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ABSTRACT 

The FMCG manufa ·tun.·rs :tf1" f.1 ·c.:d \ ith intensified competition, consumers who are more 

value conscious and kss I r.ltld lo ~.tl, dwindling product life cycles and increasingly powerful 

n:t.ukrs: this nll'.m th.H man new FMCG products fall by the wayside . Despite the critical 

nature f the pr duct-launch process, very little is known about what makes a new products 

bunch in the F lCG industry successful in Kenya. This study therefore needed to fill the 

gap by attempting to answer the question: What are the strategies used by manufacturers of 

P lCGs in Kenya when launching new products and to what extent do they use these 

strategies? The objectives of this study were to determine the strategies used by 

manufacturers of FMCGs in Kenya when launching new products, the extent to which the 

strategies are used and to determine which strategies are used for the different categories of 

products in the FMCG industry in Kenya. 

This was a descriptive survey aimed at determining the strategies adopted and used by 

F~lCG manufacturers when launching new products into the market. Forty seven FMCG 

Companies constituted the population. census study was conducted. Data was collected 

using semi-structured questionnaires. Data was analyzed using frequencies, percentage-, 

m ·an core and standard deviation 

·1 he findings of thi, ·tudy, revealed that the manufacturers of l•a t \foymg Con. umer 

(, d in Kenya · ten. i\·d · u e the Yariou. C\V product I.aunch :trategi · :uch ~\: 

tratt !il , promoti m tratt· !ie , pricin./ tratt' !ic , nd 

1 tnbut · n trat · !1 

ll 



Respondent apprehension was very high and it was difficult to get the responsible 

senior officials to accept to be inter 1 ':wed. They viewed the exercise with a lot of 

suspicion due to the ~ti t omp ·tition in the FMCG sector. 

There is adcqu. t • opportumty for additional research on other aspects of new 

product launch stmtegie uch as launching on the Internet. Other studies can 

explore the areas of the effectiveness of the various marketing strategies that are used 

for d1e product life cycle. 



1.1 Background 

CHAPTER ONE 

INTRODUCTION 

G lobali~ati n f the" rld economy which is the integration of economies throughout the 

world thr ugh trJ.de, fmancial flow, the exchange of technology and information and the 

movement of people has become of concern to marketers since the 1990s (Mubiru, 2003) . 

... \.ccording to the Kenya Economic Survey (2004), the trend towards more integrated world 

markets has opened a potential for greater growth and presents new opportunities for 

marketers. The paper further explains that this trend is towards increased trade in goods and 

services, increased capital mobility and increased faster cheaper communication and 

transportation. 

The fast-changing global business environment has led to more competition, increased 

choice, lower prices, lower margins, replacement of tangible assets with information, 

dramatically changing global infrastructures, from dependence to independence to 

interdependence, boundaries collapsing, market economies expanding i.e. deregulation and 

priYatization, telecommunications infrastructure investment i.e. analog to digital (World 

Economic Outlook, 1997). The Global Technological, nvironment transcends political, 

econ >mic, and cultural barrier , reaching into eYery corner of the Globe :\7o rld Fconomic 

()uti k, 1997). 'Ihe Political-Legal global en ironment has seen g vernmcnt attitude, 

t ward intern ti( n 1 tr' de change \Vith most cmbr,lctng trading Blocks for cxampl<.: 

ll • (1:-..c n mic uncy 20 H). 



Most organizations in Kenya haYe 11dopted various strategies in dealing with the challenges 

brought about by globaliz;ltion :md libcr;llization (Kibera and Waruingi, 1998). Such 

strategies arc cxportirv, whi ' h is ;I traditional and well-established method of reaching 

foreign m;lrkcts (Pt<lr · · .1nd Rf)\ inson, 1991). Licensing is another strategy, which essentially 

permits a comp.m}' in the t.rrget country to use the property of the licensor (Pearce and 

Robinson, 1991). 'uch property usually is intangible, such as trademarks, patents, and 

production techniques. The licensee pays a fee in exchange for the rights to use the 

intmgible property and possibly for technical assistance in exchange for certain performance 

(Kibera and Waruingi, 1998). 

Another strategy is Joint Ventures (Pearce and Robinson, 1991) whose main objectives are: 

market entry, risk/ reward sharing, technology sharing and joint product development, and 

conforming to government regulations. It is an arrangement where organizations remain 

independent but set up a newly created organization jointly owned by the parents Qohnson 

and choles, 2003). Foreign Direct Investment is anotl1er strategy that is used by foreign 

tlrms and this is where there is direct ownership of facilities in the target country (Pearce and 

Robinson, 1991). It provides a high degree of control in the operations and the ability to 

better know the consumers and competitive environment as well as direct advantages such 

.ls real co t economies in form of cheap labour, raw materials and tran port costs (Kibcm 

and \Varuingi, 199 ). Franchising is another strategy (Pearce and Robinson, 1991) where a 

P · i I t) pe of licensing 'lrr.mg •mcnt \vhcrcby the marketer prm·ides the product, 

or tradcm:rrk, but al o most of the marketing pr) .tm, for 

·m pr vid c mccntn t , h ttlin lin he u ·d pccitication >f 

pr·occ:ssc:s. nd t , d m.u-k t II it ul i ii ri .. ·1 h t .m hi h< >ld r 
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undertakes specific activities such as manufacturing, distribution or selling but the franchiser 

is responsible for the br,md n;\me )hnson ,md Scholes, 2003). 

1.1.1 New Product Launch 

New product 1 'lunch i th · bringing of a new product to market in a scientific and artful 

nunncr (lloltncs, 2004). \ccording to Holmes (2004), launching a new product is one of the 

most daunting challenges a marketer faces. A successful launch strategy is an integrated 

process that inYokes many areas of the business as well as critical internal and external 

marketing issues (Holmes, 2004). According to Stanton (1985) if buyers percieve that a given 

item is significantly different from competitive goods being replaced in some characteristic 

i.e. apperance or performance then it is a new product. There are several types of new 

products. orne are new to the market, some are new to the firm, and some are new to both. 

orne are minor modifications of existing products while some are completely innovative 

(Wikipedia,2004). 

• ·e\v product Launches are faced with various chaiJenges. A research by Janet chneider in 

conjunction with the University of Boston and I Iarvard niversity in 2003 found out that 

many marketers fall into the same trap of considering the launch of a product as a calendar 

date. In ddition, organizations tend to pend an inordinate amount of time and money on 

new pr duct and concepts in the development phm e, lem·ing fewer resources allocated for 

th 1, unch ph c. In thi tudy, they fOund that tr • ting the launch ph; e as an c. ·plicitly 

ntity 1 d t gr ... lt r uccc : S 1 percent compared to just 32 f erccnt of the 

ucc · ul pr duct. 



In volatile, ever-changing markets, mistakes can mean wasted costs in advertising, 

distribution and production c.'p ·nses, .\Swell ,\s damage to your brand name and equity. For 

manufacturers considering :\ Ill'\\' Llun ·h, the stakes are high. The cost of development, 

launch and tht assn ·i \1 ·d m.u·k ·ting support required to gain consumer awareness and 

,\cccpt,mcL' an: wupled '' ith th · fact that only a small proportion of new launches survive 

(Watson. 2004). 

1.1.2 Fast Moving Consumer Goods - FMCG 

Fast Moving Consumer Goods can be defined as the everyday goods and semces. 

\ccording to Engdegard (2004) fast moving consumer goods are those goods that are price

sensitive, mass-use goods that are consumable, packaged, and branded. Kotler (2003) refers 

to Fast Moving Consumer Goods as non-durable goods. In his definition Kotler (2003) 

v-iews F 1CGs as tangible goods normally consumed in one or a few uses, like beer and soap. 

According to tanton, (1985) FMCGs are referred to as convenient goods. These are goods 

that the consumer is willing to accept any of several substitutes and thus will buy the one 

that is most accessible. These goods includes groceries, tobacco products, inexpensive candy, 

drug sundries such as toothpaste and shaving <lCcessories and staple hardware items such as 

light bulb and batteries ( tanton, 1985). 

There ar various challenge faced in the F1 ICG industry. 'Inc key one is the Consumer 

bu} 'n b h, \ i r illu trat d by t:mt< n (19 5) in the ~1. tri.· below. 



Table 1: Consumer Buying Behavior of products and stores 

00\ ni nee Shopping Specialty 

Conv ni nc Pt I r.; mmt available Buys any brand but Prefers store but 
I rand at m0st shops around to get indifferent as to brand. 

acccssibl store better service and 
lower price 

Shopping Selects from Shops around wants to Prefers one store but 
assortment at most compare store factors wants to shop the 

accessible store and products assortment at that store 

Specialty Buys favorite brand at Has strong brand Prefers specific brand 
most accessible store preference but shops and specific store. 

that has that brand for best deal at stores 
carrying that brand 

~ource: Stanton, J William, (1985) Fundamentals of Marketing, McGraw-Hill, Inc. pp.154 

Consequently from the matrix above FMCGs must be readily available and accessible in any 

shopping area. FMCGs typically have a low unit price, are not bulky and are not greatly 

affected by fad and fashion ( tanton, 1985). ince FMCGs are consumed quickly and 

purchased frequently, the appropriate strategy is to make them available in many locations, 

charge only a small mark-up and advertise heavily to induce trial and build preference 

(Kotler, 2003). The driving force in 1•11CG ts immediate availability of goods ( tengel et al, 

2003). 

\t th rna level, the c lution o the F~f G industry would continu · to be driven by a 

numb f: ct rs. 'I11 c includ · ccon tmc \: th, \: hich would imp.tct lar 1 • proportions 

n thu rn r m n y in th · lund th c n urn ·r. ( han • m 

ht c m ttl n th J 1 ul, ti n nd thu th · m rk t ull · 1 o c1 ntinu to 

unp t th I• rdtn t l h mp. 1 



able to spot trends early and those that ar committed to continuous innovation and those 

that endeavor to delight the consumer h) meeting her chang-ing needs will lead and prosper 

in the future. Product :u1 eriorit • rn:tml'd \) ith a t~worable price-value equation will form the 

basis of winnm, initi.1th ·s in the corning years. As the retail environment changes and 

org;mi~cd retail t.tkcs ·h.trc th · second potential opportunity for value creation is in the area 

nf dtstnbuti n & .tvailability. Exemplary companies that have used distribution and 

availability differentmlly will achieve sustainable business growths. With an eye on the future, 

firms \vould need to take a leadership stance and invest in upgraded in-store infrastructure; 

in-shop and market level presence and thereby improve presence and availability. 

1.2 Statement of the Problem 

Thousands of new products are launched every year. However, only a few are successful. 

~ew product (or service) launches are key strategies for many companies to remain viable 

and competitive (Kotler, 2003). A successful product release means growth in sales, profits, 

and share, while failure means expense without payoff, and setbacks with trade partners and 

potential customers from which it can take years to recover. 

The l•MCG manufacturers are faced with intensified competition, consumers who are more 

value c n ·ciou and lc·s brand loyal, dwindling product life cycles and mcrcasingly p wcrful 

: thi mean that many new F~ICG products fall by the wayside (\1olian, 1999). The 

new pr duct l unch pha 

l) n well, I unch help 

n 

th n ·p it ail t 

i- a critical part of the t tal new product dcYcloprnent proccs:. 

, IlL'\ product rapidl ' ·stablish itself among its tar' t users l nne 

ll h tim , rn ncr, nd hurwm c.lpit, l th~tt :vent int } de' clnpin 

( hn ·id r 2< 02). 
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According to Frost and ulli,'an consultants of United Kingdom (2000), many new products 

arc launched into the market with little prior planning for targeting the customers, creating a 

sales strategy, developing a distribution str,uq,ry, training the sales force and integrating the 

competitive stratt'f •. This mist.tk · stgntf teantly reduces or eliminates any potential profit the 

product 111,1 · h.t\' · ·md r ,1tly incrc<L'>CS the sales development time. Sometimes, even well 

conceived, innm ative products or services fail in the market place. Often, the same 

thorough pLmning ~md execution that went into the development of the new product is not 

duplicated during the launch phase (Schneider, 2003). An estimated 35% of FMCG 

innovations fail to make an impact and are taken off the shelves in the first year (Roger, 

200-t-). Other challenges faced by the FMCG industry are stiff completion from cheap and 

substitute products, fierce consumer loyalty to their favorite brands. 

'tudies that have been done in the area of new products in the past (e.g. Wanjau, 2001; and 

Yinayak, 2001) have addressed the distribution processes, brand positioning or personality, 

the perception, and the challenges facing new FMCG products in the market. Despite the 

critical nature of the product-launch process, very little is known about what makes a launch 

new products in the F.:\.1CG industry successful in Kenya. 

This ·tud, therefore needed to fill the gap by attemptmg to answer the question: 

\'\'hat re the trategies used by manufacturer· of b\1CGs in Kenya when launching nc\ 

and to what extent do they u e the. e :tr ttegic:? 

7 



1.3 Objectives of Study 

The objectives of this stud · :vcrc: 

t. To dtttrminl' tlw stt.lt ·ptts used by manufacturers of PMCGs m Kenya when 

!.tun ·hinp n w prnducts. 

11. To determine the extent to which manufacturers of FMCGs in Kenya use the New 

pr duct strategt.es 

1u. To determine which strategies are used for the different categories of products in 

the FMCG industry in Kenya 

1.6 Importance of the Study 

The results of this study may be of use to the following:-

a. Manufacturers of FMCGs who may be able to borrow from best practice launch 

strategies in the Kenyan market 

b. Future scholars may also use the results ·as a source of reference. 



2.1 Introduction 

CHAPTER TWO 

LITERATURE REVIEW 

This chapt ·r r '\'tl: · · th · lit ·rature on vanous marketing strategies with emphasis on the new 

product bunch strJ.te ·e·. \X'tth new products, there is always a process for establishing 

consumer acceptance, though the time it takes to do this varies widely from industry to 

industry (Holmes, 2004), explains that it is hard to introduce new products in the cluttered 

world of packaged goods, without considering important issues for the launch of new 

products. This chapters seeks information on launching of new products in the FMCG 

industry. 

2.2 The Concept of Strategy 

Thompson and Stickland (1987) define strategy as the game plan management has for 

positioning the company in its chosen market arena, competing successfully pleasing 

customers and achieving good performance. trategy can be defined as the approach, gnmd 

design, plan, policy, procedure or program of action deliberately taken in order to achieve a 

pecitlc go I. Porter (1985) defines 'trategy as the commercial logic of a busin ss that 

de fin why ' l firm can ha,·e a competiti\'e ad' ;m tage. l Ie further explain tlut ~trategy is 

what • c mpany dr and ho-.; it actually p sitions i elf commercially and c nduc the 

c ffiJ tiri, l <ttl . trat ' i the dirccti n and sc p of ;m or ,miz,ttion m· ·r the long t nn 

n thr u 'h it c nfi r.1ti 111 ,f r ur · '' ithm 

rn t th n nd t fulfill • · ·h >1 tinn 

l 11 



According to Mintzberg (1994), trategy are presented as plan, ploy, pattern, position and 

perspective and some of their mtcrrcl.ltionships arc then considered. The Corporate strategy 

should be the marketing st .ltl'P, , for without a market there is no purpose for the 

corporation and no rnl · lnr .1 ·ort or.lte strAtegy, which would not deny any claim that the 

corpor.ttt strat -.~ · t.tk ·s .1 bro.1der view than the firms activities in the market place (Baker, 

l 993). Sm -c strate 'c decisions mfluence the way organizations respond to their 

cnnronment, trategy is a fundamental planning process. Schendel and Ilofer (1979) define 

str<ltegy in terms of its function in the organization. They assert that the purpose of strategy 

is to provide directional cues to the organization that permit it to achieve its objectives while 

responding to the opportunities and threats in the environment. 

