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( i i ) 

ABSTRACT 

Roads ide trading in agri cul t uraL produ c t s is o f t e n cons ide1·crl 

a d irty and unde sirable activity by t h e City authorities; y e t thi s 

mar e ting a ctivity (hawking) is of c r u c ial importance to s ome of t he 

very poor r es idents of Nairobi who d e pend in varying degrees upon 

the activity as a sourc e of income. 

Roadside trading (in agricultural products) is illegal as far 

as the c ity authorities are concerned. The City Council r equires 

that agri cultural products b e s old i n r eta il shops , marke t s or 

li cen··ed k iosk s . Desp i. t e t.h ese r egul a t 'i on :; , :3om of the (;conomically 

d eprive d r es ide nts o f Lh e ci ty, take up ha wk i ng in agric uLLuru l 

f(, )d s t u f f s whi ch a r e highly d ema nd ed by t h l' worke r s in the c i t y. 

The t rad e carri es some ri s k s inc e t h e t r a d e r s lose the ir produ c t :, 

i i caugh t up by Lh e c i t y uut.horities . Thu s , thi .> s ituation has a 

b e a r i ng on t h e t\Jp e of dec i sion s macl' by the hawke r s . They hav8 

to be crafty 1 11 avoiding tho c ity au t hor i tir;r.; . 

Tf i :; n tucty outlin er, th f• Lyp e oi d cci r; ion .; mad e by tho ha wk e r s 

wi t h r ec;pec t t o some or· Lh e contro l l ab I c· :var i abl es of marke L · ng. 

The Las i s on wh ich th e~;e d eci::; :l on :.; we r e madr> wer e a l so d iscu s•wd. 

Th £> stu dy a l so out.line d the marke t r h nr a<' t c·ris Lics (;._; p ...:cial l y the 

demogra ph ic v ar i ab l r~; . 

On t h e bns i s of' the analy s i1 oi Lht: d uLa collec t. e d from Lh8 

h awke r s , the author ma d·e conc lus i on !> on var i ou s i sc;u cs . I t i s 

f•:; pc·cja lly ~; triking t.hat ck c i :;ions r(,ga r d ing m;:1rkc ting vari Jbl c!; 

r;uch us produ c t., pr i ce , di :>tribu t i on a nd promot i on a r e taken 

:,er i ous ly by Lh e h awkers und t-h u t Uw <'n t i rr· Lr nd<' is d omina L~d by 

women a::; both sc> lJ ers ·md C(Jnsume n ; . 
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PART l 

INTRODUCTI JN 

Agriculture i s the backbone of t h e Kenyan economy. It 

contributes more than a third of the total national gross domest i c 

product . 1 Only l ess than one fifth of the country is productive, 

so that t he r est of th Country dep end s on thi s proportion for the 

necessary food suppli cn . The country li es a s tride the equator. 

Thi. s , coupled with the morpho logy of the landmass create a variation 

in th• c limatic conditions in differ0nt parts of t he country. 

Therefore , there are ;ea s ons and places of scarcjty and abundanc e for 

certain typ es of products. Movement of crop s to areas of sc8 r city 

i s Lher cfor e necessary . Th e~;e s carc.i ty zones becom targr t tnarl<~ts 

for the producers. 

A numb er of marketing in s tituti ns ar involved in the proress 

of mal'kc ling agri culLura l products. noad ~; i d< trader s2 arc among 

Lhcsr institu tions . Hoadsid Lrading i s jtsell' an old ar tivLty v1hich 

da tes back to the days of Caravan trade in Afri ca . The Caravan traders , 

eopec i.ally in West Africa , establi shed s pecific t rade rou~cs . Other 

Lraders found poinL n on these trade r outcn to be suitable fo r se lling 

their items of value to the slave , salt, and ivory traders wh i le in 

tr;msi t . 

l. Republic of Kenya : "Agri r.ul t ure " Economi c Survey , 1981. 
Central Bureau of SLatisLics , Mini stry of' Economic Planning 
and Development. : Nairobi. . P. 18 

2 . Any persons young or o ld, women or men who ofJer ed agr.icul' ~ral 

products for sa l e in an open-air a r a by the road s ide. 
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Most of the items so ld along these r oads were foodstuffs which were 

highly needed by the Caravan traders. 

Today, Roadside trading ] s s til l a common site in both rural and 

url.Jan areas in Africa. In urban areas two conditi ons gave r i se to 

Roadside trading . The f irst is the deficiency of food supply 

coupl d with the r e lative ly high per capita income of the urban 

workPr s resulting f r om t he nature of economi c actlvities s uch a s 

mining, industry, and so on. 3 The s~~cond condition i s the establish-

men L of :o:. pec i f'ic traffic flows of the worker H from places of work 

Lo residential quartcrd . 

1.2. THE NEED FOR THE STUDY 

4 Roads ide trading in agricultural produ c t s form s part of 

the t tal commercial tictiviLie~ of Ndirobi~. The trade serve s the 

need s of some , if not most, of the c ity residents by providing the 

vital foodstuffs. 

L,1 Le las year, Roadside trading J_.~ agr i cu 1 tural products met 

with great r esistance by th c ity authorities. The city authorities 

c laim t:hat the trade makes t he city d-i.r'ty, o )S t rac ts traf fie f'l ows 

and abore all it i s rot operated in authori.z(•d placer; (H".aiJ 

marl<.:c t ; ) wh cr 1' r evenue can be co lJ.ec t< d f'rorn t he r etail<'n, . '" J( ' 

fu ;s about the und er};i rab i lil.y of thi r~ Lrude culminated in a 

d i a I ogue lw tween th1' mayor < f' Nai r ob i and t.h<' hawker s . 6 

3 . Pau1 Bohannan and George Dalton. Man cLi ng in Afr i ca . N w York: 
Double Day and Company I NC., 19 5, p.2~8. 

4. Includes all unprorv::.;sed agricultural producL;. 

5 . Means a geographi cal area bound d by the' University ~Jay, Ururu 
Highway , Hail e Selns~3i<' /\v e nue , Kariokor , nnd Ngara wi t hin whi ch 
th' s tudy wa:; resLl'.i.CLC'd. 

6. Daily Nation: "K ahara <· xchangcs idc•ar; wi Lh hawkers" Decc·mber 111 , 

I Oflf'. , 
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(b) Price decisions: 

The r esearch aimed to find out the methods and mechanics 

by which price was determi ned , the objectives of price 

setting and the factors that influence the setting of 

price:~ . 

(c) Di stribution decisions : 

Here, the major ob j cr·tl V8 wa~3 to ident i.fy the :;ources 

of t.h(· Pl'oducL:; and t he r h;mnc l :; of' di.,tributi ()n . Thl' 

institutions thal: facilitated l:hc' trade were also d~termined 

e .g . l:rnnspor1crs . 

(d) Promotion dccisionf;: 

The research aimed at finding ou t the nature and type 

of promotional tools used by t he roadside trad rs and t he 

objectives underlying the choices made. 

(e) Market characteristics : 

Here, the study was 1 im<'d n t idcnti fy ing the markc> t 

for the agriculturn1 prod ct.; and to describe the nature of 

the market. This included demographic and economi c 

aspects f the market . 
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1.4 IMPORTANCE OF THE STUDY: 

The findings of this study arc Likely Lo have academic 

benefits. Little is kn own and written about this subject. For that 

reason, the findings of this . t udy will bf' an addition to the already 

existing stock of knowledge in this area. 

The findings of the present resear ch may also be beneficial 

to th·~ City Council. This is one ar1·a whc're lhc city author ilieB 

lind problems in keeping the city clenn and Loss of revenue. Tne 

1indings of the rLsearch project may help them to plan and execute 

the above Jun, Lions effj iently. 
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2 .1 LI TERATURE REVIEW 

Little har been don e in this area of marke ting. However, the 

following s tudi es are worthy n o ting. 

8 
Lorenzl and Quik made a study of Wakulima Wholesale Market in 

Nairobi . In their study thej found that .;eventy-fi ve per cent of t h e 

total agricultural products h andled through Wakulima Wholesale 

Marke t was c onsume d wi thin Nairob1; twenty per cent was delive r ed 

to a r eas outside Nairobi; and five per cent was lost in trimrning8 
~, 

They did not , how ever , men__td.Qn !10w the· Nairobi consurn ~' d produc Ls 

Another study 9 carried ouL und<:>r t l'w a u spir,!s of th0 Min i .;try 

of Agricu11urc dt~n ll w1th Lhc N,1irobi Wholt•}.a]e sy:d.f'TII. Among oth r-r 

thingP , it highlig h ted the wholesale probl e ms Of s torage fw· :ilities, 

s pnre and san itaL ion of Wakulima Whol esa l e Ma rke t. lt conc luded 

'" t th(' market was c r owded, dir t y, un L i.cly and that t here were n o 

s t orage Caci liti r>s . Th e r>ituaLion ret.ardnd J1e di s tribution of ?J' 
agri cul t ural products . It further .s timatcd that about seventy-one 

per c •n t 0f commodi L i vs handl d thrc ugh \Vakul ima wa:> also com;urne d 

in Nairobi. It i ndicated that there we r e 795 licenr. e d hawkers who 

hanlde d a market s hare of eight e n percent in Nairobi. The research 

mentioned that f,o mc cons ume r s bought i lJ egally from t h e whol esal e r s 

8 . Lorenzi and quik . "W akuJ·irna Wh oJ0:;alc Mark(;L " 1975 

( Unpubli ~>hcd) . 

