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ABSTRACT 

This case study looked at the application of social marketing strategy tools with respect to the 

Rural Enterprise and Promotion Project, a h011icultural marketing project run under CARE 

Kenya, in Makueni District. These tools as they are known; Product, Place, Price and 

Promotion. Additional tools have been added, as Process, Personnel, Partnership, Policy and 

Politics. The REAP project has been having problems in getting the farmers to play their part for 

the programme to succeed. Overtime, the smallholder farmers participation and commitment has 

waned. This study sought to look at the problem of slow adoption ofthe new farming technique 

by the smallholder farmers under the lens of social marketing strategies and the extent of their 

application in the model. For any successful social marketing program, the right mix of the 

social marketing tools needs to be applied. 

·r he study was carried out using focus groups eli cussions with the smallholder farmers under the 

Rl:AP programme, to gain insights and their perceptions about the whole R ~ AP progt amm' 

The discussions were moderated by the researcher herself usin r a discussion guide prepared 

alonl..! the social marketing tools as they are known, as well as information already collected li om 

the RI:AP staff concerning the current adoption problem The focus group di ·cussions took. 

place at the farms The information was collected in form of notes by the moderator, "htch' ere 

later classified according to the social marketing tool they applied to. 

Information from the partner was collected u:-in •, emi- tn.t tun:d undi:-; •uiscd qu~stionnaire 

which :mu •ht tn obtain their attitude u. in' Likert ununat d R, tin •s 

h • findin • tiom th anal 
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The farmers have an overall positive image of REAP as a credible organization. However, 

enhanced extension was identified as a need. The farmers also felt that REAP can strive to fulfil 

its role more efficiently, for example, by having timely delivery of input supplies, keeping 

appointment times and generally work at improving in all areas that add cost to farmers, whether 

monetary or non-monetary costs. The Project staff need also to be more responsive and sensitive 

to farmers' needs. 

The recommendation would be for REAP to strive to live up to the Product positioning by 

ensuring income becomes a reality. Alternatively they can modify the positioning, hence the 

REAP model. 

2) Place 

Farmers are generally unhappy with all costs being deducted at source, hence leaving no money 

for dividend payment They feel that R AP can strive to at least make some regular payments to 

motivate the smallholder farmer. 

The intangible product, that is, the new farming techniques and linkages with private ser\ ice 

providers is attractive to farmers . They reported enthu iasm with all that they I em n Il{l\\ e\ er, 

linkage with the private companies has been minimal. R P has served • san intermedr.tr\ 

between the smallholder farmer and the private companies 

observed earlier, R · AP ne d to revi \ it:. m d I with th~.: im ot ~..:t min • up\ ith plhitinnin, 

that i achievable within th urr nt p r tin • nvir nm nt 

) 1 h · l'r i 
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The farmers also recognized the existence of real threats to successful horticultural farming. 

These include crop diseases, machine breakdowns, adverse climatic condition, delays of inputs, 

crops rejection by exporters and several others. 

The recommendation here is for REAP to look for ways to reduce the costs of adoption. Farmers 

perceive the price they have to pay as outweighing the benefit. This is a real threat to the success 

of the model and REAP may need to radically review it in order to advance it. 

4) Promotion 

REAP has been very successful in its application of personal communication strategies with the 

fanners . The farmers are aware of their role and also the goal of the programme. They 

expressed a need to have closer interaction with REAP staff through enhanced extension. 

llowevcr, awareness ofthe whole concept has not been sutlicient to increase the farmers ' 

commitment through adoption . ther tools which have not been as successful have aiTcctcd the 

overall practice expected from the fanners This points to the importance of the right marketing 

mix for success. 

5) Partnership, policy and Politics. 

REAP has partners with both favourable and unfavourable attitudes tm ards the Pmject ~ince 

working with partners makes social marketing more etfective, it would be recommended that 

REAP works at enhancing the relationship . It would be rccommt:nded that R ~ AP invl'~ti >all's 

the attitudes further with the aim of enhancin 1 it relation~ hip ' ith th' ' " rious partn 'rs 

Ill 



CHAPTER I 

INTRODUCTION 

1.1. Background 

The Rural Enterprise and Agri-Business Promotion (REAP) Project is a horticultural marketing 

and promotion project that targets smallholder irrigation farmers in Kibwezi Division of 

Makueni District in Kenya. The project's broad program objective is to develop market oriented 

horticultural agri-businesses that are managed by the smallholder farmer and supported by 

commercial operations of the private sector in Kenya (Odo, 2002). To achieve this broad 

objective. it becomes necessary for the smallholder farmers to adopt new techniques, which 

entai ls changing their behaviour. 

This study seeks to analyze the extent to which social marketing strategies have been applied by 

the RI: AP Project in its efforts to convert the smallholder farmer in Kibwczi into a commercial 

llmncr This would be achieved by changing the smallholder farme1 's behaviolll , to be 

rnanilcsted through adoption of new farming techniques. Hence R AP Project is sell in.' a 

behaviour. In differentiating commercial marketing and social marketing, Kotle1 ct al, (_00_) 

state that in such a situation the competition come. in the form ofprefened behaviour and its 

perceived benefits. In the case of REAP. competition come. in the form of anythin' that com'S 

in the way of preventing the small holder farmers ti·om playin 1 their required mle. I his can be 

alter native income generating sources that take up their tlon t the t..: . p~:ns~.: or tht..:i1 Pmduction 

l Jnit farm 

c rclin I to Kotler , nd Rob no 11\ I hll l!.ttl 'lls that 

publi h ·he i ur 

id l HI 1 
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Kotler and Roberto (1989) have further defined social campaign as an organized effot1 

conducted by one group, which intends to persuade others to accept, modify, or abandon cet1ain 

ideas, attitudes, practices and behaviour. 

The ultimate objective of social marketing is to influence action. Desired action will most 

probably result when the target audiences believe benefits are greater than the cost. This is most 

effective when based on target audience perception of proposed exchange. 

Numerous studies in smallholder farming make reference to the issue of acceptance and adoption 

of etTective and efficient farming methods, an aspect of behavioural change. No specific study 

was found that was on social marketing strategies to change smallholders' attitude and 

acceptance towards new farming techniques. However such studies have been done in other 

disciplines especially in health. 

llma Lcle et al ( 1990) and International Food Policy Research Institute Report ( 19~l)) point out 

that risk aversion, which most of the time goes hand in hand with poverty and subsistence 

agriculture acts as an obstacle in adoption of improved farming technologies Risk m·e• sitlll is an 

attitude, one ofthe aspects normally targeted for change in ·ocialmarketing ttitude gnes hand 

in hand with knowledge and practices, and affects all aspect atfecting social behaviour 

Social marketing applies many principle of commercial market in • (John . ht.>wchuk, ll)gl)) , fot 

example the social marketing mix con i t of the four P ' hi h indud~.: PH)ducr, Prk l', Placl' and 

l'rotnotton. Kotler and Roberto ( 198::.>) h ut P 1 tt)t)l ' hidl .lll' applil·d in 

ttin ' c cinl mar ketin • tt ate •i to t hi 

llll r 1 1· · a c llr n, 1 P ; l'cnmm •I, l 1re\elllatum. 

p(/f'lllt'nhtfJ, l'olu • w1l J>o!JIIc\ 'lin \ ' m i h I \11 p lilt« If If lOll (J l I \II 

hu 9 
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groups in Kibwezi, and supporting them with integrated services in marketing, credit, inputs, 

extension, and management (Odo, 2002). 

The creation of viable units requires full collaboration of the farmers, which will be evidenced in 

their acceptance, adoption and practice of the new farming techniques. The long-term purpose of 

the REAP Project is therefore to convert the smallholder horticultural farmer in Kibwezi into a 

commercial farmer who carries out the farrning as a business that is sustainable (CARE Kenya 

Program Overview, 2001 ). 

The farmers' role has been defined as provision of labour as well as carrying out activities as 

planned This entails production planning and participating in all training sessions as well as in 

meetings on matters concerning their production unit. 

On its part, REAP has sought to : 

• Organize farmers into Production Units (P ) 

• Provide linkages with the market 

• Provide linkages to input, credit and service providers and 

• Form a Central Management unit ( M ) to coordinate activities to achien! the o erall 

objectives . 

s has been ob ·erved in the REAP Project ' re ult o far, bd1 vi our, I chan •c h: t h~ fat m~rs 

has bet.:n less successful than expected (Ocio, 20 2 d pti 11 o tht n \\I. tmin • m thnd hv thl 

mallhold r f1umer has been 10\ \ ith nMIIhl ldlt C tllllt ~ h!l\ ~ 

dcpi t •d illlntion o ucc ut ' ith m.tllhold( t I \lllllt s i11 

II nduru , L. tin to im1 1 

r 1 • of n '\ fimnin • t 
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appropriate farming. The success was augmented by the Honduran public sector extension 

programs, which emphasized conservation technologies. This points to the impm1ance of 

partnership in social marketing. 

The same study also identifies clear collaboration with the farmers from the very beginning of 

the program. This program hired the services of an anthropologist from the beginning (Bentley, 

1987), to study linguistic and cultural aspects of smallholder pest control. This enabled the 

development of culturally sensitive research and training techniques. This served to minimize the 

cost to farmers as creating understanding must have led to enhancement of the value of the 

product being offered through reduction in costs associated with the 'unknown'. 