_\ccording to Juach and Glueck (1984), strategy is a unified comprehensive and integrated 

plan that relates the strategic advantages of the ftrm to the challenges of the environment 

and that is designed to ensure that the basic objectives of the enterprise are achieved through 

proper execution by the organization. Pearce and Robinson (1991) deftne strategy as large 

scale, future-oriented plans for interacting with the competitive environment to optimize 

achieYement of organizational objectives. This is putting more emphasis on strategy as it 

relate· the competitive environment of the firm. ~fost of the defmitions cited above look at 

ne pect of str.1tcgy and there is need to look at a more comprehensive definition of 

t tcgy. 

cc rdin t t jlu · (1991), tmte cl t th · bu ' in sse th · organizahon is to be 

m r an d t rnun the m t nn o · I< n - t nn 

m n 1 n ntt 

rm u nt m tn b tl l 
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opportunities and threats in the firm's environment and the strength and weaknesses of the 

org;anization, is a coherent, unif ·ing .md intcgptivc pattern of decisions, engages all the 

hierarchical levels of tht t1nn (rnrpoctlt', business, functional), and defines the nature of the 

economtc contribution..; it tnt nds t< make to its stakeholders. From the definitions, it is 

ck.tr from th · autlwr·' pccpcctt es that strategy is incorporating the organization's future 

<IIH.l its ad.tpt.ttt n to ,1 turbulent environment. 

\ccording to \\'alkersands (2004), a strategy is a description of the manner in which a 

company or enterprise intends to gain a competitive advantage. Strategies describe actions 

airned directly at altering the strength of the enterprise relative to that of its competitors. 

~trategies should allow the enterprise to gain a relative advantage through measures its 

competitors will find hard to follow and allow the advantage to be extended even further. 

trategy development results from the continuous application and interaction of three 

fundamental thinking skills identification of elements and scope, analysis, and synthesis. The 

basic elements of a strategy for an enterprise are the market (comprised of customers, 

competitors and technology embedded in a milieu of social, political, economic, 

demographic and scientific driving forces for change), stakeholders, enterprise capability and 

cnterpri. e capacity. lne enterprise capability and capacity are defined by it projects, 

r sourc and culture. 

I It hly ucc ful pr duct launches are much more apt to be de cribcd as exciting, creative, 

r ardin and pr 1\ cxpcri nee th(m th ir lc · uccc. ful countcrp.trt~. The bunch 

ucc ful pr duct • I • r m r • likcl to b char:act riz ·d as 

t m tic, • nd > n i tic, ~rhil ucc ul pr du m 

It I t . nl :d -mv hm ( hn 1 

11 



2003). Organizations must be able to fuse business strategy with new product design and 

development to gain a competitin· edp,e in th ' marketplace. 

Competitive prodoct 
and strategic 

direction 

Changes in relative 
competitive 
advantage 

Changes in market 
success drivers 

Market 
::.: 

Movement 
':::: 

... 

.. ~:~:: . 

Competitive prodoct 
changes 

Competitive sales 
tactics 

Competitive pricing 
tactics New niche competitors 

New prodoct 
announcements 

Figure 1: Marketing Environment 

'ourcc: DR 1 \ssociates (2004), What is Strategy? cw Product Development Body of 
Knowledge, http:/ / www.npd-solutions.com. \ugust 2"d 200~. 

' ~ riou ~ ·trategie that arc used by h\ICG manufacturers in ensuring they remain 

comp titive. P duct differentiation is u ·ed "\: here the manufacturer establishes a connectton 

"\: i h con urn by crcatin brand th y 1 ve (Kotler 2003). Buildin stron l rand loyalty 

( \c . . 
mno\ auvcn t c ntinu u ly m ct c m um r d mand, the 

mutryt tc deli •cr qu,tlit b md t > 

mint n 
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and Distribution capacity ensuring efficiency & effectiveness of marketing programs, cost 

control and Human Resources C.1p.1bility in terms of customer service, and importantly, 

continuous new product den·ln1 mcnt .md Ltunch. 

The response st .11 ·~its .H.In1 t ·d I I•VfC<; manufacturers depend on tl1eir market position 

.md Product lift ·ir ·ll'. The product strategy adopted at the introduction stage of the product 

by most finns i · offering a basic product (Kotler, 2003). When the product gets to the 

grO\ th tage the firms offer product extensions, service and warranty. At the maturity of tl1e 

product, the products are diversified and new models introduced. At the decline stage, the 

weaker products are dropped paving way for new products (Kotler, 2003). According to 

Aaker, (1998) companies can adopt any of the following four strategies in response to the 

challenges faced by FMCGs; Market penetration i.e. growing existing markets using tl1e 

existing products. This can be done by increasing market share, increasing product usage by 

increasing the frequency used, increasing the quantity used, and finding new applications for 

current users; 11arket development by expanding geographically and by backward 

integration; Product development by adding product features and by refming products, 

dcYeloping a nC\v generation product as well as developing new product for launching and 

re-launching into the same markets; Finally through diversification, firms can develop new 

product fix nt"\ markets (Aaker, 1998). '!be last two strategies involve the intr ducti n of a 

nC\v pr duct into the market. 

1 



Table 2a: Product Strategies relating to relevant competitive strategies 

Matkt·l hare 
lo · \d 11 1111 111 

JliUit't'tl(>ll (lle>ld 
lmol t 

Compcn ~ 

P~n~tratoon 

pncmg 

~!.ulet share 
Cap1tah.ze 

advanc~ment 
Leapfrog 

(grO\vth) 

ew Offerings 

C.tal 

onhortton 

aluc 
Analysts 

Variety 
reduction 
Value 
Analysis 

Variety 
reduction 

Product 
trnprovement 

Features 
Quality 
Style 

Features 
Quality 
Style 

Line 
development 

Variety 
variations 
Individual 
modification 
Tailor-made 

Variety 
variations 
Individual 
modification 
Tailor-made 

New 
Products 

New to the 
world 
New product 
lines 
Additions to 
existing 
product lines 

ource: 0' haughnessy, John (1992), Competitive Marketing: strategic approach, Capman 
and Hall Inc., ~ ew York, pp. 205 

0' haughnessy, (1992), came up with a product strategy matrix that guide most 

organizations' choice of strategtes. The general elements of the criteria for choice arc mainly 

the compatibility of the strategy to the firms thrust, size and growth potential, competition, 

inve tmcnt need , protitabilit) , nd the risk itn-olved. 

2.2 Th Concept of Ne Product 

{1 ) d · m · n !\: pr duct th · that otTer bcnctit~ " hich customers p rc tv as 

n ct f tan, 'bl~ J hy i ·.11 • ttrihut :s ~ t:mhkd 111 :m 

pr u t 1 n ·thm th nt t \ 

n ). th 

l ' 



market and newness to the compan) . Products seen as new to the world i.e products that 

create an entirely new market: ew product lines i.e. new product that for the first time, 

allow a companr to cntc r .m est.tblishc..•d market; dditions to existing product lines i.e. new 

product that suppkmull .1 nm1 .11\ 's ·stablishcd product lines; Improvement in and / or 

revisions It) l'. ·i-;tin 1 prnducts i. ·. new products that provide improved performance or 

greater pcn:civcd , .uuc and replace existing products; Repositioning i.e. existing products 

that are targeted to nC\v markets or market segments; Cost Reductions i.e. new products that 

prm·ide similar performance at lower costs (Cravens, 2000). 

Kotler (2003) categorizes new products as; those products that create an entirely new 

market: new products that allow a company to enter an established market for the first time; 

new products that supplement a company's established product lines; new products that 

provide improved performance or greater perceived value and replace existing products; 

Existing products that are targeted to new markets or market segments; and new product 

that provide similar performance at lower cost. The management of various attributes of a 

pwduc..:t. its br-dhtl, packagt:, labdlng, tlesign, colour, quality, warranty and servtcmg ts an 

integral part of the marketing function (Kotler, 2003). 

Jnhn n • nd J ncs (1957) b ·li · that the f4 ur variables in \n · fP , gr " th Ycctor m.tlru 

.m. rket p netnuion, market development, product de elopment and diversification arc 

int rdep nd nt and rnutu.tlly reinforcing altematin~s (md that some form of product 

~ 1 pmcnt i intrin ic to m ~ t positi e strat · · · . J hns n ~md Jones (1957) cam up .vith 

market rn tnr which cmph ized irnJ r ved pr duct and tr n then d m trk t. 
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Table 2b: The Technology Market Matrix 

NewMarket New Use Market Diversification 
Increase Extension --
Market 

I •'.xtcnded Re mt·r +undisc lmproved Product line 
J\f,trkct product extension 

1-
No Ch,11t • · Pr ·: •nt pos1tion Re-formulation Replacement 

' 
Ncwnc~s 

N Change Improved New technology 

'-
technology 

Increasing Technological Newness 

ource: 'amuel C. Johnson and Conrad Jones, 'How to organize for new products', Havard 
Bmi!less Retiell-', (may-June 1957) 

'tanton (1985) views new product from three angles. Products that are really innovative 

(truly unique), i.e. products for which there is a real need but for which no existing 

substitutes are considered satisfactory. Replacements for existing products that are 

significantly different from the existing goods and imitative products that are new to a 

particular company but not new to the market. The company simply wants to capture part of 

an existing market. 

• -ew Product Development is a business and engineering term which describes the complete 

process of bringing a new product to the market (Wikipedia, 2004). There are two parallel 

aspects to this process : one inYolYes product engineering ; the other market an;uysi · 

"'ikipcdi 2004) . .According to Kotler (2 3) existing products are vulnerable t changing 

\\ l Y' ' \u \ \ .,, \opmcn . 
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Low 

High 

Low 

Ne\vness to Market 

Chaagesto 
Augmented 
Product 

Figure 2: New Product Development 

High 

'ource: \'\'ikipedia (2004), New Product Development, Free online encyclopedia, 
www.wikipedia.org. August 2"d, 2004 

~otler (2003) has highlighted several challenges facing ew product development. hortage 

of important ideas in certain areas i.e. there may be few ways left to improve some basic 

products such as steel and detergents. Companies have to target their new products at 

smaller market segments and this can mean lower sales and profits for each product due to 

market fragmentation. 'ew products have to satisfy consumer safety and environmental 

concern·. The cost of m:w product development is often inhibitive. orne companies with 

ood idc-Js cannot r.use the fund, needed to research ;md launch them, hortcr product life 

cycl du t c m1 titors fighting back faster and harder. 

n (19 5) h cit d in d jU<lte m rkct ~m.1ly i , Product d ticicncic. , l.tck of ff ctm.: 

t th n , nticip itcd 1f int~ ducti m .md t chni ~.11 .md 

Ilur n m rmn ( nt n 11 :l). 
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2.3 New Product Launch 

New product Launch is the tin:ll st.lg' in the new product development. According to Kotler 

(2003) every t:ornp.my mu:;t dl' ·lor nc products since they shape the company's future. 

Sucrtsslul pr(ldttcl l.tutl ·hr · hn\ th,tt the lateral marketing mindset leads to overall success. 

Kotler and Trias d , B s ( .... 003) sees this new thinking as the only way to remain solvent in 

the [tee f hyp ·r c mpctition and product homogeneity. 

Bringing a new product to market is both an art and a science. By blending comprehensive 

·trategy with a detailed launch plan and support tools, a company can exceed internal 

expectations and shape the way they manage subsequent new product launches. According 

to Holmes (2004), launching a new product is one of the most daunting challenges a 

marketer faces. Even big players often fail here, despite millions spent on research and 

market testing. Companies are sometimes so enamored of tl1eir product concept that they 

fail to do their homework and engage in wishful thinking, ignoring what the research tells 

them. Even more significantly, new product introductions involve much more than 

marketing to the end consumer: The strategy needs to include the distribution channel, sales, 

and operations employees. A successful launch strategy is an integrated process that 

involves m n. areas of your business as well as critical internal and external marketing issues. 

According to th econd ~mnu;tl chneider/ tlgnito Communications (2003) \lost 

M m bl .. C\ Pr duct Launch , urycy in 

p du t •• '11t new 20 hill 

p 

ur c n urn 

l rintin 

m 

1 

.t\., million: of dollar. were spent in 2003 t 

the most m m rablc tll'\ pn du ·t l.tum:h 

n ~ currcn ) . ' llH.: 
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There are various requirements for successful ew Product development. A new product 

launch should be preceded by concept de\ clopmcnt and testing. In the earliest stages of the 

process, source new product idc1s from your customers, competitors, employees, and 

industry ;maly ~t~. In oth r N.s r ·fmc ,md test a new product concept that has been decided 

to pur~uc, tc~ting wh ·tiH.:r prnspcctivc customers understand and value the new offering and 

providing ' ",tlu.tbl · fccdb,Kk that can iteratively enhance the product's features (WalkerSands, 

200-t). \'\'alker 'ands (200-t) continues to suggest that when launching new products in today's 

crowded market place, it is critical to develop innovative launch strategies that differentiate 

your product and position it for maximum growth. Without aggressive tactics, a company 

risks missing a window of opportunity for achieving optimal results from the launch. 

'chneider (2003) in conjunction with the University of Boston and Harvard University in 

2003 suggests that the launch is a unique marketing process, one that requires a particular 

attitude and philosophy in its enactment and, accordingly, a different set of skills among 

managers. In their research, the respondents stressed the importance of understanding early 

in the game that the launch will always take more time and money, and generally will be 

more difticult than planned. nderestimating the challenges of the process will lead to 

fru trati n nd can harm the launch. To uccessfully 1< unch a new product at a large 

company it i necessary to coordinate rc ·carch and development, marketing, sales, 

manufacturing, org.mizational design, consumer research and hum;m resources, among other 

functi n . 

c rdin ulting (2 0-t) wh n l unchin '\ n product it not 

uct 1 p rf nnin . hi cru ial t 

h lum n I ~h th th p ltt • tin n r i tin 
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category buyers. Key questions include: I low many households have tried the new product? 

Are these buyers new to the category? llo'.: did tri;ll consumers respond to advertising and 

promotions? What effect did the :1rti •it h:t c on the category? I las the new brand increased 

the category and bought in 1\t , •. lh.pory buyer·? 

The m )st b.t,·i · p1in ·ipl • in th ' consumer products industry is "listen to the customer." 

Without an intim,Ite knowledge of ever-changing trends and tastes, the organization is 

destined to lose out to competitors who are more tuned in (Stengel et al, 2003). According to 

Cooper (1994), Key success factors are identified factors that distinguish the successful 

projects from the commercial ones. These factors cover a broad spectrum: from elements of 

competiti,·e advantage to market attractiveness to the way the firm organizes people into 

project teams. Cooper (1994) continues to say that, new products continue to fail at an 

alarming rate. Although numerous studies have probed the reasons for failure, or what 

distinguishes winners from losers, many pundits appear to have ignored their conclusions 

.md pre criptions, chnging to old beliefs, even myths, about how new products ought to be 

managed. Could some of these traditional beliefs undedie what is wrong with new product 

m<magcment? 

\ccording to Roger (2004), many people '.vho have been invol ed in the launch f a new 

product h v had to " .Hch it fade into ob ·curit}• and marketing budget wasted. Cooper 

(I <J<J 1) further _. y that f 1r a • ucce ·sful product launch, there should be excellent rdatiYe 

pr du t u ity rei tiv t c mp ttto ·' pr du ~ and in term~ of ho N the cust m r metsur ·s 

u ln. ney~ UJ n r price/ p · rmancc ch, mctcri tiC!i f< r the cu!itomcr 

nn m m m r n tl ; pr du t h n tit r 
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characteristics for the customer not a,·ailabl from competitive products; and highly visible 

benefits very obvious to the customer ( ~oopcr, 1994). 

According to Shoppel .tnd l l\ i~ ( I< < 6), I h ' benefits of high return, customer feedback 

programs are num '!"I Ill.; .tn l omp ·llin ,.: maximize Return on Investment (ROI); validate 

cornp ·lling r ''llur . r quir ·m n ; minimize post-launch support costs; provide proven 

quality ~md p ·rf an.mce; increase testimonial feedback, usability and target market 

acceptance. GiYen the number of market, technical, and operational risk involved in new 

product launches, and the financial returns for managing those risks successfully, customer 

oriented development organizations are reevaluating their processes for planning and 

executing high ROI, highly leveraged, and professionally managed customer feedback 

programs. Customer feedback is essential to achieve a successful product launch. 