9 . Mar Plan-'locpJL!r Institute Con :-:;uLtaiJt}, "Nairob i Whaolcsale 
SystPm" Hor tic u ltural D(' ve l opnF'nt .3Ludi c}; , Wholc~;a l c !4ar!ret 
rca:; ibili t.y Studi es Vol. TT. 
N 1irobi, Ministry of Agri cu l t ur <• . ScpL0mb e r, ]979. 
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Ln Wakulima Market but di.d not say whether these were Roadside 

traders. The r ·search further r evealc d that the modes of tra J.f'rJOr-

tation used from Wakulima Market to retai.l outlets were lorries, 

pick- P- • and handcarts. 

Three o thcr s tucli. c:3 by VJi 1 son~ 0 Jl 
A J v i. :; e t a l d K

. .12 
an , 1murc• 

d<'al t; with the flow of agricu J tura l prnducc :from ca tchmcn t area~ 

to Nairobi. In a ddi tion , W Llson J ookcd at the market structure in 

N'1irobi. and identified three) f:>npuratc marketing instituti )llS. 

These wer : 

( i) The retail mark ·ts supplied by the Mlndng lane ma1 ket . 

( 1 i.) Th r tai.lers and others m.tpp l Led by the who lesalers 

or directly by the produ .ers . 

(i.Li) The wholesale traders uthc r than the Mincin ,. lane 

mark t. 

Wil~on did noL suy whether the rcLalJers and others he 

men ti •1 ·d in the :o;econd ·ategory in-.: ludcd roadside traders. 

10. Wilson, S.F. "Marketing of frui t;s and vP.getabl <.;:; i.n ~· ~nya: 

/'\11 ec·onomic a:~s ssmcnt 0 r the ~;!rue turc and ef fici cncy of 
the market ~;yr.l<)J'l" . Nairobi, Augus1, 1969 (Unpubli s h ed ). 

Ll. Alvis, Q. 'llld Tcmu, P. "Marketing of staple foodstuff~> in 
K(·nya". 
Murgan t.own, Departmcn L of Agri c u L t.urc· , Eronomi cs, and Office 

or Inh•rn[!Lional J>rogramr> . West~ Vc-rginia Univcrs· Ly , 1968. 

12. Kimurci, M.A. "Analy~iG or prcducc to Wakulima Wholf•>alc 

Market" 
(Unpul:JlLshcd MasLer ol Scicnc( Thc•:;i:·, 1Jniv0rr;j Ly oJ Nairobi, 

1976) . 
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Alvi~ and Temu traced the Channel h of distribution from 

catchment areas through various intermediaries to t he final outlets . 

They studt d t h r eLail shops in Bias hara and Muindi Mbingu Streets, 

but no mention of Roadside traders was made . Kimurei traced the flow 

to Wal lima Wholesale Market only. In hi s study he also reviewed 

the work of He inrich .
13 Heinrich carri ed a gate check at 

Wakulima market and cstablirhed the or igins of major products , 

ar> shown be low. 

ORIGIN OF SELECTI!.D COIVlMODJTJES ENTEIUJ~G WAKULIMA MARKET 

MARCH/ APRIL 1973 

COMMODITY 

Cabbage~ 

Carruts 

Gr<>en Ma i Z L' 

1oma'locs 

OHTCIN 
) 

( "Y a ndarua , K l a mbu ) 

Kiambu 

\ 
L; m , Nyeri 

Kiombu, Nyandaru 

Machaku· , Klambu 
~ 

Bananas Kis i: j , Ny andarua 't-Ha. rvt\I"Z'L 
I . 

l\1 o.ngoc~> Machako.::l 
I 

Pawpaw Macltakos \ 
Mombasa I 

13. Hetnrjrh, F. "Basic Data on DumC':·d ic 
Horti L'u1 1 urnl Marketing ~y:;Lcm in Kenya" Nairnbi , 
Mini:>Lry of Agricu lture , L9'12. Tabl e 22 . 
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An inves tigati on of the quantiti es h a ndl e d and th measurements 

u sed at t h e market was don e . The m•• a s u1·es u sed were found to b e 

as fo l lows :-

(i ) Carrier Unit s Lorrie r; and p ick-ups. These were 

use d by producers and traders. 

(ii) Sellr>r Units Bdg., b oxes, baskets , netc, etc . 

Th c~H' we r e u sed by whol e ;a ) ern . 

Th e ubov !1Ludi0s did noL me ntion t c activities of Roadside 

iradPrs . The authurs ci t h cr a:>sum<'d thr.tt Hoad s id8 trade r s did no t 

ex i st. or ignored them. Howe v er, where Hoadside traders were 

implied (othe r r etail outlets) mention was r estricted to on 

nL.trk eting variabl e only - di stributi on. Othe r variables Uke 

product , price and promo ti on wh ich rc the concern of Lhc prerent 

r~"c-c>rch were omi ted.· 

!YiETHODO '"OGY 1\ND SCOPE 

(a) FHAME OJ•' HEFEHENCI.: : 

The population compr i •;ed n ll t h e Hoad s ide traders 

sC"ll ing wiLhin the gf'C'DT~tphicul area oi the study (Map l). 

1\ c a ~uo.l ( unme Lhod i ca l) :;urvey don•! by Lhe author s h owed 

that t h ere were approximately On0~ and e ighty ~ A 

~~ 
Roadsidf' t raders in the a r c' a (Appendix C). Most of these 

;g1t0\: JF ~~~ 
The t rade r s werc> f ouQd to con e n tra t · on the roads , 

t. hc-d: carried greater pedes Lrian tra[fic, and at 

convcrglng points r> uch a:> crossroadr;, bridg :; a nd bus stqp c; . 
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At t h ese points the Roadside trader:.:; 1 i.n e d up along a 

section of the r oad and di f played heir products . In 

general , Uw traders r>eemcd Lo have been organ i.z ed in 

s traight lines wherev e r the~ were found . 

Most nr the traders dea l t wi t h vege tabl es and lru its. - <r""-------
\.,~l(.e ~ ~. 

(b) SAMPLING 

It wan ~s timat ed by the ru 1thor t hat twenty-five 

p e r cent of the total population was a f air sampl e size . 

With this s ize of f.;ampl e , it wn~; posu ible to .include both 

single product and multiprodu ct trade1 ·s . 

The s ample was randomly se lected. Every third trader 

on each r ow of trader s on all t h e roads was selected; with 

h e f irst on e having b een randomly sel cted. Thi .· me thod 

avoid0d the probl em of se l ect ing Lh e traders wh o dealt 

with th e same it II J.i owing to t h e tend ncy of such t rad err· 

po: > i 1 i on i ng th c msc• l ves cLose' Lo r nch other. 

The size of sample was alr~o chosen .>o th u. t th e aut hor 

may b C> ab1l' t o l init>li the co llC'r. ti o n of data withi.n the 

Lim0 avail.1bi.Uty for t h e> pro.krL- [our rnnn Lh s . 

(c) HESEAH CH lNSTHUMFNT: 

Dal·1 wn:.; co llected by mc•<m; nf' a o;tructured quesLiunn a ire 

romb .in< d wi t.h nn oh~wrva Li on f'orm . Th< · qucst i onnairl' waG 

p e r sonally admlni~~t.cred by Lh..e author and hi s a s:; i s tants at 

the re~ ; pondcnt~ ' :> p l ace o f. operatlon. Th information 

obt.nin<'d f' r •lm ~h C' re:;pond vnl:; wa ~; fill e d in thC> qu < ;Uonnairc 

on t he :>pot . 
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The a u thor and hi s as. i.s tants posed, dressed and 

behaved in a manner condusive to the n ormal environm~nt of 

't h traders, to uvuld are.ms i ng j:m'....pidon among t he t a 8r 8 . 

The name s of' the trad( ' rr::; were aJ so not r ecorde d to encourage 

them to giv0 information freely. 

The rad i.o, d a lly pap r s , magnz i.nes and so ,m formed 

second a ry sources of i nformati on . 

(d ) ANALYSES: 

Two sets of data we r e collected. These were 

quanti tative and qualitative data . Both sets of data 

w""'r anal,.Yzed and interpreted appropriate ly. Here 

!Jtat i sli~al tools s u c h as measures of central tendency, 

dispers i.ons , · tables, percentage~ ; , and charts w re u sed to 

i l lusLrat, dcterminl' r l ation~;h ipf; , or s ummarj z,., the data. 

(e ) LIMITATION: 

The study ha:; got several Limitation s :-

( i ) Agr j cu L tur.t 1 pre du eL:; aJ '(' normtd 1 y produc, ·cl 

according to the variou:; f>Caf,ons 0f the yc>ar. 

'his re:-;earch wa:::; done wl hin a period of only 

two month:-; - March and April. Th e producb; rou nd 

in the rnarke L d ring thi ,; period were in no way 

reprc ~entative of th• products offered to the marke t 

th r oughout the year . However, they we r e 

representative of the period. 

( i i) Thert• was an erratic movc·rncmt of ~orne tract rs in 

:;c•arch of vantage) s<:lling points and ln an iltternp t 

l n ' 'o i d Uw C j y Cc >lllW i l author it i P' • 
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This t ndl'd Lo weak en the selection of cvPry ihlrd trader. 

