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ABSTRACT I 
/ 

Societal marketing is the latest mcth d of mnrk ling, it looks at marketing as a process 

thnt would lead not only to the b 'Itt tm nt t)f lhl' soc i ly but wou ld also ensure long term 

prolitahilit y. 'I his com·t.·pt i 1 lht•h lwin, pmsucd in dev <.: lopcd world ami lately being 

<~doptl·d in <kvl'11,pinr ~ \llllllt i · . I his study therefore attempts to find out the extent to 

whirh Kcnyu ha · .ulopl ·d thi · nc\ concept (earlier studie:? .show that it actuall y has been 

ndt)ptcd uml \\'h\.'lhcr the application of societal marketing concept is influenced by the 

t ·pc ol' pn1Lluct a firm is offering. It considered two categories of firm s: those offering 

socially stigmatized products and those offering non-sociall y sti gmati zed products. 

The study was carried out in Nairobi usmg structured q uestionna i rc . 'I he tar get 

respondents were marketing executives or their equivalents in manulitct uri ng firm s 

falling in ether category or firms (i.e. those with stigmatized and those \\ ith non 

stigmatized offers). The researcher personally administered the questionnaire in mote 

than 50% of the cases· the rest he used drop and pick method. The linding or this 

rescmch \\'as then exposed to statistical analysis. specifically measures ol ' \'lit i<~lion and 1-

• tali ti \\ere u cd . 

1 he finding' a that there i. a dilfcrcncc in the c ·tent o applicati n. I hn c linn "ith 

i.1ll) ti •matizcd pr du t nd h n1 ply m rc cictal markctin • Cl tl q 1 than tht · 

ith n n- ti •rn tiz I pr ictal rn rk tin m mt t t 

\ h ·n m rk ·tm • pr du 1 • th n it hi •h r firm oll·rin • I til\ 



stigmatized products could he understood from the background or the !~t e l that they arc 

trying to make up ror the social . tigmn. tt ht I to their products . 

ThL: study considc1ed lob 1 u ml .tlulhol as stigmatized products whik banking and 

food prolTssin • w ·1r '\lll id 'I ·I 1 JH n· sti 'l11atizcd products. 
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1.1 Baclq~round 

CHAPTER ONE 

I TRODU TION 

Brcch (1951) argu~:s that m uhtin' is th' p10 ·css or determining consumer demand 

l(ll product ot set vin:. tlluli' .llitl' its sales and di stributing it for ultimate consumption 

with lltl· uint tit' 111.1kin • ,, ttorit. 'J he ddinition clearly shows that marketing starts 

with lhl· l'{)nsum •t: it al c acknowledges the need to encourage the consumer to buy, 

but nn:ch did 11 t recognize that marketing is prouder than identifying demand and 

cnrouragmg con luner to buy . 

. \ccording to Kotler ( 1985) marketing is a management process that proceeds rrom 

analysis. planning. implementation and control of programmes designed to build and 

maintain beneficial exchanges with target buyers for the purpose of achieving 

organi1.ational objecli,es and goals. The Koller definition is more comprehensive, 

thus \\C \\ill return to it later. 

But lir:t let us look a how Bartel (Jan. 1968: 29-33) defines marketing. I k mgucs that 

tmllkdin 1 i the procc. s whereby the society in nrdc1 to supply its consumption nc~:ds. 

C\( he di II iluti\'l; y tcm ompo cd c r participant ,·, ho inter actin 1 undl't 

- l hni al (c n mr ·m I cthi nl in I - tc th • t1nn n tion ll 

hi hI 1114 rk ult in ":ch llld ll lllllJ ti 1\ It 

I lilt I tin • th rly , r 11liZ I th t nh r tin ' i n 

lrn I r hi 

I l th lll mi hi I h " 



marketers emphasized economic a pect of marketing, the trend has been continuously 

moving towards social aspect . lndcc I in dcvclopcu countries the trend is either at 

50% or more; particularly in ·i.1ll quu1tionnhlc industries like tobacco, alcohol and 

foodstuffs . 