New Product Launch Team 

\Vith new products, there is always a process for establishing consumer acceptance, though 

the time it takes to do this varies widely from industry to industry (Holmes, 2004), explains 

that it is hard to introduce new products in the cluttered world of packaged goods, without 

considering important issues for the launch of new products. ne of them is setting up a 

f >eused Launch team. Today's new product project team and leaders seem to fall into the 

am trap~ th, t their predecessors did back in the 1970. ~ morenYer, there is little evidence 

that rat or research and d v lopm nt &D) productivity hav incre, d •ry 

much. ~I man ' pn j ct m \'C fr m the id l 

rn nt r up f~ nt h m :v rk. ·n, · r · uh 

h th 

ri rh t into de\ clopmcnt,' ith little or no 
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rates significantly and is correlated , tTongl} with fmancial performance (Cooper and 

Kleinschmidt, 1998, 1990, [ontO) .1 \\"eiss, .md Calantone 1994). 

Successful project tearm undt rt.tkt• supaior up-front homework, in terms of more time, 

money, .md t.flort: .tnd h ·tt<.:r I.JU.tltt \V( rk th<m do failure teams (Cooper and Kleinschmidt, 

I 995). Th · t "1111 must l nit r and track execution. Eenlist management involvement and 

support and con ·i ·tently establish ways to easily track progress. Then regularly and 

frequently commumcate results with the group (Sachs, 2003). Anticipate success; what 

happens when the product is a raging success and the company does not have enough 

production capacity to keep pace with the orders? They lose not only sales but credibility in 

the marketplace as well. Human nature often dictates a wait-and-see attitude, but business 

does not work that way. That holds, especially, for such industries as computer software, 

:vhere product life cycles are short (Holmes, 2004). The progress of the launch program 

should be tracked as it unfolds. That way, the company may devote more resources to one 

marketing function and puiling back on others. The company can also plan more accurately 

for manufacturing and distribution and, if the product is doing well, play up the success in 

your promotions (f Iolmcs, 2004). 

C: oper and Klein chmidt (1998), recommends that a launch process be put in place. \ 

ucccs full, unch i ·a process, not an event. Too many companies focus all their energies on 

the announcement nd fir. t tT tde ·ho\v and then wonder six months later why they missed 

th r al me with lack of support. A ·ucce sful launch 

buy-in m , ll 1 vel . niz. ti n t s •nchn niz , nd intc .It· 
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time frames and requirements. Knowledge sharing systems should then be devised to share 

best practices and adjust actions .1s n -eded (Cooper and Kleinschmidt, 1998). Firms involved 

in new product dcvclopm nt .1r · constantly seeking ways to make their product teams more 

effective. Tcatn mtmhtr~ hrin.1 in dtft ·rent backgrounds and competencies, and their 

behavior can h ·lp t ·.un performance, or hurt it through disagreement or lack of 

cohesiveness. 'lcarly interpersonal characteristics of the team members will influence team 

success (Cooper <md Klemschmidt, 1993) . 

.:\ccording to Sachs (2003), everyone within the organization should be involved with zeal in 

the new product launch. Educate them, communicate the plans, goals and progress, use the 

launch as a way to build morale and unify the team through a common cause. Disseminate 

best practices; identify what is working and what is not and share this information 

throughout the organization. Flexibility, nimbleness, and willingness to adjust the plan as 

results are tabulated are required. A launch is a process, not an event (Sachs, 2003). Chances 

are, the product launch will require the company to, not only get the salespeople revved up, 

but operations and distribution people as well. 

2.4 Marketing Strategies for Launching New Products 

Dc:pitc the challenges faced in global busmc. s, using the right marketing strategtcs, firms 

can , chi \' competitive advantage (Baker, 199)). fhis is the combination of mputs that 

c n tltut th c r of. c mp:my' marketing y ·tern lorter, 1985). They arc interd pend nt 

ariabl ;l_•hi h mak the t 4tl markctin function with the ·tim of achicvin_r th · greatest 

f !Ct t minimum co t (P rtcr, t!) ) . •m · f tht• m ,\r · ·tin tr,ltl: ie .trt•; Prohl, Produ ' \, 
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2.4.1 Market Strategies 

Market strategies deal ith th pr )Sptcts f markets to be served (Kaplan and Norton, 

1997). One of th · str tt ·~~ies i~ mark t cope strategy; this constitutes segmenting the 

market and thtn d ·ridm,, "hi h Sl:,ltn<.!n t should be selected. Segmentation can be done on 

the basis )f d ·m )g .1phic t.tct rs i.e. age, income, sex; socioeconomic factors i.e. social class, 

$lage in the f.unily life cycle_; geographic factors; psychological factors i.e. life-style, 

personality tr,uts~ Consumer patterns i.e. heavy, moderate and light users and brand loyalty 

patterns. ccording to Holmes (2004) segmentation is the process by which the field of 

potential customers is narrowed down to those most likely to buy the product. The market 

can be divided into segments based on such factors as age, sex, race, geographic location) 

household income, spending patterns, and education. Unless a new product category is being 

created, there should be information available on what types of people are heavy users of a 

similar product. By using segmentation techniques, a company should be able to identify a 

core group of likely customers plus a number of secondary targets. Research should play a 

part in every area of product development and marketing. It will help you effectively 

segment the market, position your product, test creative strategy, and schedule the rollout 

(I Iolme ·, 200-t) . 

. 'cc rding to }(:; phn <md 1 
1orton (1997) once egment. ha,·e been formed a decision on 

which gment. hould be made ba ed on single market stmtcgy- where the concentration IS 

1 multi-m. rk t tmtcgy - ;vh r • vera! i.1blc market '\r chosen or total 
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segments or by distributing the same product in a number of segments. TI1e total market 

strategy can be highly risky on one lund but highly rewarding on the other in terms of 

achieving growth and m.trket :har · (K.1pl.tn :md Norton, 1997) 

not her~~ ,\ttg • is Mark t Entry trategy (I aplan and Norton, 1997) which refers to the 

timing of l'nttrin, the nurket and there arc three options from which a company can 

choo~c. First in the market be among the early entrants or be a laggard. According to Kotler 

(2003), in bunching a ne'; product, market entry timing (when) is critical. A company may 

choose first entry, parallel entry or late entry into the market depending on the industry 

~lctivities. irst Entry: The first firm entering the market usually enjoys the ftrst mover 

ad,antages of locking up distributors and customers and gammg reputation leadership. 

Parallel entry: is where a ftrm times her entry into the market to coincide with that of the 

competitor's entry. The market may pay more attention when two companies are advertising 

the new product. Late entry: a company may delay the launch until after the competitor ha 

entered. The competitor will have born the cost of educating the market (Kotler, 2003). :\. 

professional and effective product launch normally requires a good six months to handle all 

the unexpected issues, delays and messes that will arise. The company needs an , dcquate 

budget, re ources, . ystems and most importantly, healthy relation hips with all team 

mcmb ·, , le. ch<mncls, analys and editors. Repair <my broken relationships bef< rc 

pr duct I unch becau~c the c type of issues , re the grcatcc;t time-caters (~'achs, 2003). 

fi r pr duct n ut, nd ti t ) it. fany bunchc fall b ·hind sch dul ' 
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Accelerate the launch; there are a million excuses for why the launch cannot occur in the 

established rime-frame. Do not succumb to th ·m. Track and monitor the plan everyday. 

\nticipate bottleneck~ and h.l\' t' dimination solutions ready to implement. Hold all 

contributors :u.:count.thh:. I in.lll , ,'•tin th · support of top management so they will eagerly 

use their in 11tH:tH.:l' whl'n wmpl ·. · issues threaten to slow the process. 

Most new pr ducts earn half their sales and profits far earlier in the product life cycle than 

company leader realize. ~\fter an early window of opportunity, new products are often 

mothered by copycat competitors rushing to market, waning media and analyst attention, 

ales channel apathy, price pressures and purchasers unable to distinguish the product 

through all the competitive clutter. With the correct launch, new and innovative products 

have great advantages early in their life cycles-competition is light, media and analyst 

interest is heavy, sales channel enthusiasm is passionate and buyers are energized by the 

noYelty of the product's promised solutions. In today's "speed of thought" mentality, getting 

your product to market first is critical to the company's sales and prof1t success (Sachs, 

2003). Holmes (2004) states that a few lucky products succeed despite poor launch strategies 

and that a new product launch is most likely to succeed of proper groundwork is done. 

Kotler (2003) further explains that other timing considerations for a new product launch 

hould be I ked at; i.e. if a new product replaces an older product, the company might 

del, y th intr ductt 10 until the Jld pr ,duct . t 1ck i: dr;\\vn d(>wn. The n<.:\v product may be 

n.l h nc ; th c mi .. m y d I ty until the ri ht ason mve · . 
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geographic strategies that a company can use are local market strategy, regional market 

strategy, national market strategy .md intern;\tlonal market strategy (Kaplan and Norton, 

1997). The Company mu~t de idt· " hac to l.tunch the new product i.e. single location, a 

region, scycral r<:fiuns, th · 1\ 1tintul mark ·t or international market (Kotler, 2003). According 

to llutt ,111d Spl'h, ( l( (H) ic( raphic concentration has some important implication. Firms 

c,m concl'ntr.lt · th ·ir marketing efforts in areas of high potential and make effective use of a 

full time personal sale force. econdly distribution centers in large volume areas can ensure 

rapid dehery to a large portion of customers and finally, firms may not be able to tie their 

salespeople to specific geographic areas (Hutt and Speh, 1998) 

According to Kotler (2003) the company size is another factor; i.e. small companies will 

select an attractive city, put on a blitz campaign, and then enter other cities, one at a time. He 

further explains that when choosing a rollout the major criteria are market potential, 

company's local reputation, cost of filling the pipeline, cost of communication media, 

inHuence of area on other areas and competitive penetration. 

The Market commitment strategy is another market strategy that companies use. It refers 

to the degree of involvement that a company seeks in a particular market (Kaplan and 

'orton, 1997). The commitment to a market may be categorized as strong, average or light. 

The strong commttmcnt strategy require· that a company plan to operate in the market 

opttmally by r~ lizing economic~ qf scale in promotion, distribution and manufacturing. lf a 

c rnp y h 

md thi l 

t lie inter t in th market, it mu t tress the maint nancc of the t. tus quo 

c mmitment t ) the m. kct. \ com1 .my m ty nuke 

La lt c mmitm nt in, m, rk ·t t it lu , 1, in int r t c pcci II if th~: rn,1rk~:t i 

rh 
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To whom (target market prospects): Kotler (2003) argues that the best prospect groups 

should be targeted and these oft n han' duracteristics such as being early adopters, heavy 

users, opinion leaders an I the wuld bl' used at low cost. The aim is to generate strong sales 

as soon as posstl>le It• 1ttt.1 t t'urth ·r pros1 ccts. According to Sachs 2003) the company 

needs to dttcrmin · the p · pic it will need to influence. What critical audiences will the 

comp.my lll'l'U t int1uence internally and externally? Research: with a new product, the two 

main research go.u, are to find out: who is likely to buy the product; what must tell this 

potentidl cu tomer about the product in order to make the sale. Research is key, because 

·without it the company is flying blind. It should never be seen as a process of conftrming the 

companies' "good judgment" but as a means of getting at the truth. This can work both 

ways: A company may find that their product is not viable, or may discover markets for it 

that they never imagined (Sachs, 2003). 

Introduction Market strategy (How): Kotler (2003) asserts that the company must 

de\·elop an action plan for introducing the new product into tl1e rollout markets. Sachs 

(2003) explains that objectives and success measurements must be set up front. Gather and 

analyze market intelligence, assess current situation and then determine what the launch 

hould accomplish within the market, company and with prospects, analysts and editors and 

then gain consensus so all stakeholders are invested in the plan ( achs, 2003). \cc rding to 

etch (2003) dcYcloping a formal and comprehensive integrated Product Launch Plan is 

imp rtant. ·n1i pi n ~hould gu.mmtee sale ~ integration inYolve all critical org.mizations 

· nd timclines ·md nsur · ·tlignmcnt, con cnsus ant! 

. ~111 I I" duct I ... unch PI n h ul ddr 12 ~ritic. I component : 

d 1117. I" l ·fin 1 un tiv (, th intl lli 

p 1 un h ti n 1 lu , l ·t n tin lit , < 1 lll 1 rti Pl 



and plan, Effectively position the product, Ensure product readiness, Guarantee sales 

channel readiness, Create cntical nurkcting, ;md s,tlcs tools, Develop new product programs, 

Track, monitor and report on I.'· cution, :\nd 1casurc performance (Sachs, 2003). 

2.4.2 Product Strate tcs 

Product Strate Ttc,· de,,\· ith the basic decisions on product and product planning i.e. how 

the tlnns product or ·en·tce compare with the competition (Kotler, 2003). This strategy 

looks at product standardization vs. Product modification; Product positioning, market 

·egmentation, product adoption, branding and packaging. It is with the product in mind that 

marketers are constantly seeking better or more superior products to present to the 

consumer (Kotler, 2003). 

According to Kaplan and orton (1997), companies adopting new-product strategy are 

better able to sustain competitive pressures on their existing products and make headway. 

The new-product strategy is split into three. Product improvement / modification which is 

the introduction of a new version or improved model of the product is one of the strategies. 

lJ ·ually this is achie\·ed by adding new features, changing process requirements, and altering 

product ingredients. \\l-1en a company introduces a product which is already in the m;lrket 

but newt the company it is a following product imitation strategy. The product innovati n 

tratcgy include~ introducing a new product to replace an existing one in order to satisfy a 

need in an cntir ly different w. y or to pr '"ide a new approach to satisfy an exi ·ting or ,\ 

t nt n :d. 

Produ po itionin _ trat gy rc td in 

c mp tin du t ( rt 11 l 1 I 1r1 h 



product should be matched with that segm nt of the market where it is most likely to 

succeed The positioning strategy -;m either be single brand or multiple brand strategy. 

According to Kaplan and orton ( t 997), product re-positioning strategy especially for 

new users and for n ·w u.;e~. R 1 cJ~it ioning among new users requires that the product be 

presented with a dirt ·r ·nt t\\ ist to the people who have not been favorably inclined toward 

it. Repositi ming f r nc ~· u ·e · requires searching for latent uses of the product. 

Packaging: According to Kotler (2003), most marketers treat packaging and labeling as an 

element of product strategy. Packaging provides a description of the packaging strateg·y. 

Kotler (2003) further explains that the package should embody elements such as size, shape, 

materials, color, te::>..1: and brand mark. The packaging elements must be harmonized with 

decisions on pricing, advertising and other marketing strategies. According to 

O'Shaughnessy (1992), the packaging strategy should encompass the following: Protection; 

to protect against damage, dirt, mishandling and deterioration. Promotion; attractive 

packaging increases product appeal and can differentiate a product from competitive makes. 

\ isibility; a striking package can draw attention to itself in store or anywhere. Provision of 

information; packaging provides information on the contents instructions on use and 

information required by law (0' haughnessy, 1992) 

ccording to Langerak et al (2004 ), it is only during the launch that it will become 

evident whether a market orientation has cry tallized into a superior product in the 

•e f the cu tomer. The results provide evidence that a market orientation i 

f lat d po iti · I ' t pr duct ad antag and t th pr fi ien in mark t t tmg 

l.mn h bud tin t \1 •. 
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'ource: Jones, L. and Ammon, F. (2002) Marakon Research And Client Analysis, 

:\larakon As ociates, ~ Tew York, pp. 119 

Product advantage and the proficiency in launch tactics are related positively to new 

product performance, which itself is related positively to organizational performance 

(Langera.k et al, 2004). The story of the market positioning and launch of the ew 

Panda, perfectly illu trate how car companies such as Fiat, innovate and design in 

line with cu to mer expectations to secure a market hare for each model. The New 

Panda hope~ to appeal to the mall car egment and the initial fir t car buyer egment 

while al.:o appealing to familie who wi h to acquire a . econd car, or to th ~ C usmg 

their car in urban or city area:. I lowever, there tf a marketing challenge at the centre 

<>f targeting the. e :ch>ments. '1 hi: car intcre ·ts distinct and dtffercnt groups of car 

th ·r i a nc<..·d for careful product po itioning in th mind of the con. umcr 

(I n 2! ll). 
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2.4.3 Promotion Strategies 

The Promotion strategies st ·k t c.·pl r' the Promotion policy that would govern the 

organization such as 1 •rson.1l sdlitw, .tnd 1 ublicity, advertising and sales promotion (Kotler, 

200:1). Promotion 1t · l tsinn:: ' lh ·rc is no right promotion mix for all situations. The 

promotion mi.· r lr · ur c mpany should be designed to accomplish the overall organization 

objectives. The :pecitic mi.x depends on a number of factors, including the promotion 

budget available, tl1e nature of the product, market size and location, distribution channels, 

stage of product in its life cycle, the target audience, and nature of the competitive situation 

(Proctor, 2000). The promotion strategy in its most basic form is the controlled distribution 

of communication designed to sell your product or service. In order to accomplish this, the 

promotion strategy encompasses every marketing tool utilized in the communication effort. 