However, no respondent was intervi ewed twice. 

(iii) Roadside trading is considered illegal trade by the city 

authorities. The traders are, therefore , constantly 

hara ~ sed by the City askaris. For that reason, the 4.radern 

remained highly suspicious of anybody asking about the ir 

Lrade . In this case t he possi bil i ty of having ob tained somf~ 

inaccurat o erroneous in formation cannot be r ul ed out 

completely. 
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P A R T 3 

DATA ANALYSES AND FINDINGS 

The data was analysed in five ~eparate sec tions. Findings 

and con c lusions r each ed for each is~>u c Log'' t her wl th possible 

inte rpretati o n are d i scu osed here under. 

SECTION A: PRODUCT DECISIONS 

The products offered t o thP mar k e t by Roadside traders were 

bar- i c ally of Lwo ,a t egories . The se~ we r e Cru L t s a nd vegetables . 

Th e table b e low s h ows the numb e r and p e r centages of the trader s 

in a sample or forty who traded in •; i tht•r fruJ.t~; or vr>getablcs or 

b oth. 

T~ble 3 .1 Products h andled by tra d e r s . 

CATEGORY NO OF TRADEHS PERCENTAGE 

Fruits 14 35 

Vcgr>tables 24 60 

Fruits & Vegetables 2 5 

IL i s rvL d c nL from tabl e 3.1 that a majority of the traders 

prcrcrrc·d tradi.ng in vegetnblt;s to f' itl t<' r fruit ., or fruit; ;; and 

Vt'f'' a blcs . 

There were f><'Vrral Lyp('s of' fr 1 i L ~; anri vegetables offered o 

th0 market;. Tabl cf; 3 . 2 and 3.3 .;how th <' f'ruit type!> and vr~gctabJc 

typo:; .. . respccliveJy , nnd also t h e pr·rcenlag·c· of th0 trad e r :, a lway •, 

trnding in each type. 
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Tnblc 3 . 2 

FftUIT ITEM NO OF' TRADEHS PERCENTAGE 

Pears 7 43 . 8 . 
Pinea~pp1 es 2 12.5 

Or anges 5 31.3 

Tangcrin 's 1 6 . 3 

Pa"" s i on 3 18.8 

Lemons 4 25 .0 

Ma ng?es 1 6 . 3 

App1 ~s ? 12 . 5 

Bananas 7 43 8 
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Table 3.3 : Vegetabl types h and led by traders 

VEGE. TAB LE ITEM 

Cabbage.> 

Sukuma 

Spinach 

Cow pea s 

fvlrcnda 

Potatoc•;; 

Onions 

Tomatoes 

Carre ts 

Maize 

I 

NO OF TRADEHS 

3 

6 

3 

2 

] 

7 

2 

3 

3 

5 

PERCENTAGE 

ll. 5 

23 . 0 

11 . ~ 

7 . 7 

3 .8 

26 . 9 

7 . 7 

ll . 5 

11 . 5 

19 . 2 
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Tables 3.2 rmd 3 .3 r;how that Houd~~idc trad<·rs !r·d<> in higl. ly 

p~-'rishable produc t;r-;. For that reason, the trad~"'l'S dr'c irl0d to 

purchase s mnll quan t i ties that wcro uJJ so ld on th0 sam· day. 

Th e frr•quency di stribul.t m of the purcha~;cr;; i;; f:how n on 

table 3.4. 

Tab.L r 3.4 

FREQUENCY DISTRIBUTION OF PURCHASES 

MADE BY FORTY TRADEH::; 

I 

PURQIASES IN KSH. FREQUENCY ~~())/ 
t./ 0 40 10 

1t4J 41 80 L3 

81 120 7 

~21 160 

~--------
5 ) 

161 200 4 

201 & Ov r l 

The modu.L 1 arc>::; 41 80 

The modal purcha '~c; ( M ) ic'" ,, 
0 

Mo c 1\L + 3 X 40 
3 + 6 

·- 41 + .L3.3 

:;::.: 55 Shi 1 lings. 
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FIG l 

HISTOGRAM FOR THE ABOVE DISTRIBUTION 
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The mean purchase and the modal purchase were calculated to b e 

e ighty-three s hillings and fifty-five s hillings respectively . The 

distribution of the purch scs as shown by the fr equency polygon, 

(Fig. l) is right skewed indicating that most of the purchases were 

less than the mean purchase. It is therefore, possible to infer that 

the quantities purchased by Roadside traders wer e s mall. 

Hoadslde tradcn; Jes.igned their produc Lb in various forme> and 

sizes s uch that they were conveni ent to handle, easily sold and 

npp, ·al,•d to th<• huyr•n; . All.hough !.he· pr•oducL:; rc•mained nnl.ul'<.I L, 

the trad e•,' tried t > put np0cial feature~; anJ style on th0m . 

Various products were desi gncd di ffcrr•nt 1 y d<'pend ing on sui tabi l L Ly 

of d<·:;ig n and Lhe marketing :;Lrui.C'gie:; ol' Lilr: particular trader.,. 

Fur example, potat oe ., wc~re uold in unitf> av •raging four iL •m·; ·in 

.ach un i. t. The tradC'rs carefully c h o•;e the L tern~ fo r each uni 1. 

and nrr.mged them i11 a pyramidal de sign. That i~:;, three were laid 

down in a triangular rorm and the forth placed on top. In the 

choice of item~ for each unit, the tract rs considered quality and 

!i i Zt• 0 f' each i t('m. 

TIKse units Wcl'c• al cW arrang<"d in row:, and co lumns. Other 

itPm.> which were dc'signed in a simi tar manner were t()matoc:s , onion ~; , 

orang• >, lc111ons, •'Lr . The long lcavC' ; of vogc·Labl e:; such as 

:>p:i.w1nch, ~>uku ma, Mr t• nda c1nd ~jo on wc•rr· rm Utr> othc·r hand Lied 

Loge tr,, r in b nd I <'S . Eac h bund 1 e forrnc·d a r; a t c~; un j t. Th r.umlJr:~r 

of i temr i 1 each uni L vari0d dc>ponding u ,' Lh•~ quality, s ize, and 

objc tivcs of the Lrldf'rR . Table 3.5 .;howf; Lhe range and avr,rage 

nurnb1 r ot. i tern , in each sa1Pf-; unit ro' :;<·lccL<·d productf;. 
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Tak ing s ukuma a s an exampl e : 

Whe n t h e l eaves per bundle are a s few as nine , then e ither the 

qua li ty o f th r> sukuma i s 1igh or tlw pri ccs 

h aJe b een incr eased or both. On t h e other hand, when t he l e av e s 

in oach bundl e arc a s many as s i x teen , then e ith r t he quality i s 

l ow or t he prices are r educed or both. 

l n t h e case o f short l ea ved veg e tab l es s uch a s Cowpe a s , l eaves 

were lamped ogether i n he aps . An average he ap we ighed about on -

~1.0"1 ,...; frl.>~ quarter ~ram. 

Tab P 3 .5 

SIZE S OF SA LES UN ITS OF' VARIOUS PHODU CTS . 
I I 

I TEM RANGE OF l TEMS AVERNiE NO. PEn UNIT 

Sukuma 9 - 16 10 

Spinach 3 - 10 6 

Toma t oes 2 - 5 4 

Oni ons 3 - 8 4 

Po La toe . 4 - 6 4 

Pc<tr :3 3 - 5 4 

Oranges 1 - 6 4 

Tanger in •s 5 - 12 9 

Pi neappl es Si. ngl c l 

Bunanas 3 - 6 4 

Appl es 10 - 16 12 

Lemon ·~ 6 - l 5 12 

Mnngol~S l - 5 4 
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The following marketing objectives w~rn found to underli e 

mode s of packaging:-

(i) Sixty percent of the sample said that they aimed at 

indi cat i ng the unit of sale to t he buyers. 

(ii) Thirty-seven percent said that they wanted to cut down 

the rej ecti on of inferior items (in this case superior 

i Lcm ~; W( 'r<' pnckag( d tog<.! Lh c. r with in fe r ior i LAm. ) . 

(iii) Ab out forty-eight percent said that they wrro creating 

an ;-tLI:ractivc display to ' nhanc t h _ quality of Lhe 

produc I. that wa r; i n l.ent.l(•cl Lo l urc buyer s . 

(iv) Twenty per cent sa id thdl ~1ey aimed at offering a range 

of choi ce'S t o the buyers. 

It ~-hou Ld be noted Lhc:tt the perc n tagu:; add up to more Lhan on · 

hundred . This i s because some tradcn; men Lionr>d mor e than ne 

obj er ti v 

At t h is stage , the form in wh' ch the produr t s were pre sented 

to he buyr>rs wcts comple t ed . lL wa.; on ly after Lhe buyPr had 

purch -sed the products that wrappin~ was done. The products were 

wrapped in polythene bags . Thi s wa3 a service given to the buyer 

·o that carrying wc~s convenient to him . The traders al so 

admi '>ted that they f ea red potential buyer s may nut buy if thc'y 

were not going 1 o wrap the products . 