The study identified that farmers are most innovative and will adopt the practices they need for 

their natural and economic environment ifthey are previously trained in the key concepts that 

they have lacked 

In contrast, a study to determine farmers' attitudes towards new fluming techniqu ·s was ·a 11 ied 

out In Zamb1a by Paul A Francis et al ( 1997). The attitude change was less succ •ssli.ll . h11 mers 

llHtnlfested their lack of enthusiasm through non-participation in e.·tension meetings, wh1ch they 

dimly perceived. This was partly blamed to the young and incompetent tnuners. 

'u tainable social marketing focuses on the target audiences needs mme than the marketer's 

need Uohn Shewchuck, 1994) Hence for R-AP Proje t t) be mo1~.: dri?ctivc in sdlin' its 

er ice it will need to focus on tht.: 4Ps not a p ·r eiv d b • th m dH:. hut ,\s pt:ll~o: i\ nl by th~.: 

lllallh ldcr farm r 

think 'hmn th • l ci, lmarkctin • < 1 ht < 'on"' Ill• • r \ 11 c 11 " ·' 
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strategies are consciously applied as marketing concerns or not, this will lead and help in 

reviewing the design of similar programs in the future. 

1.2. Statement of the problem 

Before the REAP Project started its operations, survey information from Kibwezi indicated only 

50% of horticultural produce was of export quality (Kimenye, 2000). Since REAP program 

commenced the rejection rate has gradually reduced to 15% (Odo, 2002), indicating a marked 

improvement in quality of produce. Reports indicate that REAP project has been able to satisfy 

the quality targets of the export contracts, which has been reflected in higher prices and quality 

reports 

llowever the quantity targets are far from being met. Although the farm yields have improved, 

the quantity produced is still below the contracted quantities. The Project reports that there is 

1001
11 for improvement in yield following the right farming practices For the year ended 200 I, 

lht..: f~trmers' production had only met approximately 15% of export contractual obligations 

Tht..: Project has observed that the farmers are not really living up to the e. pected !lmning 

rr actices as required. For example, the farmers' commitment to the Project requirements rs still 

wanting 'This is in spite of them being involved in all deci ion· per1aining to their t~ums as 

much as possible. Typical behaviour scenarios b · the farmers have pointed to lack or 

commitment on their part. 

111 rite ofthb lack of commitment on the pan ofth t rm r th..: RL \P Prnju:t tk..:ds ll) lw in a 

P 1 rtion to me ·t the contractual bli ,, ti n t m int •,\ill II \lSI \\it h I ht 

··port rs 'J h pr c~c t h 

, . lu.tlt' 
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marketing strategies applied by the REAP Project will reveal the gaps that when filled can build 

up the acceptance levels. This will then allow for more efficient and effective horticultural 

marketing by the farmers. 

Therefore this study will strive to study the current social marketing strategies being applied in 

the REAP Project in the effort to make the farmers adopt new technologies in farming. 

1.3. Research Objective 

The general purpose of this study is to investigate the social marketing strategies currently being 

applied by the REAP Project, and to identify the gaps that are delaying the attainment of the 

project's ho11iculture marketing objectives. The inadequate acceptance has affected the farmers' 

ability to meet their production targets through their PUs. This will be accomplished by: 

• Determining the extent of usage of social marketing strategies that have been applied in the 

Introduction of the new farming technique to the small horticultmal farmers . 

1.4. Importance of Study 

·y he current REAP model aims that farmers will in time provide full 0\\nership to the(' Ill b 

makin 1 enough sales from their horticultural marketing to ·u. tain it ' ithout substdies. The1 et'ore 

any tudy that builds up the capacity for marketing ofthe produce will contribute to the 

a pi rations of all stakeholders. 

he le ults ot'thi. study therefore' ill b of, 

Ill h ·lp 

lltd I If 

th 

to th lllh: 1 , l K \lld ot he.: 1 sra kc.:·hnld 'Is 
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CHAPTER II 

LITERATURE REVIEW 

2.1. Introduction 

Social marketing strategies describe the "how" of changing public behaviour (Kotler and 

Robetto, 1989). In this study the social marketing strategies would be the plan of activities 

aimed at making the smallholder farmers adopt the new farming techniques. Kotler goes fwther 

to explain that the extent to which social marketing strategies contribute towards the 

achievement of their goal is normally measured through collection of primary data, hence the 

requirement of social marketing research . 

Kotl et et al (2002) explains that key elements of successfi.ll campaigns are · 

• illustrating the benefits of a thorough situation analysis, 

• choosing the right target audiences, 

• establishing realistic and meaningfi.d goals and 

• usin ' all the Ps of marketing 

2.2. The Ps of Social Marketing 

Social marketing strategies are planned u ing the P~ o m, rkdin •. ~ oLi. I m~uk~krs h:l\ I! 

'clclitional Ps in defining strategie. Kotler and R b n ~: t ilh:d th~: .tdditinnal Ps as 

per\fJ/IIw/, ;m·.wntation and proc:e.\.\. )th r pt 1 

pnllllc:' 1 dr a Klin Weinr i h. I 

lo 'ttoll98))futth rd th 
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tools, persistence and patience. It is in this regard that the social marketing studies of REAP 

Project will be analyzed. 

2.2.1. The Social Marketing Strategy 

2.2.1.1. The PRODUCT 
New way of marketing horticulture produce 

2.2.1.1.1. The Concept of Social Product 

Kotler and Roberto ( 1989) state that a social product is borne out of the needs of target adopters. 

Hence the first step is in identifying the needs that need satisfying, developing a social product 

and determining how to present it to the target adopters. Kotler and Roberto ( 1989) describe the 

second step as positioning the product, dressing it up, and effectively positioning the social 

marketing campaign. In the REAP Project, the new way ll marketin~ of the horticultural 

produce would be the social product. This is borne out of a need to enhance the marketing, to be 

evidenced in increased sales and hence profits for the smallholder farmers . This would be 

achieved through enhanced quality of produce and increasing quantity to meet the market 

demand through the export contracts 

2.2.1.1.1.1. Types of ocial Products 

Kotler and Roberto (I 989) describe social products in terms of their level of satisf mg nl.!eds 

f·or example there are those that are alone in addre . ing a need, others which satt'\f ,, need better 

than other social products, and thirdly tho e th, t do not dircdly, ddn::ss, percet\'ed need but 

nevenhelc:-;s address an underlying need . Kotl r nd R l 11) I , 9) turther d~.:suib~.: that the 

three types of . ocial product repre ent in r m di I ult • in , lnpt inn by t h~.: tar 1L't 

d 1Ptcr with the fir t type h in • I 

th I 

111 th 



The third way of distinguishing social products, as described by Kotler and Roberto ( 1989) is 

according to the objective or end-result of adoption. Three idea products can be a belief, an 

attitude, and a value. Social products are also defined in terms of practice, where one can be a 

single act like single smallpox immunization (Kotler and Roberto, 1989), or a series of acts like 

acceptance of a continuous pattern offamily planning behaviour. In the case ofREAP, the new 

way of marketing is a value to be practiced continuously. Obviously this value is as a result of 

belief and subsequent attitude change. 

2.2.1.1.1.2. Demands of Target Adopters and Marketing Tasks 

Kotler and Roberto (1989) have described the various types of demands that define the type of 

Product and the appropriate marketing task thereof A new social marketing product is necessary 

where a substantial group of people share a strong need, which has not been served. This need is 

described as latent demand. The marketing task here is to develop the demand . { Jnde!:filled 

demand exists when a social product exists but does not satisfY the demand . l !nwho/esome 

dcn1and ts occasioned by demand that is harmful for example, smoking. This requires a social 

Pt oduct to destroy this demand . For the REAP Project, the demand can be dcsct ibcd as 

undertilled demand because even before the project came to be, there was demand fnt in ·teased 

tncome, the tangible product which was being erved by the broker<>' ho \\er the inlet medimies 

between the smallholder farmers and the exporter· (Kimenye, 2000). 

2.2.1.1.2. Positioning the . ocial Product 

Kotler and Roberto ( 1989) define po itionin a th pr du t-mat kt:t tit Posit ionin , is 

determined ' after the :mcial m, rketcr he identifi d th m rn.:t l m. nd nl thl: marketino task 

l.2.l.t.2.1. Se•mt>ntin•the'ltr•et ll•111 a Popul ticHa 
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2.2.1.1.2.2. Choosing Segmentation Variables 

The best variables are those that best capture the differences between the various segments. The 

REAP Project has segmented the smallholder farmers into Production Units. Membership in this 

Pus stems from same geographical location, and some groups consist of groups that existed 

before the commencement ofthe REAP project, hence with already developed relationship (Odo, 

2000) 

2.2.1.1.2.3. Market Targeting 

CARE Kenya (CK) chose to target the farmers in Makueni for various reasons. Makueni was in 

the Eastern region of the country, one of the areas identified for operation through CK's strategy. 

CK wanted to work with the 'poor' and the smallholder farmers were classified as such. CK also 

wanted to exploit the strong factor of the already existing farmer's groups, to take advantage of a 

population already oriented towards horticultural farming, hence with already the desired values 

and attitudes. The geographical region already had a history with K which previously run 

programs in the area with income generating group· (Odo 2002) 

2.2.1.1.2.4. Product Positioning 

Positioning is best determined by identifYing the target adopter major need, Ill ordet to develop a 

product advantage to meet this need (Kotler and Roberto. 19< 9). The product needs to he 

di ·tinct and motivating. In the REAP project, the major ne d for tht.: farmers is to ha\ e incn~ased 

tncome~ fiom their produce. They need to be moti nted en ugh b • th~.: n~.:w \ ·ay l)fmarketin • 

l·or e ·ample, the REAP oflerin • . hould b n th, t dd v lu thll)u•h llll)t ptl)titability 



2.2.1.1.4. Positioning the Organization and Program of the Social Marketing Campaign 

This entails the image that is conveyed by the social campaign (Kotler and Roberto, 1989), its 

personnel, mission, competence and value of its goals. An organization that enjoys great 

credibility will be more successful than one, which is not credible. Kotler and Roberto ( 1989) 

further report that research has found out that credibility is a function of expertise, 

trustwotthiness and likability. CK can be described as a credible organization by the Makueni 

district population. This was evident from the previous CK programs in the area, one such being 

Employment Creation for Youth which was basically a capacity building project that operated 

revolving loan funds for the various groups. Post-project assessments carried out indicated that 

that the beneficiaries ofthis earlier project had positive regard for the benefits and hence CK. 

