour reported that 

in 1995 about 21 % of purchases made via the Internet were impulse buys and 29 % 

speci fied planned purchases; 31 °/o were from standalone and 21 % from cybermall sites. 

The purchasing dectsions of 52 °/o of respondents had been most heavily influenced by 

pnce, information and convemence of ordering. This proves the point that easy 

accessibili ty of information as e\eryone gets connected to the Internet is crucial in export 

marketing of flowers. 
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TI1e Internet is available to all enterprises on an equal basis. regardless of age, gender or 

company SIZe. According to Boumcllis ( 1995) reported survey data indicated that 22 °/o 

of a sample of one hundred and nmety five (195) L'.S.A based firms actively using the 

Internet for marketing had made sigmficant amounts of money from it. 

Export marketmg in the Internet is deviating from the traditional export marketing trends 

of the supplier looking for the customer to involve the customer looking for the supplier. 

It IS a "non-confrontational" market place where the consumers make purchasing 

dec1sions by educating and selling to themselves. Customers according to Maloff (1995) 

care little about the physical size or remoteness of a supplier. provided high quality 

products at fa1 r prices are delivered. 

The Internet can also be an excellent arena for firms to market themselves to potential 

customers. A Web site can be used to demonstrate and explain a product or a service. 

Instant reactions to a firms offer from distant markets can be obtained. 

In previous researches undertaken on the socio-demographic characteristics of Internet 

users evidence suggested a convergence of the socio-demographic characteristics of 

Internet users with those of the population as a whole especially within the English 

speaking countries. Also more non-computer oriented people and employees in non­

professional occupations were coming online, and the spread of the political affiliations 

of net users was widening (Kantor and Ncuborth, 1996). 

l'iobody owns the Internet. It is "open" in that all specifications required to use it are 

publicly available, and anyone who observes certain protocols can access and traverse it. 

The Internet is the antithesis of the centrally organized and managed electronic sales 

channels and electronic markets. Internet represents an extremely efficient medium for 

accessing. organizing, and communicating information. As such, the Internet subsumes 

communication technologies ranging from the written and spoken word to visual images 

(Peterson, Balasubramanian, and Bronnenburg, 1997). 
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2A BE .EFIT OF THE I~TER. ET A~D THE WORLD WIDE \VEB 

2A. I Benefits of tbe Internet 

Export marketing tmolves many macro and mtcro planning and management 

considerations including meeting local product standards, target market pricing, export 

currency and payment tssues, customer support and se"'ice reqUirements, legal and 

regulatory considerations, among others. Samiee (I 998) suggests that firms by virtue of 

havmg a presence on the Internet need not address any of these issues. 

Information acquisition, market access, export promotion and the costs associated with 

these activities have been identified as critical impediments to export market entry and 

export volume growth for many finns (C7inkota and Johnstone, 1993, and Rabino, 1980). 

Generally, other barriers that exporters face include; transport difficulties, lack of skilled 

personnel to undertake the export function, lack of exposure to foreign cultures, Jack of 

staff time, tariff and non-tariff barriers, expectations of low export sales, distribution and 

foreign representation difficulties and absence of foreign contacts. The barriers can be 

generally categorized into four: operational, psychological, product/market and 

organization difficulties. 

However, the Internet has been used as a vehicle that accommodates the process of 

conducting export business or a tool deployed for promotion, information, and/or 

automating exporting functions which are typically performed manually even if 

coordinated and well managed. Jntemet use can reduce these barriers considerably, and 

can make the exporter more effective and efficient in performing its routine business 

functions. 

The use of Internet for global marketing and export marketing of flowers also enables 

fi rms to leaf-frog the conventional stages of say internationalization (which promotes 

export marketing), as it removes all geographical constraints, permits the instant 
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establishment of virtual branches throughout the world, and allo\\S d1rect and immediate 

fore1gn market entry even to the smallest of the flower exporting busmess. \1aloff ( 1995) 

Similarly asserts that the Internet enables small firms to grow without expanding 

physically or incurring relocation expenses. and allows them to advertise and promote 

themselves globally at mtmmal costs. This gives firms a lasting advantage in return on 

capital employed. 

Katsikeas ( 1994) research findings on "export competitive advantage - the relevance of 

firms characteristics", indicate a consensus that larger firms who possess more 

managerial and financial resources, have greater production capacity, attain higher levels 

of economies of scale, and tend to be associated with lower risks of exporting operations 

thus enjoying more competitive advantages in export markets, as contrasted with smaller 

organizations. 

Ho\.,.ever, it has been suggested that the Internet has the potential of eroding some 

existing advantages of better-established firms and creating a level playing field by 

allowing almost any interested exporter to obtain a presence on the Internet (Hamill and 

Gregory, 1997; Hoffman and Novak, 1996). Others have suggested that the Internet will 

eliminate channel intermediaries and that a whole new marketing paradigm will emerge 

(Quelch and Klein, 1996). 

Hamill and Gregory ( L 997) states that Internet connection can "substantially improve 

communications with existing foreign customers, suppliers, agents and distributors, 

identify new customers and distributors, and generate a wealth of information on market 

trends on the latest technology and research and technical developments". 

The Internet users can communicate freely and directly regardless of time and distance. 

Furthermore, there are no single-government regulation controls. The medium also 

enables mass customizatton, the projection of a favorable corporate image and the 

reaction of stronger brand identities (Hoffman, Novak and Chatterjee, 1995). 
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In export marketing "psychic distance" affects the nature and levels of firms' export 

acli\tties. Psychic distance concerns such matters as differences in language, busmess 

practices, culture, and levels of economic development between the exporter's home 

nation and the relevant foreign country. Psychic distance might not be as relevant for an 

Internet user as for others because such a firm communicates with all the world's markets 

simultaneously regardless of economic, cultural, and commercial differences. This 

indeed keeps a firm ahead of its competitors. 

2.4.2 Benefi ts of the World Wide \Veb 

The web supports electronic commerce, as discussed earlier, a web site can be used both 

to explain and demonstrate a product and to make d1rect sales. Web sites brings data and 

documents together with organizations information usually stored in a myriad of forms; 

audio, text, graphics, video, among others. It is also used as a convenient way of 

organizing and providing access to huge amounts of complex data (Moody, 1996). This 

problem of information diversity can greatly hinder easy collection and manipulation of 

data as basis of action. 

Organizations can use the advantage of unlimited information space to say as much 

information about themselves as they wish. Instant reactions to export offers can be 

obtained from distant markets whilst it gives the small or big companies a vast potential 

reach penetrating the narrowest of niche markets among information seekers. 

The day-to-day working of any organization consists of sets of activities like planning, 

marketing, electronic transfers, billing, among others. Computer networks provide a 

foundation for automation and are extremely effective both as a means of collecting 

information, transport, delivery and reporting to web users with a minimum of human 

intervention. It offers faster, cheaper, and better busmess processes. For example, 

business processes like bidding, purchasing, inventory management and order or shipping 

tracking have potential of being automated through the Internet in an international 

settmg. In order to gain a competitiVe edge, an increasing number of businesses - like 
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fre1ght forwarders and custom brokers arc devising ways and corresponding sofhvarc to 

enable exporters to fill out appropriate forms and keep track of shipments (Mongelluuo, 

1997). 

The. web technology protects a firms network investment. The web technology is "open" 

meaning that it compels vendors to add other technologies to their proprietary products. 

The openness of Internet technology implies a degree of interchangeability between 

products. Not only do th1s offer greater freedom of consumers to shop for open systems 

based on price, they also get a safety net under proprietary systems they have in place. 

The web sites interactive and open atmosphere can perhaps be compared to international 

trade fairs . 

The web also offers users the freedom to create their own paths through a document, and 

allows information providers to offer far more than conventional text. The Web sites' 

flexibility means that it can offer a very wide range of services to users. Internet users 

can visit, browse, explore in detail, and also interact •on-line'. 

Lastly, the web servers have built in Audit trail. This is possible by maintaining one or 

more running logs of key system events. The audit trail records requests for documents 

and server responses. Such data 1s valuable for export marketing research and capacity 

planning like anticipating upgrade needs of the firms' network. 

In summary, the use of the Internet and its multimedia WWW has therefore the ability to 

meet the customer requirements and if used effectively than the competitors, can lead to 

1mproved export performance levels and creates a firms' competitive advantages. 

Sam1ee ( 1998) warns that a total reliance on the Internet as the driving force behind a 

firms exporting plan and strategy is unthinkable. As with other innovations, when and 

where appropriate, the Internet should be treated as a component of a firm's export 

marketing plan rather than a totally new phenomenon that replaces conventional methods 

of domg business. 
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2.5 BARRIER O F THE INTER~ET AND THE WORLD \\IDE WEB 

As more and more busmess estabhsh Internet and Web site presence. searching for 

potential suppliers will become impossible Without the aid of high quality d1rectories, for 

example, electronic yellow pages to gUJde people towards relevant sites (llymers, 1996). 

Firms are reportedl) rigid in the adoption of new technologies especially ''here 

competition is not rife. The developing countnes lag behind in new technological 

mnovations as compared to the developed nations. IT illiteracy and unfamiliarity with 

IT -based marketing systems could also reduce the adoption rate and lead to a firms' 

cornpeti ti ve disadvantage. 

Xotably, the absence of sophisticated online international payments systems, considering 

that open access to an unregulated Internet inevitably creates numerous opportunities of 

fraud (Maloff, 1995). Internet security, privacy issues and perceived risk associated with 

on-hne credit card transactions also form a barrier to marketing on the Internet. 

Other problems include evaluation of the effectiveness of Internet marketing efforts and 

the complexity involved in measuring the flow of web traffic arJd exposure patterns. The 

Internet is not an intrusive medium and requires the customer to be active in seeking out 

and viewing messages (Napoli, Ewing and Pitt, 2000). 
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CHAPTER THREE 

RE EARCH DE IG . 

An exploratory survey was used m the study. The primary purpose of thts study as 

earlier stated was: 

.J 1 o identify demographic factors that explain who among the flower exporters is 

likely to market through the Internet; 

.J 1 o find out whether flower exporters are satisfied with the Internet as a marketing 

tool; 

.J To identify the aspects of the Internet that contribute to the satisfaction or 

dtssatisfaction with the Internet as a marketing tool; and, 

:J To determine factors that are hindering flO\\er exporters from usmg the Internet as a 

marketing tool. 