PHODUCT MfX 

Assumj ng tha frui t.s and vege tc1b l e~> w( r e two different 

pr oduct lin .s of Lhc t:'ntire product mix o1fer ed to the market, 

table .3.1 s hows Lhr~t only five prrc,nL r)f' thf' ~;ample chose to 
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operate a product mix of two 1 i n es . Th e rc':; of the traders 

pr<' fC'rrc'd ne l i.nl' t.o Lwo l:lnc~;. 'l'h Flt i.·, n ix ty perc nt so ] d 

vegetables and thirty-five percent sold rruLts. However, tl1irLy 

percent of the sampl dealt with a product mix whose depth did not 

exceed three items. 

Asked whether they were plannirg to add on their existing 

produst mix, seventy percent of the sample [;aid they were not 

p] ,mning to add on their product mix. In fact, most of t hem 

suggcs e d that they were planning to delete. The major r ason 

given for that was that th traders wtc•re not abl8 to handle a 

product mix whose depth exceeded three i.tcms. They said hat ther0 

would b e alot of work jn dcr-;lgning Lh var·iou:; formr3 in which the 

products WPre to be presented to thL' mark• L. llddi ti ')nS to the 

product mix al:w m<•anL additjonal iiiV(,-;trncnL yc·1 thP funds f'or that 

vm; not available. Movement from plur.' to placr> in r;earch of 

buyr·rs wa..; another fact..or whi c h r est; ri. cLed the number of items 

dealt wi.th . . It waf; car;icr and con v ·nient Lo carry the sam, -
c Jmmodi Ly ar~Jund Lhan --i_~y severn L typc'l, of commodi l;i,~s in -
diff'ere~ 

SECTION B: PRICE DECISIONS: 

The Lr1dcrs ba si.cn lly used throe pricing procedure . Thu~e 

wPt'e: Cost- Uricnted, Compcti.tion -..,...Q.!::l_:·nLcd and Demand- orjented. - -. 
Table 3.6 s how s the number of respondents using each pricjng 

pror·, durc; 
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Table 3 . 6 

USE OF PRICING PROCEDURES 

METHOD NO OF USERS PERCENTAGE 

Cost- Or.i.enLcd 31 77 . 5 

Demand Orjcnted 7 17 . 5 

Competition-Oriented 2 5 . 0 

Cos t-Ori n ted pricing procedure ww; used by most of t h e 1 raders . 

Th explanation was that the procedure was easy to apply. Since Lhey 

knew the cost of their purchases , all they did was to add th• · desired 

profit margin. They did. t h is t hrough a quantity reduction mcr~hanism 

ra tb('r than a direct monotary addi bon . 

The mechanism is illu strated b e l ow for tomatoes : 

l'urchasc price (cost) K:;h. 2 !'or G i Lcms 

i.e . Ksh . ~tor l item. 

Selling price: Kshs. 2 for 4 items 

i . e . Ksh. };; for irem . 

Profit on each item is Ksh . (};; K~;h . l; 
6 

Profit on six Hems i.> Ksh. (
1

/ 6 x 6) =- KGh . 1 

Thjt; is cquivnlent to adding onL· srdlling to thP cos t of GJ.X 

Lomatoes. OUH r c 1:; s t;uch nc· tran~·portat ion and packaging were 

not inr luded in Lhis illustration . 
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This meLhod of pricing was found Lo have two important 

marke t ing impli cat ions. Firstly, th r two- s hillings pricing was 

convenient.; in payment. Thi s is becuu se it reduced the problems 

of c h a nge s p eciaLLy when the c ity auth ori Li es we r e harassing the 

trader::.J . 

S0condly , Lhe pro edure a ssume d t h e ,,ame buy e r p s y chology as the 

odd pricing buL approached from a dtff'c·nmt poinL or v i e w. 

Demand- or i rnted pricing procedur e rankt•d necond to i.h e 

Cost- ori ented procedure. Thi s meLhnd was used only occa~i onally 

when an opportuni t y arose . Thi s wus appli •d through sudden hike 

or r0d uc1ion of prices during p e ak or o f f P<<Jk per iods . Ei gh Ly-l.LV< 

p e r cont of th samp l e indicated tha t Ci ve O' clock to s ix O'c lock in 

th e ev0ning wa:- the p eak h our. Dur 1ng t hi s peak h ou r , the au ,h r)r 

nb r;,·rvcd u ntb fi Lm'l Lin 1 r edu ct. i o n _i_n the qu<111 Li. l;l('[> :;o ld by Lhc 

Hoadside tra d e r:; . Thi s b e hav lour could on 1 y b e explained in terms 

oi situation explo itation by t h e Road s id e traders . Th e d mand was 

h igh and so the traders hike d the prices wi t h an aim or m~ ing 

a ,, ., much profit a•; poss i.bl e . 

By seven O' c l ock ( off peak h our) quanL i. ties p~r units we r e 

not i< ··d to in c r ,.n:;e. Th e demand wa:~ l ow and t hus t h <> prices wer e 

reduced. Apart fr m the d e mand b •ing lens intense, the Lradrrp 

nlso explain' d Lhat t.hoy wa11t r•d t o c l ar thei r "Lock. Ne<·dless 

to: 1y , if Lhe t:rc:~dc•rs did noL c l c·<H~ t.lwir •;tock , h e y facrd 

.~rnb J c·rn~; or r> t orag•' a nd per r :>hA Ll i. 1 i I y. 

Ottly i i V<' JH'rccnt ol' th<' ::;unpl · u: :,·d r <•mp <: l.i t. i on-()ri r~nLc•r l 

pl'ocedure o f pr i c] ng . The:;e wc·r·· the Lrad ·r:: who ob ta inr>d the 

products from .h e i r own f'armt; (neven rwr('<·nL of' Lhe t:>amplc.:) . 
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The reason they gave for choosing to use crnnpetitors' price was 

that it was difficult for them to delPrmine t h pri ces for th~ ir 

sP lf-produced products and in any case the competitor~' pric· was 

th• market pr .1ce. They f urther .;ta tvd thn l. th rP was produ ct 

homogeneity in the market and so the competitors price ' was 

al so accepted by th ~ buyers. 

FACTORS THAT AFFECTED DETERMINATION OF P!UCES 

The two main factors that influenced price setting in this 

market wcrP the L pply and demand conditions. During we t season 

( ::.h , time when this Htudy was done ) the f;upply of agri Ju ltural 

produc ·s was high. There were also very many Roadside tradera. 

High supply coupled with keen ~ompeLition kept the pric t li low 

a . compared lu prices during the dry •,ea::;ul. (Table 3.7) 

Supply and demand conditions caudcd prices at Wakulima Whol sale 

Mnrk (·t to f'luc:tuat• on a dai Jy ba~;i; (T;1blv 3.8). When thr t> upply 

was low and dr:mand high, the pri cr:s w<'rc: rul S('d; c111d when Lhe supply 

wa f> h Lgh and the demand low the pri r<'l> were rrd_.u.ced. These 

rondiiion1; tende>d Lo inf'lucnce the price>:;; of' the:' Road-;id~ Lrnders 

~specL1l ly those who obtained their products from the Wakulirna 

Wholesale Market; and th~sc wcr • about thirt~y-eight percent of 

the tradern. 



Table 3.7 

I 

ITF.M 

Sukuma 

Cabbages 

Spinnch 

TomaLo s 

Passion frui. t 

25 

SEASONAL PRICE COMPARISON 

FOR SELECTED PHODUCTS 
I 

SEASON 

WET APRIL - MAY DRY JAN. 
I 

Qty f'R lCE KSII Q~y 

10 Jeaves l 6 leaves 

1 2 - 3 l 

7 leavc~s l 5 leave 

4 2 2 - 3 

6 2 3 - 4 

- MARCH 

r 
PRICE VSH. 

--
l 

3 - 5 

l 

2 

2 
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Tabl e 3.8 

PRICES OF VARIOUS COMMODITIES DU ING FlRS'I' WEEK OF MAY 

ITEM PRICE KSHS. 
I 

' 
MON . TUE. WED. THUR. FRI. SAT . SUN . 

Sukurna l bag 150 145 160 l 40 150 160 -
Mr <"' ndn c1 bundles 1 2 l 1 l. 50 l L. 5 

Cowpeas l bag 75 40 4''3 60 65 6t> 5 

Ki. sochet 3 
bundles 1 1. 50 2 l - - ? 

Cabbage ] bag 225 300 390 350 420 400 420 

Spinach b 
bundles 5 5 G G 6 5 -

Tomatoes . 1 box 300 ...,<)0 400 350 300 300 400 

Bcma.J1a s l bunch 17 . 50 15 l] 15 16 6 J2 

1 Lemons l n•t 50 60 65 60 70 60 65 

I' i nr•:lfi[J l r·:: 1 
dazr_n 4? . 50 50 !J5 30 30 30 30 

Tnng. 'i llf'f; 1 
box 13'1.50 l':iO J 5~1 - - - -

Cnrrnts l bng 310 300 320 330 330 300 300 

M<.mgor>~:; 1 bag '10 80 100 1?0 l ?O 70 80 
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SECTION C. DISTRIBUTION DECISIONS: 

Roadside traders arc, among others, the last link i n the 

di stri butive chain of agricul t ural products marke t e d in Nairobi. 

Th ey form part of t h e final marketing intermediaries . 