2.2.1.1.5. Social Marketing of Services 

Ma rketing or services has some special characteri stics, differing from marketing of goods. 

• Intangibility 

Services are intangible as they cannot be seen, tasted or felt Therefore it is dilli cult 1'0 1 

target adopter to envisage how they are unt il they are consumed Marketet s can enl wtH;e 

positive visibility of services through the carrying out of othet vis tble servtces, !'ot e ample 

being etlicient in everything they do (Kotler and Roberto, 1989). 

• Inseparability 

Setvice are experienced or utili ed a the · are produ crl unlik~ •t)nds which can ~wn 1w 

tored and consumed later (Kotler and Rob r1 ), I 

pr nvi ion is in it. elf a mar ketin • to 

the cr ice product 
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+ Perishability 

When demand levels for services are constant, staff perishability is not a problem (Kotler and 

Roberto, 1989) as it is easy to maintain an appropriate level of staffing. However, when 

demand fluctuates highly, it becomes difficult to avoid excess capacity of staff in times of 

low demand, or inadequate capacity when demand is high. Service marketers strive to 

achieve efficient staffing capacity by having part-time employees and using differential 

pricing to control demand. 

2.2.1.2. PLACE 
Distribution Channels 

Dist ribution channels make available the social product to the target adopters. According to 

Parasuraman, Zeithaml, and Berry ( 1985), there exists three types of expectations that target 

adopters have of place; access, security and appearance. 

2.2.1.2.1. Managing the Place of Service 

Kotlt!r and Roberto ( 1989) state that the physical space can enhance or undermine the task llf' 

meeting the target adopters' expectations. The place can al ·o either be accessible 01 

tnaccessible, appealing or unappealing. This can be with respect to physical exkttors and 

intcri01 s as well as atmosphere or ambience. In a ·tud ·on 'ocial marketing Str.tte~.ties f'nr 

Campus Prevention of Alcohol and Other Drug Problems, Robert Zimmerman ( 1997) n~cngnizes 

the importance of environment in promoting pecific behaviour nvimnment in this L'asl.! bl.!itU.!, 

the prevailing social norm and expcctancie , poli ie nd 1 r edun.:~ . StntL' •il:s aimL·d at 

hanL!in ' the environment in a wa a to pr m t th d it d b h tVil ur or .tttitudl l hall"L' l an 

al o b · impl m ·ntcd. 
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2.2.1.2.2.1. Channel Levels 

Kotler and Roberto(l989) state that varying channel levels exist depending on number of 

intermediaries. A social product can be a message that can be directly communicated from the 

change agent to the target adopters, or through one or more intermediaries. In the case of REAP 

Project, we have the project staff, the input suppliers, extension workers, exporters, forming a 

network of intermediaries, as they all in one way or another communicate and emphasis the need 

for farmers to play their part in order to enhance profits. Intermediaries are used because they 

are perceived to add value and hence work towards the goal better. Kotler and Roberto ( 1989) 

have recognized that availability of resources determine the number of distribution channels, it 

therefore becomes necessary to optimize on their use. 

2.2.1.2.2.2. Channel Position, Role, and Conflict 

Kotler and Roberto (1989) state that the various intermediaries in a distribution network may 

have different goals, and hence there may be conflict In theca e ofR AP model the various 

stakeholders may feel there are being taken advantage ofby the othet, fore ample th • CatnH.:t 

may f'c.!el the farm manager is not playing their part sufficient! and vice versa. The t~umcrs llH\ 

f'c.!t!l the input prices are not good enough. The input supplier rna feel that thee ·poners haw the 

best deal in the whole process. 

2.2.1.2.3. Di tributing an Intangible Product 

K tlc1 a11d Robct to ( 19gCJ) rcco mizc the medi th • m in li tt ihution L h.llli\L I t'nt int,ltll!bh: 

cia! PI oducb. 'I hi!> can be in the variou m i 
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product base. In REAP the tangible product base is the increased income emanating from 

improved quality and quantity of crop leading to increased profits. 

2.2.1.3.1. Managing the Monetary Costs of Adoption 

ln economics price is inversely related to demand, therefore costs of adoption of a social product 

will affect the adoption rates and levels. The higher the opportunity cost of adopting the new 

farming technique by the smallholder farmer, the lower the adoption rates. Robert Zimmerman 

( 1997) recognizes that adoption of new behaviour requires the support of an environment that 

seeks to minimize the costs of adoption. Keith L. Andrews et a! ( 1992) narrate how the 

Zamorano Integrated Pest Management Program in Honduras minimized perceived costs of 

adoption by developing culturally sensitive research and training techniques by hiring the 

services of anthropologists in their work. 

2.2.1.3.1.1. The Marketing Functions of Pricing 

Kotler and Roberto ( 1989) describe price as having various function; 

• One is the purpose of accessibility, in which ca ·e the price ha · to be reasonable erwugh for 

target adopters; 

• The price will also be used for positioning purpo e whereby social marketers haw to be 

careflrl the price does not work again ~ t the po itionin • of the product, for e ·ample a ltn\ 

price is associated with cheap product , 

• Jl • 
rrc • can al. o he u ed to clcmar k t pr u t, b • 1 u in • cl m n I\ hlll it is tnu hi •h than 
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2.2.1.3.1.3. Method of Price Setting 

The method needs to consider the costs, the prices of competitors and target adopters sensitivity 

to the price (Kotler and Roberto, 1989). 

2.2.1.3.1.4. Factors Affecting sensitivity to Prices 

Target adopters will be less sensitive to price when a product is unique, when they are unaware 

of any substitutes, when the cost is way below their income, when benefits outweigh the costs 

and other various scenarios (Kotler and Roberto, 1989). These factors can help guide in 

effective pricing of social products. 

2.2.1.3.2. Managing the Non-Monetary Costs of Adoption 

Non-Monetary costs nomarly will fall in two categories (Kotler and Roberto, 1989); time costs 

and perceived ri sks. 

2.2.1 .3.2.1 Time Costs 

In the case of' REAP, time costs to farmers will be in the time SRent meeting with th ' ot her 

f~umers , time spent in being trained and any other time spent on the PU farms instead ~)r going 

about their businesses. Time costs can be reduced by keepmg of time in appomtment" to r •due · 

waiting time in the process of carrying out various roles, and this will include the appointment 

time with R AP project staff. 

2.2.1.3.2.2. Perceived Ri k 

"I he c can he p ·ychological rish, .social ri k~, nd ph •j I ri k (K th.:r and Rt)bl:t tn, ll),'l)) In 

theca of'RI;.AP, the ri k i t' hi h lllll cdl• tht: lwndits that 
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target group is made aware ofthe benefits of the behavioural change required through 

communication (Robert Zimmerman, 1997). In the case of REAP this is clearly evidenced in the 

way the farmers are targeted, mostly through word-of-mouth, through extension and training. 

For REAP case therefore, selective communication is appropriate. Keith L. Andrews et al 

(1992) believe that farmers will be best able to adapt to new practices if they understand the key 

concepts, hence the nature and level of peasant knowledge needs to be understood first before 

designing the extension programs. They further admit that for partnership with farmers to be 

fruitful , there is need to honestly confront the limitations as well as appreciate the strengths of 

indigenous technical knowledge, just as there is need to be realistic about what researchers 

understand and can do. 

2.2.1.4.1. Selective Communication 

Kotler and Roberto (1989) describe selective communication as that which is able to inform and 

persuade a predetermined set of target adopters in an interactive and flexible way Normally this 

ts applied to supplement ma s communication . 

2.2.1.4.2. Personal Communication 

Kotler and Roberto ( 1989) recognize that promotion of social products depends hem il nn th · 

quality of mterpersonal communication. interaction. and service provided. 

Kotlct and Roberto ( 1989) define per ·onal communication a involvin, intense interaction, 

which entail flow of rnes ages that include in ormation in tntction. pet suasion, advice and 

lllotivation, and provi ion of assi tan and ~ J"\~ 

1 a powerfltl promotional tool that e 
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The type of audience determines the personal communication strategies to be applied (Kotler and 

Roberto, 1989). They describe several personal communication strategies, namely, outreach 

strategy, education strategy and word-of-mouth strategy. 

+ Outreach Strategy is the instance where the communication is on one to one basis, between 

the personal communicator and individual target. 

+ Education Strategy is where case the personal communication deals with a group of people. 

+ Word-of-Mouth Strategy is where the message is passed on from one target adopter to 

another. The risk involved here is the message distortion. Remedial measures can be to 

simplify the message as much as possible. 

2.2.1.4.3. The Message 

In personal communication, the message can be univer al or varied. However, how th message 

is selected and presented does affect its effectiveness (Kotler and Roberto, 1989). 