3.1 POPULATIO OF THE STUDY 

The population of the study consisted of Kenya flower exporting firms registered with 

The Fresh Produce Exporters Association of Kenya (FPEAK) and those with operational 

offices in Nairobi. FPEAK dates back to 1975 when the local horticultural industry (in 

c:xtenston the floriculture) was barely noticeable. Currently, membership is in the excess 

of 140 and is open to all active flower, fruits and vegetable exporters and other interested 

groups like the Agrochemical and Marketing companies. 

The total numbers of flO\\er exporting firms were 10 I, with 84 firms based in Nairobi. 

This is 83 % of all the exporting firms. A List of the registered members was obtained 

from FPEA.K's website and a listing of thetr members in their newsletter. 
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3.2 THE \.\lPLE IZE 

A disproportionate stratified random sampling method was used to select a sample of 

thi rt) (30) firms. The stratification of fim1s was into three categories: 

!J Category one: those possessing both the Internet and the W\VW. 

!J Category two: those possessmg the Internet only, 

!:1 Category three: those not possessmg either the Internet or the WWW. 

Telephone calls were made to the firms in order to appropriately place them in their 

respective categories. From the list, a sample size of ten firms per category was selected 

using the s imple random sampling procedure. 

3.3 DATA COLLECTION 

The s tudy used primary data collected by use of a questionnaire (appendix HI) that 

contained both open and closed ended questions. 

The researcher first developed the questionnaire from a review of available literature. 

Later, the questionnaire was admintstered and discussed with an Internet Service Provider 

specialist, and an export marketing and floriculture specialist from the Ministry of 

Agriculture to ensure that questions were appropriate and adequate to meet the studies 

objectives. Modifications were made on the basis of the discussions and the fina l 

amended questionnaire was developed. 

The questionnaire was divided into three sections: Section A contained questions on 

demographic characteristics of the firms and was filled by all respondents; Section 8 was 

fi lled by firms possessing both the Internet and, or the Web site. The questions were 

focused on measuring exporters level of satisfaction with the Internet as a marketing tool 

and also determining aspects of the Internet or Web that contributed to the satisfaction or 

dissatisfaction. Lastly, the firms possessing neither the Internet nor the Web site filled 

Section C \\hose questions were based on factors that were hindering them from using 

the ct. A four-point Likert Scale was used extensively in this section. 
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The method of administering the qucsuonnaire was the "drop and pick later" method. 

This method was appropriate in vtcw of the inaccessibility of the flower finns based on 

·· ~.:creC)" guarded" due to the htgh competition among the players. The explanation by 

players was that top secrecy was necessttated by high mvestments tn the business and 

e\erything had to be done with caution. The researcher was assisted by an assistant to 

make follow-up calls to the respondents before the filled questionnaires , .. ere ready for 

collectton. 

The respondents were mostly the owners of the business who by large were the Managing 

Otrectors, where thts was absent, the General Managers and Fann Managers filled the 

questionnaires. In cases where several firms were owned by the same person 

{questionnaire respondents) and fell in the same category, the researcher used the first 

finn visited and a further random sampling was done to select another finn in the sample. 

Thts was to reduce similarity of information and censorship by the flower finn owners. 

The data was collected in the months of April to July 2001. 

3.4 DATA ANALYSIS 

Before processing the responses, the completed questionnaires were collated and 

mformation edited for completeness and consistency. Responses were coded to facilitate 

basic statistical analysis. 

Descriptive analysis tools (such as frequency distributions tables, bar charts, and 

percentages) were used to identify the demographic factors that explain who among the 

flower exporting finns was likely to market through the Internet. 

An average score was calculated from a five-point Ltkert scale to determine the extent to 

'"'htch flower exporters were satisfied with certain aspects of the Internet and, or the Web 

site. A total average score was then calculated to find out the overaJJ level of satisfaction 

with the Internet. 
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To further achieve the study's objectives. factor analysis was used to cluster factors wtth 

the greatest extent that hindered flower exporters from using the Internet as a marketing 

tool. 

This was possible through the computer software package - The Statistical Package for 

the Social Sciences (SPSS). 
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CIIAPTER FOUR 

DATA A ALYSJS A."iD FINDI GS 

4.1 INTRODUCTION 

A total of thirty (30) questionnaires were sent to the sampled firms comprising of ten 

fim1s from each of the following categories: 

1. Firms possessing both the Internet and the Web s1te. 

u. Finns possessmg the Internet on I}. 

11 1. Firms not possessing both the Internet and the Web site. 

Twenty two (22) firms responded to the questionnaires but only twenty (20) 

questionnaires \\.·ere usable as depicted in the table 3 below. The response rate was 

73.3%. 

Table 3 : Distribution of firms studied in categories 

N=20 

CATEGORY NUMBER OF FIRMS PERCENTAGE 

1 Internet and the Web site 5 25.0 

I Internet only 6 30.0 

No Internet and Web site 9 45.0 

TOTAL 20 100.0 

Source: Field data 

The data gathered in the study was analyzed and presented in the form of tables, 

percentages, frequency distribution tables and descriptive analysis. Factor Analysis was 

used to cluster factors with greatest extent that hindered flower exporters from using the 

Internet as a marketing tool. An average score was calculated from a five-point Likert 

scale to determine the flower exporters level of satisfaction with the Internet as a 

marketing tool. 
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I 

~.2 FIR'\1 DE~tOGRAPIIIC 

ln tdenttfying reasons why some Kenyan flower exporters had taken a fast mover 

advantage in export marketing in the Internet, the demographtc factors that exp latned 

who among them was likely to market through the Internet was undertaken. 1 hts 

objecti"e is represented by data analyzed in Tables 4, 5. 6 and 7 below. 

Table 4: Average number of years of operation versus firms' category 

N=20 
-[ FIRM CATEGORY 

PERIOD IN OPERATION INTE&,LTAND, I NOI~TER~ET I TOTAL I OR WEBSITE I A.' D WEB SITE 

Less than five years 9.1%(1) 0.0% (0) 5.0% (I) 

Betv.,reen five and ten years 36.4% (4) 100.0% (9) 65.0% (13) 

Between ten and fifteen years 45.5% (5) 0.0% (0) 25.0% (5) 

Between fifteen and twenty years 9.1%(1) 0.0% (0) 5.0% (I) 

Over twenty years 0.0% (0) 0.0% (0) 0.0% (0) 

TOTAL 100.0% (11) 100.0% (9) 100.0% (20) 

Source: Field data 

The table above shows the number of years the surveyed nowcr finns had existed in the 

industry. The results indicated that most of the firms joined the industry in the recent 

past with 95% of the surveyed firms being less than fifteen years old. This supports the 

fact that the noriculture industry is rapidly growing desptte the fact that as recent as 1974, 

the cut nowers were almost non-existent in Kenya (World Bank, 1989). Most firms 

(91 ~'o) possessing the Internet and, or the Web site have been in existence for less than 

fifteen years meaning that the adoption of e-commerce is relatively slow. 

In relation to the number of years of existence, no clear pattern emerged to identify the 

likelihood of a finn adopting the Internet and, or the Web site. 
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As shown in figure 2 belO\\. of all the sampled finns, 80% arc locally owned whilst 20% 

arc purely foreign owned. 

Figure 2: Onnersbip of firms 

0 Locally owned 

0 Foreign owned 

Source: Field data 

Table 5: Ownership of firm versus firms ' possession of Internet and, or Web site 

=20 

FIRM CATEGORY 

0\VNERSHIP INTERN ET AND INTERNET ONLY NO INTERNET AND 

WEB SITE WEBSITE 
-Foreign owned 2 (33.0%) I (20.0%) 1 (88.0%) 

Locally owned 4 (67.0%) 4 (80.0%) 8 (11.0%) 
-

TOTAL 6 (100.0% ) 5 (100.0% ) 9 (100.0% ) 

Source: Field data 

Although the sampled finns were 80% locally owned, a pattern emerges that majority of 

them (89.0%) tend not to have the Internet compared to the foreign owned fi rms who 

contributed only 11.0%. 
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Table 6: Profile on number and type of employee by firm 

'=20 

I NUMBER OF 

--
FIRM CATEGORY 

I J>;TER.,ET \ NO •. ~0 I''TER.'IET I TOTAl. nPEOF 

EMPLOYEES El\tPLOYEE 
OR WEB ITE OR WEB ITE 

I Between I and 50 136.4'·· (4) 33.3% (3) 35.5°/o (7) 

Bet\..,een 51 and I 00 44.4% (4) 40.0% (8) 36.4°'o (4) 

Between I 0 I and 150 9.1%( 1) 11.1%(1) 10.0% (2) 

FULL-TIME Between 151 and 200 0.0% (0) 0.0% (0) 0.0% (0) 

Over201 18.2% (2) 11.1%(1) 15.5% (3) 

Total 100.0% (ll) l 00.0% (9) 100.0% (20) 

Between 1 and 50 ' 54.5% (6) 55.6% (5) 55.0% (II) 

Bet\veen 51 and I 00 27.3% {3) 22.2% (2) 25.0°/o (5) 

Bet\veen I 01 and 150 9.1%{1) 0.0% (0) 5.0% (I) 

PART-TIME Between 151 and 200 0.0% (0) 22.2% (2) 10.0% (2) 

Over 201 0.0% (0) 0.0% (0) 0.0% (0) 

Other (no part-time) 9.1% (l) 0.0% (0) 5.0% (I) 

- · 
Total 100.0% (11) I 1 oo.o% <9> 100.0% (20) 

I 

ource: Field data 

The firms employ both full-time and part-time employees. Due to the nature of care and 

protection of the cut flowers, the industry employees very large labour force and 

contribute significantly to employment creation in the country. However, no clear pattern 

emerged to distinguish the different categories and the use of the demographic 

charactcnstic to identify finns that are likely to market products through the Internet. 
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Table 7: Le\els of IT literacy among full-time emplo~ees 

N=20 

I Fl~l CATEGORY 

IT LITERACY LEVELS r'~TERXET A"O, ;\0 INTER.,ET TOTAL 
OR WEB ITE A.,_D WEB ITE 

-Less than I 0% of employees 45.5% (5) 88.9% (8) 65.0% (13) 

Between I 0% and 25°/o of employees 45.5% (5) 11.1%(1) 30.0% (6) 

Between 25% and 50°-o of employees 1 0.0% (0) 0.0% (0) 0.0% (0) 

Between 50% to 75% of employees 9.1%(1) 0.0% (0) 5.0% (1) 

Over 75% of employees I 0.0% (0) 0.0% (0) 0.0% (0) 
I 

TOTAL 100.0% (11) 100.0% (9) 100.0% (20) 

Source: field data 

The data above reveals that firms with no Internet and Website had the lowest IT literacy 

levels with 88.9 % of full-time employees, compared to only 45.5% of the firms that 

possessed the Internet and, or the Web site. It is therefore likely that where firms have 

computer literate employees, the demand for the Internet and, or web site services are 

high. 