The distribu' ive channel i s illustrated b e low. Th is represented 

both t he physical and title flows 

PHOD!JCT CIIJiNNEL FLOW 

l 
INDEPENDE~-Tj!---
TRADER ----

ROADS~ r~-~~~----~- -- .l 
TRADER j----~ 

Hoad. , idr: tradvrf, obtained their produ r:: ts from Lhr e sources . 

/\b nu t iurLy -- t hrcc p e r cent o1 t h e ';ample b ouglt 1
J from LhP farm 

twcn t.y per cent b ough t from the trndel's, a nd Lhi1 'y--sev en percPn L 

b ought f'rom Wnku] Lmn. Wholesa1•' Marke, 

Th e phy s i c 1 movC'mPnL of' the pr Jduc >s t.u t h < ir p o jnt s of sale 

was fac ilit.ated by a variety of trnn ,;portaci on mod s . 

Thcse wer•) the• bw;<:r; , mn La l:u:; , hand c,1r t~; , und porters . 

Table 3. 9 f;h ows Lh e percentage u se of different mode s of 

t. r ansportntion. 
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Table 3 .9 

PER CENTAGE USE OF DIFFERENT MODES OF TRANSPORTATI ON 

MODE PERCENTAGE 

Buses 40 

Ma t atu s 22 

Htt ndcnr ts 3 5 

Por LPrs 4'/ 

Other s 3 

I t s hould be not ed t ha t th e p ercent ;~e~ add up t o mor e th~n 

hundred. Thi s i s . because some of the t rade r s u sed more than one 

mod e' of t rnaspor La t j on. 

The t rader s who bought !rom th ' farmer; (43% ) chos' to use 

the buses (40%). These trader s wh 0 bought ! ~om farm r s fo und ~he 

bu . .>er- to be t he most conv eni ent mode o r t r a ns portation s ince the 

buses wer e avail able wh er ever t hey bough t f'rom. The fa r e was al s o 

cheap. Road ., id e trader s u sed the handcarts and por.ter s becau se 

th ey wer e very conv eni ent in moving t he produ c t s from the bu s stops 

a nd whol esal e market t o t he po in ts of sale. They wer e par t i cularly 

advantagGous s ince t hey could get to any po i n t i n Nairobi. 

Th csr;cn t i a l servi ce provjaed by Lhe t rans porter s was t h e 

physLcal movcme1t of t he products Lo p l GC<'S wher e they gained 

p lacP :1nd time utility. 
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Agency wns another form of facility w;rd by the Roadside 

Lraders . Only about three percent r the tradcrn US< d i. t . The 

'i tun tion was s u ch that two Roadside Lraderf; chose to be agents 

for each other . In ne case where two lady traders were agents for 

earh o LhC'r, onf' so ld c:1long Tom Mboy<.-~ ~; Ln·c L and Lhc other a long 

tlai l( S lassie Avenue. Th ey stated LhaL Lh<'re was one advantage i n 

doing so . They increased their market sharef3. This was done in 

two ways. FlrsL, by placing their product.•; along two dU.f erent 

roads at the same time they wc>re eYpo~;c d to more potential buyers 

than if th y were place d along on e road. Second, the co-trader's 

i terns helpe d Lo attract poten t:lal buyers f'or the agent's products . 

For l'xamplc , btty er<- of spinach ended up buying onions from t.he 

same Lrader. C'c;--tradlng was w;cd b<~causc hiring age nts W<.iS 

c>xpr>ns iv e and the Roudside traders did not hav (~ the funds . 

Storage wa.; yPt another facility used. AlLhough a majority 

of the tract rs indicated that they <lid not want their products 

to stay overnight in fear of damage, isoJ a ted cases w r found to 

need f'torage. A Crlple selllng along Hnil e Selassie Avenue 

~----~=---------

had this to say: 

Owing to my inability Lo 

carry away Lhes< items 

whPn they remain at Lh0 

rlose of the busines~, I 

u s ually enter inLo a~rcemenl 

wi lh the K. P . C. U . W 1tchrnan 

to br Jook ·ing aftrr Lhv i tf'ms 

OVr' rll i.gh L. ln rc tur ' r pay 

him :w'ln(•Lhing li 1 1 1<• r'ifh l' 

1 n kind or r~;Jt~h. --
'\ 

\ ~t\f'~ 
~----~ ~-------
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Tn other cases, traders were observed by the author keeping 

t hei r products in City Council dust bins, wooden box es and carton 

boxes overnight. Thi s type of stor age was also useful during Lhe 

time of crisis wh en the City askaris came on a "Keep-the-Ci ty-clean" 

operation. The items were safe in these containers and were 

r etri eved later when the a skaris had left Lhe scene. 

SECTION D. PROMOTION DECISIONS 

Roadside traders dealt with <'"' ,ential commoditl •s . These are 

the fo dstuff.; necessary t.o saLiD fy Uw ron:.;umer[> basic needs. 

Therefore , ev 11 w.i thou t any promotion, the poten t;ial buyers tried 

to find and purchase the products. 

However, Hoads ide Lrad crs promn '":t•d thei r products. The form . 

oC promoLi.on u::.;ed were pcr:;onal s 11 i.ng und sales promotion. 

I'FHSONAI. SEL!.lNG 

This, of course , was done by the traders themselv es . The task 

in this case was to persuade potentLal buyer H to buy their 

products, They did this by calling po ten Lial buyers "Raf iki ", 

cus t omer, Chief, etc . These words were mean L to please th0 buyers 

so that: they may buy. The traders <.1 lso praised their produc l::-, by 

using words like "Matunda na.fi ", "Chaku.l~ f'resh" , etc . 

An exprc:;sion of anx.i•ty and wi 11 i.ngncss to serve the 

interested buy ers was a pnwerfu'- to •l LhuL Ll1 ' traders used. Thr-> 

· wu; jnl.J'J;sif'j('d by kind L<lll 
<.· prcsf>J_Oil 

co1, fi.dc nce in Lhc potent.i a] buy er.· . 
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In other cases, traders were ob ser ved by the author keeping 

t h ei r products in City Coun c il dust b ins , wooden boxe s and carton 

b ox es overnight. This type of s torage was al s o u seful during the 

time of cr i sis wh · n the City askar i s c ame on a "Keep-th e-City-clean" 

operation. Th items were safe in U1ese containe r s and were 

r etri eved later when the a skaris had l eft Lhc scene. 

SECTION D. PROMOTION DECISIONS 

Roadside trade r s d e a lt with <'f"~;en Lial commodi ti •s . These ar c 

the l'o dst.ufr ~; n cessary to sat i s fy Llw conr.> ume r s b as i c n eeds. 

Th erPfor e , r:v 11 withou t any promotion, the> p o Lcntial buyer s tried 

to find and purc hase the products . 

How vcr , Hoadside Lrad c r s promo '.L'd their produc t s . The form· 

ol promol:Lon u f>ed were pPr~3onal s l !L ng and sales promoti on . 

PfHSONAI. SE LL ING 

Thi s , of course , was done by Lhe trad e r s the mse lves . The task 

in t hi s case was to p e r s uade pote n tial buye r r> to buy their 

products. They did this by calling p o tential buyers "Rafiki", 

cus t ome r, Chief , e Lc . Thes words were meant to please t h 0 buyers 

so that they may buy. Th e traders also praised t h eir product'> by 

u s ing words like "Matunda r~afi ", "Chaku 18. C esh", etc . 

An exprcf>s i oll of anxi ety and w i l l Lngncss to ser ve the 

in teres ted buy t'rs was a pnwcr f u L tof> l Lh a L t h e traders u sed. ThP 

vxprvs~>i.Olt wa • lnt.er.sj fj r~d by kLn d Ln1k and J ook r; - thnl. iw;ti~ Lc•d 

' 
cc•Io Cidcnce in t..h(• potent.i a] buy Pr. · . 
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One elderly lady trader had this to say: 

Sales are obtained as a 

result of polite and sincere 

ta lk. But not b ecause a 

sel ler has what the potential 

buyer is looking for. 

The lady's WJrd s seemed to be in r esponse to the following wi se 

w rdf.: "We d s p ise no source t hat can pay us a pleasing attention" 

l4 
(Mark Twa in) 

SALES PROMOTION: 

Hoadside l;raclcrs used four methods of sales promotion. 'J'hesP 

were display, free samples, trade di scount~ and cash di scounts. 

The display melhocl was generally a trade p1omotion used by all 

traders. In this case the products were arranged and displayed in 

an altracl:iVl' dt'sj gn. The attractivP. high quali.ty items were 

displ..tyed visibly at the top or the lcs;, attractive ones. This 

~;eemed to er1< ·ouragc generalization among t h e buyer.,. 

14. Cit d by Philip Kul.ler.. 
Markf'l.ing Managrmcnt: 1\nalysi:;, planning and 

control ! New DeJhi. Prenti ce Hall, 1980.( 4th 

~d.) p. 52b . 
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Consumer promotions used by the sample wPre as shown in table 3 • 10 

Tabl e 3 .10 

USE OF CONSUMER PROMOTION 

rv<r.:THOD TRADE DISCOUNT TRIAL SAMPLE . CASH DISCOUNT 

No of trader' 26 8 6 

-· 

Per centage 65 20 15 

The trade d b,count method was pr<·dominan t, ef;pec i a lly among 

the veg_table Lraders who com~ri sed sixLy percent of the s ampl e . 