Appropriateness of the message is dependent upon the type of target adopter·; whethet highly 

motivated to try the product, or whether varied in needs and levels of moti at ion (Kotler and 

Roberto, 1989) 

Personal communicators need to empha is wh t th t, rg t doptcrs' ant in thdt commumcation 

(Kotlet and Roberto, 1989). Therefor in llin • th produ ·t th :need to st. rt with tht! benefits 

to tht.: consumers. 
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personal communicator1
. On the other hand, they also describe five customer interaction styles, 

which depend on the concern for the salesman and concern for the purchase2
. 

Table 1 The Sales Grid 

1,9 People Oriented 

\. ~ I am the customer's friend . 
9, 9 Problem Solving Oriented 

I consult with the customer so 

as to inform myself of all the 

needs in his situation that my 

product can satisfy. We work 

toward a sound purchase 

decision on his part, which 
yields him the benefits he 
expects from it. 

::t:: I want to understand him 
and respond to his feelings 

and interests so that he will 
like me. It is the personal 

bond that leads him to 
purchase from me. 

5,5 Sales Technique Oriented 

I have a tried-and-true routine for getting a 

customer to buy. It motivates him through a 

blended "personality" and product emphasis. - ___ __.____ --:- -

I, 1 Take-/t-or-Leave-It 9, I Push-the-Product Oriented 

I place the product before I take charge of the customer 

the customer and it sells and hard- ell him, piling on all 

~ "5tself as and when it can. the pre ure it takes to get him 

~----~~-------------------~--------~to buy. 
Low High 

( 'uncem fur the Sale 



Table 2 The Customer Grid 

·~ 1, 9 Pushover 9, 9 Solution Purchaser 

'£?:) When a salesman who likes me I have already surveyed my general 

..... :-:t recommends something, it must needs, and now I am looking for the 

~ be good. So I am likely to buy specific product that will satisfy t11em 
~ 
~ it. I seem to buy more than I best at the price I can afford. 

:::1 need, and many things don't suit. .... 
(..) 5,5 Reputation Buyer 
~ 

~ The best guide to purchasing is other people 's 
..... experience, tested over the long term. A product's 

~ ;;:: prestige can enhance m.J'_ own if I )Urchase it. 

..... 1,1 Couldn't-Care-Less 9, 1 Defensive Purchaser 
~ 
(..) I avoid salesmen if I can. Seeing No salesman is going to take 
:;::: 

c3 them is a bother. If there's any advantage of me. Instead, I'll 

~:sk of my being wrong, the boss dominate him and, if I buy, get as 

::: r someone else had better okay much as possible for every dime I 
0 

.....l 1e purchasing decision. ~end. 

Low High 

Concern for the purchase 

2.2.1.4.4.2. Relationship Marketing 

Relationship marketing is concerned with building ·upportive relation hip ' with target adopters 

over time (Kotler and Roberto, 1989) Through these relation hip , the per ·onal communicatot 

can discover the needs of target adopters, and also come up with alternative olutions leading to 

discovery of the optimal solution. 

2.2.1.5. PROCESS 

The process as a tool of social marketing i about g tting t r • t , dopters to act pos1t1 c1 tl) the 

ucial product by adopting it (Kotler and Rob no. 1 

promotional incentives uch a fr e ampl • r inHl •c:m nt from th t. t •ct adopt rs 

r.t ur ,un: n Zdt ham I. and leadin • to tri, I , doption K 

Betry( I 1JX 5), th r c·i t t ot•p 
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own advantages and 1disadvantages. Social marketers need to seek a balance between the two to 
,, 

achieve optimal efficiency and at the same time achieve effectiveness. 

2.2.1.5.2. Pressure for Immediate Action 

Kotler and Roberto (1989) note that target adopters can be prevented from adopting a social 

product because of several reasons. For example, there could be lack of opportunity to carry out 

the intention or limited capacity to do so, and time constraints. Lack of opportunity could be 

lack of distribution outlet when the adopters wants to sample the product. There could be lack of 

time or lack of monetary resources to enable the adoption ofthe product. In the case of REAP 

this can be said to take place when farmers fail to find time to attend formal training sessions. 

The project has tried to mitigate against this constraint by offering on-farm extension service. In 

this way the farmers are able to learn as they work in their farms, hence enhancing adoption 

(Odo, 2000). 

2.2.1.5.3. Participatory Adoption 

Participation empowers target adopters and helps enhance long-term adoption of a socia l product 

(Kotler and Roberto, 1989). Robert Zimmerman ( 1997) recognizes the importance of student 

participation in the development and review of campus policies on alcohol and dmgs Keth L 

Andrews et al ( 1992) describe how agencies achieved high adoption rates or their technologies 

with smallholder farmers in Honduras. The new technology \ a. on u. e of organic fertilizers and 

soil management for human development. Thi wa becau. e of their p, rticipato grassroots 

approach. 

'J ar •ct adopters are driven to participat b ' n u m 

th ·motive. a li.>r e ample t c 
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trust. It is a challenge for the social marketers to identify condition ideal for participation to 

flourish 

2.2.1.6. PERSONNEL 

Kotler and Roberto (1989) state that the importance of service delivery is such that it supports 

adoption process from start to finish. 

2.2.1.6.1. Satisfying Target Adopters 

Kotler and Roberto ( 1989) explain that satisfaction of target adopters is a function of their needs 

and expectations as well as social campaign performance. The latter is subject of the quality of 

the social campaign's personnel, the place, and the process. In the case of campus alcohol and 

other drugs use prevention, Robert Zimmerman ( 1997) explains the importance of the educators 

serving as role models as well. Target adopters are keenly aware of double standards. According 

to Parasuraman, Zeithaml, and Berry ( 1985), there exi ts tive types of expectations that target 

adopters have of personnel; their responsivene s, competence, courtesy, credibility and 

sensitivity A participatory assessment with Zambia farmer' (Paul et al, 1997), howl!vcr 

attributed low success of extension service to youthful extension workers who seemed 

tnexperienced Paul et al ( 1997) further reiterated that youthful extension \ orkers whn sce111ed 

Incompetent led to low participation of Zambian workers \ ho perceiYed e. ·tension ser icc as 

basically non-existent. Kotler and Roberto ( 1989) tl1rther e. ·plain that social marketer do us· 

target adopters evaluation of service to enhance oci, I c, mp ign ' s tTe tivcness. 

2.2.1.6.2. Managing rvic Per. nn I 

(rood personnel attract tar, t ad pter • hil th h h th ntr. r · (KlHkt and 
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2.2.1.7. PARTNERSHIP, POLICY, POLITICS 

Kotler and Roberto (1989) recognise the importance of mobilizing influence groups to enhance 

effectiveness of social campaigns. In a public issue, these influence groups can be churches, 

non-governmental organizations, consumer organizations, governmental agencies, and 

educational institutions. These groups can be described as gatekeepers, opinion molders and 

pressure groups. Kotler and Roberto (1989) go further to classify influence groups as allies, 

opponents or neutrals. Social marketers can use influence groups to enhance their social 

campaigns. A program to stem drug and alcohol abuse in schools and colleges in the USA 

clearly recognises that its successes will depend on strong college leadership, with ability to 

build strong coalition of both on-campus and community interests (Robert Zimmerman, 1993). 

Robert Zimmerman also recognizes that bars and social clubs in the vicinity of campus can have 

powerful influence on student behaviour and hence it would do well to involve them in 

promoting responsible drinking on the part of students. 

2.2.1. 7 .1. Market-Motivation Approach 

Kotler and Roberto (1989) explain that the various type of int1uence groups arc motivat d by 

varying factors . Allies could be motivated by a need for responsibility, responsiveness or 

practicality. In the case of Honduran smallholder farmers and the succe , story of adoption of 

organic farming technology, Keith L. Andrews ( 1992) recognized that the Honduran public 

sector which began emphasizing similar technology went a long ' a in am.tmenting the 

intervention by non-governmental organization . Furthermore, the partnership or s era I NGOs 

in this program also contributed in a mcjor a ' to hi •h nd . uc csstul. doprion r. tes of the new 

technology. The uperior technical kill in p · t m n m nt nd th~: . bilit. to discuss and 
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Our technical collaboration with smallholder farmers is based on learninK what the 

people know and what they don 't know, figuring 01it what they need to know, 

teaching it to them in a way that is consistent with what they know, and then learninK 

.from them as they synthesize new ir~formation with old knowledKe. 

On the other hand opponents can be motivated by self-interest and or fear of change. 

Understanding influence groups motivations aids social marketers in formulating strategies to 

mobilize them. Kotler and Roberto (1989) give the example of AIDs prevention campaign 

where the need for privacy on HIV status for infected persons conflicts with the need for those 

who are virus to protect themselves, for example surgeons. 

2.2.1. 7.2. Power-Politics Approach 

Kotler and Roberto (1989) point out that winning influence groups support is more a case of 

power than market motivation. Winning an influence group 's support is more oft en a case of the 

art of politics 

2.2.1. 7 .2.1. Sources of Power 

Social Marketers may seek to win over the support of influence groups through an one or 

combination of five bases of power (Kotler and Roberto, 1989). These are re\ ards, coercron, 

expertise or information, legitimacy and pre tige. 

2.2. 1.7.2.1 trategi of Power 

Strate 'ie!-i refer to th how of ppl 'n • th 1 \ cr ll influtn ~: .m inthh.:llu.: 'll)llp 
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CHAPTER III 

RESEARCH METHODOLOGY 

3.1 Introduction 
This is an exploratory research as it seeks to define the extent of usage of social marketing 

strategies in the REAP Project's efforts to convert the smallholder farmer of Kibwezi into a 

commercial farmer. This Chapter considers the population of study, sample selection, and the 

data collection methods used. 