( ioilll' bark 1\> Kl>tl ·1· rtion above, it can be seen that Kotler attempts to marry 

thL' busi tll' .' · m:cJ an I the ocietal necus for mutual benclil. lnuecu later on Kotler 

(I t),'9) nhltk thi e:\plicit when he explained that marketing serves as the link between 

socid) ·s need and its pattern of industrial response. 

BrieOy put. marketing therefore exists at both m1cro and macro levels. Micro 

marketing is the performance of activities which seek to accomplish an organization's 

objecti\'es by anticipating customer needs and directing the now of needs (\ ants) 

atisf) ing goods and services from producer to customer on the one hand and macro 

marketing being a social process \\hich directs an economy's now or goods and 

ser\'ices from producers to consumers in a way \\hich effcctin!ly matches supply and 

demand and tim optimize socictalutility. 

') h" hi p1 hi m 1 that more often than n t micro an I m, 10 mar kctin • m to I · 

pullin• m th OJ 1 ite dir cti n. , nd r h 1t tim mnn 1 •c1 thi an Vl:l • 

u lr tin' - th 

h nn n . 

d thin • th" r .liz li n lh, t in th I n • run lh Ill 



Bcrorc di scussing societal marketing proper let's bricOy sec how marketing as a 

concept has changed over time. 

Production Concept thi '"' ~ jtldominnnt du ritl' industrial revolution ages earl y 

las t cclllury. It ·tth; 11 ·um 'Js will favor those products that arc ava ilable and 

:m· lti •Illy al h,, I til'. otlct and McDougall ( J 985) clarifi ed that at this stage 

tlHIIWgl'll\cnl Cl11l ·ntt, ted on improving producti on and distribution effi ciency. This 

~en cd pwduccr well because at this time the economi cs were characteri zed with 

:-;lwrtagcs and C\ cr~ thing produced at the right prices was quick ly so ld . I n<..kcd th is 

cot~t:q t i: still ali\ c in de\- eloping countries and some industries. Uut as consumers 

become more informed and competition increases this orientation had to be quick ly 

abandoned as it ignores quality and is too internally focused. 

As conditions favouring production concept withered out a new concept gn!\ up. 

The Product Concept. Because production concept was considered too crud to 

quality. product concept tried to adtlrcs. the quality issue albeit from producers' point 

of view. 'I he marketer n um~.:d that the consumers ''nuld buy products of hi •h 

quality an I hu.l tho c of interior quality. A lot or Clllj ha is \\'a therefore lnid on 

1 r lu ·in • 1 r du that th m:uw •c1 perc j, cd t fhi •h qualit ·an I th 1t l Ill\ • 

hi 'h qu, lity the c n umc \\ illl , th pli . 

I h l i • blun I 1 m td h r i th, t; 1 pi 

I ut 1 r lu rt 

Ill lit thi 

1' Ill ' I t Ill hun n tJ It t) 



assumption that consumers will buy a product just because it is of high quality with no 

persuasion at all was misleading. 

Tile Selliu!f Conapt )lJl I < ut or thL~ nwjor weakness of product concept -

I < t t. It insists that consumers will not buy unless the 

1\ lot of cmphas i ~ was therefore put on persuading 

lhl' cusl~lllll.'r.: lt' bm. II \\C\Cr the m~jor weakness is that marketing process is still 

ltHll ~d at rrnm the 1 r duccrs side. No effort is being made to consult the customer 

bdixc being per uaded to buy. It thus lacked the most important ingred ient in the 

marketing mix; the consumer. 

Another concept had to develop to take care of this weakness of the selling concept. 