-'.3 EXPORT MARKETING 

The floriculture industry in Kenya is 98 %export oriented (Flower Tech, 2000). 

Respondents were asked questions focusing on the general aspects related to export 

marketing. The results are presented in tables 8, 9, and l 0; and figures 5 and 6 as 

follows. 

The respondents were asked to state m percentages the quantity of the total export in 

proportion to the firms ' total output. Out of the twenty firms, only nineteen responded 

with one firm abstaining arguing the sensitivity of the information. 
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Table 8: Percentage of export as a proportion of the firm • total output 

'= 19 
.---- -PROPORTION OF EXPORT TO NU-"1BEROF PERCENTAGE 

TOTr\L OUTPUT I FIRMS 

BelO\\ 50°'o 2 11.0% 

Between 50% and 75°1o 13 68.0% 

Ben' een 75% and 100% 3 16.0% 

Does not export l 5.0% 

TOTAL 19 100.0% 
-~ource: Field data 

As seen in the study, most finns (95%) grew flowers mainly for export with only a 5% 

that grew for local sale. 65°'o of the firms exported proportionately over 75% of the 

finn's total output. The cut flowers with defects were usually sold in the local market. 

The main flower markets included Holland, Switzerland, United Kingdom, United States 

of America, Germany, Canada, and other African countries ranked respectively. Other 

countnes exported to included Finland, Italy, Japan and other Asian Countries. 

N=20 

Figure 3: Flower export markets 
~. 

13% 

0 Afncan countries OCanada OGermany 

OHolland • United Kingdom 0 s, .. ,tzerland 

0 United States of Amenca 8 Other 

ource: Field data 
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\:; set:n in the figure 3 above. the major flower market was Holland followed by 

)\\ itzerland and The united Kmgdom. Afncan and Asian countnes were not very 

popular markets. The same data analysis IS shown m table 9 below. 

Table 9: Flower export markets 

~EXPORTS ~IARKETS 

I African countries 

Canada 

Gennany 

Holland 

l'nited Kingdom 

$\\ itzcrland 

I 
United States of America 

Other 

\ou rce: Field data 

4 

5 

5 

11 

7 

9 

5 

6 

N=20 
-

PERCENTAGE 

20.0% 

25.0% 

25.0% 

55.0% 

35.0% 

45.0% 

25.0% 

30.0% 

There are approximately fifty two (52) flower varieties grown in Kenya (Floricultural 

'Jews. 2000). Figure 5 below shows the percentage of nower varieties exported by the 

sampled fim1s. 
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Figure 4: Number of flower varieties exported by firms 

~o ~-----------------------------------------------------, 
(ll 45 1-------------
E -t0 
:: '5 1-----------
0 '0 +------­
~ 25 4------ -­
~ "'~0 

~ is 
(J 

b 10 
Q. 5 

0 -+----" ... 

One Two to five 

ource: Field d ata 

Six to nine Ten to thirteen Over fourteen 

Flower Variet) 

Majority (95%) of the flower finns exported more than one flower variety. As seen 

above, a large number of fmns (45%) exported two to five varieties, whereas SO% finns 

exported more than six flower varieties. The furns with one variety specialized only in 

roses. 

Figure 5: Location of CA-port function in tbe finn 

10% 

30% 

~ource: Field data 
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0 fferent finns used different titles to identify the department that undertook the export 

I unction As seen in the figure 6 above. most of the export function was located main ly 

m the C\.port department and the Sales and Marketmg department. 

A total of 45°'o of the firms sampled had an export marketing office in foreign country or 

countries wh1lst 55°/o did not have. Those \\ho did not have an office reported the use of 

marketmg agents in the foreign markets. More significant IS that of the 55°'o. 8 t .8°10 

\\Outd prefer aggressive marketmg on the Internet to opening an office in a foreign 

country. Some reasons cited included: 

~ It was cost effective (67%) 

Q The internet had a wider reach to the whole wor1d over (11 °/o) 

:..1 It would boost sales (22°'o) 

Table 10: Product promotion in fo reign markets 

PROMOTION TYPE 

Advertising 

Trade fairs 

Trade missions 

Catalog and Video shows 

Sponsorship of events or activities abroad 

Other 

~ource: Field data 

N=20 

NUMBE R OF PERCENTAGE 

FIRMS 

II 

10 

5 

4 

2 

2 

55.0% 

50.0% 

25.0% 

20.0% 

10.0% 

10.0% 

The table above reveals that advertising was the main way of marketing products in 

fore ign rnarkets followed closely by Trade fairs. The least popular type of prom otion 

included spo nsorship of events or activities abroad and use o f catalog and video shows. 

Other kinds of promotions included marketing through the flower auctions, and 

promotiOnS by sister compames abroad. 
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4.3.1 Internet Adoption 

The study sought to determine the number of years firms had adopted the Internet and, or 

the Web site Th1s \\.as not in response to a specific study objective but was for purposes 

of ennching the study. The results arc as stated below. 

The eleven firms in the categories of firms possessing the Internet and, or the Web site, 

100% had Internet services, with 45.5% possessing the World Wide Web. Majority of 

the firms had ventured into the Internet less than five years. Only 27.3% of the finns had 

adopted the Internet over five years ago with the remaining 27.3%, 19.2% and 27.3% 

having connected in 1997, 1998 and 1999 respectively. 

Figure 6: Reasons for Internet Venture 
8% 

38% 

4% 4% 

0 Advertising/Sales 

DTo match our competitors 

0 Customer Support Services 

0 Everybody was getting hooked into the Internet 

0 Information Dissemination 

0 Market research arJd statistics 

N=20 

------------------------------------~ 
ource: Field data 
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Many fi rms adopted the Internet "ith various reasons. The figure above reveals that 

lnfonnat1on dissemination was the major reason for Internet adoption (38°/o), followed by 

aJ,ertJscment/sales (29° o). The least \\.·as for Customer Support Sen ices. 

Currently, the firms use the Internet mainly for Information Dissemination ( 41. 7%), 

Advertising (29.2%), Marketing Research and Statistics ( 16. 7%), and Customer Support 

Services ( 12.5%). Notably, all firms (0.0%) did not use the Internet for Finance and 

Billings. 

When asked about their general level of Internet awareness, 100% of the firms reported 

that the} were well informed on ways of fully utilizing the Internet for their benefit. 

4 .3.2 World Wide Web Adoption 

F1ve (45.5%) of the firms possess the Web site, the decision having been made mainly by 

the Board of Directors (60%), Managing Director (20%) and Marketing Managers (20%). 

The decision came about due to the following reasons: 

u Internet Service Provider's (ISP) advertisement 

~ To be at the same level with competitors 

~ Strategic marketing decision 

All the firms (1 00%) have used the Web site in less than 5 years, 54.5% of the firms did 

not have their Web page linked to other companies abroad, whereas 45.5% of the firms 

\\ere hnked to flower auctions (71.4%), Supermarket chams abroad (14.3%) and to other 

flower grO\\. ers (14.3%). In addition, 90.9% of the firms visited competitor's Web sites 

for the fo llowing reasons: 

:.J To find out about the competitors markets/market share (20%) 

u To view the competitor's progress (70%) 

..J To establish the competitors strategies and tactics (I 0%) 
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~A IG:\IFICA~T A PECf OF INTER~ET TO EXPORT M:\RKETI 'G 

The study further sought to 1dentif} the significant aspects of the Internet in regard to 

Jc,·els of awareness on benefits of the Internet sen1ces, and the Internet application 

services used. Th1s IS reflected in sub-sections 4.4.1 and 4.4.2 below. 

The second and third objectives studied were that of finding out whether the flower 

exporters were satis fied with the Internet, and the speci fic aspects that contributed to the 

satisfaction or dissatisfaction as a marketing tool respecti vely, represented in sub-section 

4 4.3 hereunder. 

4.4.1 Level of firms awareness on benefi ts of tbe Internet a nd, or Web site use 

Table 11: I mpact of tbe Internet and, or tbe Web site on compa nies 

N=ll 
BE~EflT OF THE lNTER..~ET SIGl\ll1CANT INSIGNIFICA."iT DO NOT KNOW 

Increase foreign operations 91.1%(10) 9.0% (1) 0.0% (0) 

Introduce new products 36.0% (4) 64.0% (7) 0.0% (0) 

Penetrating unfami liar markets 91.0% (10) 9.0°/o ( I) 0.0% (0) 

Expand export saJes 91.0% (10) 9.0% (l) 0.0% (0) 

Generating sales leads 64.0% (7) 36.0% (4) 0.0% (0) 

Creating international awareness 82.0% (9) 18.0% (2) 0.0% (0) 

Giving the firm a competitive edge 100.0% (11) 0.0% (0) 0.0% (0) 

Leaf-frog the international ization process 45.5% (5) 45.0% (5) 9.0% (1) 

~1arket research information/statistics 73.0% (8) 9.0% ( I) 18.0% (2) 

Improve customer service 83.0% (9) 18.0°/o (2) 0.0% (0) 

Source: Field data 

\\'hen asked to rate the above points according to their perceived impact on companies, 

the most significant factor (I 00%) was the Internet gave the firm a competiti ve edge. 

Other significant factors (9 1 %) included increase of foreign operations, penetrating 
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unfamiliar markets. and expand export sales. The most insignificant factor was the 

1 troduction of new products, and leaf-frog the internationali?ation process. 

Finally. 9 1 °/o reported increased export sales through the usc of the Internet and. or the 

Web stte citmg the following reasons: The Internet and, or the Web site has 

:J Enhanced communication and efficiency (301}o) 

:.J Led to a wider customer reach (40%) 

:.J Opened new markets (30%) 

One of the respondents reported an mcrease in export sales from 40% to 75% between 

the years 1997 and 2000. Only 9% ( I) reported no increase in sales with no spcci fie 

reason(s). 

4.4.2 Level of Awareness on Internet or Web Site Services 

The respondents were asked what marketing techniques they used to sell their products 

online. The results are as presented in table 12 below. 