3.2. Population, Sample Selection and Size 

The population under study consisted of small-holder farmers who were members to the five 

Production Units. All the five groups were currently the target market for the REAP offering. 

The other stakeholders were also interviewed using a structured and undisguised questionnaire. 

These were the input supplier companies and partner like H rticultural Development Authority 

and Ministry of Agriculture. 

The researcher used judgmental and convenience- ampling method to arrive at the fi 

production units' small-holder members who formed the focu groups s much u · possible the 

office bearers were part of the group, ince by virtue of their office, the. had a higher 

understanding ofthe REAP offering to the farmer than the others. The also had higher lit 'racy 

levels and a better grasp of the interview languag , ' hich' • s. mi. ·tun.: of nglish and 

Kiswahili 1 he member hip to ach focu:-> •roup diff red • nd r. n • d bd\ en 5 tn I 1 m 'mbcrs. 

Lo •istical dinlculties did not rnak it p I Ill I Ill 11\ll I I l b pt • l'lll 
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' II 

The above constituted the .important entities whose perceptions and attitudes would define the 

' 
extent of social marketing strategies usage. As noted in the introduction social marketing 

strategies are best considered in terms of the social marketing Cs instead ofPs. These are 

Consumer wants and needs for the Product, Cost to satisfy these wants and needs as the Price, 

Convenience to obtain satisfaction as Place and Communication as Promotion. Hence social 

marketing strategies are best considered from the consumers' viewpoint, which is best 

determined through investigating their attitudes towards the Product being offered by REAP. 

Attitude affects behaviour, hence change in attitude will lead to behavioural change. 

3.3. Data Collection Method 

Data was collected using focus groups discussions with the smallholder farmers. A discussion 

guide was developed to guide the discussions. The discussion guide was structured such that it 

addressed all the elements of social marketing tools. An undisguised and structured 

questionnaire was used for personal interviews with stakeholder representatives. 

The difference between the production units provided ufficient heterogeneity for focus group 

discussion purposes in that their length of association with REAP differed The ditr ring 

geographical locations also brought in environmental differences to the group', making the 

threats or opportunities each group had vary. The different groups were at different stages of 

growth development. These differences aided in bringing in a \ ide spectnun of insights . 

Membership to each group provided ufficient homo 1 neit ' for commonness of insights and 

experiences . Thus each group member hip \ fairl 'in •reemcnt o cr issues du, to theu· 

experiences. The member hip in man c 

rncmbcrs even before R AP Pr ~e t b un. 

in e thi 

p nn d 0 \ cr rd tionship that . isted bet\ c n the 
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Each group meeting took an average of one and half to two hours. The meetings for discussion 

took place at each PU' s farm, mostly under a tree shade. 

At the beginning of each focus group discussion, the purpose for the research was explained. 

The researcher explained that besides being a university project, the results ofthe research would 

be shared with CARE Kenya and that the findings may aid in improving their horticulture 

marketing program. The members present were very willing to participate in the focus group 

discussions. 

The Focus Group Discussions were moderated using semi-structured and open-ended discussion 

guide which was aimed at bringing out as much as possible from the farmers groups, in terms of 

their perceptions about the REAP concept or offering. The statement/questions were structured 

and ordered such that they brought out issues pertaining to each social marketing tool, and also 

avoided repetition, especially where a question addressed different social marketing tools . 

lienee the discussions guide addressed the Ps of marketing from the viewpoint of the consumer 

who is the farmer. 

The undisguised, semi-structured questionnaire u ·ed for personal interviews with th partners 

representatives was aimed at bringing out their perception. and attitudes as partners in th whole 

project. The partners' attitudes were mea ured to detem1ine their attitude towards the 

relationship using Likert Summated Rating. There. earch r' ·as, ssistcd in these 'partner' 

interview by an assistant, since ome of the p rtner ' er~.: not in ot1ic , t the tim~.: of data 

collection . However the researcher her elf mod rat d II th~.: fiH: focu •rt)ltp discussions , 1t h 

the Hmner~' •roup , 



CHAPTER IV 

DATA ANALYSIS AND FINDINGS 

This Chapter has classified findings according to the various social marketing strategies. The 

following sections address the tools as follows; Product, Place, Price, Promotion, Partnership­

Policy-Politics. Process and Personnel have been absorbed in the initial 4Ps. 

The moderator wrote down notes on issues that came up during the focus groups discussions. 

The issues that came up were later coded or classified according to the social marketing tool they 

were identified with. The discussion guide was designed to address the Ps of marketing 

systematically. However during the discussions issues came up that either addressed several 

marketing tools at the same time or even related to previous discussions on other marketing 

tools. However, as much as possible, notes were taken and classified with each tool during the 

discu sion. 

The personal interview with the partners using structured questionnaire wa · conduct •d on a on~ 

to-one-basis, data coded, ranked and analyzed 

The following point summaries are the findings from the focu. group discussions . lt !'hould be 

noted though that the different farmers group are at different ta •es of developm "nt , luch 

aftected their perceptions of the R AP offerin . 

4.1. The PRODUCT 
Consum r' want uuJ n cis 

th t m II h nt 'il" 

11 m t nt 

I b 11 P 



+ the credit facilities provided to run the farm operations, for example credit for input supplies, 

installation of irrigation system and purchase of pumps for pumping water, 

+ business training, 

+ technical advice, 

+ employment in that farmer themselves are paid wages as they work in the farms, 

+ export contracts which serves as link with market, 

+ the presence of farm managers who provide advice on day to day running of the farm. 

Farmers reported that other organizations did exist before REAP came to be, which provided 

similar benefits, albeit to a lesser extent. They cited Kibwezi Irrigation Project (KIP), FPEAK, 

and other smaller non-governmental organizations (NGOs) . One group explained that some 

large private horticulture farmers did provide employment in form oflabour. However the 

farmers were all in agreement that REAP's benefits were far more superior and comprehensive. 

They felt REAP was more serious in its service provi ion. For example, R AP followed through 

in loan repayment, whereas previous N Os which provided loan hardly followed up to ensur 

the money collection. REAP training was much more superior and comprehensive. lit wever, 

one organization, KIP was more superior in extension ervice provi ion KIP formed small 

groups of farmers who managed demon tration plot . Input supplies fo1 these demonstration 

plots were provided at no cost to farmers, as well a continuous e:tension ser ice. fh s plots 

were small , the size of a quarter of an acre each, and hence not large enou 1h for commercial 

Hmning application 
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+ They make work to be easy through equipment supply, 

+ They contract the tractor, 

+ Introduced modern technology, e.g. sprays, pumps, hydrants, use of pipes, spacing of plants. 

+ Different variety of crops, 

+ Different planting methods, 

+ Different methods offertilizer and chemical application, spraying, 

+ Different methods of land preparation, 

+ Linkage with market through contracts with exporters, input suppliers, private service 

providers e.g. tractor owners 

Each of the group acknowledged receiving similar benefits during similar stages of development. 

Hence group development is a process that happens at the beginning and entails the farmers 

defining their own needs as well as the solutions, with facilitation from REAP staff. The initial 

training is intense, before the group agrees to sign the memorandum of understanding that binds 

them to partnership with REAP. Later on, the groups are suppo ed to receive services as they 

demand them, and pay for them. The farmers do not alway · go for these ·erviccs, sine • t h ·y an: 

at a cost. The farm manager, who is paid for by the farmer · is often bu ·y ·eeing to the IH!l!ds of 

the farm . There is ever-increasing disenchantment of the farmer due to lack of the antic1pated 

1ncume. 

hom the farmers responses, it is quite apparent that tht.:y apprcciat ' , nd value what the. learn 

ti·urn REAP in matters of farming and m, rketin , net thi i 

of produce. However, they are yet to achi v th ir ult im t 

1nainly hccaus they h ve not b n bl ntiti I lllit d I) fultilthl , plH I 
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+ The newest group, Masimbani stated that income had not yet been realized because the group 

is new and is just in its initial planting stages as well as bush clearing. 

+ Another group, Wololo wa Thange, stated that their expectation has not been achieved yet, 

except once in February 2002 when they were paid dividends. They recognized labour 

payment as income, though only one member provides direct labour to the group farm. 

+ Mtito Andei is also one ofthe newer groups, with a recently installed irrigation system. They 

also have not realized any dividend income yet, though most of the members provide direct 

labour to the farm, hence earn labour wages. The labour payment just started in September 

2002, just two months before the focus group discussion. Production has been very low as 

the irrigation system has just been installed . Hence it is too early to talk about expectations 

being achieved. 

+ Masaku Ndogo is the most developed of all the five groups Within a period of fifteen 

months, the group had received dividend payment three times, totaling k ·h · 22,000 pet 

farmer. However, since the last payment in June 2002, there ha · been no fi.athe1 dividend 

payment, perhaps because since October 2002, the group had started repa ment fo 1 the 

irrigation system loan at a cost ofkshs.350,000 per month. Th group has 30 members . 

Members noted that before REAP came to be, the '' re e ch earnin ran a eragc of between 

kshs.JOOO and kshs.4000 from their maller roup fc rm th t ·istcd bdl.11 , thmu •h sales to 

broker!) . ' I hese small group con i ted o ' nt ft urt nm mhl:Js. 