This is the Marketing Concept. Kotler and McDougall ( 1985) stated that marketing 

concept is the determination of needs and wants of target markel(s) and delivering the 

desired satisfactions more efficiently than competitors. ·1 his means that the process 

l cgin. with the target market and ends with it. It also takes care of the competitors, 

\\Orth noting i that there is the pr duel concept in thi. hut only that qualit; i ~c<.:n 

II m th cust mer' point of vic\ . Kil era , ml Waruin•i ( 19RH) advi cd that oncc 

1.: n umcr n d nn I w·mt. han: b en id nti fi I l h n a 1 wdu ·t i. d 'cl 'I I that "iII 

'' d by an intc 'rated m. 1 k tin ' 1 r l"in' th lP 

mmitm nl fall 1 nn I in th 

ti n· m m 1 u h th ll til 

l i 



J\.11 the above concepts treated the customer ns an individual, removed and divorced 

from his society. The driving force behind th marketing concept is customer needs 

and wants identification and nti ' h tion. This lead. to the production and marketing 

of goods I ike tasty but n n-nult it hHis hnh l'mmulas, usc of disposal one way beer 

cans. ltllnitt • ol catduu nt .md n.ltlllal beaches i11to modern hotels and so on. · This 

'1\\'ironmcnt, wastage of natural resources and sometimes 

introducli1111 111' 1 ' i,\11 undesirable goods and services (e .g. pornographic movies) to 

the l'\lll'Utm:r.- U atticul<lrly the youth). 

Dal r) mple and Par ons (1990) argued that although marketing concept has helped to 

tie the acti\ itie of business executive to the interest of consumers, compani es arc still 

!~1ced ,,·ith hordes of customers demanding refunds, suing for damages and supporting 

re trictive legislation, this is borne out of the problem that marketing concept docs not 

distingui. h between satisfying customer wants in the short run and need for customer 

\\Cif~m! in the long run . 

It i out of thi. that soci tal marl ling concept originated. Dalrympk and Parsons 

( I C) ) d fined ictalm, rkding con cpt a ~ follow : 

l l 11 Ill 1111 r u n tl 

lu l th ll I II lh 



the organization's principal task is to determine the needs, wants and interests of the 

target markets and to deliver the d , in:d , ali s!'nclion in a way that preserves or 

enhances the consumer' . and th~.: t) kty'. w ' 11-b 'in • (I otler and McDougall 1985 : 

I 3 ). 

I! <:ittlll' out Ill th • 1 tliz 1li< n p·11ticularly in the western world that sometimes what 

salisl\ ru ·t\llllt:t m: ·J ·ttct than competitors can ruin the society in the long run. A 

gt1od t:\amph: i , the di 1 osal cans for beer and soft drinks that so rted out the problem 

ol' cuml er nme t ttles that had to be returned after emptying the contents; soo tt it was 

n:ali1cd that the com enient cans ended up posing a serious env ironmental problem as 

it littered the towns and some of its parts could not be picked even using magnetic 

cleaner . The impact of marketing particularly on the environmenta l jobs, education, 

health and the general social well being had to be re-examined. It forced mat kcting to 

rca .. css product packaging. advertising. sales packaging, pricing to sec how they 

affect the ocictal well being and not only on the organi7ation. 

It forced the markt:ting c. ecutivcs to realize that business docs not c.-ist in isolation 

but i ~ ju tone unit of the entire society' s ystcm. And that ruinin • the ocicty i had 

li.1 r the lu inc in the I n' run however profitallc it is in the ~hmt run (Stanton and 

Fen I l 

' < tkr 7 ) i lcntifi d th oil '' Ill th und rl m ' 

m1r tin 

Ill I I l I , lltlr 



•:• The organization must research for products that comhinc high appeal ami high 
hene.fits to consumers. It n11n·t provide il!formution on the proper use qfproduct to 
maximize the benefits cvmw11crs reccire. 

•:• Consumer.\ will patronize tho.H' org 111hrtion.1· thor nn• f)('rceil ,ed to he generally 
concerned with their immedi J/' ali. (rt ·tion onrllong, 1'1111 \Fe(/hre. 

It is impo1 lillll to 1101 · th tl .Ill\ 11 .tniz.ttion that pmct ices the above three is dinicult to 

hl'i ll p i ll t iruliul ·i n th · ln11 ' 1\111. 