Table 12: Marketing techniques features applied in the Internet and Web site to 
facilitate export marketing 

=11 

I \tARKETING TECHNIQUES FEATURES NUMBER OF FIRMS PERCENTAGE 

Run special offers on the Web site 

Online competition 

Lotteries 

Discussion forums 

1 Others 

'\ot applicable 

Source: Field data 

4 

3 

0 

0 

2 

2 

36.4% 

27.2% 

0.0% 

0.0% 

18.2% 

18.2% 

Ftrms mostly used the Internet or Web site to run special offers. They did not use other 

creati"e marketing techniques features like promoting through lotteries, or holding online 

diSCUSSIOn forums. 
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'\ben further asked if they aggressively marketed their products online, only 36.4% 

rt.'SpOnded in the affirmative \\-hereas 63.6°'o did not. This concurs \\ ith the findings that 

Lhe decision for Web site adoption by firms was not more of a strategic marketing ploy 

but impulse decision like ISP 's advertisements and imitating competitors. 

Table 13: Internet Application Services 

N=lt 

INTERNET APPLICATION SERVICES - l 
EXCHANGE CONTENT DEMAND PLANNnl RESPONSE 

ERVJCE SERVICES SERVICES 

YES 100.0% (II) 45.0% (5) 45.0% (5) 

~0 0.0% (0) 55.5% (6) 55.5% (6) 

----:T_o_T_AL __ --'1'-::-1-:-0-:-0.0% (11_) ___ _.__1 o_o_.o_o/c_o_(t_1_) ___ .._1 oo.o% ( 11) 
Source: Field data 

The respondents were also asked whether the fimlS used certain Internet or computer 

application services, (see table 13 above), the resuJts indicated that 100% had exchange 

services allowing messaging and communication, e-mail and the ability to communicate 

with other e-commerce enablers. 

Content services that can be linked to a business' Web site to provide customers with the 

latest news and information was available among 45% of firms responded, whereas 

demand planner services enabling automated master planning, demand planning, demand 

fulfillment, distribution planning, harvest planning and merchandising and promotion 

plan was available in 45% mainly as computer application software. 60% of those who 

had demand planner application services were from the category with Internet services 

only \\.ith the remaining 40~o from category with both the Web Site and Internet. None 

of the firms from the category without both the Internet and the Web site had demand 

planner application services. 
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4.4.3 Level of ati faction \\itb tbe Internet and, or the Web ite a marketing tool 

One of the study objecuves '"as firstly, to find out whether flov.er exporters were 

s.ttisfied with the Internet as a marketmg tooL and secondly to tdenttfy the aspects of the 

Internet that contributed to the satisfaction or dissatisfacuon of the Internet as a 

marketmg tool. A five-point Likert scale was used to give scores to measure levels of 

satisfactiOn to thtrteen ( 13) statements represented in Question 35 of the questionnaire. 

The scores for each point were: Very dissatisfied ( -2), Dissatisfied (-I), Neither 

dissatisfied nor satisfied (0), Satisfied (1) and Very Satisfied (2). 

The average score was calculated for each aspect of the Internet. The results indicated 

the levels of satisfaction or dissatisfaction with each aspect. Thereafter, the average score 

of ever) aspect were added up and divided by the number of finns to provide the overall 

le,·eJ of satisfaction with the Internet as a marketing tool as shown in the table 14 below. 

Table 14: Aspects of tbe Internet and, or tbe \Veb site and their a,·erage satisfaction 

or dissatisfaction score 

N=ll 

ASPECT OF THE INTERNET AND, OR WEB SITE AVERAGE SCORE 

Reach target audience 1.09 
Ex_e_ansion of exports sales 1.27 
Linkage with business partners 1.64 
Online pay ment options 0.45 

, Product delivery services 0.91 
Efficient information dissemination 1.54 
Speed of connection 1.36 
Security 0.36 
Consumer protection 0.27 
\ teasurable impact of marketing campaigns (e.g. geographical 
location o f customers) 0.64 
.\1arkeung and Statistical In formation 0.73 
Favorable public imag_e 1.00 
\tore mfonned buyers 1.18 

Source: Field data 
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)\'erall. flo\\er exporters were satisfied with the Internet as a marketing tool with an 

a'eragt:. score of 1.06. Table 14 above also re\eals that they were particularly very 

sallsfied w1th Internet providing a linkage with business partners ( 1.64 ). and effic1ent 

t'lformation dissemination ( 1.54). The results also indicate that the exporters were 

netther dissatisfied nor satisfied with online payment options (0.45). security (0.36) and 

consumer protectton (0.27). 

-tS FACTORS Ill DERING FIRMS FROM USING THE INTER ET 

To accomplish its objectives, the study sought to determine the factors that were 

hmdering flower exporters from using the Internet as a marketing tool. The responses 

"ere subjected to factor analysis ar1d the results are outlined below. 

4.5.1 Factor Analysis 

The general purpose of factor analysis is to reduce the number of variables and to detect 

structure in the relationships between classified variables. Therefore, factor analysis is 

applied as a data reduction or structure detection method (J'lachmias, 1996). 

The reasons for not using the Internet and, or the Web site were listed and matched to 

their variables as shown below: 

V 1: High costs 

\'2: Resource availability 

VJ: Excessive ri sks 

\ ' 4: Lack of IT knowledge 

\'5: Lack of skills in designing a Web page 

\'6: Lack of skills in Web page maintenance 

\'7: Inefficient Internet Service Providers 

V8: Decision to possess the Internet has never been reached 

\'9: Poor communication (like no telephone line services) 

VI 0: 'l'o i nteresl 

\' 11: Lack of innovallon 
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\' 12: rear of the unknown 

\ 13: Satisfied '"'ith the firms e:\pon performance 

\' 14: l:m\illingness to change by the top managers 

\ 15: Internet is complex and difficult tool to use 

V 16: Use of outdated software and computers 

\' 17: Beliefin direct contacts \\ith customers 

Table 15: Communalities aod E igenvalues 

Variabl e Communality * Factor Eigenvalue 
* 

V17 1.00000 * 1 5.22039 
VB 1.00000 * 2 3. 87191 
V12 1.00000 * 3 2.85330 
V3 1.00000 * 4 1.96142 
Vl 1.00000 * 5 . 97190 
Vll 1.00000 * 6 .86861 
V15 1.00000 * 7 .70160 
V6 1.00000 * 8 .55089 
vs 1.00000 * 9 .00000 
v.; 1.00000 * 10 .00000 
VlO 1.00000 * 11 .00000 
V9 1.00000 * 12 .00000 
V2 1.00000 * 13 .00000 
Vl3 1.00000 * 14 .00000 
Vl4 1.00000 * 15 .00000 
V16 1.00000 * 16 .00000 
•• 7 1.00000 * 17 .00000 
Source: Field Data 

Pet of Var Cum Pet 

30.7 30 . 7 
22.8 53.5 
16.8 70.3 
11.5 81.8 

5.7 87.5 
5.1 92.6 
4.1 96.8 
3.2 100.0 

.o 100.0 

.o 100.0 

.0 100.0 

.0 100.0 

.o 100.0 

.0 100.0 

.0 100.0 

.o 100.0 

.0 100.0 

Statistics on the Eigenvalue was used to indicate how well each of the factors identified 

fitted the data from all the responses. As expected, the sum of the Eigenvalues was equal 

to the number of variables. As seen above, the highest Eigenvalue were from four 

pnncipal factors, 1, 2, 3, and 4 , with Factor 1 explaining 30.7% of the total variation. 

Factors 1, 2, and 3 explain 70.3°'o in terms of the cumulative percentage. In the initial 

statistics it can be deduced that each variable contributed significantly to the other. 

Communality show the proportion of the variance of each factor shared \-.ith the other 

,ariables in the data, and from the table above, it can be deduced that each variable 

contributes fully to the other variables. The variables were then subjected to an initial 

fac tor matrix on four principal factors giving the variable loading on the four factors. 
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Table 16: Tbe Final Varimax Rotated Factor Matrix 

Factor 1 Factor 2 Factor 3 Factor 4 

Vl7 - .04948 .85944 . 3384 8 .14880 
VB .45851 -.20194 -. 78456 .20754 
Vl2 .06673 .12428 .89355 -.05263 
V3 -.48122 .28753 -.12301 . 43042 
Vl -.65283 .13764 .19655 .51727 
Vll .84245 .07706 -.11783 -.34540 
Vl5 .47462 . 72705 .44875 .07025 
vs .76545 . 36410 -.04349 - .11750 
V6 .95424 .19078 -.07044 .08149 
V-t .87756 . 28614 .00705 . 28992 
VlO -.00717 - . 09881 .79328 - . 15667 
V9 .02786 - . 55825 .38826 .56054 
V2 -.12346 .45022 -.02178 .84333 
Vl3 -.01384 . 14590 .16589 -.87891 
Vl 4 .26616 .90971 -.23045 .03769 
Vl6 .23317 .90253 .09038 .01625 

.07837 -.04503 -. 71588 -.22715 
~urce: Field Data 

The table 16 above is produced after the initial factor matrix has been rotated using the 

\arimax procedure. This procedure helps to find a rotation that maximizes the variance 

on the new axes and therefore obtaining a pattern of loadings of each factor that is as 

di\erse as possible, lending itself to easier interpretation. It gives the terminal so lution. 

The coefficients in the matrix both represent regression weights and correlation 

coefficients. 

The results indicate that variables 4, 5, 6, and ll loaded heavi ly on Factor 1; Variables 

J.t 15. 16 and 17 loaded heavily on Factor 2; Variables 12 and 10 loaded heavi ly on 

Factor 3 and lastly, Variables I and 9 loaded heavi ly on Factor 4. They are ranked in 

order of significance hereunder. 
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Factor 1: I. Lack of skills m designing a Web page 

II . Lack of IT knowledge 

Ill. Lack of innovation 

IV. Lack ofsk11ls m Web page maintenance 

Factor 2: I. Unwillingness to change by the top managers 

11. Use of outdated software and computers 

Ill. Belief in d1rect contacts with customers 

IV. Internet is complex and difficult tool to use 

Factor 3: I. Fear of the unknown 

11. No interest 

Factor 4: I. Resource availability 

11. High costs 
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CHAPTER FIVE 

CONCLU IONS 

ne Internet as seen earher IS mcreasingly becoming the ultimate international marketmg 

'"ledium. Trends especially m the developed countries show that the Internet IS creating a 

11e'" umversal space fore-commerce with trade in the Net increasmg yearly. It is bemg 

used as a vehicle that accommodates the process of conducting export business. E­

comrnerce is indeed becoming the key to business opportunities for many organizations 

\\Orldwide. 