+ Mtakuja(,,,in(Jrow r tat 11 t l " l hi \ d .It Ill I h \' h:t\1 • 
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very knowledgeable, friendly and competent in their work. However, REAP staff need to 

improve on timeliness. For example, the farmers felt let down by delays occasioned by REAP, 

for example late delivery of input supplies from private companies. It was REAP' s 

responsibility to ensure these arrived on time. The same also applied in appointments for 

meetings. Farmers often have to walk long distances, hence delayed meetings made time a very 

costly factor for them. 

The farmers ' groups' felt that REAP demands very high standard performance from farmers . On 

the other hand the service REAP provides is of very high quality. However REAP extension 

provision is not sufficient, visit to the farmers groups are too few and far between. The farmers 

also determined that REAP does need to be more sensitive to farmers ' needs. They felt that 

REAP was not sufficiently responsive to their needs. For example, the cost of some benefit like 

credit and management support was seen as too high. 

4.2. The PLACE 
onvenience to obtain satisfaction 

4.2.1. Distributing a tangible product 

Farmers pay for the various benefits they receive from REAP through deduction fro m th · 

proceeds of sales of horticultural produce. The co ts are credit at the prevailing bank rate or 250,0 

per annum, management fee at 10 percent of profit ·; alaries for the farm manager, "ages fo r 

farm labour; payment for loans advances for purcha e ofinput supplies: lease ofland: hiring or 

tractors and other services as may be required. Farmer are 'en~.:rallv unh. pp • \ ith the 

deduction of all these cost at ource be 

to pay dividends to th m. In man ofth 
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+ Masaku Ndogo felt interest, which was abnormally high, and management fee should not be 

charged at source, depriving farmers' dividend income. They felt the bank interest rates were 

prohibitive. 

+ Mtakuja Grain Growers were not happy with management fee, farm managers salary and 

interest payment. They felt only labour should be deducted at source. They proposed that 

dividends be paid on a monthly basis to motivate the farmers. 

+ Wololo wa Thange had no alternative suggestion to the current mode of costs deduction at 

source. 

+ Masimbani did not have any definite opinion on the problem with the current mode of 

deduction of costs at source. They are a new group, which had not reached the stage of 

participation in the export of horticultural produce from their farms . 

4.2.2. Distributing an Intangible Product 

As described in the literature review, the REAP model entails also linking Hmners to private 

service providers. The main ones are the input supplier and e. ·porters. Farmers reported to 

having not had much of direct interaction with input suppliers and e. ·porters On a r~, 

occasions, input suppliers like Twiga hemical Limited h, 't: held demos on f'rtilizcr and 

chemical usage as part oftheir product promotion cti •itic .'uch t.:ompanics can be described 

as otlering a channel level to the pro i ion fth t, thllu d1 its. criviti~.:s 

'J h · farmer 
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4.3. The PRICE 
Cost to satisfy the wants and needs 

4.3.1. Managing the Monetary Costs of Adoption 

Most ofthe groups felt that the costs of land clearing, interest rates .and management fee were 

very high. It was generally agreed that labour costs, managers costs and land lease were 

reasonable. One group thought that managers costs were high, and that the time spent in 

meetings is also costly item. 

Four out of the five groups felt that the fact that other NGOs in the past provided similar services 

to REAP at no cost did not affect their participation in REAP programme. They felt it is good 

for them to pay and not receive free handouts . This was with the exception of one group, Wololo 

wa Thange which thought this was an issue that affected their participation. 

4.3.2. Managing the Non-Monetary ost of Adoption 

Farmers generally felt that the delays they experienced, for example with input ·upplies wcr' 

within manageable and understandable levels. 

Fanners felt that there were threats to their \ ork \Vith R P: crop diseases, machine 

breakdowns, adverse climatic condition ·, floods, hippo • deJa.' ofinputs, casual labour bn cott 

due to payment delay, not meeting export contract , rej tion of rops b · e. porters (umdlilbilit 

of contracts). Payment delay wa main) 'oc a i n db ' th cumber om proc ss of obtainin, 

cash from RbAP project. ne group •d to 

the Rl ::. AP ollie·, only om tim 
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4.4. PROMOTION 
Communication 

The farmers felt that contact with REAP is adequate especially through the farm managers who 

were based at the farms. The farm managers are employed by REAP on behalf of the farmers. 

Hence the farmers consider them as part and parcel of REAP although, REAP manages their 

presence just like they manage many other tasks on behalf of the farmers. The farmers who 

provide labour directly to the Pus have almost a daily contact with the farm manager. The 

farmers also interact with each other during the course oftheir work and hence help enhance 

each others understanding of new farming methods. 

Farmers rated the benefit from REAP as all-important, especially, marketing, credit and training. 

The farmers felt that REAP had articulated the benefits very well to them and that they 

understood them. However, two groups cited that it is apparent that farmers may not have fully 

understood them, as the real tangible benefit expected had not been achieved 

All the groups agreed that in the beginning, REAP involved them full in defining thei 1 probl 111 

as well as coming up with proposed solution Thi wa clear! 'understood Hm e e1, the 

understanding may have waned, going by the diminished commitment b the t~umers. rhc 

farmers felt that REAP and stakeholders need to do mor follm ·-up and b more rcspnnsi e tn 

individual group problems. However in pite of all th efton m, de thl~ ~ p~.:ctation of increased 

income is yet to become a real it ne gr up noted th t mmun. I ' l 1 k i dillit:ult spl c1all 

when the1e are no immediate • in 
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reported that five .ou(ofroriginal35 farmers rejected the idea, Masaku Ndogo two out of32, 

Masimbani had four out of39 out, and Mtakuja Grain Growers had 15 out of36 leaving. 

The farmers cited other needs they perceive they have. They felt they needed credit for their 

other activities. One group even said they would like credit input for their small farms. 

4.5. PARTNERSHIP, POLICY, POLITICS 

Five partners were interviewed. Two of them were input suppliers, one was an NGO, a 

Parastatal body and a Government ofKenya Ministry. The results are as shown in table below. 

Table 3: Results score of attitude measurement using Likert Scale Rating 

Nama· ot Org•ni~A\ .. - <i:~. , 
. :. ·.::~::~:· ~~: code ····· {\:{'::::; 

... . . 

Times and Seasons IS01 

Kibwezi Enterprises IS02 

Horticultural Development Authority PT01 

Macosud PT02 ---
Ministry of Agriculture PT03 ' -

Statements 't 1801 IS02 PT01 PT02 PT03 Total max % 
;.'.~~~: rating 

Worki ng together wi th REAP is beneficial to your 5 3 4 4 4 20 25 80% 

o.-ganisatJOn 
Your organization stands to lose if you do not work 5 2 3 4 2 16 25 64% 

to_gether w1th REAP 
Working together with REAP will enhance your 3 3 4 4 4 18 25 72% 

organization' s knowledge, information, and hence 
expertise'! 
R.EAP is of social benefit to the people in its \\Ork '' ith 5 4 5 5 4 23 25 92% 

farmers'! 
Your or •aniz.ation ' s image will be enh, rlCCd b it 5 4 4 4 2 19 25 76% 

nssociation with the REAP proj t llld lu ttl Project 

does 
To me e. t nt KEAP 11\'iti affect U 4 2 4 3 2 ,-5 25 60% 

iorgrtnt t.ation ncgilll\ ely, e.g. discomfort ct 

Rl:.AP PrOJCCt II VI ties sup rt 1r or • mz 11 1 
. 5 3 5 4 4 21 25 84% 

business 
Toto I ~2 21 ta 28 22 132 175 75% 

moxlmum possmtc 35 35 35 35 35 
"PCrOontog~ rn~ 91% 60% 83% 80% ,63% 



+ Kibwezi Enterprises has the least favourable score of 60%. Responses to the open ended 

questions indicate that the input supplier does not collaborate with other organizations in 

their work with REAP. However, they recognize other input suppliers as competitors for 

supply of inputs to the production units. 

+ Times and Seasons have the most favourable attitude towards REAP out of the five 

respondents; 91%. The supplier is aware of numerous competing input suppliers. However 

the proprietor reported to working together with chemical and fertilizer manufacturing 

companies to promote production and also give supply discounts to the production units. 

They also work together with Kibwezi Enterprises especially in instances of chemical or 

fertilizer shortages. This teaming up is to enable better provision of service to the farmers. 

+ MACOSUD is a community development NGO It had an overall 80% favourable rating for 

REAP. MA OSUD reported collaborating with the Government ofKenya Ministry of 

Agriculture (MOA) and AM REF (NGO) in their association with R AP The N<iO report •d 

that MOA is the more important partner in R AP programming. The NGO believes that th, 

different organizations do share information and together inf1uence policies and approach. 

The NGO does not compete with any other organization as its roles is to \ ork to" ard th • 

uplifting of the farmers' living standard . which is the overall aim of R • P P10ject. 

• Horticultural Development Authority (H D ) i ~a go crnmcntal parast. tal. It had an m era \I 

favourable rattng for REAP of 83% ~I he re. p ndent rep 11 scV~.:I'll p. 11ncrs , ho , t)tk 

together with them and RE P. 'I he 

even Tana and thi Riv 1 l lit() dtul KIP,:.. the 1\\l)S\ 
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+ Ministry of Agriculture had an unfavourable attitude rating for the REAP Project, of 63%. 

The respondent recognized the roles played by KIP and HCDA, in the horticultural farming 

by the smallholder. The respondent rated the following organizations in order of importance 

in collaboration with REAP . These are KARl, HCDA and the Ministry. The organizations 

are independent bodies and hence do not influence each other. The Ministry rep01ted having 

no competitors in their work with REAP . 