It is al ·11 i111p1)rlnnt h note that it is a big clwll engc for organi zations to strike a 

bal <~nLT bd\\L'Cil profitability, serv1ce to the customers and tak ing care or the 

em iwnmcnt ( BroiTman 1971 ). 

But \\C must accept that the societal well being is always the organi;ration we ll bei ng 

in the long run. Taking care of the society therefore is ahvay~"> equal to taking care of 

the bu inc. in the long run. 

:cholars the \\0rld over ha\'e tried to show that societal ma1 keting is the ""Y rorward 

for husinc. scs. Dawson ( 1969) researched on the human concept. I k com:ludL·d that 

llng-tcnn prnlitability is nnly 10. iblc throu•h marketing that takL·s care ol th • 

Thi · he ailed "cnlightcnc I prnfll m. :imiz tlion". IIi. \\olk 11(1\'Cd that 

bu im uh d in ictal m. 1 kctin • were d in • l 'll"l in th 

1l h h en I n th 1t " nl 1h n • l c I u i · that 

fit n , . imiz nl ntr r • tl th 

Ulll 



Indeed Kotl er ( 1987) concluded that socictnl marketing and the business social 

responsibilit y help the society and the businc .. to grow toge ther. The end result is that 

both arc bett er ofT as the two feed )11 ca 'h nt hu· inn symbiotic manner. 

I ocn ll y B11 ·IHtija ( lll77 tulk I husin ·ss social responsibility in Ugand a. I li s 

t\'Sl':ttch s ·I out Ill lin I { ut th • •, t •nt of practice or soc ial responsibility and the 

!:'.l'lln.tl attitud · ltn\ :tt I ocial responsibility by business executives. At this time 

dic lalt)r \ min \\~1 . in1 O\\Cr in Uganda, this meant a lot of political inOuenccs affected 

hi: limling ·. but he concluded that most business executives were either ignorant or 

rl'll.t. c to be :ociall~ responsible as they could not tic business objectives and social 

\\ d l~tre. gahu ( 1987) worked on the attitude of execut ives at the time were more 

conccmcd with marketing concept as they could easi ly re late pro fits to marketi ng 

concept. Only less 50% had favorable attitude towards societal marketing. But this 

\\US before liberalization which has intensified competition ' hich calls for the best 

method of marketing that would ensure long term survival as is today. 1\patt l'tom 

1galw. K\\cyu ( 1993) another local researcher studied attitudes ol' bank c. ·ccutin:s 

to\\ard ' social rc ·ponsibility. Like gahu Shchc di CO\Crcd that the U\\UICllCS or 

th c c:e uti,·c t~m·ard ocial n.: pon il ility \\ns very high indc d high r th Ill •Cihu 

di ( \CJed t ut th. t the attitud \\a till not favoUJ hie. 

B th ·n IIlli I< 

I I \Ill I 11 \ 



the industry he studied (i.e. hotel); it could also be the result of poor economic 

performance at this lime compared to the ·onnmy hc!'ore 1994; but more weight in 

hi s lindings could be attribut I t) 11l)h:lli7:ltinn nnd liberali zation which intensified 

competition nnd to look ror h ·ttcr says or survival other than 

dcpt.· ndin • 011 tilt.· •o\'t.'llllll Ill 1 1 1101 ·rt th ·m from compcl ition. 

All till' 'L' limlin · Ill•\\ a gradual move towards societal marketing orientation, only 

that till'\ ,dl conccnttated on attitude and not app li ca tion. There is therc!'ore need to 

stud) the c\.knt or application to sec how the attitude has been trans lated into ac ti on. 

It "ill also l c interesting to discover how socia lly stigmatized product/service 

pro' idcr. p<1rticularly tobacco and alcohol firms arc fairing compared to the other 

t) 1 e oC !inns. will call non-socially stigmatized product/service providers pm ticularly 

hoteL banking and textile. 