Th traders mere ly added an arbitravy amount of the product to 

what wus already purchased by the buy er , and on ly in those cases 

t hat the trad0rs deemed were large . ales. The additional product 

h1d l:he Hwnc effect un price cutfl , 

Th · f'rCJ(' ~~ nmplC' m -hod was p pular amon Lho.o i'ruiL seJlers . 

Till~ v.rw; m.LlnL.v bl'Cntmc• th(' f'ru ·i r; ot llu bt · tn ~;t;r~d on 'h<.: :; poL. 

I 

Also in certain cases , frui s lookeu a.llkt.' . '1'• nLing t ou]d Lherc:dou~ 

.how th~ difft'l' ' llCt•. The trndC'r"' g<vc• p itcnUal buyers whol e 1ruit 

or cut pi ~ces to taste . Thc trader hoped t hut he poL0ntial buyer 

c·ould bu, al'L r und c•rgolng l hl' ~~xp<•ric•nc•·. ln mm;t casr·s a :=;ale 

r• ">U l ted . 

arh discount war the meLhnd leas- u ~ud . It ~as on ly used 

whc•n l)ll~I'C WH!; a problf'm OJ' chang For inr;tancc,if a buycr·bought 

products worth eleven 1;hillings und presented fifteen shillings in 

no~e"', he would be aLlowed to pay only t n s h i llings if change 

presented a problem. In ff ct the buy~r had had a cash discount 

of one sh illing. The aim in this c 1sc wm; to let the sa Je occur 
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otherwi se the buyer could mal<e up h is/h er m.Lnd to w.i.thdraw the 

purchase if change offered much problem. 

SECTION E. THE MARKET 

It was necessary for the purpo~Je or this section to adopt 

the f'COnom:Lst ' ~:; definition of a market . An economist defines a 

market as a si.tuat i. on where there exi.:;b; actual or potential seJ lers 

a nd buyers for a given commodity . Thi:, d rf' i.nition cons.i.ders both 

sides of a marke t- the s llcrs and the buyers . The marketer' :· 

defini.ti.on consi der s only one s ide of the mRrket - the buyers . 

H(' defines a market as "a set of actual or potential buyers oi 

a commodity". 
15 

Thr• h igh<'st proportion of th e Hoad ~;irlc t.rad ers wtere women 

( 1'8bJ e 3. J l). ou l of the:.;e women, about seventy-seven perc0nt 

were above thC' age of twenty s ix y ean; :.tnd were e ither unmarried, 

wid owed or div orced. Eac h of t hese women h11d an average of four 

childr en to support . A ma jori ty of the men wer e above the age of 

twenty- si x y ear s and t h ey ton, had f'Amllies to s upport. Tables 

3.11 and 3 .12 s h ows the break down of the traders by ag6 and sex. 

15 . Philip Kol.Jr>r. MmkcL.ing Manag'ml·nt 

AnaJy:;i,,, pl"!nn i ng and Control . N1•w Dr>lhi 

!JrenLicC' Ha ll, 1980. 11th Ed. p . 2 l 
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TalJlc 3. 11 

TRADERS BREAKDOWN BY AGE AND SEX 

I I I 

26 I l 
UNDER 10 10-18 19-26 ABOVE TOTAL 

Male 2 l 5 6 14 

Percentage of 5 '"> o· 
~·;:.> 12 . 5 15 35 

S:ample. 

Female 1 3 2 20 26 

Percentage oi 2 . 5 7 . I) !::>0 65 

Sample . 

Table 3 .12 

CATEGORIES OF THE TRADERS ABOVE THE 1\.GE OF TWENTY-SIX YEARS. 

l I 
I I 

MARRIED UNMATWIED WIDOWED I DIVORCED 

MEN 90% 10% - -

Women 30% 42 .3% 25 . 9% 1% 

All the Hoads tdc trader:; in a ~;ample of i orty reported that 

r ad:·;i de trad .ing: was 'heir only ~·oul 'C< oJ' inc ome . Th1 r.> trade 

cdrned them an average mo11th l y _incomo of about t wo hundred shilling~. 

They furthvr indi~atvd that hey lived aL Kawnngwarc, MaLhrre , 

Pumwunl, Malw ngcn L, Mu t hurwa , Kar lokor and Banana H ·B. . These 

arc places inhabited by the economica lly poorer group of Nuirobl' s 

popuJ al:ion . 
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Fducationwi se , two di stinct group s were identified. The f irs t 

was the illitcra t P16 
group which compri sed all the women, girl s , 

and boy s under the age of nineteen year s . The second was the 

literate group which consisted of all the men in the s ample above 

th e age of e ighteen years . Most of these men were secondary school 

drop-outs whil • th e res t wer e Certifica e of Primary Edu cation 

(C.P.E.) graduates . 

Tribal di stributi on of Hoads ide traders in 

i s given below :- tJ 
cr 

Kikuyu Luo Luhya 0 hPrs 

Men 45% 35% 18% 2% 

Women 96% 2% 1% 1% 

Children 20% 4Q% 35% 5% 

It i s evident f rom the above finding r; that a maj ority of the 

hawke1 s m· · Kikuyu by origin. Th e factor whi ch may be r esponsible 

1'or Lh i ~; h thai. a greaLC'r propur l.i( n ot" Nairc•bi r C"si dr>rtts are 

17 
Kikuyu. ::;Lnt(; Nairobi adjo Ln :> Kiambu D.i sLri c t whi ch i :; domina Lr·d 

by t he Ki kuyu peopl e who are enterprising and also agricultural, 

thes< pr·onle t...asi ly filt er int.o t h e C'it.y t ) grap some of t hf: commerc 'al 

a< Li.vi:-Les av<li !abl e , e . g . r nad::dctc f>elJing . 

Nai robi offc·r<'d three market f>egments for agri cul t ural products. 

Th e market was segmented on Lhe bas i s or income leve l s. These 

segmcntf; w0r c the h.igh inc omt! , middl e .income , and l ow i ncome . 

Asked who t hey thought their cus tomers werP , the fo llowing r esponses 

were obtained : 

16 . Ha ve not been to s chool and cannot r ead or write. 

1 7. The l~ <'publi r. or Kenya "PopulaLl on by Tribe for Provinccr:: " 

Kenya Population Censu s , 1969 Vo l. l p .70 

S l.atL :. U('nl divi s i on Mlllif;Lry q f Finance and Economic 

1) Iann i 111~ . Novf•rnbf'r, 1970 . 
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SEGMENT PEFlCENTAGE OF HESPONDENTS 

Low in r·ome .;egmcn t; 

Low & Middle income Segment 

M l dd 1 c i ncomc' segmC'n b~ 

Middl 0 & High i ncome 

scgmcnt E> 

High income segments 

Anybody was ~ customer 

22 .5% 

3 .0% 

12.5% 

7 .5% 

5.0% 

18.0% 

Roadside traders pursued a market conGcntration strat gy 

targeting on the low and middle inc me markets . 

Mast of th buyer s wer e pcdcstr ian ~; who walked home or to he 

bus stops . Thi s was indicated by the number .of t raders selling 

along popular p de s tri an routes or at Lhe bu s s tops (Map 1). A 

phyrical counL of Lh e traders at Lhc Kenya Bus station showed t ha t 

there we' r e C'ighty- R<'vcn traders out of a population oj approximately une 

hundred and e ighty trad ers. That if: about fifty percent of the 

tota l numb er. Tw< n l y Lraders were n t the sam Lime located at 

Ngaru pedestri an bridge . From the rnup .it can also be noted tha, 

mont o f the points of sale are r cR tric t ed to the eastPrn half 

of the map. Thi s is the rPgion d0m i natcd by Na irobi' s l ow and 

middl e incom gr oups . 

The traders gave three rea ~;on s for concentrating on the low and 

middl~ income groups . 

( i Th ey said Lhat the markc L was accPsslble . The traders 

could eas ily r ach the buy er s by placing thcm~;c·lver-: 

a l ong pnpular pcde s tr i.an rou Ll' ~; and a L bus s t.op s . 
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(ii) the market was l arge, 

(iii) t he traders were rerta.i.n of' the exis t ence of t he 

marke t for thr> ir product:> . 

Cf' r t ainty of the market carne up a s a r esult of t he purchasing 

pattern of the consumers. Buyer s purchased s mall quantities of 

t he products each tlme (day). Thi s made Lhem buy t he s ame quctnti ties 

fr equently. The author made sixty observati on in two different 

occasions (Appendix E ). The mean purchases were 3.3 shillings for 

the f irst set of Lhirty ob servation ~ and 3.2 shillings for the second 

set of t h i r ty ob servations. The standard dev lations were 1. 0116 
~ 

and 1.0231 s hillings r espect iv ly. The means of the two se t s of 

c:;7 
observations w re tested to find our whether or not they wer e 

signif'icnnUy q iffc r cnt . Thu s , a st atl r;L i cal t est wa r> mad e a s 

l o llow f; : lL ww; w;sumcd that 

(i) the popul ation var-Lanc es for the: valu ~s of the two 

obser vaLions w r e diff'cr nt 

( i i ) the f:· tmp l eG W(' r e large , anJ 

distri bu t.ed . 