In this chapter, the summary, discussions and conclusions of study are made in line with 

1ts objectives. The limitations of the study and recommendations for future research arc 

also presented. Lastly, the implication for policy and practice are discussed hereunder. 

S.J SUMMARY, DISCUSSIONS AND CONCLUSIONS 

This study sought to determine the reasons why some Kenyan flower exporters had taken 

a fast mover advantage in export marketing in the [nternct. The first objective of the 

study sought to identify demographic factors that explain who among the flower 

exporters was likely to market through the Internet. 

The research findings show that 95.0% of flower firms had existed in the last fifteen 

years, of the 95.0%, 47.4% had no Internet or Web site whi le 52.6% had the Internet. As 

shown m table 6, 85.0% employed below 150 full-time employees, with those firms 

possessing no Internet and Web site contributing 47.0%, those \\ith the Internet and, or 

Web slle contributing 53.0%. In terms of part-time employees, 85.5% of the firms 

employed less than 150 part-time employees, 41 .0% representing firms '" ith no Internet 

and Web site and 59.0% representing fmns possessing the Internet and, or Web site. 

\.1ajority of the firms (88.9%) in the category with no Internet and Web site stated that 

less that 10.0% of employees were IT literate compared to 45.5% of those possessing the 

Internet and Web site. 
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The research findings show that the number of lT literate employees is a key factor in 

detennmmg which firm is likely to market in the Internet. Confirn1ing previous study 

findings that computer literacy is central to Internet knowledge and use. (Mbuvi, 2000). 

Factors like the s1ze of employees and the average number of years of operation by firms 

d1d not correlate to a firm 's hkehhood to adopting the Internet. 

Majority of the flower firms (80.0%) were locally owned ""'hilst 20.0% were purely 

foreign owned. The findings thus show that finns with the Internet and, or the Web site 

tended to be foreign owned, or if local, with foreign partnerships. It can be deduced that 

firms owned by Kenyan nationals are slow at adopting the Internet. 

The findings support the fact that the proliferation of the Internet as a tool for export 

business process is primary dependent on the absence of structural constraints which 

include computer literacy, access, ownership of computers, data flow, and related 

regulations, language and culture which influence the comprehensiveness and the 

efficacy oflntemet-based exporting strategies (Mbuvi, 2000; Samiee, 1998). 

Export marketing of flowers involves macro and micro planning and management. The 

study further explored the position of export marketing of flowers in terms of the flower 

market, product promotion, and Internet or Web site adoption. ln view of the research 

findings in chapter four, several conclusions may be made. 

~1ost firms (95.0%) grew flowers for export with 65.0% exporting proportionately over 

75% of the firm 's total output. Holland, Switzerland and United Kingdom were the 

major exports markets. Many firms (50.0%) exported more than six flower varieties, 

revealing that by diversificatiOn of products, flower exporters are attempting to cope with 

the worldwide industry competitiveness. Moreover, Kenyan flowers are on demand in 

"arious parts of the world. 

The product promotion methods upheld by the firms were advertising (55.0%), followed 

b} trade fai rs (50.0%) and trade missions (25.0%). Flower firms also marketed their 
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pil!Ciuce through flower auctions. A total of 45.0% of the firms have an export marketing 

o 'ice m a foreign country whereas of the 55.0% without. a majority (81 .8%) preferred 

a.;gress1\'e marketmg on the Internet to opening an office. They believed it is a cost 

etlectivc Initiative that would have a \\ider customer reach thereafter boosting sales. 

The results assert the benefits accrumg the Internet as a tool deployed for promotion, 

informatiOn dissemination and automating exporting functions that arc typically 

performed manually. However, for competitiveness, the flower exporters ought to use a 

variety of methods to promote their products worldwide and encourage e-commerce. 

The second and third objectives sought to firstly find out whether flower exporters are 

satisfied with the Internet, and secondly, to identify the aspects of the Internet that 

contribute to the satisfaction or dissatisfaction 'A-1th the Internet as a marketing tool. 

S1gnificant aspects of the Internet to export marketing including the levels of firms 

awareness on the benefits of the Internet and, or Web site were studied. 

The findings reveal that majority of the firms have ventured into the Internet less than 

fi\e years ago mostly for information dissemination, and advertising of products, 

confmning the Internet as " the information superhighway". Notably, I 00.0% did not use 

the Internet for finance and billings revealing e-business is minimal or non-existent in the 

industry. 

All the fi rms with the Web sites ( 1 00.0%) have used it in less that five years with 54.5% 

linked to other companies abroad, 45.5% to flower auctions, 14.3% to supermarkets 

chains and 14.3°/0 to other growers. 90.9% visited competitors' web sites to find out 

about thetr market share, to view their progress and also to establish the competitor's 

strategies and busmess tactics. 

Th1s supports the response by flower exporters that Internet is stgnificant to giving the 

firm a competiti ve edge. The exporters did not think that the Internet was signi ficant in 

helping firms leaf-frog the internationalization process (45.5%) or new products 
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introduction (35.0%). The firms used basic servtces that limited the usc of the 

technology, for example, use of the Internet in estabhshmg virtual branches throughout 

the world thus leaf-frogging the conventional stages of mternationahzat10n. However. 

despite the web sites interactive and open atmosphere that perhaps can be compared to 

mtemattonal trade fai rs, Kenyan flower finns are yet to maxtmally uttli ze the webs 

potential . 

.\1ajority ofthe firms (91.0%) reported increased export sales through the use of the 

Internet and the Web site due to the fact that the Internet enhanced communication 

between firms and customers, widened the customer reach and also penetrating and 

opening up new markets. However, despite this, the level of awareness on marketing 

techniques applied to facilitate export marketing is relatively low. Only 34.6% 

aggressively marketed their products online. Some of the Internet application services 

used included exchange services (I 00.0%) with messaging and commumcation and e­

mail facilities. These are basic skills that all Internet or Web site users presume are the 

lnternet's utmost funct ions. 

Other "complex" Internet application services like Content Services and Demand Planner 

Services are not popularly used (45.0%) respectively. Despite the fact that 100.0% of the 

respondents reported that they are well informed on ways of fully utilizing the Internet 

for their benefit, the limited use of marketing techniques online is a clear indication that 

not many are fully informed on how to harness the Internet's full potential. 

Flowers are highly perishable products. Exporting flowers must therefore be a well 

thought planned process starting from planting until post harvesting. World seasons and 

calendar days must be carefully analyzed and understood before sowmg the flower seeds. 

Extens1ve plannmg typically precedes flower-growing processes; the Internet can 

·herefore be used to make the exporter more effective and efficient m performing firm's 

routine and busmess functions. 
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All respondents are on average ( 1.06) satisfied with the Internet as a marketing tool 

enabling them hnkage with business partners ( 1.64) and eflictcnt infonnatton 

dlssemmation (1.54). The level oflnternet and Web site use by firms m domg business 

transacttons 1s low. The flower exporters mainly use it for networkmg and mfonnation 

sharing. The users are neither dissatisfied nor satisfied with online payment options 

t0.45), consumer protection (0.27), security (0.36) . This explains the reasons why flower 

finns <lid not use the Internet for finance and billings. It also reveals that security issues 

are crihcal ifthe Internet is to make any serious impact in exporting business. 

The study results concur with Sarniee (1998) who stated that, "competitive advantage 

cannot be solely derived from access to the Internet or developing a Web site. 

Competitive advantage is acquired through the skillful and proprietary ways in which this 

technology is deployed". This is a fact that the industry players ought to take cognizance 

of. 

Lastly, the fourth objective sought to determine factors that are hindering flower 

exporters from using the Internet as a marketing tool. According to the summary 

statistics from factor analysis, the study reveals the four key factors that hindered them 

from using the Internet as presented below: 

factor One variables are related to inadequate capacity by flower exporters to adopt to 

the Internet. The variables included: lack of skills in designing a Web page, lack of IT 

knowledge, lack of innovation, lack of skills in Web page maintenance, and lack of skills 

m designing a web page. 

factor Two variables were related to resistance to change by top managers. The 

,·ariables included: unwillingness to change by the top managers, use of outdated 

software and computers, belief in direct contacts with customers, and Internet is complex 

and difficult tool to use. 
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factor Three variables are related to negative attitude to\vards the ne'" technology. The 

\'3Ilables mcluded fear of the unknown, and no interest. 

Factor Four vanables are linked to economic reasons. The variables mcluded resource 

a\ailabahty, and h1gh costs. 

In summary, madequate capacity building regarding skills by flower exporters, resistance 

to change by top managers, negative attitudes towards the new technology and economic 

factor were major reasons for not using the Internet. 

The issue of technical complexity of consumer products contributed to innovation 

resistance. For firms to fully access and utilize the web site computerization of services 

JS a prerequisite. In the analysis, 22.2% reported zero computerization of operations, 

\\hilst 77.8% had their operations computerized. However, 100% of the 22.2% had plans 

to get connected to the Internet in the next two years or less. 

This concurs with Samiee ( 1998) findings that the penetration of computers in many 

countries is in its infancy and it will take many years before potential clients and 

1mporters are connected to the Internet. 

When asked if the flower firms were to be given a free web si te whether they would take 

up the offer, 100% indicated they would, citing the following reasons: 

a Web site would reach more customers ( 44.4%) 

::J To try out for themselves ( 11. 1 %) 

a To market products (22.2%) 

a Information dissemination leading to increased sales (22.2%) 

In taking a fast mover advantage in export marketing in the Internet, all respondents 

( 1 00.0~0) recognized that the Internet enhances export marketmg as an information 

dissemination tool that can not only reach more customers but also penetrate new markets 

leading to increased sales. Internet can be deployed as a vehicle of revenue enhancement. 
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h enhances finns' competitiveness. However, a competitiveness posture m exportmg IS 

attamed through a long-tenn commitment to exporting and development of an 

appropnate infrastructure \\ ithm the firm. 

In summary, Rogers (1993) defines innovation as "the degree to-... hich an individual is 

relativel}' earlier in adopting new ideas than the other members of h1s social systems." 