1.2 Definiti on 

I .2. 1 Socia II ~ ~ ti gm a ti1 ed Produ cts/Sen ices 

'I hc:c me 1 mduct that in one way 01 another the ocicty vtcws and or theit 

con ·umption a harml'ul to the ocicty. 'I he . ti •matilcd 1 1< du t here will relet h 

onl) th 1 r lu t \\ho "con llllll tion h. ccn1r \ d to I· h.tmhrlt• the o ~ ict 

t1 d t find ut if 

lu l 

m 1 1 n h m ul rtl r lu 



In this category the researcher ha zcroc i in on alcohol and tobacco. World Ilcalth 

Organization estimates that ever: . c 'tHl I a person di 'S as n result of tobacco usc 

( WIIO I 9<J7). 'I his numl 'I i Jlli cd t1l ht.' 1ltl · pcrso11 every three seconds by 2030. 

'I ohncco ronsutnptioll i 1 tllll I toIL' tcsponsihk for the following ailments - chronic 

obsltlll'l i Vl' ,ti 1"' 1 • li 1 -, tun ' cancer, hc<ll t d iscase, peri phcral vascular d iscase, 

pcpltr uk'l't di · · 1 • to I ladder among others. In US/\ and UK where extens ive 

tCSl'lltch l)n dkcts 11f smoking has been done, it has been di scovered that smok ing 

k.ill s nwn~ 1 COJle than heroin, alcohol, /\IDS, !ires, homicides and automobile 

accidents C(llllbined (SALUS, 1994: 2). '1 hcse health effects combined with the 

anti .-ociall chm ior like waking up at night to smoke, foul breath and erratic behavior 

mak.cs tobacco a good case of st igmatized product. On the other hand alcohol bas 

been positive!) identified as a harmful drug. It is a drug which has the capacity at 

lea, t in the short run to remove and allay wide variety of unpleasant feelings 

-· 
(Edward:. I 982). For the person \ ho is insecure or who doubts hi · worth drinking 

may temporarily remove these feelings. 

But unfortunatdy ifalcolwl i to produce any of the c wanted clfcct it i likcl 'to h · 

ne de I in quantitic \\hich C.'CC d a c drinkin • and it nly 1 i" 

d mut frequently tcp • ted (l~ch • rd . I • B al h I ,, \' . nl 

pit Ill th unpl • Ill (I t , · qumtiti 

Ill th mt 

tl d ult i 

tl Ill 1111 Ill ht h Ill all 



drinking like financial problems, \VOrld becoming hostile to drunken behavior, family 

troubles and finally a feeling of failur . 

In short alcohol i. a dtu • \\hi ·hi H:-,ponsihl' !'or the f'ollowin g co mplications; sexual 

impott:nc · HIIIOI1' 111 tl · Ill 1 • anJ Smith 1973), bcribcri heart disease (Madden, 

Wttl~l't uml I 1:11 ~111 I 6 among other cardiac problems, fetal alcoholic syndrome 

(J~)I\L'S uml Smilh l9 t . Jj, cr disease (Rubin and Lieber 1968), intes tinal complications 

(l~ml'l. Vaknwda., c1lazar and Urgarte 1969), pancreatic dysf'uncti ons (Orrcgo-Matlc 

d nl 1969). the wide! ·researched effects on the central nervous system which leads to 

myriad ocial problems among other complications. 

1.2.2 on- tigmatizcd Products 

The c ''ill be products that ha no clearly researched problem of serious si<Jc eiTccls to 

the socict_· during or after their consumption. 'I hey ha\'e been identified using 

grounded theor. ' u. ing questionnaires sent to live medical doctors, live n.:li 1ious 

lcadn · ami ten male ami female adults selected randomly in ainbi or\\ hich two 

\ 1 • fenwl, teachers and three male teacher .. I he tc. ear~;ht:t has cho ·n hnnkin 1 

inuu It). t ·til indu t • and I md tulf • the qual iii d hi 'hi ' un n I mn-

ti 'Ill tiz IJI du t 
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1.3.0 Resea rch J>rob lem 

Some research has been done on .o ict'tl nurkcti ng, most or whi ch concentrated on 

HU it udc of cxccuti ves or busine . lit ms to\\ :nds the co nee pl. Among these, on! y 