According to O'Shaughnessy (1992), there are three basic promotional strategies; Push, Pull 

or Push-Pull. A company tlut follows a Push strategy is generally very sales oriented, trying 

to push the product through the distribution channel, relying on the middlemen in tl1e 

channel to market the product to the end user. company that follows a Pull strategy goe 

directly to end user to promote sales, putting pressure on the middlemen to upport the 

comp, n. 's channel objectives. A Push-Pull strategy involves doing some blend of both on a 

relative!) equal b~ is. Typical promotion mi:es between adverti ing and personal clling of 

manuE cturcrs varie' b. :ed on the industry ~md product. Manufacturer of wcll-lmmdcd 

with est bli htd di ·tribution ch, nn ·1 mar p ·nd 90% of their budg ts on 

tn al • pr rn tt n (J ull tr. t ) • nd nl) 1 01Yo •n 1 e m.ll ::;ell in r (push 

r, m lUfactur with m u tri,tl n umt•t 1 1 1duct 

nal ) 1 I to I n I rti in (J ull 
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strategy). A high growth consumer products company that is expanding geographically or an 

established Deciding on the right promotional mi. · should be a rational, fact-based decision 

(O'Shaughnessy, 1 992). 

company can liSt' thl· Promotion Expenditure Strategy which is the amount that a 

comp.my uuy spend nn its total promotional effort (Kaplan and Norton, 1997). This is 

intluenccd by a c mplex set of circumstances. Various approaches may be used. The 

marginal approach \vhere the expenditure of each ingredient of promotion should be made 

<lS a marginal re\enue is equal to marginal cost. The breakdown approach where the 

expenditure on the promotions must be justified by sales. The return on mvestment 

approach is where the promotion expenditure is justified by the benefits, which will be 

derived over the year. The competitive parity approach assumes that the promotion 

expenditure is directly related to market share and the buildup method where the decision on 

promotion expenditure is made in the context of the total marketing mix (Kaplan and 

~Orton, 1997). 

Advertising Strategy: According to Kaplan and orton (1997), The adverti ing 

strategy encompa., es the media election strategy and the advcrtismg copy . tratcgy . 

• \dycrti ·ing i: any paid form f "rna .. elling" or communicati n wid1 large numbers 

.of potential cu tomer · at the :arne time. 

y (1992) tat '· that a good . d 'ertising stmtcgy must co er the target audu.:nce, 

th m ' c • PI . I ·md p >sitionin a· ,,. 11 •t· the 

m m ·di. 1 L n which cncom1 m di.\, m ·dia ptt n and nhicl 

mt th r h ld 
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Figure 4: Advertising Strategy; 

ource: 0' haughnessy, John (1992), Competitive Marketing: A strategic approach, Capman 
and Hall Inc., ew York, pp. 262 

This im·ulves looking at the advertising budget, creative message(s), and at least the first 

quarter's media schedule. Positioning is the process of creating the right perception of the 

product in the minds of likely customers. Specifically, this means defining the relationship of 

the product to its competiti n and communicating the core attributes that make it stand out 

(Holme , 200-t). 

Sales Promotion refers to specific activities (such as point-of-purchase displays, brochures, 

coup ns), \vhich can gener<lte a specific purchase behavior. 'ales promotions estabhsh the 

trat u ·ed to upport the ales message. This includes a description of c llater-al 

m. rketing m terial · well • a schedule of planned promotional activities such ~L'> ·p ·cial 

al c up n c nte. t , and premium award (Pr ctnr, 2000). 

\ rdir t y (1992) •tl ' r · <lividctl itltlJ ~ > cat ., >ncs~ 

( .< n un d I •(t<<J2) m th.u tH.· 

m tir n p mn JUI ~ I tt 



attract consumers for distinctiYe new products. For trade promotions quality discounts 

would guarantee a company shelf :p.Kc .tllocltion tor a new product. 

Figure 5: Sales promotion Str<Uc 
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Sales 
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1. Cooperative dealers 
whether wholesalers or 
retailers 

2. Profit per unit (markup) 
significant to dealer and I 
or shelflocation I shelf 
space significant to sales. 
Dealer plays key role in 
the amount bought either 
by retailer or consumer 

'ource: 0' haughnessy, John (1992), Competitive Marketing: strategic approach, Capman 
and II 11 Inc., 1<..·w York, pp. 280 

Public Relation or Publicity is any free form of "mass selling". 1l of these methods h) 

to in~ ~ p u, de .md rcmmd the t,lrgct audience about your product or sen icc. 

dv·.mced 1arkctin \ ociati n (2002), publicity i · the m )St cost effcctiH· 

) t 1 unch 1 r duct r arcll th r it i in the I \, rc · 111 I 

rm · t. '\; ' ath pub\i ity pr u t n l t th u md 1\ 

n alia n pl miht n Ill m. r: ·tir in th 



International Marketing Association (I 1.\) defines publicity as mass communication with 

potential customers through th medi~l. Publicity is a process, which a company's new 

product transforms marketing into :m t•ditorial format or news. A complete account of the 

publicity strategy in ·\udin, :1 li"t c ( m ·dia that will be approached as well as a schedule of 

planned 'Vt'nt:. 

\ccording to ,.'<tch · (-003) Have a winning public relations strategy and plan is key. Capture 

attention by educatmg pund1ts, opinion leaders and editors. These are the people who will be 

carrying the Hag. Once these people are won over, credibility and acceptance from the 

marketplace is gained. This makes the selling process far easier, maximizing the chances of 

hitting the goals (Sachs, 2003). Above all, there must be a clear and consistent marketing 

message that reHects the company's overall positioning strategy. Editorial coverage of new 

product marketing launches can take many forms, but the most profitable type usually 

occurs in print media such as newspapers and magazines. Print publicity has a "shelf life," -

the printed word can reach and convert readers into buyers for weeks, months, and even 

years after publication. Conversely, two minutes of radio or television editorial coverage -

once it has aired - disappears forever with its power to reach and convert the listening or 

vk·wing audience into buyers (AM 2002). 

Personal elling im·olve direct face-to-face relationships between sellers and potential 

CU t me . Per: nal sales is an outline of the ·ales strategy including pricing procedures, 

r •tum nd , dju trnent rult."S, , lcs presentation methods, lead gencr,ttion, customer service 

P lici a1 , ( n c m1 n ti m, and ale pc ( n m · rkct rc ponsibilitic . ·1 he sales (nrc 

cure , m, rk t I f r C\Ul, nt ,md futur · 11 1 all 111 

tn • 1 2). 



Brand Strategy will vary with \ heth r th b , nd is a functional brand that rely heavily on 

product and price features, an ima,r • br.md which rely on advertising creativity and a high 

advertising expenditure or an t• ·p •nt nti.tl brand where the consumer encounters people and 

places with tht~l' brand" (I otl ·r 2003). What name to give the product should be 

dettnnintd t)nlr aftl'r th •rc is ,l clear sense of the target market and have developed a 

positioning str.ttc ~· (llolmc·, 2004). 

\ccording to K.otler (2003), these promotion strategies are complementary to each other 

and should be integrated to maximize the company's results. The same message may be 

mterpreted differently based on the source of the message in terms of trustworthiness and 

credibility. The right blend or mix of these promotion tools will vary based on the industry, 

customer, product, and the company objectives (Kotler, 2003). The Pricing Strategy 

upports the Pricing decisions (Kotler, 2003): Is the price competitive in the markets being 

considered? There are various pricing strategies that can be considered i.e. Dual pricing, 

~1arket-differentiated pricing, skimming. The type of strategy used will depend upon several 

tactors; these include the type of product, the product range, economic 6rcumstances and 

competition (Kotler, 2003). 

2.4.4 Pricing Strategies 

Market kimming; 1arket skimming means charging a high price to ma."Ximi e profits on 

ld. ", k1mming" refer· to setting initially high price. and ·lowly lowering them 

r ' ·r tim t rn ·imize protits at every price-. nsiti ·c lay r in the m;trk ·t. \s mitial ·;tics 

d ;vn c m( tit 

rn k it • 

thr l n t intr du ~ imilar pre du t , th price 1 

n ·t m nt t buy (llutt .md • I' h, 

lnmt m t I It 
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Figure 6: Pricing strategies 
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ource: O' haughnessy, John (1992), C..vu•pc:uuvc: l.Jarketing: A strategic approach, Capman 

and Hall Inc., New York, pp. 235 

The ability to skim depends on having either a technological advantage or advantage based 

on brand image. If technological advantages exist, then consumers known as early adopters, 

are willing to purchase products so that they can be the ftrst to own these products. good 

example of this was seen with digital watches, which when ftrst launched would retail for 

around £500, a similar watch today might sell for £25, yet they found a ready market . 

~labile phones originally retailed as over a £1000, today they are given away. Another 

current e.·ample of market skimming is the Dyson vacuum cleaner, here technological 

a<h-ant,tg has meant that this bmnd has become the numbcrl \;tcuum cleaner bmnd, ,lt a 

pri which i, more than double the retail price of the previous market leader. \X!h.cn 

ori n ly ld in J pan, Dy on -..: ere priced ( t over . £),000 (Kotler, 2003). Brand im<\g 

market kirnming t ccur, m."'\ product fr 1m br,md .• uch as \rm mi, c r 

h nn ·I "•Ill t th • t p f th · m'Lrk t 1 ri l ·md. 



Market penetration; In this case the objectiYe is to gain market share, the product needs to 

be priced lower than the market leader to .lttt"<lCt customers. "Penetration" involves setting 

a low initial price to enter the nurkl't t]ui ·kly .tnd deeply to attract a large number of buyers 

and win a l,trge mark ·t sh.tr ·. ' l h · r ·sultmg high sales volume often means lower costs, as 

the comp.ltly tnn\ L': quick! • do...: n the production experience curve, allowing a further 

rcducti m m price. 'eyerJl conditions favor setting a low price: the market must be highly 

price sensitiYe so that a low pnce produces more market growth; production and distribution 

costs must fall as sales volume increases; the low price should serve as a barrier to entry for 

competitors otherwise the price advantage may be only temporary (Hutt and Speh, 1998). 

good recent example is Virgin cola, which is priced around 10% lower than the two 

leading brands allowing it to gain market share. Gross Profit Margins using penetration 

pricing are relatively low, but the objective is a high level of sales allowing a good Net Profit 

to be made. This pricing strategy can help establish brand loyalty and keep new competition 

out of the marketphce. But if the price is set too low, customers may take view that the 

product i low quality and therefore brand image can sutter (Kotler, 2003). 

Going rate pricing: F r many small busmcsscs acceptmg the current market pnctng 

stntctur · is all th y arc able to dn. When thts ts the nnly optinn ther is a strnn lcm ·nt qf 

l~cing a price taker. They must sell their goods or service at the price consumers arc used to 

P l) in g. ormally a· nC\ entrants tn the m;trkct, the price ch, rged will haYc to be well below 

th,tt f th market lc der (K tier, 2003). 
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Table 3: Other Pricing Strategies for New Products 

P/Q 
,·-········· I 
i 

j I Iigh r Qua lit 
i 
i 
!'""'. 

' l .ow r Quality 
; 

j I lighcr 1
1
rice ... ] ........... ~~~~ .. ~~~~ ... :::::] 

i i 

J>remnun Strflt,·gy j Good Value Strategy I 
l ! ............................................ \ ...................................................... ! 

Ov rchargin trategy ! Economy trategy ! 
·! .... ~ ......... : 

Source: larkcting thr ugh the new media: Peeling the Orange, 

http:/ /toLeam.net/marketing/pricem.htm. August 2nd, 2004 

company that plans to develop a "me-too" product faces a positioning problem. It must 

decide where to position the product vs. its competition in terms of quality and price. The 

table above shows four possible positioning strategies: Premium strategy, Good value 

strategy, Economy strategy and Overcharging strategy. 

(http:/ I toLearn.net/ marketing/ pncem.htm) 

The first three strategies can be employed alone, or in combination (as with a product line 

that attempts to satisfy several buyer segment at one time) . . \ premium strategy im·olvcs 

producing a high-quality product and charging the highest price. t the other end of the 

price-quality pectrum, an economy strategy means producing a lower quality pr duct but 

ch rging , low pnce. '111e:c _ trategie. can co-e.xi t a· long as there are at least h 0 buyer 

up th t c b · . cgmentcd. The go d valu · ·trat ·gy is a way to attack the premium price, 

i .. " hi h qu· Iity, but , t a I 1\\' r price." I true, · nd if th quality- •nsiti,· sc 'm ·nt 

pnc th 'Y :&.:til • en il lr I U) the pr duct tnd cl\ tn llll') unl th 

, till' 

I n run 



likely feel "taken," complain to others about it, and will stop buying the product. Thus, this 

strategy should be avoided (bttp:l I tol.eam.11tl I markeli11glp1icem.htm). 

Why do some product~ ftil :llld ot h ·rs succeed? J •'rom an cconomtc standpoint, two 

conditions must ht m 'I lt•r n w 1 n du t success. The first is that the product must deliver a 

better price~ t - \ ,\lu , 1 r p ·ition to targeted consumers than the competition. This can be 

achieved either by providing more benefits for a given price than the competition or by 

proyiding the same benefits as the competition at a lower price Qones and Ammon, 2002) 

2.4.5 Distribution Strategies 

ccording to Proctor (2000), the distribution strategy supports the following decisions: 

Whether to distribute direct to the consumer or indirectly through middlemen; whetl1er to 

adopt single or multiple channels of distribution; How long the channel of distribution 

should be; the types of intermediaries to use; the number of distributors to use at each level; 

which intermediaries to use. According to Kotler (2003), the Distribution Strategy would 

consider the choice of the distribution system Some of the most critical decisions in 

successful product introduction involve choosing the right route to market and positioning 

the product in tl1e market. The choices among direct sales, commi sion agents <md 

distributors directly affect tl1e ability to control pric-ing, product servtce and promotion and 

involve trade regulation issues around pricing, exclusi\·ity and customer restriction . 

Di trihuti n includes the entire process of moving the product from the fact ry to the end 

\.J r. ·nl typ di trihutt m network y u ch e will d pend up n th • indu try :md the 

th rn rkct. J\ d '1: ay t( m k } ur d i i n i t • .m.tl •z · y ur o rnpl tit r 1 

1 



determine the channels they are using, then decide whether to use the same type of channel 

or an alternative that may prm·ide you ,,·i th .1 stmtcg-ic advantage (Holmes, 2004). 

Table 4: Di tribution bannel 

r-
Objectives/ Ch.utnds to usc In t crmcd iaries Degree of 

requircm •nts exclusivity 

Push or Pull Direct face-to- Own sales force Intensive 

f<Ke selling Another sales force Selective 

Customer Agents Exclusive 

shopping 
preferences Direct marketing Mail order 

Print media adv. 