CHAPTER V 

SUMMARY, CONCLUSION AND IMPLICATIONS 

5.1. Summary 

The main objective of this case study was to determine the extent of usage of social marketing 

strategies in the effort to convert the small holder farmer in Makueni District into a commercial 

farmer. Hence it was to determine where social marketing tools have been satisfactorily applied 

and where gaps exists. This was done through discussions with farmers to gain insights from 

their perspective, since social marketing is about changing the target market's attitudes and 

hence behaviour. Personal interviews were also carried out with partners, to also understand 

their attitudes towards REAP project and also other salient characteristics. 

A discussion guide was used in the focus group discussions with the farmers . Tt was based on 

the literature review and discussions with R AP Manager A ·emi-structurcd undisguised 

questionnaire was used with the stakeholders who are also partner, in the R AP social pn)duct 

marketing The data obtained from the discu ·sions was analyLed by coding to identiC similar 

themes. in line with the respective social marketing tools . The data on partners "as anal z ·d 

using Excel to develop a simple summary table which ·hO\ ed overallr ating b ·each partner. as 

well as the phrase they were all in most agreement ' ith. 

5.2. The PRODUCT 
ew way of marketing horti ultural pr du 
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REAP's social product has an important tangible product base which is increased income. This 

is the main expectation by the farmers . The fact that increased income has not yet been realized 

increases the complexity of adoption of the new techniques fully by farmers. This has been 

envisaged in their low levels of commitment. The farmers are not practicing the value they have 

agreed to in their agreement with REAP. This implies that the social product positioning has not 

been successful. 

More contact is necessary between REAP Project staff and the farmers. This will enhance 

extension and technical oversight of the farm manager. The farmers will need continuous 

interaction with REAP staffto maintain their motivational levels, as well as agree to delaying 

gratification, that is, to become more of risk takers by becoming more committed for future 

gains 

R AP project is addressing an under-filled demand since farmer also to a certain xtcnt have 

relationship with marketing intermediaries and brokers who purcha ·e horticultural products from 

them directly. REAP is addressing the need for farming techniques better than others. !low ve1, 

REAP is inferior in meeting the end-result of adoption with i a tangible benefit. The fi.um rs 

reported to earning more from their subsistence farming than from the Production mts unde1 

REAP. 

REAP needs to review how to meet the farmer at their O\ n lc cl The jump from :-;ubsistence 

farming to production units may have b en to forth f1 mt r to , :-;simi!, t~.; , c:-;p~.; iall. · , hen 

their expectation is not b ing met even a h ni ultu 
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5.2.2. Positioning the Social Product 

It is clear that the REAP social product is distinct but not motivating; distinct as the new 

techniques are exciting to the farmers, however, lack of income is demotivating. These means 

that the product positioning has not been successful as income levels have not increased. 

The farmers' image ofREAP is favourable . They recognise the personnel as competent and the 

REAP project as credible organization. 

5.3. PLACE 
Distribution Channels 

5.3.1. Distributing an intangible product 

Farmers are happy with the new way of marketing they are learning from REAP. They consider 

it superior to what other organizations have tried to impart to them in the past. This is only with 

the exception of extension services for some of the production unit ·, who have the advantage of 

receiving services from KIP They understand the REAP concept at the tage of group 

development, as they are involved in defining their problem as well a the solutions . lloweve1 

the prevailing business environment has not been very supportive. t the moment the costs of 

production are too high Cost of money is prohibitive and land cleating i. very e. ·penst c Other 

costs are also relatively high, such that it make earning of protlt · a long-term atlltir. y ct Co1 a 

business to be viable there is need to break-even e en in the hort-nm. 

5.3.2. Di tributing an tangible produ t 
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5.4. PRICE 

5.4.1. Managing the monetary Costs of Adoption 

Costs of adoption of a social product will affect the adoption rates and levels. The higher the 

opportunity cost of adopting the new farrning technique by the smallholder farmer, the lower the 

adoption rates. 

The cost of money, at the bank rate of 25% is prohibitive. Since all services provided by REAP 

to farmers are on loan, this becomes a major cost item. These services include supply of inputs, 

labour for the farms, land clearing tractor costs, farm manager costs, irrigation infrastructure 

costs are all provided on loan, which are payable with interest. Therefore even if a member of 

the PU works in the farm and earns a wage, he or she will have to repay back the money loaned 

to pay him at an interest. The farmers further observe that they earn more from their subsistence 

farming or other business than they do from sale of horticultural product though R AP PUs 

This implies that the opportunity cost of playing their part a required by R AP is too high. The 

costs of the benefit far outweigh the benefit according to them, hence their lack or commitment 

REAP needs to look at how to minimize these costs. One external factor. which utrects costs 

highly, is the high cost of money. Alternative ource of money at lower interest 1 ates net!d to 

investigated. 

R AP may need to acknowledge that until incr a ed incom thr u •h thl! REAP pm •ramml: 
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5.4.2. Marketing Functions of Pricing 

REAP will need to re-consider Price as a tool for setting its strategy. Currently its product 

positioning has been affected negatively by the high price to the farmers. Since REAP 's aim is 

to have the smallholder farmer adopting the new farming technique, then the project has to 

consider a price that serves the purpose of accessibility. In this case the price needs to be 

reasonable enough for the farmers. 

5.4.3. Objectives of Pricing 

In the literature review, it was noted that REAP's current objective of pricing is to recover costs. 

REAP needs to consider changing this objective to maximizing the number of target adopters in 

order to have more farmers becoming committed to their role. 

5.4.4. Method of Price Setting 

R AP does not seem to have real competitors, since their product is fairly unique. Other 

competitors only provide the product partially. They mostly provide only the tangible proclu t, 

that is, income, which seems to be the most important component of the wh le packa ;c to the 

farmers . For example, brokers are mostly concerned with buying the horticultural produce fi·om 

the farmers and paying immediately, they are not concerned in enhancing the fanning techniqu--s 

of the farmers . However, REAP does need to consider the adopters' sensiti\ ity to price From 

the discussions with the farmers, they are attracted to the ne' farming technique, hm e\ 1 th 

are highly sensitive to the price they have to pay. 

5.4.5. Managing the on-Monetary .o t. o \d pti n 
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machine breakdown or late supply of inputs can be improved by reviewing the problem and 

dealing with the issue, by improving the Project's effectiveness and efficiency. This can be done 

by reviewing the adequacy ofthe resources available. The Project will need to evaluate whether 

its resources match its responsibilities. 

5.5. PROMOTION 
Communication 

REAP has done well in communicating the benefit to the smallholder farmers . In all discussions, 

the farmers responded to being aware of their role, and the concept of the REAP model. In most 

of the cases, this was clear during the discussions. 

REAP uses personal communication with the farmers . This is a powerful communication tool, 

and this is evident from the knowledge the farmers have of the new technique. Personal 

communication entails numerous, diverse and continuous interactions The farmers ci ted that the 

extension by REAP staff is not sufficient, and would prefer to have greater contact wit h them 

This is currently hampered by the fact that it is a cost item and farmers are already constrai ned 

for money 

REAP has applied various personal communication strategies in its communication, hence the 

success They use outreach strategy, education ·trategy especial! ' at 'roup de\ elopment sta 'e 

and word-of-mouth strategy. All these combined are PO\ erful 

'I he smallholder farmers were hi •hi motiv, ted to tr ' th Rl.:. \P JtOdu t, inu: ll1l)st l)fth~.:m 

were cry enthu iastic durin ' the 
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REAP has done well in providing on-farm service to farmers through the farm managers. This 

reduces costs of adoption as farmers can learn most farming techniques while working at the 

farm . The farmers have participated in coming up with solutions to their problems because they 

expect a reward in form of income. The delay in income has served to reduce their participation 

levels. 

5.7. PERSONNEL 

As stated earlier, according to Parasuraman, Zeithaml, and Berry, there exists five types of 

expectations that target adopters have of personnel; their responsiveness, competence, courtesy, 

credibility and sensitivity. The smallholder farmers have described REAP staff as competent, 

courteous, and credible. They however need to improve on being responsive as well as being 

ensitive to farmers' needs. 

5.8. PARTNERSHIP, POLICY, POLITICS 

hom the few partners interviewed, R AP was regarded favourably by three out offivc One 

input supplier and the Ministry of Agriculture do not view REAP favourably ince the 

respondents are very few, it would be difficult to make any generalizations, ho' ever each cas 

can be analysed separately and any challenges thereof addre. ed to e. ch ~p citic en tit •. The 

HCDA and MACOSUD regard them ·eJve as partners with a common ~o. I, •ith Rt- \P 

However REAP may perhaps need to work to\ ard a hieving am )r • vot11. blc ~cnre tlnm th, 

Ministry since is the main Government body and imp rtant II • 

5.9. Overall Conclusion 

hom the ~onv 'I ntion with th rm r it i pp f1 nt th t th ulftllinn th i1 I< I in th<.: 

I T:. P 1 r '•tumm fir ut ll 
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The agreement with REAP requires that the farmers themselves provide the labour in their farms 

so as to provide sufficient labour and enhance production, and hence get closer to meeting their 

contractual obligations. 

One group, Mtito Andei has strived to have its membership provide labour. 29 out of the 30 

smallholder farmers reported to working in the PU themselves. However the farm has suffered 

from lack of proper irrigation system resulting in poor yield, hence low production. 

One other group, Mtakuja Grain Growers, state that they cannot meet their production chain due 

to insufficient land under cultivation. This group is wrought with internal problems hence they 

do not even commit themselves to clearing land. 