Ob.;r,r vaLi. on l Observation 2 

n, = 30 n2 30 

3.3 X = 3 .2 
X = 2 

1 
6' 1. u 116 ~ = 1.023 1 

= 
1 

Th e hypothcst'S arc : 

Ho /~ /(J. = 0 

Hl )1 - /fz f 0 
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The value of the test s tati tic i s computed as 

((3.3 3.2 ) - 0 ] 

z 
= Gl6)

2 
+ (1.0231 / 

j'~ 30 

1.45 

With a two-s ided test and a 95% l eve l of confidence, the critical 

value of Z is J .96. 

Thus, because Z = 1. 45 -<:j = 1. 96 , the null hypothesi s 

.025 

that there is no s ignificant differ ence between the two means was 

accepted. 

Thi s led Lo a cone lusion that con :;urncn· always bought small 

quantiti es ol· the produc t s . Conscqucnlly, the buyers purchased 

freqw'ntly, Lhu s ensuring the Roads i.de trader s of a marke t for 

their products . 

Dur ing Lhe course of th' abov P observations, buyers were 

classified in to two group.> i. c men 1.nd wome n. It was noted Lhat 

nine ly-~;even pPrccnt o C t hr' buyers were ' women. 
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PART 4 

SUMMARY AND CONCLUSIONS 

Part- one of Lhi f; pap ' r ou t lined th ~ objectives of Lhe. sf;udy. 

In brief , the main objective o f' Lhe N'Sl'ar cll was Lo explore the 

decis i ons made by Roadsid e trad er s regarding t he contro llable 

variable s (product, pri ce , distribu tion and promotion) of 

marketing agricul tural products . Tile r esearch also s'ought to 

determine the market charac teristics s uch as demoPraphy ( sex, income, 

educa t ion and family s ize). 

Par t two of the paper dealt wi l,h t h e, rer~r>arch d esign. The 

design was bas ically descriptive in nature. A s urvey of the 

literature wns curried ou t t o assess what others have accompli ·hed~ 

A s tructured questionna ire and an observation form wer e used to 

c olJl•d da ta rrorn a sample of forty Road ~;i de traders . The da ta 

was then s ubjected to a variety o f :; tatistical analyser; , whi c h 

wa s d cn lt wi1h in part three of Lh c paper. 

CONCLUS ION: 

On the basis of the Ji ndings it i s pos s ible to make a broad 

and gc·neral conclus i. on . That i :' , Uj(' r oad:;idc traders make var i ou s 

deci ion , r egarding the contro llable· variables of marketing whi c h 

wen• used to inf'lucnce the marke t. Co1w lu s ions regarding specific 

issu es a r e given b c Jow: 

I 
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Roadside trader s in Nairobi traded essentially in f ood-s t uffs. 

These foodstuffs mainly compri sed fruits and vegetables. The 

d cision to trade in these products possibly was evoked by the 

demand for th m by t he c ity r es id e nts. Th <' r esearch r evealed that 

s ukuma , poLaLoes, Lemon, ort anges, pears and bananas wer e the 

prevalent iLem~ . It was also demonstrated ~ tatistically t hat 

traders tend d to purchase product~ of t heir choice in smal l 

~uanti ties . It was also possible to deduce that , among other 

f:Jctors, Lhe naLure of Lhc trade influencc~d t hi s b 'havi our. TLc; 

n"Lure of t he trade was such t hat the traders wer e unexpected l y 

" -mbushed" by the ci ty authorities for jllcgal trading. Thi s 

"ambw;h" caw;ed a stampede hat resuJ ted in loss of t raders ' 

produ .t 1 and :orn e times money . for t hat reason, Lhe traders purchasea 

small quanti U s so t ha t Lh cy could r un uway wj th their sLock or 

not los, much if thC' city a kar i.~; p lunccd on them 

IL was evident from p .rc n tagc COnlf.ic.lrison that most traders 

hand] t' d a produc t mix of up Lo Lhr<' ~ .i Lums a ll or whi ch w<'r C' in 

the samP product line . The Lradcr s rede s ign d t he producLs. 

'l'hill i: , Jrr ng<'d hem i.n sp c i f'ic -; tylL' and quantity . Conven j enr.e 

lo hand 1 (' ; 
wLLh whlch t o Gcll .mcJ <lpp<·ll Lo Lhu pu lt'nliul 

t th basc c of t his deci sion. 
Juy ur s were - t' - u 
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Price decisions 

The most dominant pricing method used by Roadside tract or s 

was the cost-oriented method. By w>e of percentage compari sons 

it was evident that t he traders prefcrre d cos t - or i en ted method to 

the other method s . This also i mpl ied that t he traders were 

conscicus of t heir costs and mew the cos Ls well . Thus the method 

wab easily appli cable . The pricing method was facilitated by an 

addition- reduction price setting mechanism. 

*' r It is also possibl e to conclud e t hat t h e main pric ing ob jec ti ves 

J ~were to mnke n profLt for d<Jily sub :;i ~ ;LcncC' and to c l ear the sLock . 

Distribution decisions. 

The distribution channe l was shorL. This was depicted by 

~ 

the mnjor now of the products . F'nrm )rS ·-) Roadsid e trader 

II 

-- > consum er formed the main dis tribut Lon channel . The followi ng 

wPre Lhe basis of Lhe decision: meagre ces~urces whi ch could only 

be invested at the distribu~i v0 lev e l whrre Lhc bulk of Lhc 

product had b<·cn broken an 1 d Lrect purchnr. ing from t he farrr1l r. 

facilitators wer e u sed. Porte~s formed the main mod~ of 

tranf'porta t i on . Th e deci s.ton in this cus<' was based on the f actu 

that porters wer e convenient, cheaper and easily availabl8 . The 

handcarts were also used . This parallels Lhe findings ol 

Mar Plan-Toepfer Institute consultants as noLed earli er Lhnt 

handcarts were used to transport agricultura L products to the 

re Lai 1 outletf.; . 
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Promotion decisions . 

Roadside trader s promoted their products and trade mai.nly by 

means of display and keen personal se lling. Hence, the s ize of 

r- al es vo lume depended on the apparent quality of the products and 

personality of the sell r. 

Th e market 

Women dominate roadsid e trading in agricultural products in 

Nairobi . Th ey are the majority se ller f> and consumers as well. ::. 

As far as cons umption 1s concern('d may b<! Lh <.!y dominaLe becaur;(' in 

mos L African homes , women are charged ·J i t.h the r cspons ibili ty of 

planning and pw'r'ha.;.i.ng foud~.;tuff~; t o f <'C'd Lheir fumi l i. es . 

The selJ,~rs market i s characterized by illiteracy and poverty. 

The seller s average monthly incomes arc two hundred shillings. 

Most of Lhe women are heads or t he ir house-holds and have an 

average of four people to take care of. 

Th consumers belong to the low and middle income groups. 

The market is consisten t , large and certai n. In th i s case th 

statistical measure (test ing hypothesis ) indi cated that the 

consumer s bought small quantitie s of the products so that there 

was J rcqu<'nt r epeaL purchas ; Lhus en:;urlng Hoadnide trader s of 

the exis~ncc of' the market fo r Lheir products. 

Lastly, r oads ide trading _in agricultural products i s an economic 

acLivi.Ly w'l.ich provides a source oi livel ihood to somr of the 

poor rer;ident~; ol' Lhe c1ty, while on Lhl' o!.her hand , it s'r v<.:s 

he basi c needs or ~;omc of Lhc ci. Ly workcn; by providing the highly 

needed roods t uffs . 
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IMPLICATIONS: 

The fol l owing impli ca t ions emanated f rom the study. 

(i) In the case of hawkers , it should be noted that roadside 

trading in agricul tural pl ·oduc ts in Nairobi is a marketing 

in s titution, though illegal, that requires foresight and 

precise decision making a s r egards the controllable 

variables oC marketing so as t o influence the market. 

Craftiness in dodging to avoid t he city authorities j r; 

an esGential activily in order to surv1ve in the trade. 

The market wll.ich compr.i:H,~; the · low :'nd Jn iddle incornc; 

grouJJ :; if; l arge and prumi .;ef> t o r·xte nd Hs demand increase:;. 

This offers a lucrative opportunit y to potential ; oad••l de 

trad en> . 

(i i ) Hoad ·ide trading in agriculLural produc ts in Nairob i is 

an economic act Lvity whi ch prov ide'::; a mean s or livelihood 

to a number oi poor c ity residents who could not obtain 

j obs elsewhere. These unfortunate fellows s hould be 

gJven an opportunity t o xploil this economi c activity . 

De s p·i. te the cons tan L haras:·,men t of Hoadsidc traders by 

City au thori t;ic s , Hoad:·d de traders persi sted and it 1:; 

rnos t Jjk e ly that t he c ity authorities will not be abl e 

to rid t he c .ity of' road ~;i d e :w lling. For that matter the 

c .i t y counc il will ?e obliged t.o cat.er for roadsidr; se lling. 

For instance, an j mportan t ~;L• p wa f; taken when a Nyayo 

mark< ' t- was cr e<1 ted through a pres id ent i a l decr ee . 
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Road s ide t r ader s serv e the needs or som0 of t h c ity 

worker s who prefer purchas ing f r om the hawker s t o purch ;: ,i ng 

f r om other r e tail out le t s owing t o convenience (service brought 

to buy er s ). Since these s ervices wer e des irable to th ' cons umers, 

t he hawker s s hould be l e t t o se ll; and th e c ity counc il de s Lgn 

e1 mean s o r col l ee ting r ev nu e f r om t he hawker s . A minima l 

cha rg e on dail y bas i s could be l ev i ed on each trad er' s 

produc t s . Thi s charge should be so l ow t ha t the trader s are 

not t e mp t ed t o ev 1de it , and it nlw u ld also be c conomi cal t o 

collec t. 