Product image Radio Intensive 

Owned outlets TV Selective 

Channels of Exclusive 

competition 
Middlemen Retailer 

Type of product Wholesaler 
Distributors 

ource: O'Shaughnessy, John (1992), Competitive Marketing: A strategic approach, Capman 

and Hall Inc., ew York, pp.372 

According to O'Shaughnessy (1992), a firm may decide on intensive, selective or exclusive 

system of distribution. In an intensive distribution strategy the manufacturer places the 

goods in as many outlets as possible (Okatch, 2002). This strategy seeks maximum market 

penetration as an aid to customer attraction and retention ( ' haughnessy, 1992). Selective 

tn\·oh·e the use of more than a few but less that all of the intermediaries who are willing to 

carry a particular product (Okatch, 2002). This sy ·tern i. based on sclectmg those outlets that 

rc likely t) perform well in promoting and selling the product (0' ,haughnes. y, 1992). 

' clu ive di triburic n strategy im·oh-e severely limiting the number of intcrrncdi.lric. 

h dlin the c mp,my g d . It i u cd ~ hen the manufa(turcr ' ,mr t maintain ,1 'rcat 

c ntr I ver th ir d. (0 ·tt h, 2002). In an • ·clu iv · •· tl'tn, d t tik·d a n ·c mcnt 
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are often drawn up covering, levels of inventory to be carried, territorial sales boundaries, 

sales quotas and joint promotions (O'Shaughnessy, 1992). 

Distribution channel str.1tegies :m: the number of intermediaries, which may be employed in 

moving goods twm m,ulUCI ·tur ·rs to customers. A company may choose to distribute its 

goods to cu ·t mers r retailers without involving any intermediaries. This comprises the 

shortest channel and 1s referred to as direct distribution strategy. Alternatively, goods may 

pass through one or more middlemen, such as wholesalers and or agents. 

Figure 7: Distribution channel strategies 
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best ways to distribute a product, manufacturer's reps, as they are known, are salespeople 

who operate out of agencies that handle .111 <lssortment of complementary products and 

divide their selling time among tlwm. Wholesale Distributors; Using this channel, a 

manufacturer sells to a whol •saln, ' ho in turn sells it to a retailer or other agent for further 

distribution throu,1h th · ch.U1nel until it reaches the end user. Brokers; 1l1ird-party 

distributors wh) often buy directly from the distributor or wholesaler and sell to retailers or 

end u ers. Retail Distributors; Distributing a product through this channel is important if 

the end user of your product is the general consuming public. Direct Mail; Selling to the end 

user using a direct mail campaign. 

A client insistent on maintaining resale pnces m distribution needs to appreciate the 

commercial and legal distinctions between a distributor, who must have independence on 

resale prices, and an agent whose resale prices can be controlled by the supplier (Gundersen, 

2003). The distribution strategy a company chooses for her product will be based on several 

factors that include the channels being used by competition, the pricing strategy, and tJ1e 

tnternal resources. 



Figure 8: The Conceptual Map for the Launch Plan 
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Figure 9: The Conceptual Map of the New Product Launch Strategies 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Research De ign 

This was <l d ·scnpttYe ·un ey aimed at determining the strategies adopted and used by 

I •'MCG m;mut~tcturers when launching new products into the market. Cooper and Emory 

(1995) assert that descriptive study is used to learn the who, what, when, where and how of a 

phenomenon, which was the focus of this study. This study attempted to describe such 

things as possible behavior, attitudes, values and characteristics which is in line with 

Mugenda and Mugenda, (2003) who assert that such a study is a descriptive survey. 

3.2 The Population 

The population of interest in this study consisted of all manufacturers of fast moving 

consumer goods (FMCG) in ~ ' airobi. According to the Kenya Association of Manufacturers 

directory (2004) there are 47 FMCGs firms in Kenya. 

Table 5: Categories of FMCG manufactures in Kenya 

Category of FMCG manufacturer The number of Companies 

Battcncs 
1 

Beverages 
12 

Chemicals 
2 

C~c - · - >ntccttoncry 
2 

l~ods 
17 

I ~tlth care 
4 

I fouschold 
1 

J ~'gienc 
4 

~tionan 
I 

Tobacco 
2 

Total 
46 

n II tit 17 trm . 
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One respondent was contacted from each of the 47 firms. The marketing managers and or 

any other senior officials charged\ ith marketing responsibilities for launching new products 

in the FMCGs under considemtion \ .1s targ 't ·d. 

3.3 Data Collection 

Data was collected u ·mg semi-structured questionnaires, which were personally administered 

to the respondents. The questlonnaire consisted of both open ended and closed questions. 

W'here the inten·iewees were pressed for time, the questionnaire was dropped and picked 

later at an agreed date. For the Firms based outside Nairobi the questionnaire was mailed to 

them. The questionnaire was divided into 2 parts. Part A was collected data on the profile 1 

general information on the respondents and Part B collected data on new product launch 

strategies. 

3.4 Operationalsing the New Product Launch Marketing Strategies 

Operationalising the new product launch marketing strategies usmg the data 

collection tool give us the parameters that we are working toewards. The lickert scale 

was u~ed. \X' here on a scale of 1 to 5 where 1 means to a very large extent influenced the 

segmentation and the classtfication of the potential markets and 5 means the factors had no 

influence at all. \\'here the standard deviation is less than 1 then the deviation i minimal and 

most of the firm were doing the same thing. I lowevcr where the dcYiation is greater than 

ne then th pn cticcs \vcrc divcr.c by vari u l ·~ICG tlrm . 



0 erationalisin the New Product Launch Marketin es 

Dimensions of Expanded Variables Relevant 

Marketing Dimension Questions 

Strate "es 
Preparation Tntrodu·ri n • I .aunch plan 9, 10 

• 1 ,tun h process 

• Ltunch team 

Market lark ·t , · egmentation on the basis of 11 

Strategies ·tmte • Demographic factors i.e. age, 

income, sex; 

• Socioeconomic factors i.e. social 

class, stage in the family life cycle; 

• Geographic factors; 

• Psychological factors i.e. life-

style, personality traits; 

• Consumer patterns i.e. heavy, 

moderate and light users and 

brand loyalty patterns 

Market • Single location 12 

Geographic • Region 

Strategy • National 
(Where) • International 

• Global 

Target Market Choosing the best prospect group on 13 

Strategy (whom) the basis of 

• arly adopters 

• Opinion leaders 

• Heavy users 

~1arket entry • nter the market first 14, 15 

strategy /Timing • Enter the market at the same 

(when) time with the competitors 

• Enter the market after the 

competitor 

• i c in the mark t 16 

• 
• 

• nd 17 

• In lu ng mulupl l 



Operationalising_ the N ew Product Launch Marketing Strategies 

Dimensions of E xpanded Variables Relevant 

Marketing Dimension Questions 

Strategies 

Promotion 

trategies 

-t----
Product Re 
postttonuw 

slritl · ') 

Ne' product 

str.1tegy 

Packaging 

Push strategy 

Pull strategy 

Pu ·h-pull 

.' tr;ltegy 

\d rtl Ill 

trat 

• lntr ducing a product to people 

, ho hav · not been using it 

hdorc 

• ~\product being used for 

purposes not originally intended 

• Revitalizing a product through 

product improvement or 

modification by 

- Redesigning a product 

- Remodeling a product 

- Reformulating a product 

• Imitation of a competitors 

product 

• Develop and introduce new to 

the world product 

Providing a description with the 

following parameters in mind 

• Size 

• Package design 

• Promotion 

• Information 

• Using distribution channels to 

sell the product 

• Relymg on the mtddlemen to 

market the product 

• Going directly to the end u er to 

promote sales 

• Mixture of advertisin and 

per. m.tl elling 

• 'I he ch icc qf m di.1 

• ·n1c lh· rti in bud t 

• 'll1c a<h-crtising rncssagt: 

18,19 

20 

21 

22 

22 

22 

22 



Operationalising the N ew Product Launch Marketing Strategies 

Dimensions of Expanded Variables Relevant 

Marketing Dimension Questions 

Strategies 
Sales prom ti n • Consumer promotion 22 

strat<: )y - Sampling 

• 'fradc promotion 

- Discounts 

- Incentives 

Public Relations • Editorials 22 

and Publicity • ews items 

• Corporate sponsorships 

Personal selling • Sales Force motivation 22 

Branding • Relying on product quality 22 

• Relying on advertising creativity 

• Consumers encounter people and 

places with the brand 

Pricing Skimming • A high initial price 23,24 

trategies 
Penetration • Entering the market with a low 23,24 

initial price 

Going rate • Entering the market with the 23,24 
current competitor price 

1--

Dtstribution Intensive • Making the product available at 25,26 
' trategies all posstble retatl outlets 

elective • ~everal but n tall retail outlets 25,26 
;rr(; selected to carry the _product 

Exclusi e • ne particular retailer serve. a 25,26 
gl\'Cn area ;md is gr<H1ted sole 

right to carry the product 



1--
Operationalising the New Product Launch Marketing Strategies 

Dimensions of Expanded Variables Relevant 

Marketing Dimension 
. Questions 

Strategies -
Channel • umb ·r of intermediaries 27 

stnJCture ·mployed to move goods i.e. 

str.tttT) - o middlemen (direct 
distribution) 

- Retailers 

- Wholesalers 

- Agents or brokers 

3.5 Data Analysis 

Part A of the questionnaire was analyzed using frequency distribution and percentages. Part 

B Frequencies and mean scores were used to determine the strategies used in new product 

launching in Kenya as well as th~ extent to which they were used and for which categories of 

products they were used. The findings are presented in form of tables, charts and graphs. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

4.1 Introduction 

This 'hapt ·r c nt.1ins th · hndings of the study together with their possible interpretations 

based on the qu • ·a nnaires administered to senior managers of various Manufacturers of 

Fast Moving Con umer Goods. The questionnaire was divided into 2 sections. Part A 

collected data on the profile / general information on the respondents and Part B collected 

data on new product launch strategies. The collected data was summarized using frequency 

distribution and percentages and the fmdings have been presented in form of tables, charts 

and graphs. 

Forty seven FMCG Companies that constituted the population (See appendi.x 3) were 

located and contacted. Thirty four Questionnaires were filled and returned representing 

73° o. This response rate was acceptable and compares well with previous studies such as 

\\'anjoga (2002) 82° o and afari (2003) 51 °'o. 

4.2 Analysis of General Information 

The information considered in this part of the study include the responsibtlittes of the 

re ·pendent. the number of year the manut~lCturcr: haYe been in bu iness, the O\ nership of 

the comp;my, the ize of the compan in terms of turnover <md area of opcr-ati n , w .11 as 

the d tin ti n f their fini h d pr duct . ( th r . rc· c '' red r cat goric. ,f product. 

rn mu • tur d and the I ,.cl pre( • r dn f r • l un h. Th · ha, h((:n · n,tl) zt·d u in 

tn u t bl 

5 



4.2.1 Respondents Functional responsibilities 

The respondents functional rc p nstbtlity giv s us an indication of where the responsibility 

for new product launch lies within the or,,;lllizarions structure. 

Table 6: Functional R ·pon ibilitie of Respondents 

Respondents' primary functional responsibilities Frequency Percentage 

Brand m<mager 3 9 

.Marketing manager 1 3 

Sales Manger 18 53 

Other 
12 35 

Total 34 100 

The respondents that participated in the survey comprised of sales managers (53%), Other 

managers (35%), Brand Managers (9%), and Marketing Managers (3%). This implies that in 

most of the manufacturing companies, the sales managers are the most recognized people 

when it comes to product sales and launching. 

4.2.2 Number of years in the manufacturing Business 

The number of years the organizations have been in business in Kenya gives us an indication 

of the e.xperience the company has in the manufacturing industry and the learning curve or 

curves that the firm has gone through operating in the ever changing and dynamic 

environment. 



1 0 or more years 

6-9 years 

53~o I 
.l 

l 

1-5 years 
i 
l 

Less than a year 
.•• ,< ........................ ,~ ........ ................ } ............ ........... ,) ......................... .J 

0% 10% 20% 30% 40% 50% 60% 

Figure 9: Years of Operations 

Fifty three percent of the companies in the survey have 10 years and more in manufacturing 

business, 29% have 6-9 years, 15% have 1-5 years and 3% have one year. This means that 

the majority of the companies are old companies that have had long experience in product 

manufacturing and this must have gone through many product launches. 

4.2.3 Ownership of the organization 

The ownership of the organization gives us an indication of practices of the firms depending 

on the operations of the ownership. For mstance global firms tend to operate on a global 

level whereas local firms tend to operate locally. 



Mixed 

Foreign 

9% 

76% 

-------- - ----------------

Figure 10: Ownership of the Manufacturing companies 

In terms of ownership, 77°'o of the companies studied were locally owned, 15% were of 

mixed ownership, and 9% were foreign owned. This means that there are very few foreign 

manufacturers in Kenya and most of the companies operating are local. 

4.2.4 Size of the Organization 

The size of the organization gives us an indication of the scale of business being operated. 

The size also gives an indication of the size of budget allocated to new product launches. 

Table 7: Size in Kenya Shillings 

Size of business in Ksh. 
Frequency 

Percentage 

Less than 100 mil !ton 8 26 

lOO--l99, million 
16 52 

S00-999 million 
3 10 

1 bili:Q_n-5 billi_Q_n 
2 7 

~~ore than 5 billion 
2 7 

!!_otal 
31 100 

·In b an tudicd di r nt lZ • f j rit ' th · c rnp·mi tudi d, 5£.0/.1 h d 

bu tn milh n. n th ·r (, lo h.td bu 111 th. n 100 



million Kenya shillings and 10° 'o are worth between 500 - 999 million shillings. Seven 

percent of the businesses studied ,1re worth I 5 billi n while another 5% are worth more 

than 5 billion. 'Ihis means that mosr of the comp~mics in the manufacturing sector are of 

medium size as they lit- (>fl th · setnnd lo\ cr levels of the companies studied. 

4.2.5 The ize of operational space 

The size of operation<u space gives us an insight to the volume of production and probably 

the size of the product. The table below explains. 

Table 8: Size of Manufacturing Area 

Area size of manufac~ setup Fr~quency Percentage 

Less than 5000 sq. Feet 10 39 

5000-5500sq. feet 11 42 

5501-6000 ~feet 
3 12 

Over 6000s_g. feet 
2 8 

Total 
26 100 

In terms of operational space, the majority of the companies operate in less than 5500 square 

feet. Those, which operate at over 6000 feet, consisted only 8% of the total number studied. 

This reinforces the findings on the size in Kenya hillings that the companies are medium in 

size in terms of revenue. 

4.2.6 Destination of Products Manufactured 

The d tination of product· manufactured gives u the scope of the market the fi11Tls cover. 

market covered give. u the xpectations ·uch tirms have from new 

pr du t hunch . 
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Figure 11: Destination of Products Manufactured 

In terms of the destination of the products manufactured by these companies, 97% indicated 

that the destination of their products is local market, 52% to Comesa, and 46% to the rest of 

frica, 9°'0 to Europe, 12% to America, and 22% to the rest of the world. This means that 

most of the products manufactured are for local consumption and within the Comesa 

region. 

4.2. 7 Product Categories 

Th~ product categories give us an indication of the categories of product manufactured by 

the variou. firms. We get to understand whether they handle single or multiple cat ·gorics of 

I• ~ICG product . 
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Table 9: Categories of Products 

Categories of products dealt with Frequency Percentage 

Batteries 
1 3 

Beverages 
5 15 

~hemicals 
2 6 

l•'oods 
14 41 

. 
f- . 

u_ousc hold 
4 12 

I Iygienc 
4 12 

Stationery 
1 3 

)thcr 
3 9 

ri'otal 
34 100 

Among the categories of products manufactured include Foods, Beverages, Household, 

hygiene, tationery, Batteries and other products. The majority (41%) of the respondents 

indicated that they manufacture foods. 

4.2.8 Frequency of Launch of new products 

Frequency of launch shows us how often the FMCG companies launch new products 

into the market. 

Table 10: Frequency of launching new products 

How often have you launched a new product Frequency 
in the past ten years? 

Percentage 

Biannually 
1 4 

Yearly 
11 39 

Every two years 
12 43 

\Other 
4 14 

lrotal 
28 100 

\mong the r spondcnt · companies, 43% of the companies launch their products every two 

}' <l 3< % launch th ir pr du 'L CV ry year, 1 t% ,th r time ' nd '-l'Y., biannual!). •1 hi means 

th t m t the c 
l unch th ir p lu n 1 ·md 2 , t • Ol the c 

mpani 
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4.2.9 Preparation for the Launch of new products 

Preparation for the launch of n w pro iucts gtvcs an insight into the level of 

preparedness and the effort plarcd into preparation for new product launch. 