N!'n l11 1 ( 19H7) :~ttcnqHc I, dl ·it h ,, :-;m:tll ·xt~.·nt, to in ves ti gate whether these firms 

\W i l' :~ctuilll · u i11 • 11 ·i 1 II m.uh·till' conccpl. 

l"irst. the gcm:t,tl con ·cnstt seemed to be that favorab le att itude towards societal 

marketing b~ l u iness executives will generally translate into its app lication; nothing 

can k rurthcr from the truth. econdly, very little has been done in terms of research 

in Ken~ a to lind uut whether the type of product a firm offers has a bearing on rate 

and kYcl: of application of societal marketing. It is my contention that societal 

marketing would be used more by certain firms than by others depending on their 

ofkr. To this end. firms \\ith the products pcrcei,cd by the society as being hmmlul 

''hen consumed may probabl) be lorced by these circumstances to seck to 1 Jacatc the 

. oeicty through more usc or societal mmkcting techniques. 'I his is ns opposed to tho.·c 

finn:" hwc 1 roducts art' perceived to cau c litlk hatm to ocict • when con untcd. 

hi lUI) i. th"IC~ H.: , 11, ttcmpllo fin I Ul i th r j a rclati 11 hiJ \ 'l\ ell Ill { nca 
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The study will also seck to find out whether soc ietal marketing is behind the success 

of alcoholi c and tobacco firm . Thi ari.e, from the fact lhnt despite intense lobbying 

aga inst tobacco consumption pc.uh~·tlkd by WIIO it is es timated that about 82,000 

and 99,000 teenagers alone ·1,11 t Stnl)kinp ·wry clay in the world (Su1H.Iay Nati on April 

2, · 000) nnd the li 'lll · i hi •her 101 <1kohol. It is the rcscurchcr's contenti on that 

th~·s~· 111111 · 11111.1 b · h1i11' ( mdhing better than others for thi s success. 

l A Ohjccthe, orthcStudy 

(i) To find out the extent of application of societal marketing among firms 111 

KenYa. 

(ii) To determine if there is a difference in application of societal marketing 

depending on the perceived effects of the firm's product on the society. 

li YPOTJI r. I 

I hen: i no :igni licnnt tel at ionshi p bet\\ CCI\ the liSl' 0 r ocicta I 111&11 ket i 11 I com l'pt by a 

ll11n .111 I the 1 "r ciHd h, rmful cfll:ct · fit I' o luct . 
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also give them an insight on better ways or presenting a business as part or the 

society, thus helping in its acceptnn -c by the soc i ·ty. 

(b) To the government the .tul will tl\':lt' d ·cper understanding on ways of' 

protectin • its p ·opl · •till. I 1 not business practices and the need to allow for 

l(l lllHIIi ott tlld op •t tlh 11 < ons11111 •t watchdogs. 

( r) I obby gt ~)l'l, · 1 uti ularl y those targeting the pcrcci vcd harmful product that the 

\\,u h.t" l ccn taken at them by these firms; and therc['orc the competition is 

improving that the social ills brought abou t by the firm s product far much 

lHtt\\ cigh the social benefits - the society better be convinced - on thi s law of 

relativity rather than just giving sweeping statements without all owing the society 

to compare. 

(d) ,\cadcmicians - the study is a good groundwork. to build on so that more insight 

can be thrown into the e:\tent of usc of societal marketing by di fTcrcnl indust ries in 

a larger and deeper scale. 

(c) t\ml Ia. tly to the con tuner, is it po siblc that thc adage 'buyer beware' i · more 

tel \ant t lay than \:\'CI" bd(Hc? nd that it i time th '. tartcd d man lin • Lint 

th • i t; b prot ted form had bu inc 1 mcti c '. 'I h rc arch fin lin 1 \\ill 

me li •ht n thi . 
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CIIAPTfi:R TWO 

LITERATURE REVlE\\ A D 'ON 'EPTlJAL FRAME"VORK 

2.1 I ntroduc1ion 

r-.1a1kcting :ts a bu inc lun tion h.1 lttHk'q'Oill.! tl.!volution with time. Changes have 

heel\ (ll'l'.tSilllll'd [! lh ' ' II\ il ( lllll Ill \\ithin which thc~c bu~inesse~ operated. One or 

the lll.tlllt L·hnng · h 1· l l lii C I in marketing philo~op h y. 