Ackno\a.ledging that the Internet originated in the 1960s and the Web site in 1989, the 

relative speed m which the technology has developed and spread through out the world 

puts Kenyan flower firms as late adopters to the innovation. The industry being a high 

capital investment venture firms arc more cautious and only adopt after they have proven 

to be successful or as a response to social pressure. 

However, relating Rogers ( 1983) innovation diffusion process to the Kenyan flower 

industry, firstly, majority of flower exporters are aware of the new technology but lack 

the information about it; secondly, the flower exporters are interested to seek information 

about the innovation and how they can benefit from it; thirdly, the exporters based on 

those who are using the Internet have made evaluation on the innovation; fourthly, the 

e:xporters are tying out the innovation on a limited basis as seen by use of limited Internet 

application services; fifthly, flower exporters are yet to fully adopt to innovations and 

uulize the Internet as a marketing tool. 

Th1s concurs with past researches done on other industries like Mbuvi (2000) who 

studied Tour operators revealing that though Internet adoption are slow, the tour 

operators are enthusiastic towards the adoption of the technology though no actual 

e-commerce was being conducted. 
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5.1 LIMI T ATIO S OF THE STUDY 

The results from thts study should be interpreted in the ltght of the following limitations. 

The use of FPEAK members only cut out a large number of key players in the mdustry 

"ho ha\e in the recent past joined the newly created Kenya Flower Council (KFC). At 

the time of the data collection, FPEAK was undergoing structural adJUStments. Some 

noted implications to this were that data from their own Internet site seemed obsolete. 

For example, non-changed contact addresses of some members, and closure of some 

flower fmns but who still continued to be listed as members of FPEAK. This is an 

example of firms that adopt the Internet but do not constantly update information in the 

Web site. 

Administering of questionnaire in itself can create a bias due to non-response rate 

occasioned by "secrecy" guarding the industry. Many issues are regarded as confidential 

and very sensitive. As a result, the study suffered some degree of low response rate 

(26.7%). Moreover, collecting data in such a competitive business environment could 

easily have led to information moderation. 

5.3 RECOMMENDATIONS FOR FURTHER RESEARCH 

£-commerce is in its infant stage in Kenya and so is the floriculture industry. The 

researcher acknowledges the fact that in the past infrastructure for e-commcrcc has been 

ltmiting. Technology has been moving along at a rapid pace, therefore, there is need for 

periodic studies on export marketing in the Internet with a focus of all flower exporters 

registered in Kenya irrespective of their affiliations to resolve the limitation as stated 

above. The appropriateness of the Internet for an exporter should be studied in terms of 

incremental revenue attributable to its use in exporting. 
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Mores udtes need to be undertaken focusing on the significance of certain aspects of the 

Internet on export marketmg m relatton to the four marketing P's, that ts, Product. 

Promotion, Place and Pnce, for example, the impact of the Internet on export marketmg 

1.7osts, or an analysts of the Internet as a channel intermediary. 

5.4 IMPLICATIONS FOR POLICY Al' m PRACTICE 

The findings of this s tudy have several potential useful implications for the whole 

floriculture industry. They include: 

Firstly, The Universities, Computer Society of Kenya, The Internet Service Providers 

(ISPs), The Fresh Produce Exporters Association ofKenya and computer firms should 

seek to provide adequate information regarding Internet and Web site use. They also 

ought to provide training to enhance the technologies utility. The bodies wou ld work 

together to come up with effecti\e flo\\er exporting online marketing strategies. 

Secondly, the ISPs should upgrade and market the use of e-commerce to match 

International competitiveness. This will give the flower firms a lasting advantage in 

rerum on capital employed. 

Thirdly, the industry players need to work together under one umbrella to gamer force to 

challenge the s tiff competition facing Kenyan flowers in International markets. They 

should also seek to harness the Internets' full potential as an export-marketing tool by 

linking up through computerized distribution systems to enhance networking. 

Fifthly. The Government of Kenya should fully liberalize the communication sector and 

remove stringent regulations that impede access to and penetration of the Internet. The 

government should also develop policies to guide e-commerce practices. This will 

enable ISPs to provide cheap services to the consumers thus facilitate trading and reduce 

some barriers associated with e-comrnerce. 
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APPENDIX 1: 

FIGURES 

Figure 7: A model of Innovation Resistance 
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APPE 'DIX II: 

LETTER TO RESPO DENT 

UNIVERSITY OF AIROBI 

FACULTY OF COMMERCE 

MBA PROGRAMME - LOWER KABETE CAMPUS 

Ttlepbonc: 
Ttl egram:> 
Tc C'(: 

DATE: 

732160 Ext 208 
"Vars1ty", Na1rob1 
22095 Vars1ty 

26'h February, 01 

TO WHOM IT MAY CONCERN 

The bearer of this letter: Muthuri1 J. N. 

Registration No: 061/P/8540/ 98 

P 0 Bo' 30197 
Na1rob1, Kenya 

is a Master of Business & Administration student of the University of Nairobi. 

He/she is required to submit as part of his/her coursework assessment a research 

project report on some management problem. We would like the students to do their 

projects on real problems affecting firms in Kenya. We would, therefore, appreciate if 

you assist him/her by allowing him/her to collect data in your organization for the 

research. 

Thank you. 

DR. MARTIN OGUTU 

LECTURfR 8t CO-ORDINATOR, MBA PROGRAMME 

MO/ek 
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APPENDIX III: 

QUESTION 'AIRE 

SECfiO~ A: TO BE FILLED BY ALL RESPONDE TS 

(This part requires you to g ive general informatiotr regarditrg your firm. 

Pl~ase tick i11 the appropriate box D or fill i11 tire bla11ks) 

1. :-.fame of your finn -----------------------

2. Does the flower finn export flowers? 

D YES D NO 

3. In wluch markets does the finn export to? 

D Holland 

D 
D 
D 
D 
D 
D 

United States of America 

Canada 

United Kingdom 

Switzerland 

African countries 

Gennany 

Others (Specify) :------- -------------

4. How long on average has the fi rm been in operation? 

D Less than 5 years 

D 5- 10 years 

D 11 - 15 years 

D 16-20 years 

D Over 21 years 
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5. How many full-time employees on average do you have? 

0 1 -50 employees 

0 51- 100 employees 

0 101- 150 employees 

0 151 - 200 employees 

D Over 201 employees 

6. Ho\v many part-time employees on average do you have? 

0 1 - 50 employees 

0 51-100 employees 

0 101- 150 employees 

0 151-200 employees 

D Over 201 employees 

'· Approximately how many varieties of flowers does your company export? 

D Only one variety 

0 2 - 5 varieties 

D 6- 9 varieties 

D 10 - 13 varieties 

0 Over 14 varieties 

8. How much do you export as a proportion of the firms' total output? 

9. Where is the export function located in the company? 

D Sales Department 

D Export Department 

D Marketing Department 

D Sales and Marketing Department 

D Other. (Specify) ------------------
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10. Do you have an export marketing oflice in a foreign country or countries? 

D YES (Sktp no I 2) 

11 . I ( '\o, would you prefer aggresstvc marketing on the Internet to openmg an office in a 

foreign country? 

D YES D :\o 
~~y? -----------------------------------------------------

12. How many full-time employees in your finn are IT literate? 

D Less than I 0% of employees 

D 10% - 25°1o of employees 

D 25% - 50% of employees 

D 50°1o- 75°'o of employees 

D Over 70% of employees 

13. Which of the fo llowing does your finn use to promote its products m foreign 

markets? (Indicate by ticking the options that apply to you.) 

0 Advertising 

0 Trade fairs 

0 Trade mission 

D Catalog and Video shows 

0 Sponsorship of events or activities abroad 
0 Other: ____________________________________________ __ 

14. \\'hich one of the following applies to your firm? 

0 Locally owned 

0 Foreign owned 
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ECTIO' 8: TO BF FILLED 8\' FIR.\1 PO E l G BOTH THE INTE~ET 

\~D. OR THE \\.EB ITE 

15. Does your firm have Internet sel"\ ices? 

D YES D NO 

(If YES, please continue filling this section, if no go to section C) 

16. When did the finn gel connected to the Internet? (Specify the year) 

17. When you first ventured into the Internet, for what specific reasons did your firm 

make this move? (Tick where applicable) 

D Information dissemination 

D Customer Support Services (like logging on customer complaints) 

D Advertising/Sales 

D To match our competitors 

D Market research and statistics 

D Everybody was getting hooked into the Internet 

D Other: (Specify)-----------------

18. What was the initial investment into the Internet? 

D Kshs. 0 - Kshs. I 00,000 

D Kshs. 101 ,000- Kshs. 200,000 

D Kshs. 20 I ,000 - Kshs. 300,000 

D Kshs. 30 I ,000 - Kshs. 400,000 

0 Kshs. 40 I ,000 - Kshs. 500,000 

0 Above Kshs. 50 I ,000 
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19. What does your finn use the Internet for? 

D Infom1ation dissemination 

D Advertising 

D Customer Support SerYiccs (like Jogging on customer complaints) 

0 Finance and 81lling 

0 Market research and statistiCS 
D Other: (Specify) ________________ _ 

20. Do you think you are well informed as to how you can use the Internet to benefi t 

you? 

D YES D NO 

21. lfNOT. at least do you know where to get information? 

D YES D NO 

ABOUT T HE WORLD \VIDE \VEB 

22. Does the company possess a Web page? 

D YES D NO (Skip to No. 28) 

23. If yes, who made the decision? 

D The Managing Director 

0 The Marketing Manager 

0 The Farm Manager 

0 The Communications Manager 

0 Other: (Specify) -------- ---- --
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2-1. How did the decision come about? 

D Internet Service Providers advertisement 

D To be at the same level with our competitors 

D Strateg1c Marketing decision 

D Other: (Specify) 

25 \pproximately how many years has the company possessed the web page? 

<Sp~1zy) ----------------------------------------------

26 Does the web page have links with other companies abroad? 

D YES 

27. If yes, which kind of companies? 

D Other flower growers 

0 Supermarket chains 

D Flower auctions 

D Financial institutions 

D NO 

D Other: (Specicy), ___________________ ____ __ __ 

28 Do you visit your competitor' s web site? 

D YES D NO 

~y? -----------------------------------------------------
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29 Below an: ten areas in which the Internet and, or the WWW has had an impact in 

companies. In your opinion, rate each point accordmgly. 

ignificaot In igoificant 

I . Increase fore1gn operations ( ) ( ) 

II. Introduce new products ( ) ) 

Ill. Penetrating unfamiliar markets ( ) ) 

1\'. E:xpand export sales ( ) ( ) 

\', Generating sales leads ( ) ( ) 

\'i. Creating international awareness ( ) ( ) 

\'11 Giving the finn a competitive edge ( ) ( ) 

\'111. Leaf-frog the internationalization process ( ) ( ) 

IX. Market research information/statistics ( ) ( ) 

X. Improve customer service ( ( ) 

30. What marketing techniques do you use to sell your product online? 

D Run special offers on the web site 

D Online competition 

D Lotteries 

D Discussion forums 

D Other. 