Table 11: Level Preparedne ·' for Launch 

Level of Preparedness Frequency Mean Score 

a) Detailed launch plan 30 1.57 

b) Detailed standard launch operating procedure 29 1.79 

c) Launch team 30 1.67 

For the companies that prepare for product launch, the extent of level of preparedness 

varies. The table below summarizes the level of preparedness of these companies in terms of 

detailed launch plan, detailed standard launch operating procedure, and the launch team. The 

scale used was that 1 indicated extremely prepared and 5 indicted not prepared. The table 

shows that mean scores for the companies indicated that they were well prepared new 

product launch as all had a mean score of above 1.5 but less than 2.0 

4.3 New Product Launch Strategies 

The new pr duct launch , tudied covered The farket tratcgies, Product tratcgies, 

Prc)mocion ~trategte~ Price strategtes and Dt tribucion trategtes. TI1e, e were further 

broken down into ~ub ~tratcgic: \ ithin the key . tratcgie. a -.hown in the analy:ts that 

follow . 'lh inf nn. ri n lickcrt cal . On ' l seal • of 1 to 5 , h r 
1 

rn · n t 
influ ncetl th n nt ti n ld the eLl ·i tic- ti Hl of the 

p t ntial m rk ~Ul 5 th ct h n 

th I th :n th mmirnal 1d m t t th 
II\ the.: 



same thing. However where the deviation is greater than one then the practices were diverse 

by various FMCG firms. Gr-t!phs and ch.lrts \ ere .1lso used to analyze the various strategies 

used showing the uses in pcn:enta, ll'S. 

4.3.1 Market Strategic· 

The market strategic· analyzed cover 1arket scope, Market geographic strategy, Target 

market strategy, Llrket entry and market commitment strategies. The various tables and 

graphs e.xplain the strategies used and the extent to which they are used. 

Market Scope 

When choosing market scope there are factors that influence the segmentation or 

classification of potential markets in which the companies are targeting. These include the 

Demographic factors, the socio economic factors, the geographic factors, psychological 

factors and the consumer patterns. The extent of influence by these factors according to the 

findings was diverse in magnitude as shown in the table below_ 

Table 12: Factors influencing segmentation of potential markets 

Frt:9.u~ 
Standard 

Dem~hic factors Mean Score Deviation 

l!2_ 1\g__C 
33 2.94 1.48 

ii}_Incomc 
33 1.64 0.96-

~~~~ 
33 3.61 1.32 

I ocioecooomic factors 

~cia! class 
33 2.64 1.19 

iO ~gc in th family life cycle 33 2.94 1.37 

G ographic facto 

t) I 30 1.77 0.1 l 

i0 I~n 
30 1. ()() (),1):\ 
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Standard 

Demographic factors Frequency Mean Score Deviation 

Psychological factors 

i) Life style 30 1.83 1.23 

ii) Personality traits 30 2.30 1.18 

Consumer patterns 
1-

i) I Ieavy 30 1.63 1.03 
~ ~---

ii) Moderate 29 1.83 0.97 
_;_ ~-

iii) Light users 29 2.28 1.00 

iv) Brand loyalty p.1ttems 29 1.86 1.30 

On average the demographic factors and socioeconomic factors moderately (2.5 to 3.4) 

influenced the segmentation or classification of potential markets. To a large extent (1.5 to 

2.4), the geographic factors and the psychological factors influence the segmentation or the 

classification of the markets with all the geographic and psychological variables having large 

influence. 

Geographic Concentration 

The table below shows geographic concentration of the Firms when launching new 

products. The geographic concentration gives us an indication of the scope of operation by 

the firm and the distribution coverage expected of the firm. 
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Figure 12: Geographic Concentration When Launching a Product. 

The geographic concen tration the companies choose when launching new products ts a 

single location according to 49% of the respondents. According to 79% of they concentrate 

on the region, 58°; 0 go national, 28% go international, 14% global and 9% other locations. 

Potential Target groups when launching new products 

\ fost firms have a preference of whom they should target when launching a new product. 

Table 13: Importance of Potential Targets in Product launch. 

Best Prospect Group to Target 

a) Early adopter .. 
b) Opinion lc-..tders 

1-

1 t 5 wh r · l l in the ch 

un rt n t d 5 m 

th rl pini n I 

6 

29 

27 

28 

Mean Score 

1.83 

2.30 

1.43 

f the b t pro p ctivc 

rt nttt. ll 

Standard 
Deviation 

1.14 

0.99 

0.84 

oup to t ·t is 

ind i .Utd that. on 

ami n nt ( I. - .c.. l) t t t in 



launching new products. The respondents indicated that the heavy users are extremely 

important (0.5- 1.5) target in launching .1 n w product. 

Market Entry 

Most of the 'omp.llli ·s h.tve .t preferred response to competitors launching of new 

products. The table below shows us how the various firms respond. 

Table 14: Preferred Response to Competitors Launching of Product 

Preferred Res onse 
,.. 67 

Percenta e 

First to launch in the market 
t-

Launch much later after the com 

otal 

7 
10 3 
23 

30 100 

As a response to competitors launching their products in the market, the respondents 

indicated their preferred response method (67%) is to launch first into the market. Twenty 

three percent would launch much later after the competitor and 10% would launch at the 

same time with the competitor. 

Timing 

Proper timing of any launch is key to . the success of new products. This study analyzed the 

preferred timing for MCG as shown tn the chart below. 

Other 

In the hot17% 

----

7% ~Durin a festivies season~ 

In the rainy t=::J 53% 

season 

23% 

Hgur 13: Pr fi rred p riod of l:.nm hin 



As to the time they would prefer to launch their products, 53% indicated that they would do 

it during fes tivities, 23% in the rtliny season, 7° o in the hot season while 17% will launch at 

any other time. 

Market Commitment 

The market comm1tmcnt give· u · an indication of level of commitment the firm has in the 

market it pcrates in. The commitment could either be, Strong average or light. 

25 

20 

:=· 

5 

Very agressive in the We do what others do in Take a very low profile 
market the market 

Commitment 

Figure 14: Commitment of Companies to the market 

The compames that responded to the questionnaire indicated that in terms of their 

aggressivene s of the companies in the market, 67% indicated that they were very aggrc stvc 

in the market, 17% indic1ted that they do \ hat thers do in the market, while another 17o, 0 

indic-lted the t they take ~l very low protilc as shown in the chart below. Thi m '<IDS that 

llMJOn. 
f the c mp nics ;~r ~ 1r • ..;ivcly committed to the m.1rkct. 
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4.3.2 Product Strategies 

In this study the product strat gics that ' ·rc analyz d were product positioning, Product 

repositioning, new product :tr.ttl'l!'l .. llld p:1 ·bring strategy. The information was analyzed 

using Graphs ;lnd chart: tn ~hm th · v,tnous strategies used showing them using 

percent-a 'CS. The lickcrt ·c.u . ot a scale of 1 to 5 where 1 meaning to a very large extent 

intluenced the p.tckaging parameters has been used. Where the standard deviation is less 

than 1 then the deYiation is minimal and most of the firms were doing the same thing. 

I Iowever where the deviation is greater than one then the practice were diverse by various 

FMCG firms. 

Product positioning 

Placing the product where it will have a favorable reception by the consumer i key 

for any manufacturer. The table below shows the preferred positioning by the FMCG 

firms in Kenya 

Table 15: Position of Product During Launch 

Position of Product Durin2 introduction of launch Frequency Percenta2e 

\s a single brand 18 60 

~)osition many brands at the same time 12 40 

rrotal 
30 100 

The rcsp mdcn . ·u ·o indicated the position · of their product · when they introduced the 

hunch. Th m j rity (60%) the rc p ndcnt p tti ned their product: a :l single brand 

.r1 I p iti ned th n at th · m time. ·nti m m th.tt m t of the 
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Product repositioning 

Introducing products to pc pic who h·1yc not b ' n using them is a dream of many. 

Response% 

Annualy Always Often Regularly 

Figure 15: Introduction of products to new people 

When asked how often they introduce their products to people who have not been using 

them, one in every two companies indicated that they do it often. eventeen percent of the 

companies indicted that they do that annually, another 17% always, and 17% regularly. The 

chart below explains. 

Table 16: Company Introducing Product For New Purposes 

Company introducing a product used for purposes not 
Frequency 

o~all_y intended Percenta_ge 

Often 
1 20 

I~ ever 
4 80 

rrotal 
5 100 

In term of ho-. often the c mpante intn ducc product~ bcin u cd for purpo c. not 

ori in lly intend d, th r we . nl ' tiv r I nd nt f" hich 80% ,f th m indi ltt·d that 

d h hil 2 ~ imll , t d th t th 
t 't c.l it ft n. '1 hi rn Ul t h·u rn . 

c nlf 11 U1 du c th ir 1 r du n•tn th purp n tit 1 nd 

pi 11 • 
fl7 



New Product Strategy 

The new product strategy gives u: ·1n indi ';\tl n of whether a firm chooses to improve a 

product, modify the produ ·t irnit,tll.' or inno .lt •. 

Table 17: Choose method of introducing new products 

Product Improvement or Modifications Yes No Total 

i) Redesigning a product 
63% 38% 100% 

ii) Remodeling a product 
16% 84% 100% 

iii) Reformulating -a product 
10% 90% 100% 

b) Imitation of a competitors product 10% 90% 100% 

c) Develop and introduce new to the world product 57% 43% 100% 

When introducing a new product of these respondents, 63% indicated that they choose to 

redesign a product, 16°'o choose remodeling of the product, 10% reformulate of the product, 

10% imitate competitors products, and 57% develop and introduce new products. 

Packaging Strategy 

The packaging strategies give us an insight into the critical factors in packaging such as size, 

colour, package design and statutory requirements. 

Table 18: Important Packaging Parameters 

Important Parameters in Making Packaging 
Frequency 

Standard 

Decisions 
Mean Score __ Deviation -

.1) , tic 
31 1.52 0.68 

b) Package de 'ign 
32 1.62 0.9-t 

c) Promotional inform:1tion 
31 1.68 0.75 

d) St,\tutory inform.ttion 
21) 1.55 0.57 

\\ 1 m. ·mg ( 
1 t 5 wh ·re 1 m ·m . ·tr tnt I) important 

.md rn tn d i 'll, 

(1-
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4.3.3 Promotion Strategies 

The promotion strateg-ies studted giY s an indicltion of the promotion policies adopted by 

the fir1 :-; fUld tho!<{' th:1t wnuld ~·nH'Ill tlw org.tniz;ttiuns prom ti nal direct:i n such as 

1 
en; mal ~ ·lling, publirit •, advt·rtl:\in.• .tnd :;,t\ ·s promotion. 'l'hc prom ti n strategies that arc 

used 1 y th · r ·-;pnnd ·nt: '' cr · '.1ri d from th · push - pull strategies t the randing 

strategy. The lickert sc.1l · of a scale of 1 to 5 wher · 1 meaning t a very large extent 

influenced the packaging parameters has been used. Where the standard deviation is less 

than 1 then the deviation is minimal and most of the firms were doing the same thing. 

However where the deviation is greater than one then the practice were diverse by various 

FMCG firms. 

Table 19: Extent of use of particular Promotion Strategies 

Mean Standard 
Promotion Strategies Frequency Scores Deviation 

The choice of media 
30 1.50 0.82 

Consumers encounter pe0ple and places with the brand 27 1.56 0.70 

IMi..xture of advertising and personal selling 30 1.63 0.62 

The advertising message 
29 1.76 0.79 

Using distribution channels to sell the product 31 1.77 0.67 

Relying on the middle men to market the product 29 1.79 1.11 

Going directly to the end user to promote sales 29 1.83 0.85 

The advertising budget 
29 1.90 0.82 

!Sampling dunng con umcr promotion 29 1.93 0.8-1-
-

[S,llcs force motivation relying on product quality 27 
-

1.93 0.78 

Edttorial., News items and corporate 
ponsor:hips 27 1.96 0.76 

___, 

R lying on ad,•erti ing en.: ttivity 
27 2.07 0.87 

l isc unts and incentives for trade P 
m tion 27 2.11 .89 

( n f 1 t 5 lm u 111 th pr m 

d th II 
.md 

h: u h 



people and places with the brand; Relying on the middle men to market the product; The 

advertising message and Going directly to the end user to promote sales, Editorials, News 

items and corporate sp msot":'hips: L sin , distnbution channels to sell the product ; Sales 

force motivation rclymg oo prndu ·t lJU.tlity; fixture of advertising and personal selling; The 

advertising budget: ~.unplin 1 durin consumer promotion 

4.3.4 Pricing strategies 

The main strategies studied in pricing were skimming, penetration and the going rate pricing 

strategies. The studies were analyzed using a chart to show the pricing strategy used and the 

lickert scale of a scale of 1 to 5 where 1 meaning to a very large extent influenced the 

packaging parameters has been used. Where the standard deviation is less than 1 then the 

deviation is minimal and most of the firms were doing the same thing. However where the 

deviation is greater than one then the practice were diverse by various FMCG firms. 

A current 
competitor price~ 

19% 

Pigur 16: Pricing trategi 

Th c mp ni · in th · tu ly .I indi ted the pricin 

pr du ·t . 'h m J nt ' th c mp. 11 (S ~) 

High initial price 
28% 

J 

~ tr ,u · ic tl1 · 1 1 · C) u c Ill aunc lltll ne , 

miti I 1 ri • 28% 

ht h imti tl pn ul • urn urr lt lnJ tit r 1 ri . 



Table 20: Extent of Use of Pricing Strategies 

Pricing Strategies Fr unq_ Mean Score Standard Deviation 

a) A high initial price _<) 2.59 1.21 
-

b) Low initial price )() 1.93 0.69 -
c) A current competttor prin· 29 2.00 1.00 

L.:...-

On a scale of l to 5 Yh r · 1 m ms using the pncing strategies to a very large extent and 5 

mcm
1
s not using .1t all. I w initial price and current competitor price strategies were preferred 

to a large extent (1.5 - 2.-t), \o: hile a high initial price strategy was used to a moderate extent 

(2.5 - 3.4). 

4.3.5 Distribution strategies 

The distribution strategies studied covered the intensive, selective and exclusive strategies as 

well as the channels of distribution. The studies were analyzed using the lickert scale of a 

scale of 1 to 5 where 1 meaning to a very large extent influenced the packaging parameters 

has been used. Where the standard deviation is less than 1 then the deviation is minimal and 

most of the firms were doing the same thing. However where the deviation is greater than 

one then the practice were diYerse by various FMCG firms. A chart has also been used to 

show the distribution channels used. 

Table 21a: Distribution Strategies used in launching new products 

i tribution strategies the companie use when launching requency 
Perc nta e 

8 
~~~~--~~~--~~~~------~ 25 

13 
3 

0 1 

·n,. c rn dt tril uti n h ·n I UIH:hin ·1 n 

th t tl 
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all possible retail outlets, 13% indicated that they select several but not all outlets and 3% 

tl1ey grant sole rights to a particular ret1iler to sen c ~ln area. 

Table 21b: Extent of Applic;ation of Str-. .ucgy Cho en 

Distribution Strategies 
Mean Standard 

Frequency Score Deviation 

a) Making product ;tv,tilable at all retail outlets 30 1.63 1.03 

b) Several but not ,tll retail outlets are selected 

to carry the product 26 3.04 1.54 

c) ne particular retailer serYes a given area and 

is granted sole rights to carry the product 23 3.65 1.43 

Among those that indicated that they make product available at all possible retail outlets, 

they indicated that they use this strategy to a large extent. For those who indicated that they 

select several but not all retail outlets to carry the product, they use the strategy to moderate 

extent while those who choose one particular retailer to serve a given area and grants it sole 

rights to carry the product, use the strategy to a small extent. 