Kt,tkr t tt t'5) ha outlined marketing philosophies as consisting of production 

01 icttlatit'IL . dling orientation marketing orientation and lastl y societa l orientation, 

argulllg that umkr marketing orientation the society 1s catered for. 1\. better 

arrangement of these stages of changing marketing philosophies ts presented by 

~ tatllon ( 19R I) who tartcd with 

Production orientation 

Produc ion 

Sale oricntnt ion 

... 
• rkclin ' nt. t1 n 

nl hum n 11 nt ti n 



Marketing management philo ophies started with production concepts and is now 

moving into the area of social re. p n. ibilit '· t\s I cith ( 1960) argued, marketing 

revo luti on is a continuou pr ' .. "ith th~ l't.'nlrc b~ing the consumer. I li s argument 

impli es that the pttl'l'Il'lllC 1( tht '()tlSllllh.'r kc ·p ·hanging ami marketing is just a 

vc hi ck to dvli\'l'l tti It ti 111 tt t.'.tl'h sta, · in tituc. Ri ght now the eonsumer is more 

incli rH.:d to\\'lud 'II\ il\ltllll tllal ptotcction and thus marketing has to move there . 

Slowly. \\ l' ill I: • ·cin 1 ( n umcr agitating for morality in marketin g. Thi s will have 

t~~ be tak~:n :nitlll l) l. marketers. 

Societal marketing sprang out of the inadequacy of marketing concept to ciTcct ivcly 

aJdrcss the problems of the society (Dawson 1969). Just li ke product concept 

replaced 1 roduction concept hy adding product quality, selling concept replaced 

product concept when marketers were convinced that sales is an integra l component of 

marketing and markcti ng conception replacing selling concept by introducing 

consumer sati. faction as being more important than just selling; societal concept has 

emcrw:d '' ith th~.: insistence that consumet satisl~1ction is just a short-run agu1da or the 

bu. inc::;s: hut in thl' long nm taking care of ocictnl wdfan.: i •ood for the h ·alth of' 

• ny I u inc Pt idl' and 1-cncl. I C)lW) . Kotler 19R ) 1 oint out that the mov t I tom 

tag h , n th r i notal olute but the I \ cr t. gc , rc u I in a m 1 m difi 
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Si111ilarly HAT has been repeatedly advised to clearly show that smoking is a 

dangerous habit and to leave it upon their -onsumns to decide; indeed as earlier slated 

13AT is cu1 rcntly running a pw •r·1mtnL' .litnL'd <II l'ducalill • the youth on the hazard of 

smoking. 

011 ',lllitlly. ilmil'llll •nth in me firms, mmkcling decisions an: based on how much 

pndit· it "ill • 'lll:l:llC. Kotler and McDougall (1985) advise that soc iety's interest 

rnu I b~: h.tlan~cJ "ith profits to come up with a better 111 ~1rke tin g programme, as 

bu ·inc"· i · ju·t but a part of the society, that gets its input fi·om the society and gives 

its ouq ul bad. to the society (Kweyu I 993). 

But firs kt u why there is an ever increasing pressure to abandon marketing concept 

or to improYe it. 