31 . Do you aggressively market your products on the web? 

D YES D NO 

Do not 

know 

( 

( 

( 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

How? ____________________________________________________ _ 

32. Has the Internet and the web contributed to increased export sales by your finn? 

D YES D NO 

Please explain: ----------------------------------------------
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33. What are )OUr experiences of operating a \\eb site for your exports operations? 

D 
D 
D 

Very excttmg D 
D 

'\ot very excthng 

Qune excnmg Otsappomt ing 

I don't know 

34. Does your firm have any of the fo llowing application services? (Please tick where 

applicable) 

t. Exchange servtccs (allowmg messaging and communication, e-mail 

and the abtltty to commumcate wtth other e-commcrce enablers. 

11 Catalog servtces pro\tdtng web-enabled electromc catalogue 

management 

iu. Content servtces that can be hnkcd to a busmcss' web site to provtde 

customers wtth the latest news and mformatton 

t\ Demand planner servtces enabhng automated master planning, demand 

planmng, demand fulfillment, distnbutton planmng, harvest planmng 

and merchandising and promotion plan. 

\ Others. (Spectfy) 
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35. To\\ hat extent arc you sat1sfied '' ith the following aspects of the Internet and WWW 

as a marketing tool? 
-Very Sati fi ed 

-
VCr) I Ois~atisfied 

Dis atisfied T, '\either 
Oi~ ali fi ed Sati~ fied 

nor 
Satisfied 

Reach target audience 

E\pans1on of exports sales 

Linkage with business partners 

Onhne payment options 

Product delivery services 

Efficient information 

disseminatjon 

Speed of connection 

Security 

Consumer protection 

Measurable impact of marketing 

campaigns (e.g. geographical 

location of customers) 

Marketing and Statistical 

Information 

Fa,orable publ ic image 

More in formed buyers 

SECTION C: THIS SECTION IS APPLICABLE TO THOSE FIRMS NOT 

POSSESSI G THE INTERNET OR THE \VEB SITE 

36. Are your firms' operations computerized? 

D YES D NO 
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37 To \\hat extent IS each of the foliO\\ tng the reasons as to why your finn is not using 

he Internet? (Please rate them accordingly) 

I. 

II. 

Ill. 

IV. 

v 

\'J. 

vii. 

viii. 

IX. 

X. 

XI. 

xii. 

XIII. 

xiv. 

X\', 

X\'1. 

xvii. 

Rate: I = Great Extent 

2 = To some extent 

3 = Very little extent 

4 =Not at all 

1 

High costs ( 

Resource availability ( 

Excessive risks ( 

Lack ofiT knowledge ( 

Lack of skills in designing a web page ( 

Lack of skills in web page maintenance ( 

Inefficient Internet Service Providers ( 

Decision to possess the Internet has never 

been reached ( 

Poor communication (like no telephone line services) ( 

No interest ( 

Lack of innovation ( 

Fear of the unknown ( 

Satisfied with the fmns export perfonnance ( 

Unwillingness to change by the top managers ( 

Internet is complex and difficult tool to use ( 

Use of outdated software and computers ( 

Belief in direct contacts with customers ( 
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) ( ) ( ) ( ) 

) ( ) ( ) ( ) 

) ) ( ) ( ) 



J . Do )OU ha'e plans to get connected to the Internet? 

D YES D NO 

Yes. ho'' soon-------------------------

lfNo.~~y? ------------------------------

39 If your company \'.ere to be given a free web page, would you take up the offer? 

D YES D NO 
~ny? ________________________________________________ ___ 

THANK YOU FOR YOUR TIME, COOPERATION AND CONTRIBUTION. 
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5. 
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15. 

16. 
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20. 
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22. 

23. 
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25. 

26. 

APPE 'DIX 1\.: 

CURRENT MEMBER OF THE FRE H PRODUCE EXPORTER 

\ OCIATION OF KENYA WITH OPERATIO SIN NAIROBI AS AT 

22 " 1
> FEBRUARY 2001 

A Touch ofVelvet Nairobi 

Agricultural Integrated Industries Na1robi 

Bawan Roses Ltd. Nai robi 

Bckya Floriculture Ltd. Nairobi 

Beverly Flowers Nairobi 

Bolmar Flowers Ltd. Nairobi 

Bud of Paradise Ltd. Nairobi 

Fann Fresh Commodities. Nairobi 

Floricult Kenya Ltd. Nairobi 

Fly Flowers (K) Ltd. Nairobi 

Forest Edge Flowers Investment Ltd. Nairobi 

Gaesen Enterprises Ltd. Nairobi 

Gatoka Ltd. airobi 

Global Flora Ltd. Nairobi 

Gould Flowers Nai robi 

Hezekial Gitata Fann Nai robi 

Highview Farm Ltd. Nai robi 

Idyll Flora C. Ltd. Nairobi 

Inner Circle Ltd. ai robi 

Jambo Horticultural Exporters Nairobi 

Jonella (K) Ltd. Nairobi 

Kanorero River Farm Ltd. Nairobi 

Karen Roses Ltd. Nairobi 

Karia Roses Ltd. Nairobi 

Kenia Exporters Ltd. ~airobi 

Kentmere Flora Ltd. Nai robi 
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.,--'· Kenya FlO\\ erklink Ltd. ~airobi 

2S. Kenya Highland ~urseries Ltd. Nairobi 

29. K1 hingo Roses Nairobi 

30. Kinn Agribio Kenya Ltd. Nairob1 

31. Kitengela Blooms Ltd Nairobi 

32. Kithanu Flora Nairobi 

33. Longonot Horticulture Ltd. Nairobi 

34. Lotec Exporters Nairobi 

35. Lukenya Flowers Ltd. Nairobi 

36. Mac Ltd. Nairobi 

37. Magana Flowers Ltd. Nairobi 

38. Mbugua Enterprises Ltd. Nairobi 

39. Model Farm Ltd. Nairobi 

40. Mt. Aberdare Flowers Nairobi 

41. Mt. Elgon Orchards Lld. Nairobi 

42. Mt. Kenya Roses Nairobi 

43. Mweiga Blooms Nai robi 

44. airobi Flower Village Nairobi 

45 ~elleon Dcv. Co. Ltd. Nairobi 

46. North Lake Nurseries Ltd. Nairobi 

47. Nyanjugu Investments Nairobi 

48. Octa Flora Co. (Ngonyo Ltd.) Nairobi 

49. Orchids Kenya Ltd. Nairobi 

50. P J Dave Nairobi 

51. Pearl Flowers Ltd. Nairobi 
~? ) _ . Pemi Cultural Afrique Nairobi 

53. Penta Flowers Nairobi 

54. Redhill Blooms Ltd. Nairobi 

55. Redbill Flowers {K) Ltd. Nairobi 

56. RedhiJ I Gardens Ltd. Nairobi 

57. Riverfarm Blooms Ltd. Nairobi 
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" Sanawati Ltd. '\mrobi 

59 Sa,, a Flora Ltd. "-lairobi 

60. Seed General Ltd. ~atrobi 

61 Stan Agriflora Limttcd ~atrobi 

62 Smclair Flov.,ers rurobt 

63 Stoni-Athi Limited Natrobi 

6-t. Suera Flowers Ltd. Nairobi 

65 Sunrays Garden Ltd. Nairobi 

66. Super Yeg. Ltd. Nairobi 

67. Supersonic Caterers Co. Nairobi 

68. Tanu Roses (K) Limited Nairobi 

69. Tena Fresh Flowers Nairobi 

iO. Thika ~urscries Nairobi 

'1. The Eustoma (K) Ltd. Nairobi 

-2. Torito Roses Ltd. Nairobi 

-3. Tropi flora Limited Nairobi 

'4. Tropirorna Ltd. Nairobi 

"'5. Turasha Windsong Farm Nairobi 

76. Tyro Enterprises Ltd. Nairobi 

77. Valentine Growers Nairobi 

78. Yegpro (K) Ltd. Nairobi 

79. Warn Flowers Nairobi 

80. Wanjao Estate Ltd. Nai robi 

81. Wet Farm Ltd. Nai robi 

82. Wilfay Investments Ltd. Nairobi 

83. Wilmar Agro Ltd. airobi 

84. Zena Roses Limited '\Jairobi 
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APPE 'DIX \": 
FACTOR A~ALY I COMPUTATIO S FOR QLE TIO~ 37 

- Analysis number 1 Liatwise deletion of cases with missing values 

Excraction 1 for analysis 1, Principal Components Analysis (PC) 

Inittal Stat i stics: 

Variable Communality 1t Factor Eigenvalue Pet of Var Cum Pet 
* 

Vl7 1.00000 * 1 5.22039 30.7 30.7 
VB 1.00000 1t 2 3. 87191 22.8 53.5 
\'12 1.00000 * 3 2.85330 16.8 70.3 
V3 1.00000 * 4 1. 96142 11.5 81.8 
Vl 1.00000 * 5 . 97190 5.7 87.5 
'.'11 1.00000 • 6 .86861 5.1 92.6 
·ns 1.00000 * 7 .70160 4.1 96.8 
"'6 1.00000 • 8 . 55089 3.2 100.0 
V5 1.00000 * 9 .00000 .0 100.0 
v~ 1.00000 * 10 .00000 . 0 100.0 
V10 1.00000 * 11 .00000 . 0 100.0 
V9 1.00000 * 12 .00000 . 0 100.0 
V2 1.00000 * 13 .00000 .0 100.0 
V13 1.00000 * 14 .00000 .0 100.0 
Vl 4 1.00000 * 15 .00000 .0 100.0 
1/16 1.00000 * 16 .00000 .0 100.0 
V7 1.00000 * 17 .00000 .o 100.0 

PC extr acted 4 factors. 