···;.~'· .. Wholesalers Direct 

. distribution 

Figure 17: Intermediaries used in Distribution. 

\\ h n launchin new p duct , 55% f the rc p ndcnt indi ··acd that they u ·e retailers, 42'Yo 

u di11 ct di tnbuti n and 30A u ' nc t the r ! nd nt. indta ltcd whether 

hcyu 

72 



4.4 Strategies used for different categories of products in FMCG industry in Kenya 

There were several strategies that ~:cr' hi/hlightcd by the respondents in the study. These 

included the market strategic~, f fO \u-t Sll.\tt'lll 'S, promotion Strategies, pricing strategies and 

distribution stnlttgtes. 'I'h ' ',\1 iuu· · \t 1oncs of J<'MCG manufacturers used those strategies 

they felt worked best f r th •m. 

4.4.1 Categories using Market Strategies 

The market strategies that were mainly used were geographic distribution, First to launch in 

the market, timing and levels of commitment. The table below explains 

Table 22: Geographic Distribution During Launch 

Region National International Global Other Single Location 
·%::· --~~ %: p~'l •A' .ff"~4l . '' % f!"' .... , ... 

o/4 ):lf"tq. % .· ll~q ~~~~. 
,}:~:::::::;:· Product 

Cateaory :;:;: .. 
::.··· .:;::.:. 

Batteries 0 3.80 1 0 

Bevcra~ 6.30 1 7.70 2 10.50 2 25 2 100 1 

Chemicals 6.30 1 7.70 2 0 4 

Foods 43.80 7 34.60 9 63.20 12 75 6 100 

House bold 25.00 4 15.40 4 10.50 2 

Hv~ene 6.30 1 15.40 4 5.30 

Stationery 6.30 3.80 1 5.30 

Other 6.30 1 11.50 3 5.30 4 

Total 100 16 100 26 100 19 100 8 100 100 

The only battery company preferred regional geographic launch. \ high concentration of 

beYera company le:med more towards international launches with an inclination towards 

national hunches. The chemical industries on th · hand chose single 1 cation and regi nal 

di tnbuti n f r 1 unching new pr duct . 1 I u ch ld ffi'l.nufacturer had a pr ·fer nee ti- r 

• tn 
a tl n I unch . Th h ' i n pr du t m· nuf. ctur r pref rr d regional\ lunch in . 
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Table 23: Preference for Launching against competition 

First to launch in the Launch at the same time Launch much later after 

market._. with the com~titor the competitor 
- ~ -- -

Product 
~~. .!.._q_ f\1 Freq % Freq 

Category 
( 0 -

Batteries '1 I 
- - - -

Beverages IS ~) 14.30 1 

Chemicals 10 -
Foods 35 7 57.10 4 

House hold 15 3 33.30 1 

Hygiene 15 3 33.30 1 

Stationery 
33.30 1 

Other 5 1 28.60 2 

Total 100 20 100 3 100.00 7 

Almost all the FMCG manufacturers favored launching f1rst into the market with the 

exception of tationary companies. Beverage manufacturers though would launch after the 

competitor if they do not launch first. The food industry though had a heavy inclination 

towards launching after the competitors. Household, hygiene and Stationary manufacturers 

though had a heavy preference for parallel launches with the competitors. 

Table 24: Time to Launch 

During festivities In the rainy season In the hot season Other -
Product 
Cat~rv ~0 Freq o; o FreQ % Freq % .. Freo 

~teries 6.30 1 

Beverages 18.80 3 50 1 
~ -

6.30 1 Chemicals 20 1 

Foods so.oo 8 42.1Xl 3 

House 
18.80 tDO 

hold 
3 1 

Hy~nc 
14.3(1 1 (>tl :\ 

'Stationcrv 
14.30 1 

:other 
14.30 1 so 1 _II 1 

Total 100 16 100 7 100 2 100 5 

7 1 



Most f
1
rms said they would launch their product during festivities. Beverage firms however 

had d1e strongest preference for launching durinp, the hot season. The hygiene products 

manufacturers arc able to launch at an ' time :md have no specific preference. The Foods 

firms seem to be more 111 ·linn! 111 I lUll ·h durin/ the festive season as shown earlier in fig 14. 

Table 25: Commitm nt to the market 

Very aggressive in the market Do what others do in Take a very low profile 
the market 

Product Freq % 
Cate~ry 

010 
Frea % 'Frea 

Batteries 5 1 

Beverages 15 3 20 1 

Chemicals 10 2 

Foods 30 6 20 1 80 4 

Household 10 2 40 2 

Hygiene 15 3 20 1 

20 1 
Stationery 

Other 15 3 

Total 100 20 100 5 100 5 

Almost all the organizations with the exception of stationery manufacturers had a strong 

commitment to the market with very aggressive market activations. The food industry 

though showed that mey take a ramer low profile in d1e market. The I louse hold 

m;mufacturers showed a moderate commitment to the market by doing what the others in 

the industry arc doing. llygicne and stationery manufacturers also did what the rest of the 

player: in the market did. 

4.4.2 Categories u ing Product trategie 

h r that m t' t.:; tuauu •l -tUtcrs w;l·d' · 1 roduct strat n· . ' l h. 

m ml n 
p1'1· du t 1 
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50.00% 

45.00% 

40.00% 

35.00% 

30.00°'• 

2 .00° 'o 

O.OO"'o 

L5.00"'u 

10.00°. 

o.oo•. 

Figure 18: New Product Positioning 

0 As a single brand 

a Position many brands at the 
same time 

Over soo·
0 

of the food manufacturers position many brands into the market. However The 

food and the Hygeine manufacturers often launch a single brand into the market. The 

battery manufacturers being along launch a single product into the market when launching. 

Stationery manufacturers on the hand concentrate entirely on positioning many brands and 

do not launch one product at any one time. 

Table 26: Choosing New Product Strategy 

New to the world 
Redesi~iog Remodeling Reformulation Imitation product 

Product o;o Freq 0/o l}u 
Categories "' 

Freq Freq Freq "'o Fre<l 

Batteriis 5 1 590 1 

Bner~s 5 I 20 1 33.3 1 23.50 4 

<.hemi<:al!l 5 1 5.90 1 

l·ood• 45 9 20 I 33.3 1 :n.30 1 35.30 (, 

I louse hold tO 2 60 3 33.30 1 5)0 1 

ll ygicnc IS 3 17.60 ' 
33.30 1 

ISt.ationen 

I< Hhc_r IS 3 :ru l 5.90 1 

foc<ll 100 20 100 s 100 3 100 ' 100 l7 
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Almost all the organizations apart from tationary tried to redesign their old products for 

introduction into the market. The F od industry Ew r ·d Product redesign (45%) and new to 

the world product (35.3°'c,). 'l11 · be t .lgt' industry m the other hand preferred product 

reformulation (333) ;IIH.I n w to th · \ orld (23SYo) product strategy. The Food 

manufacturers, llousdwld linn · ·md .'t<ttioncry companies also showed favor in imitation of 

product that arc ,urcad · in the market. 

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00% 

Figure 19: Packaging Decision 

0 Statutory Information 

0 Promotional Information 

II Package Design 

Ell Size 

11 the FMCGs use all the parameters of the packaging strategy. The food industry ( 41 %) 

however showed that they used all the packaging strategies more than all the other 

compani s. Hygiene, Household and Beverages manufactures were ranging at 10% to 12o 0 

of the usage f the p.Kkaging ' trategie.' . tanoncry (3%) and battery (3%) tirms h wcYcr 

u cd th c trategie · minimally. 

4. .3 t gori u ing Pricing trat gt 

b th n I• H ' m lU tur · . 
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Table 27: Pricing Strategies 

Skimming Pen tration _ 

~Freq 
Going Rate 

Product Category oto J<:~ 011) % Freq 

Batteries 5.30 I - ·-1--
5.30 

Bever~s 
1 42.90 3 

I-- - -
Chemicals 10 I S.30 1 14.30 1 
1- - - f-

~ods 50 5 52.60 10 28.60 2 

House hold 30 3 5.30 1 
1- 21.10 4 
Hygiene 

Stationery 
5.30 1 

Other 10 1 14.30 1 

Total 100 10 100 19 100 7 

The battery manufacturers only used the penetration pricing (5.3) the beverage industry 

favored the going rate (42.9°'o) though sometimes used the penetration pricing (5.3%). The 

Food Industry on the other hand showed an inclination towards skimming (50%) and 

penetration (52.6%) pricing though sometimes they also used the going rate (28.6%) The 

household manufacturers on the other hand favored skimming (30%) as a pricing strategy. 

4.4.4 Categories using Distribution strategy 

The F fCG manufacturer all u ed di tribution trategie with the bulk of them 

preferring making product available at all possible retail outlets. 

Table 28: Distribution s trateg.es 
Making product 

!Several but not all retail outlets 
One panicular retailer 

available at all serves an area & 

. possible retail outlets are selected granted sole rights 

Product 
F_~ % 

Category % Freq % Freq 

lhncrics 4 1 

Beverages 16 4 

:chemicals 4 1 100 1 

Foods 48 12 

I lou~ hold 8 2 50 2 

Hygiene 16 4 

~St:uionery 
25 1 

Other 4 1 25 1 

1
TQ_tal JOO 25 100 4 tOO 1 
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The chemical industry however showed uniqueness in a heavy preference of the use of one 

particular retailer serving an area and granhng th,tt retailer sole rights to distribute their 

products. The household, hygiene ·md !\t.ltioncry m,mut~tcturcrs also showed a preference 

for selection of s ·vcn1l hut not ,Ill out I ·t · to <trry their products. The table below shows the 

varied prcfcn.·nces. 

Table 29: Channel Structure 

Direct distribution Retailers Wholesalers 

Product Freq Freq 
CatcEQry % % % Freq 

Batteries 5.90 1 

Beverages 7.70 1 23.50 4 

Chemicals 
11.80 2 

Foods 61.50 8 23.50 4 

House bold 15.40 2 11.80 2 

Hygiene 7.70 1 17.W 3 

Stationery 
5.90 1 

Other 7.70 1 100 1 

100 13 100 17 100 1 

The channel structure on the other hand has shown the heavy use of retailers as 

intermediaries. The Food industry though prefers direct distribution (61.5%) 
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CHAPTER FIVE 

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This study aimed at d 'tcnninin l" th' ·trategies u ed by manufacturers of FMCGs in 

Kenya when launching new product·, the extent to which they use the new product 

strategies as well as detennine which strategies are used for the different categories of 

products in the FMCG industry in Kenya. The research laid emphasis on the key new 

product launch strategies which are market strategies, product strategies, promotion 

strategies, pricing strategies and distribution strategies. In this chapter, discussion of 

the analyzed data, conclusion and recommendations are presented. 

5.2 Discussion 

pre en ted in chapter two the majority of the companie u e new product trategie 

when launching new product in order to achieve their varied objectives. This means 

that the majority of the companic, arc old companic that have a lot of exp rience in 

product manufacturing and they mu, t ha e gone thr ugh many product launch _. 

:\fajority of the compani - :tudied, 52% had bu. inc. s worth between 10) _ 499 

million. \mon l" the rc, pondcnt compani '., 43% of the companic: launch their 

produc <Vtr)' two )ear 39% l. unch their product C\'ery !ar, 14% other time , nd 

J 'o bi nnualJ '· ll1i m u that m t f th C< mpani · 1. unch tht ir pro lu t 

th 111) am , 9 1 r par· lur Ill\\' pn du t I. unch . 

( t th 
. 

tll ttm t d th • dut r J xlu t 1 un h t > 



(53%), Other (35%), Brand 1anagers (9° o), and Marketing Managers (3%). This 

implies that in most of the manufacturing companies, the sales managers are the most 

recognized people when it come:- to produ t sales and launching. According to Sachs 

(2003), everyone withm tht• org.w1:ntmn should be involved in the new product 

launch. This study "hows that a rang' of managers arc involved in the launch. 

The objective of finding out the extent of use of new product launch strategies, d1e 

companie d1at prepare for product launch, the extent of level of preparedness varies. 

Generally 90° o of the companies are extremely prepared with a detailed launch plan 

when launching new products, 82% are well prepared with detailed standard launch 

procedures and 77% have well organized launch team. Compared to Cooper and 

Kleinschmidt's recommendations of preparing for a launch most of the FMCG firms 

prepare for launche . 

Market trategie deal with the prospect of the market to be served (Kaplan and 

~ orton, 1997) and the ~CG firm in Kenya eem to understand this well in their 

usc of the market , trategie.. aried Factor are influencing segmentation or 

classification of potential markets. The geographic c ncentration the companie, 

choose when law1ching new product· 1 a ·ingle location according to 49% of the 

rc pondent.. \s a re ponse to competitor. launching their products in the market, 

the r. p ndent indi • ted the pr · err ·d to b · th r ·t in the market. Th. 

c mmitm 1t f mp 111 to the mark ·t \ ' 't: ' high \\ ith mo t of them bein ~ 

1v in th m. rk ·t ·1 h r p nd nt l o indi It d the po it ion ,t 1 ta 1r 
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products when they introduced the launch ·with most of the companies preferring to 

launch their products as package~. 

When introducing a new product 6~11 
11 of the respondents indicated that they choose 

to redesign a produ t. 16u u hoos( r ·modclmg of the product, 10% reformulate of 

the product, 10° o imitate competitors products, and 57% develop and introduce new 

products. This compares w1d1 the Kotler's (2003), a sertion d1at marketers are 

constantly seeking better or more superior products to present to the consumer. 

Most of the companie are relying on the middle men to market the product, using 

di tribution channels to sell tl1e product as well as the Sales force motivation and relying 

on product quality. The promotion strategies used by Kenyan FMCG firms are 

complimentary to each other and should be integrated to maximize the company's 

result as recommended by Koder (2003). 

The companies in the tudy also indicated the pricing strategies they use in launching 

new product . The companie also indicated the di tribution trategies that they u ed 

when launching a new product. The e trategies u ed are in line with Gunder en 

(2003) belief that dle di. tribution channel a company choo,'e5 for her pr duct will be 

ba. cd on 'e\ eral factor. that include the channel being used by compctiti n, rllc 

pricing stratq,')' and th ' internal rc ourcc. of the organization. 
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The objective of determining which strategies arc used for the different categories 

FMCG manufacturers there wa. a vaned rrspons '. The market strategies that were 

mainly used were gcogrnphi distributton, Ftrst to launch in the market, timing and 

levels of commitment. The onh l att ' company in this study preferred regional 

geographic launch. llousch ld manufacturers had a preference for single location 

launches. The h 'gtene product· manufacturers preferred regional launching. Almost 

all the ~ 1CG manufacturer favored launching first into the market with the 

exception of Stationary companies. Most firms said they would launch their product 

during festivities. 

The battery manufacturers being alone launch a single product into the market when 

launching. The Food industry favored Product redesign (45%) and new to the world 

product (35.3%). The beverage industry on the other hand preferred product 

reformulation (33.3) and new to the world (23.5%) product strategy. The ood 

manufacturers, Household firms and Stationery companies also howed favor in 

imitation of product that are already in the market. 

'1 he Food Industry on the other hand ho\: ed an inclinatmn toward . kimming 

(50o/o) and penetration (52.60,1o) pricing though . omcumc the) al o u. cd the gomg 

rate (28.6%) 'I he household manufacturers on the other hand fav red skimming 

(30o '(J) a a pricing trate r. ' I he I• ICC manufacturer all u cd di tnbutmn .. tratcgic. 

ith th bulk th ·m pr · crrin 'makin t product • v. ilabl · , t all po ibll' n.·t. il outlet . 

' I h • h ~ni I m lu t ' how • r h :v d umqu n m h \;pretcren c<. t th •ue 



of one particular retailer ervmg an area and granting that retailer sole rights to 

distribute their products. 