(i i ) The f lndi.ngs of thi s s tudy hnvc shown Lhat road s ide trading 

in agri cultural pr odu f::s is on ~~ or the f inal market ing 

in termcdjnr ies in br i nging agrL cuJ.tural produc t s to f in a l 

cons umers . Thi. · ser vet; as a compl ementary part t o s ome oi 

t he earli er s tudi es wh ich dPdl l wi t h t he f l ow of agri cul tura l 

produ cts tn Nu Lrobi, y e t; Lcrm.i na Lc cl the ilow at t he whol esa le 

l eve l. Furthr'rmor e the tudy ha s outlined the type of 

ded s i ons made by trad er s r egarding th e marke ting proc<::sses 

and t he market char ac LPri s ti cs . Conc lus ions mad e r egarding 

t hese vari abl es ser ve as t entat i ve hypothes i s on the i s sues. 

r or examp le , r oad s ide se lling and con sumption of agri cultural 

products i n Na irobi i s dominnted by. women. Acad emi c ians can 

carry ou t ru r Lh er r e:search on issuf's no t deal t with adequate ly 

her e such as cons umer behav i our, suc i o- economi c background 

of th e LJ·ad <>r~> ,m d so for t h. 
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APPENDIX A 

of sale 
Points Station & • Bus 

A - Kenya r~inus. 
Matatu te t ian Bridge edes r 

B - Ngara P le Market 
. . Wholesa Wakull.ma 

C - ntry- stop. k os cou - Macha of 
D for area 

............... Boundar~ Nairobi). 
study' 



APPENDIX B 

THE QUESTIONNAIRE AND OBSERVATlON FORM. 

ROAD NAME 

1. PRODUCT & PRICE DECISICJNS 

1.1. List all the products so ld by th trader and quote their 

respective prices. 

Product Qty/Unit Price (KShs .) 

1 

2 

3: 

4 

5 

6 

1 . 2 . What other produr t i tern s have you <:;o ld Loday? (Ask the t rad er). 

(a) 

(b) 

( c) 
v 

--------------~ v_ 4-> 
~ 1.3. Do you sel l the same product i. tL'ms always? 

Yes 

No 

D 

D 

"r "{.-\o'P 
~ 

lbp ~ 
fl..<-., 
~ -)-00 

~ 
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l.4. Why ? 1 L--------------------------------------------------------

l. 5. 

1.6. 

l. 7 . 

1.8. 

2 __________________________________________________ _ 

3 ~---------------------------------------------------

4~-----------------------------------------------

Whi ch of the following are you planning t o do? 

(a) Sell 

(b) Sell 

than 

(c) ::>eLl 

you 

the same number of 

a lesser number of 

you ar now se lling 

more of the· produc L 

are now sell ing 

product 

product 

Lyp8S 

types 

types 

than 

D 
D 
o ··· 

Why? 1 

How 

Why 

:::> 

3 --------~---------------------------------------

4-------------------------------------------------
did 

(a) 

(b ) 

(c) 

(d) 

tha1 

yo1 1 dN' Ld C wh.1L pri C<' Lo 

Cm; L-p lu s 

Comp e Li. tor '"; IJr:i ce 

Bar gaining 

0 Lh c~r method (spec i ry) 

method? 

<-: h;u·gc;? 

I~ 
l_j 

I=_] 

1. g. Do you sell your produc L~; at t he' :.amC' price alway s? 

I~ Go to l.ll 
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No. 

D 
1.10. Why is there a variation in the prices? 

1.11. Do you package your products? 

Yes 

No 

D 
0 

------~ Go to 1.13 

______ __. Go Lo 1. lJ 

1.12. (Interviewer) observe how th<' products arc packag< d and 

not e . 

l. 13. Why ? 

2. DISTRIBUTION DECISIONS 

2. . From where do you obtain your produr: L~>? 

(a ) l'armcr D 
(b) Trad>r [?] 

(c) \vholesale Market D 
(d) Other (apcc.ify) D 
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2 . 2 . Arc there other places you could get them from? 

Yes 
Where ? 

No 
Go to 2.4 

2 .3 Why did you not buy them there? 

2 . 4. How do you bri.ng the items h0rc•? 

By Bus 

Matntu 

Train 

Portage 

Handcart 

Olh<'r ( s pC;cify ) 

2 .5. Why do you use thaL (menti.oned) mcan.J of transportation? 

. ' ' \ 

2 .6. Do you alway ::, se ll the items h('rc>':' 

Ye s 
~ Go 1,o 2 .8 

No D 
2 .7 Where c>Jsc? 

? .8. Why ? \... ~'.J 



2. 9. Whc t.; LJ mr do you alwny:; comC' 1,o :; c·ll ? 

(Time) 

2 .10. Why t hat time? 

2 .1 1 . What Lime of' t h e day do y ou have h eavy se lling? 

7 

12.01 

1!.01 

l? a .m. 

4 p.m . 

8 p.m. 

D 
D 
c=J 

2, 12. How oJ ten do you buy from the ;uppl i er? 

One every day 

Once eVt' l'Y two days 

Once every t hree days 

Once every fi ve day s 

On e every week 

2. 13. How muc h do you purc hase each t i rrt (' 

Quan l i Ly 

CosL (KSh. 

2.14 . WhaL i:> yl)ur average :;a l es p (•r dny? 

LIV~] 

c==J 

1_1 

[:==J 
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2 . 15. If your products remain o t the clo:..;r of t he bus inc_,s, · ; 

Wh erP do you keep them? 

3 . PROMOTlON DECISIONS. 

3.1. How do you find cusLomers to buy your items? 

3.2. How do you influenc e pro spective buy er s to buy from you? 

3.3. (Interviewer) obser ve thP s lJing behaviour of th sell rand 

no Le 

3.4 . Do you wrAp t~r your cust~ncrr? 

No 

3.!..1 . Why? 

0 
D 
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4. MARKET (DEMOGRAPHY) 

4.1. Sex of the tract r Mal e G 
Femal e D 

<1 . 2 . What .is your age in years? 

U11der 10 years D 
10 - 18 years D 
l9 - 26 yC>ars D 
Above 26 years [2] 

·1. 3. Wher do you live. 

\ 
(Pl ace ) -.(" ('-<.. 

4.4. What is your marital status? 

Single GJ 
Marri 0d D 
Widowed D 
Other ( spe< l f'y) 

:1. 5. How many p <'Oplc depend on you for Lhe ir L i vP l.thood? 

Less than 4 ~ 
4 'I II 

I 

More than '1 D 
None D 
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4.6 Wha t educat ion l eve l have you attain~d? 

Primary 

Secondary 

Post Secondary 

Have not been to school 

D 
D 
0 
D 

4.7 . What were you doing before taking up this trade? 

T ) 

4.8. Why did you decide to start thi.~; Lrado? 

4. 9. ho do you t;l1 ink ar• y ur cus L<>m n>? 

ll. 10. 

Low ltlcl Jilt.' grrlU!J 

High lncomL group 

(Observati on ) 

G 
[~ 

CJ 

Two :::;cp'tra tc obs<"rva tion on Lhr, pure has G made by sixty 

consumer s . 

(H cord purchases in KSh s .) 



APPENDIX C 

PILOT SURVEY 

NUMBER OF TRADERS AT VARIOUS POINTS/ROAD 

NUMBER OF 
POINT/ROAD 

ME N WOMEN 

Kenya Bus SLati on 7 

Haile Selnssie Av. l 9 

Tom Mboya/Ron<'l.1d Ngalu 4 3 

Price Road - 8 

Ngara Pede~> tr i Rn Bridge - 22 

\lla1k lane - 3 

Acc ra Road 1 -

Moi /\venue - G 

N ara 7 2 

Hace Course Hoad 10 -

30 129 

TRADERS 
I 

CHILDHEN TOTAL 

7 87 

- 14 

2 16 

2 10 

- 22 

2 5 

- l 

- 6 

- 9 

- 10 

13 180 
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APPENDIX D. 

STOCK PURCHASES OF FORTY ROADSIDE TRADERS IN KSH. 

135 100 180 160 

60 20 110 40 

140 15 70 35 

130 80 12 50 

45 20 llO 60 

75 110 400 J!..> 

50 50 90 200 

50 6 80 2':i 

50 200 90 85 

40 80 200 15 
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APPENDIX E 

SIXTY OBSERVATIONS OF PURCHASES MADE BY CJNSUMERS IN TWO OCCASIONS-

IN KSH. 

FIRST OCCASION. 

3 3 2 

5 4 3 

11 4 4 

2 3 2 

4 5 2 

3 4 2 

4 4 3 

4 4 4 

? 2 3 

3 2 5 

SECOND OCCASION 

4 
,, 

II •' 

II 2 3 

II J ~ 

3 3 3 

6 2 2 

4 4 3 

5 2 3 

4 2 4 

2 J 4 

? 4 /} 
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