Factor Mat rix: 

Factor 1 Factor 2 Factor 3 Factor 4 

Vl7 .47584 .76601 .09647 -.23514 
VB .23955 - . 72298 .54340 .18506 
V12 .10379 .60699 - .61996 .23990 
V3 - .22322 .41442 .52451 -.13400 
Vl - .46750 .63635 . 35682 .02263 
Vll . 73279 - .47750 - .27188 .09967 
Vl5 . 80227 .53790 - .15121 .06587 
V6 .83217 . 16040 - .08391 .09431 
vs . 85572 -.27423 - .00735 .38865 
V4 .83697 - .06774 .11682 . 46619 
VlO - .08153 .40968 - . 66610 .21324 
V9 - .38395 .13485 - .03295 . 78146 
'2 .12049 .58135 .71487 . 25709 
'13 .14350 - .11952 - .66259 -.58955 

·;14 .77983 .26324 .36766 -.37461 
Vl6 . 74073 .47337 .13967 - .29173 
\"' . 07426 - .60233 .30803 - .33024 
F1na l Sta tistics: 
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Van able Communality • Factor Eigenvalue Pet of Var Cum Pet 
V17 .87779 • 1 5.22039 30.7 30.7 
V8 .90961 • 2 3. 87191 22.8 53.5 
V12 .82111 * 3 2.85330 16.8 70 . 3 
VJ . 51464 • 4 1. 96142 11.5 81.8 
V1 . 75134 * 
Vll .84885 * 
V15 .96017 * 
V6 .73418 * 
vs .95856 * 
V4 .93609 * 
V10 .66365 * 
\'9 .77737 * 
V2 .92961 * 
\'13 . 82148 * 
'.'14 .95294 * 
'."16 .87737 * 
'.'7 . 57226 * 

VARIMAX rotation 1 for extraction 1 in analysis 1 - Kaiser 
~:ormalization. 

VARIMAX converged in 11 iterations. 

Rotated Factor Matrix: 

Factor 1 Factor 2 Factor 3 Factor 4 
V17 -.04948 .85944 . 33848 .14880 
V8 .45851 - .20194 - .78456 .20754 
V12 .06673 .12428 .89355 - .05263 
V3 - .48122 .28753 - .12301 .43042 
Vl - .65283 .13764 .19655 . 51727 
V11 .84245 .07706 - .11783 -.34540 
V15 . 47462 . 72705 .44875 .07025 
V6 .76545 .36410 - .04349 -.11750 
V5 .95424 .19078 - .07044 . 08149 
V4 .87756 . 28614 .00705 . 28992 
VlO - . 00717 .09881 .79328 - .15667 
V9 .02786 - . 55825 .38826 .56054 
V2 - .12346 . 45022 - .02178 .84333 
V13 - .01384 .14590 .16589 -.87891 
Vl4 .26616 .90971 -.23045 .03769 
Vl6 .23317 .90253 .09038 . 01625 
V7 .07837 - .04503 - . 71588 -.22715 

Factor Transformation Matrix: 

Factor 1 Factor 2 Factor 3 Factor 4 

factor 1 .77602 .62498 - .03332 -.07804 
:;-actor 2 -.37984 .55091 .65203 .35648 
Factor 3 - .16561 .25328 - . 67717 . 67072 
Factor 4 .4 7550 - .49168 . 33939 .64573 

76 



Rf J ERF~CES 

Albaum. G; Strandskov, J; and Duerr, E .. (1998), Marketing and Export Marketing, 
England, pp. 8- 10. 

-\ssacl, H., (1998), Consumer Behaviour: Behaviour a_nd Marketing Action, 61
h edition. 

Benhon, P., Pitt, L.F., and Watson, R.T., ( 1996), 'The World Wide Web as an 
Advertising Medium: Toward and understandmg of ConverSIOn Efficiency," 
Journal of Advertising Research, 36( 1), pp. 43-54. 

Bournellis, C., ( 1995}, "Internet '95", Internet World, Vol. 6, November, pp. 47-5 1. 

Bush. A. 1., Bush, V. and Harris, S., (1998), "Advertiser Perception of the Internet as a 
Marketing Tool", Journal of Advertising Research, 38(2), pp. 17-27. 

C7mkota., M. R, and Johnstone, W. J., (1983), "Exporting: does sales volume make a 
difference'', Journal of International Business Studies. Vol.l4, No. I, pp.l47-153. 

Davenport, H., (1996), "Marketing on the Internet", Journal of Targeting. Measurement 
and Analysis for marketing, Vol. 4, No. 3, pp. 261-269. 

(2000), Economic Survey by Central Bureau of Statistics, Ministry of 
Finance and Planning. 

____ , (May-June, 2000), "Floricultural News", Journal for Flori~ultural Industry. 

____ , (July-September, 1999), Fresh Produce Exporter, A Quarterly Magazine of 
the Fresh Produce Exporters Association of Kenya. 

Hamill. J. and Gregory, K., (1997). "Internet Marketing in the internationalization ofUK 
SMEs ", Journal of Marketing Management, Vol. I 3, No. I, pp. 9-28. 

Hoffman, D. L., Novak, T. P. and Chatterjee, P ., (1995), "Commercial scena.rios for the 
web: opportunities and challenges," Journal of computer mediated 
communication, SpeciaJ issue on Electronic Commerce, 1 (December). 

77 



Hoffman. D. L.. and Novak, T. P .. (1996). "A new marketing paradigm for electronic 
c •mmcrce." The information Soctc~ecial Issue on Electronic Commerce, 
\ ol1 3 January-March. pp. 43-54. 

___ • ( 1999), Horticultural Digest, The Journal for the Horticultural and 
Floncultural lndustrv, 200 Quarter. 

___ , (October-~ovember, 1998), Horticultural News, Jhe Official Journal of 
HCQ.t\, No. 19. 

___ _ • Http:/www.floraplcx.com . 

___ , Http://www.fpeak.org. 

____ . H ttp://wwv •. i nternetvalley.com. 

___ _ , Http://www.maximum-intemet-marketing.com/faqs.htm. 

Hymers, J., ( 1996), .. Integrating the Internet into Marketing Strategy", Journal of 
Targeting. Measurement and Analysis for Marketing, Vol. 4 No.4, pp. 33-371. 

lkiara, M. M., (1992), "The determinants of export performance of the Kenya 
Horticultural Industry", M.B.A Thesis, University ofNairobi. 

Kantor, A., and Neubarth, M., (1996), "Off the Charts; The Internet 1996", Internet 
World, Vol. 7, December, pp. 45-51. 

Katsikeas, C. S., ( 1994 ), "Export Competitive Advantages: The relevance of finn 
characteristics", International Marketing Review, Vol. 11 Issue. 3. 

Kimani. W. S., (1998), "Horticultural Marketing Problems in Kenya: A case of small­
scale farmers of Ndia Division, Kirinyaga District", :'vt.B.A Thesis, Umversity of 
Nairobi. 

78 



Kotler, P .. (I 998). ~tlrketing \llanagement: Analysis, Planning, lmQiemcntation and 
Control, 9· · edttion, l.i.S.A. 

La,., son. R. , Tidwell. P., Rainbird. P., Loudon. D., and Delta, B. A., ( 1996), C'Qnsumcr 
e eha\ tour tn Austral.@_ and New Zealand, McGrav.. Hill Book Company, 
Australia. 

Leonidou, L. C., {l995b), "Export barriers: non-exporters' perceptions", Intemattonal 
\1arketing Review, Vol. 12, No. 1, pp. 4 - 25. 

Maddox, L. M. , and Mehta, D., (1997), "The Role and effect of web addresses tn 
Advertising", Journal of Advertising Research, 37(2), pp. 47-59. 

Mallof, J., (1995), "The Virtual Corporation", Internet WQrld, Vol. 5, July, pp. 46-50. 

Mbu\i, M. M ., (2000), "The potential for adoption of c-commerce by Tour Operators: A 
case of the K enya Association for Tour Operators {KATO) members", M.B.A 
Thesis, University of Nai robi . 

Me. Williams, G., ( 1997), "Whirlwind on the Web", Business Week, 7 April, pp. 132-6. 

Mongelluzzo, 8., ( 1997), "Internet transforming middleman job in trade", JQ!Jmal Qf 
Commerce and Commercial, No. 413 (29027), pp. 5A. 

"!achmias, C. F., and Nachmias, D., ( 1996), Research Methods in the Social Sciences", 51
h 

Edition, pp. 471-473. 

Napoh, J., Ewing, M.T., and Pitt, L.F., (2000), "Factors affecting the Adoption of the 
Internet in the Public Sector Marketing", Journal of Non Qrofit & Public Sector 
Marketing, Vol. 7(4), pp. 77-87. 

____ , (1997 - 2001), National Development Plan. 

Paliwoda, S. J ., and Thomas, M. J., (1998), International \1arketing, 3~'~~ edition, pp. 23. 

79 



Peterson. R A .. Balsubramam, S .. and Bronnenbcrg, B. L (I 997). "Exploring the 
Implications of the Internet for consumer marketing", Journal of the Academy of 
.M.trketmg Science, Volume 25. 't\o. 4, pp. 329-346. 

____ . (2000), "Production and Marketing of Ornamentals World Wide", 
FlO\\erTech Kews, Vol. 3, ~o.3, pp. 20-23. 

Rab no. S . ( 1980), "An examination of barriers to exporting encountered by small 
manufacturing compames", Management International Review. Vol. 20, No.I. pp. 
67-73. 

Ram. S .• ( 1987), "A Model of Innovation Resistance", in Wallcndorf, M. and Anderson, 
P. F., Advances in Consumer Research, 14, pp. 209. 

Rogers, E. M .• (1983), Diffusion oflnnovations, New York- Free Press. 

SarnJee, S., ( 1998), "Exporting and the Internet; a conceptual perspective", International 
Marketing Review, Vol. 15, Issue 5. 

Schiffman, L. G, and Kanuk, L. L., (2000). Consumer Behaviour, 61
h edition, Prentice Hall 

of India, New Delhi, pp. 527-553. 

____ , (2001 ), Trade statistics, Center for Business Information in Kenya. 

----• ( 1993), The Challenge of promoting Exports, World Bank, Policy Research 
Department; Kenya 1993. 

___ , (1989), World Bank Report. 

___ , ( 1993), World Bank Report. 

Zugclder, \ILT .. Flaherty, T. B., and Johnson, J.P., (2000), "Legal issues associated with 
International Internet Markctmg", International Marketing Review, Vol. 17, 
Issue 3. 

80 