5.3 Conclusion 

From the rc~ult~ dt~ u~:-t·d above it is •vtdent that the manufacturers of Fast Moving 

Consumer Goods 111 h.en) .l e. ten, ivcly usc the various New product Launch 

strategies. lanufucturers of F~l G have launched new products and encountered 

and used various new product launch strategies that suit their categories best. New 

product launch strategic have the ability to create the difference between success for 

a new product in the market or failure. It is therefore important for the 

Manufacturers of FMCGs in Kenya to continue using these strategies in order to 

exploit the various marketing machinery available to them. The reason for this is 

because the better a new product is launched the faster it will find its place in the 

market and more succe sful it will be. Planning for a new product launch is just as 

important. The launch activitie of highly successful product al o are more likely to 

be characterized as evolutionary, -y tematic and ynergi tic a~ Schneider (2003) 

ob ·erve~. 

5.4 Recommendations 

J\ccordin to th • r · ult of the : tudy it i clear that n \: product launch i. placed in 

th hand 1 f the 

m. na !fS • nd Brand m. n. 

th , ni t · n n d to t 

t 1 f th • onaniza tion tH. cd to im'ol\'l' larkt ring 

·in tht I un hin' of, new pr duct ~[, rkett t in 

tivc. wh ~n it C< tnt t\l \ ' 



product launch as the success of a product depends on the effective planning and 

execution of d1e launch strategic .. 

The companies should kerp on improym;r on their usc of the varied strategies for 

new product launch espt tally so wh 'r' there was concentration on only a specific 

stratq,ry. They should also try and u ·e a combination of many of the strategies in 

order to optimize on the chosen trategies. The companies need to identify the most 

effective strategies d1at work for the categories that they deal in through best 

practices so that they can leverage on them. Companies should keep themselves 

abreast new developments in terms of strategies so that they can continue being 

relevant due to the rapidly changing business environment as well as consumer 

preferences. 



LIMITATIONS OF THE STUDY 

This study was covering all them. nufuctur 'rs of the Fast Moving Consumer Goods 

in Kenya. The fast hurdk \\:1:- to 1-,l't.'t responses from the companies that are not 

based in Nairobi (7). In som ' insun cs follow up took longer than expected. 

Respondent apprehenst n wa · ,.ery high and it was difficult to get the responsible 

senior offici.'lls to accept to be interviewed. They viewed the exercise with a lot of 

suspicion due to the stiff competition in the FMCG sector. 

SUGGESTION FOR FURTHER STUDIES 

There is adequate opportunity for additional research on the strategies u ed by 

manufacturers of FMCGs iu Kenya when launching new products. It is 

recommended that other aspect of new product launch strategies such as launching 

on the Internet be ~ tudied. Marketer need to under tand what drive the variou. 

organization. to u e the variou marketing trategie . Thi will help the marketer to 

tailor their new product strategy plan to . wt the right product with the right 

con. umer. a well a achieve th overall organizational goaL , pectally with other 

l :pc. of manufacturer other than d1c I• ICG manufacturer.. I urthcr 

n·commtndati< n ar • made to c plor tudi in the ar • o the cffcctiv nc s of the 

' n u ·tin' trat · that r u l n )t c nly or th( launch o nt·w pn luct but 

th t CO\' ·r th pr du l li cy 
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APPENDIX 1: LETTER OF INTRODUCTION 

Florence Saronge, 
c/o University of airobi, 

Lower Kabctc Campu~. 

P. 0. Box 30197, 
Nairobi. 

22 September 200-l 

Dear Sir / !\ Iadam, 

I am a Post Graduate Student in The Faculty of Commerce, University of Nairobi. I 

am conducting a Ivfanagement Research on "Marketing Strategies Used by 

Ianufacturers of Fat Moving Consumer Goods (FMCGs) in Launching new 

d " pro ucts 

Your organization has been selected to form part of the study. This is therefore to 

request your assistance in filling the attached questionnaire. The information you give 

will be treated with strict confidentiality and is needed purely for academic purposes. 

Even when a name has been provided, it will not under any circumstances appear in 

the final report. 

copy of the final report will be made available to you upon request. 

Your assistance and co-operation will be greatly appreciated. 

Yours Sincerely, 

............. ······· ........... . 
Florence Sarongc 

(Student) 

2 
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Lecturer Dept of Busme:s 
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APPENDIX 2: QUESTIONNAIRE 

New Product Launching trategi u d by FMCGs in Nairobi. 

PART A: 

1) Please indi ate your pnmary fun tional responsibilities. 

a) CEO (Chief E. ccutwe fficer) D 

b) Brand Manager D 

c) farketing Ianager D 

d) Sales manager D 
e) Od1er (specify) ............... D 

2) How many years has your organization been in manufacturing business? 

a) Less than a year D 

b) 1 - 5 years D 

c) 6 - 9 years D 

d) 10 or more years D 

3) What i the owner hip of your organization? 

a) Local D 
b) Foreign D 
c) ~fu ed D 

4) \'(/hat i ' d1e ,lZe of your bu me . Ksh ;> m .. 

a) Lc s than 10 million D 
b) 100 - 499 milhon D 
c) 5( l - 999 million D 
d) 1 b li n - 5 billion D 
e) 0 
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5) What is the area size of your manufacturing set up? 

a) Less than 5000 sq. feet D 

b) 5000 - 5500 sq. feet D 

c) 5501 - 6000 sq. feet D 

d) Over 6000 ~q. [('('t D 

6) What is the de~tmation of your products? Tick all that apply 

a) Local D 

b) Comes a D 

c) Other parts of .Africa D 

d) Europe D 

e) America D 

f) Other parts of the world D 

7) What are the categories of product (s) your company deals with 

a) Batteries D 
b) Beverages D 
c) Chemicals D 
d) Confectionary D 
e) Foods D 
f) Health care D 
pJ Hou~ehold D 
h) Jlygiene D 

D Stationary D 
j) Tobacco D 
k) Other (Specify) ..... ...... ....... 

8) II< w oft ·n hav · you launched a new product in the pa. t t n year. ? 

.) 1.!.\' 'I')' month D 
b) C uartcrl ' D 
c) Biannu 11 ' 0 
l) rl · 0 

< I 



e) Every two years [] 

f) Other (specify) ................. . 

9) Does your company prep. r · for . tH.'\l pr )duct launch? 

a) Yes 

b) No 

D 
D 

10) If Yes, on a scale f 1 - 5 plea ·e indicate to what extent the company prepares 

using the parameters below? Use rating of 1 = Extremely prepared, 2 = Well 

prepared, 3 = somewhat prepared, 4 = Not very prepared, 5 = Not at all 

prepared (Please Tick ...J one box) 

a) Detailed launch plan 

b) Detailed standard launch operating procedure 

c) Launch team 

PART B: New Product Launch Strategies. 

1 2 3 4 5 

DDDDD 
DDDDD 
DDDDD 

11) When choosing the company's market scope to what extent do the following 

factors influence the segmentation or classification of the various potential 

markets? Use rating of 1 =Very large extent 2 = Large extent 3 =moderate 

extent, 4 =small extent, 5 =No extent (Plea e Tick '-i one box) 

a) Demographic factor t.e. 

age 

mcome 

b 1 Socioeconomic factor. ie., 

ocial cla.: 

tal,~ in the family life cycle 

c) G >graphic factors; 

1 ( 

R m 

I) P ch 1 · .1 • etc 1. •• 

~"'"-"" '''" 

(1 

1 2 3 4 5 

DDDDD 
DDDDD 
DDDDD 

DDDDD 
DDDDD 

00000 
DDDDD 
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personality traits 

e) Consumer pattems i.e. 

I Ieavy 

moderate 

1igh t u~er::; 

brand loyall ' pattern, 

DDDDD 

DDDDD 
DDDDD 
DDDDD 
DDDDD 

12) What geographic concentration does your company choose when launching new 

products? (Please Tick ..J all that apply). 

a) Single location 

b) Region 

c) National 

d) International 

e) Global 

D 
D 
D 
D 
D 

f) Other (Specify) .............. . 

13) When choosing the best prospect group to target with the new product which of 

these would be your most important target group? Use rating of 1 = Extremely 

important 2 = very important, 3 = somewhat important, 4 = Not very 

important, 5 =Not at all important (Plea e Tick ..J one box) 

1 2 3 4 5 

a) Early adopter DDDDD 
b) Opinion leader, DDDDD 
c) I Iea\'Y u, er, DDDDD 

14) If you have informati n that a competitor i ab ut to launch a new pr duct 

simi11.r to your, \Vhcn would you pr fer to launch? 

a) 1-ir t to launch in the market 

b) 

c) 

unch at the ame time with the competitor 

unch much later a t •r th comp ·titor( ) 

15) ~ h n d< ) u pr er h 1 unch }Our pn duct 

) I urin ~ I · ti\ · ti 
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b) In the Rainy Season 

c) In the I lot Season 

D 
D 

d) Other (specify) .................................................. . 

16) I low committed i~ your company to the market? 

a) V cry a~rrc~~tvc tn the market 

b) We do what th · oth •rs m the market do 

c) Take a very low profile 

17) I low do you position your product at introduction? 

a) As a single brand 

b) Position many brands at the same time 

D 
D 
D 

D 
D 

18) How often does your company, introduce a product to people who have not 

. . b £ ? been usmg tt e ore. . .................... . 

19) How often does your company, introduce a product being used for purposes not 

.. all . d d? ongm y mten e . . .................... . 

20) When introducing a new product which of these new products do you choose? 

a) Revitalizing a product through product improvement or modification by 

1. Rede igning a product 0 
ii. Remodeling a product 0 

111. Reformulating a product D 

b) Imitatton of a competitor product 

c) Devcl p and introduce n w to the world pr duct 

D 
0 

21) \\hen making packaging dcci ion~ on a scale of 1 5 plea.e mdicat " hich of 

th • c packaging parameter are mo t tmportant to your company? se rating of 

1 = .. xtremely important 2 = very important, 3 = somewhat important, 4 = 
ot very important, 5 = ot at all important (Plea. Tick ~ one bo. ) 

4) 1Z 

b) 1 cu .. l\.aJ;:.~ 

) r m ri nal inf nn ti n 
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d) Statutory information DDDDD 

22) To what extent do your organization u.·c th following promotion strategies? 

Use rating of 1 =Very large .·tent 2 =Large extent 3 =moderate extent, 4 

=small extent, 5 = No .·t nt (Pka:-;c Tick ..J one box) 

a) Relying on the mtddl 'tn '11 to market the product 

b) Using distnbut:Ion channels to sell the product 

c) Going directly to tl1e end user to promote sales 

d) fixture of adYertising and personal selling 

e) The choice of media 

f) TI1e advertising budget 

g) The advertising message 

h) Sampling during Consumer promotion 

i) Discounts and Incentives for Trade promotion 

j) Editorials, News items and Corporate sponsorships 

k) Sales Force motivation Relying on product quality 

1 2 3 4 5 

DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 
DDDDD 

1) Relying on advertising creativity 0 0 0 0 0 

m) Consumer encounter people and places with the brand D D D 0 0 

23) \X'hich one of the e pricing strategic doe you company use when launching a 

new product? 

a) A htgh initial price 

b) A low initial price 

c) A current competitor price 

D 
D 
D 

24) To what e. tent do your organizati n u ·e the [i llowmg priang trategie·? se 

rating of 1 = Very large extent 2 = Large extent 3 = moderate extent, 4 = 

mall extent, 5 = No extent (Plea e Tick .Y one bo. ) 

.) h · h initial pric · 

b) \ 1 ~ • initial pri e 

c) \cu lt c tn] ·t-it rpn 
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25) Which one of these distribution strategic. doc you company use when launching 

a new product? 

a) Making the product avatlabk . t all possibl retail oudets 0 

b) Several but not all rct:ul outkts arc sde ted to carry the product D 
c) One particular n.'l~\ikr sen ·~ a gt en area and is granted sole rights to carry the 

product 
D 

26) To what e..xtent do your organization use the following distribution strategies? 

Use rating of 1 = Very large extent 2 = Large extent 3 = moderate extent, 4 

=small extent, 5 =No extent (Please Tick~ one box) 

1 2 3 4 5 

a) laking the product available at all possible retail oudets D D D D D 

b) Several but not all retail outlets are selected to carry the product 

DDDDD 

c) One particular retailer serves a given area and is granted sole rights to carry the 

~~ DDDDD 

27) Which of these intermediaries does your company use when launching a new 

product? 

a) Direct di tribution 0 
b) Retailers D 
c) \X·hole.aler. D 
d) _\gent. or brokers D 

28) Plea e list other new product launching strategie that you u e pecifically in 

Kenya 

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

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

c) 

d) 

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

29) · mm 1t b ut :w pr lu t I un hing in Ken 



30) Would you Kind! gi e the name of your organization? 

Thank you very much for you time and cooperation. 



APPENDIX 3: LIST OF FMCG MANUFACTURERS 

COMPANY LOCATION CATEGORY EXAMPLES 

1. Eveready Batteries (K) Ltd. KU Batteries Eveready 

2. East African Brewerit·s Ltd. (Ei\HL) RB Beverage Tusker Beer 

3. Kenya ·rea Packt·r:-; (KE'I'l~P \) I td. KFR Beverage Tea 

4. KW L NRB Beverage Wine 

5. Sara I ,cc llouschold NRB Beverage Soap 

(J, Anspar I .td. (Sold) NRB Beverages Soft Drinks 

t-
Cadbury Kenya (Ltd) NRB Beverages Cocoa 

7. 
8. Castle Brewenes Ltd. Beverages Beer 

9. Coca-cola • \frica Ltd. NRB Beverages Soft drinks 

10. Crown Foods Ltd. NRB Beverages Juices 

11. Delmonte Kenya Ltd. 1HIKA Beverages Juices 

12. Tru Foods Limited NRB Beverages Juice 

13. UDV Kenya Ltd. NRB Beverages Spirits 

1-t. CPC (K) Ltd NRB Chemicals Plastics 

15. Orbit Chemical Industries NRB Chemicals Toss soap 

16. Swan Industries Ltd. KSM Confectionery Sweets 

17. Wrigley Co. E.A. NRB Confectionery Chewing gum 

18. Bidco Oil Refmeries NRB Foods Cooking fats- Kimbo 

19. Bio Food products NRB Foods Youghurts 

20. Brooksode diaries NRB Foods Dairy products 

21. Farmers Choice Ltd. NRB Foods Sausages 

22. Highlands Canners Ltd. ; NRB Foods Juices 

23. House of 't-..1anji Ltd. NRB Foods Biscuits 

24. Jambo Biscuits NRB Foods Biscuits 

25. Kabazi Canners Ltd. NRB Foods Pinneaple 

26. Kapa Oil Refineries NRB Foods Kasuku 

27. Lunuru Druries LIMURU Foods Dairy Products 

28. ,\fini bakeries NRB Foods Bread 

29 . .Mumtas sugar Co. Ltd MUMIAS Foods Sugar 

30. Kestle food (K) Ltd NRB Foods Coffee 

31. New K.C.C Ltd. NRB Foods Milk 

32. Proctor and Gamble NRB Foods Weetabix 

33. Spin Knit Limited NRB Foods Dairy products 

34. Ung:1 Group NRB Foods Maize m .11 

35. Unilcver Kenya Ltd. NRB F<xxls / lle:uth ,\1argannc 

36. Biersdorf (E.A) Ltd NRB I lcalth care Ni\·ca 

37. Colgate Pamolive {E.A) Ltd. NRB Jle:uth c"arc Soaps 

38. Cus~& Company ~d . NRB llt.':llth _C:llt Soaps 

39. Kuguru food comp~cx NH.B I louse hold 

40. Reck1rt-Bcnkiscr Ltd NRB Iln~nc I hupic 

41 . Johnson \Vax (E .A) Ltd NRB llygcnc products Jik 

· 42. l~ocl Ou:~rucals NRB I lygcnc/ Foods ]Ulccs, spints, Yt.-ast 

-43. Mc:ncng;u Oil & Soap Factory NKU J lygit!flC Soap 
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COMPANY LOCATION CATEGORY EXAMPLES 

44. J Iaco Industries NRTI Stationary Pens 

45. BAT Kenya I.ttl. NRB 'L'obacco Sportsman 

46. Mastermind Tobacco Ltd. NRH Tobacco Supermatch 

47. Razco Food Products Ltmited NRB unknown unknown 

Adopted From: Kenya A o iation of Manufacturers Directory, 2004 Edition 
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