The oldest group, which has received dividend payment three times, has plenty of land under 

cultivation, however there is shortage oflabour The farmers themselves do not provide the 

labour. The farmers reported that cash for labour payment is normally delayed, hence the 

shortage of labour, lending to spoilage in good quality crop which i · not harve ted on time. 

The farmers understand the problems that lead to lack of succe s in the Pus . These problems 

may need to be faced using multi-pronged strategies. There may also be a need for R \P to add 

continuous evaluation of each PU performance with the P members them:elves. TillS ma · 

initially be with every crop cycle. In this way the course for succe:. and faihu es can be 

recognized at once and in a participatory manner, the f rmer n dell.: I mint: tht: ' a fot vard for 

the next crop cycle. 

5.1 0. Limitations of the study 
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+ It was completely impossible to meet some of the partner organizations due to their non­

availability at the time of research. These were especially the two exporting companies. 

+ Literature search was constrained by lack of social marketing studies in horticultural fanning. 

5.11. Suggestions for further Research 

The study has highlighted how social marketing strategies have been applied in the REAP 

model. The model specifies the role of the PU and CMU in order to achieve for successful 

marketing of horticulture produce. Relationships between income and the various variables 

affecting production can be studied. Income as a factor of all costs incurred by the farmer over 

time can also be investigated . Other variables would be competing interests like the individual 

smallholder farm and income therefrom. These studies would be best applied for each PU 

becau e each group is affected by different environmental factor uch a study would shed 

more light on the viability of the current REAP model and provide concrete proposals on how to 

advance it. 
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APPENDIX 1 

DISCUSSION GUIDE 

Usage of Social marketing Strategies in Changing Public Behaviour - A Case for "Rural 

Enterprise and Agri-Business Promotion Project 

DATE: ............... . ... ....... .. ..... . .. ... ................... . ......... . 

GROUP .................................. .... . .............. . ............. . 

MOD ERA TOR: ......................................................... . 

SOCIAL MARKETING STRATEGIES - Discussion 

I. PRODUCT 
I. 1. The Concept of Social Product 

+ Describe the overall benefit that REAP is offering you 

+ Did anyone else or organization offer similar benefits before REAP came to be? 

+ In which ways was REAP benefit better or worse than the other organizatlons'7 

1.2 . Positioning the Tangible-Product Base 

+ Has REAP introduced anything 'new' to farmer . that i , howL R P ditrer nt fmm others . 

+ What is the main benefit farmers expect fi·om R AP'> 

Po itionin' the Organiz tion tin 1 t unp i n 

• 

• b Ill t 



2. PLACE 
2.1. Distributing a Tangible Product 

• It is understood that several forms of costs are deducted at source, for example, management 

fee, farm managers, labour, interest on loan etc. Are farmers satisfied with this? Give 

suggestions on how else it can be done. 

• Do you (smallholder farmers) in anyway interact directly with suppliers and exporters and 

other partners? Explain. 

2.2. Distributing an intangible product 

+ At the beginning ofthe relationship between REAP and yourself(farmers), what was your 

attitude/perception/view of how the relationship would be? 

3. PRICE (managing the costs of adoption) 

1 I . Managing the monetary costs of adoption 

+ Among the items that have been identified as a cost to farmers (land clearing, interest 

charged, management fees , farm managers, land lease, labour) how would you view the 

costs in terms of being reasonable? 

+It is a known fact that most NGOs working with the farmers in the past provided most of the 

services free, does it make it difficult for you (farmers) to accept REAP '· way of charging n 

fee for all kinds of services? 

3.2. Managing the Non-monetary costs of adoption 

+Would you say farmers experience delays in receiving ervice from REAP'> 

+ What would farmers ay are ri ks (threat ) that th f rm~.:rs und\!r th~.: Rt· \P 

project Do they affect their participation? 

+ Wh, t other f.1ctor m, y hinder th · fann r fr m 1 r1i ip tin ull ' 

4. PI{() un 10 (through p I SCHUl ommuni( tion 
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+ Have these benefits been communicated sufficiently to farmers, ie. do farmers understand 

these as benefits? 

4.2. Execution of the communication 

+ Do you think REAP is as concerned with farmers making money out of their membership 

with REAP, as they are with the farmers being committed to their role in the REAP model? 

+ Are you farmers as concerned with you commitment to REAP model as much as you are 

with the money you expect to get from your horticulture produce under REAP? 

+ Do you believe that the initial discussions between farmers and REAP sufficiently involved 

them in articulating their problems as well as identifying solutions. Was communication 

sufficient? 

+REAP's service to farmers is well communicated, specific to needs, and farmers willingly 

committed themselves to the relationship at the beginning. Is this true? Explain. 

+ In the beginning, were there farmers who openly resisted what REAP was bringing'~ 

+ Are there other services that farmers would like that are currently not being addressed by 

R AP? 



APPENDIX 2 

PARTNER QUESTIONNARIE 

Name of Organization: .................... .... ......... ..... .. 

Business Type of Partner (supplier, exporter, etc): 

Date: ............................... . 

lnterviewer: 

PARTICIPANT INTRODUCTION 

Person being interviewed Name: ________ _ 

Position in the Organization: 

No of years of relationship with REAP (DATE BEGUN): _____ _ 

QUESTIONS 

1) Rate how much you agree with the followmg statements. 
-

Statements Strongly Agree Netther Di. agree Strongh 

Agree agree not D•sagn;c 
disavree 

~ -- - -
Work1ng together with REAP ts not 

beneftcial to JOur organu.ation 
Your organu.atton stands to lose if you do not 

work together with REAP -
Working together with REAP will enhance 
your organizatton 's knowledge, infonnation, 

and hence exP.crtise? 
REAP offers no social benefit to the people 

in tiS work with fanners? 
Your organi1 . .1tion 's image will be enhanced 

b) it a ociation with the REAP project , nd 

what the ProJeCt docs. 

To Ill c. tent REAP activities nffect ·our 

Otgiutization ncgati\dy, c.~. dtscomfort etc. 

REAl' PrOJ 1 a tivities uppon our 

Of'f.!,iUISI, II n's huStliCSS 
=---

··- ·-I.-

2) II , Ill th Ill 



disagree 

Ex'J)lain the rating above: ... ...... ....... ....... .. ............ ... .... .................. ..... ..... ............ . 

4) How do these organizations influence each other in their work? 

5) Arc there other organizations that compete with you in your collaboration with REAP? If Yes, name them. 

······· ······· ............... ··············· ... ······· ··································· .......... ............... . 

. . .... ....... ...... ... ··············· ......... ········· ................................... .
...................... . 

(>) What do you compete fore? Explain . 

...... ....................... ......... ······ ············ ························ ········ ......................... . 

···················· ······················································································ ...... . 

7) Dos your org;uuzatJOn team up with any other in order to work better with REAP for your mutual bt;m:tits' 

Y cs/No If yes explain 

······························ ·· ············ ············ ························ .......................... . 

.... ... ... .................................... ············ .........................................
...... . 



APPENDIX 3 - PRODUCTION UNITS 

Figure 1 Mtito Andei Production Unit 

The members are silting under a tree on their farm . 

Figure 2 Mtakuja Grain Grower Production nit 



Figure 3 Masaku Ndogo Production Unit 

The members during the focus group discussion with the moderator under a vegetable shed. 

Figure 4 Ma aku Ndogo Production Unit 
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A scene of the farm and okra crop that is ready for harvest amidst labour shortage. 

Fioure 6 Masaku Ndogo Production Unit 



Figure 7 Masimbani Production Unit 

Some members of the PU by the At hi River. These area is prone to flood during the rainy season 

Fi ure 8 Masimbani Production Unit 



Figure 9 Masimbani Production Unit 
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APPENDIX 4- PU CHARACTERISTICS 

Table 4: The Production Units and their general characteristics 

Name ofGrou 
Masimbani 

Mtito Andei 

General characteristics 

+ Seven members participated in the focus group discussion. 

+ The group has 3 5 members 

+ The group is one year old and the newest, formed in November 2002. 

+ The group is currently in planting and bush clearing stage. They have 

cleared 6 acres of land. 

+ All the members are takin art in bush clearin 

+ Seven members participated in the focus group discussion 

+ The group has 30 members 

+ The group was formed in December 2001 

+ Most of the members provide direct labour in the farm, and hence earn 

wages. 

+ The group has a newly installed irrigation systems that is experiencing 

---+---le_akag_e~_ affecting_ cr~roduction . 

Wololo wa + Five members participated in the focus group di cussion 

Thange + The group has 30 members 

Mtakuja Grain 
Growers 

Masaku Ndogo 

+ The group was formed in August 200 I 

+ Ve few members provide direct labour to the farm 

+ Five members participated in the focus group discussion 

+ The group has 21 members 

+ The group was formed in April 2001 

+ The group is experiencing many internal problem ' hich are great! 

ham erin the farmin r rocess. 

+ Eleven members participated in the focus group discus. ion 

+ The group has 30 members 

+ The group was formed in Jul 20 0 

+ Thegrouphas52acre oflandund r ulti· tin 

+ Onl one m mbe1 P.;.;..H;.;..) ..;..;j~...:.;d~ir~t~l ;.;;;b..;..;..;;.u.;...r --------



APPENDIX 5 

Figure 10: Map of Makueni District- REAP Project Area 

. 
·-<?-· 

j\;1' Athi River 
/\/ Tributaries 

• Major Towns 
Reap Production Units 

~ Phase1 
~Phase2 

CJ Divisions 
D District Boundary 

Map of Kenya 

r 