2.2 Prnhlcm. of larl cting Concept 

'I he marketing ctmcept's emphasis on customer satisfi.1ction has bt.:cn its nHIJor 

undoing. 1\ p linkd out h) Ferrel and Pride (1980) there is always n limit to which a 

firm can , ti f • t.:ll tomcr nee L for a particular 110 luct. In lct:d, dctc1mination 1Jr 

need i the first major proll m a n cum )' h tc i VCIJ , . n if th 

til. t ly dclcnnincd, the pt blcm f d \ lopin' a 1 n du t th, t • n lli I • 
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-· 
clen r case for EAI of developing a wrong product for the ri ght need. lt shows that 

sati sfying short term needs \\hile ignoring lonn-ll: rm consideration may only le<1d to 

customer cl issatisfactinn. 

lOll\ th' prohklll or sati sfyin g tcu·get market. For 

<''\H illpk. lilt' il b · ·1 li11u if th · target market needs hi gh alcoholic drink, a beer 

llHll tttlttl'lllll'l will 11 inclined to give it to them. The result of this action is more 

qua1 rl'ls ut ht1mc.:. ah ·cnt parents, more road accidents and so on. As for home 

drinkl'r:. gi' en them bt!er cans that can easily fi t in their bags; but what about the 

estate enYironmcnt? egmentation calls for satisfying one segment of the society 

"ho.T intcre. t may be in conflict with the larger society. This can have very bad 

n:. ults I~H the long run interest of the society and business. 

Firms that :HJhcrc firmly to the marketing concept arc continuously under allack from 

consumer groups. Currently the leading elite of marketing concept is computer 

indu. try. licrosoft is at this time yet to rcsol\'e a suit brought on it for unfair business 

practice·. 1\s Drm son { 19RO) a. scrts, marketing concept only considers 1 L'OJ k in thcir 

capacity, on tuncl . I k in i.:ts that mmkctin' coJH.:cpt i limited in dimcn. ion ·md 

ha 1 l I han, d to contain hnngcs in. ocicl • fl r any m , nin 'lui fitm 'ro' th . 

It i that Ill< r k ·tin ' 1 l hthil It rnn ' lli n. I· 1 c. ·tmJI -. ha I th 
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innovation . This is because consumer being an average man, is not capable of 

articulating needs and wants for good. and services that arc technologically and 

functionally ndvanced ( gahu 191 7 . 

Levit (I <)TJ) t'ltu iii ·d th.tt ih · 111.tjor p10hl 'Ill with lllarketing concept is its tendency 

lo\vmds 1 i •idity. I I· ·Ill 1 m.ictallllmketing as a so lution to thi s dogging problem 

(1 1' l.td. (11' illlH.n .1li\m an I rigidity. lie further argues that marketing concept is an 

i llusi \l' phi l\1.'\1) h) and 1 ints out that the mcani ng of marketing concept i tsc l r is 

dqwndant on\\ huc\·er i looking at it. 

2.3 ~ ocictal i\larkcting Concept 

It is important to note that just like marketing concept, societal marketing concept also 

recognizes that business is formed to make profit. only that this profit must be made 

rc. ponsiblv to lead to the long run benefits of both the society and the business. 'I he 

reason for resistance of societal marketing so far as pointed out by Peter and Donnelly 

( 191\8) is it: emphasi ·on changes in businc. s conduct and strategies that involve cost 

\\ ithout yidding immediate and visible pro lit.. 
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Societal marketing is hinged on long run cus tom ·r on ntation, long run profit 

direc tion , societal orientation and mtqn.1tcd markL·tittg (Stnnton I 984) clearly showing 

that inspilr ol' be in' pete •j ' •d I ,111 Ill\ l'Stl1\<..'llt Without return il acluaiJy gives returns 

in the lonr 11111. It tl ll h ·lp in JIOlllotin, the business to the public a s belonging t 

thl'llt . S\l lll l'lhin • th tl i ' 1 im1 mtant fo1 any business entity. 

lkl i.HL' pn)L'<..Tding. let us echO\ societal marketing plays a role in marrying business 

tlccds und sPcictal requirements. starting with the society. 

2.3.1 Benefit to the ocicty 

2.3.1.0 Ern ironment 

If' bu<>iness practice societal concept one or the m<~jor factors they have to consider is 

the impact of their operations on the environment. Indeed it is true that the Jirst move 

ltmards societal marketing was borne out of environmentalist insistence that 

hu~incsscs should not be allowed to pollute environment without proper controls. 

Kot lcr t 19S3) assu t. thnt c nvi ronmental i Is m c conccmed \\ i th li1rest de ph.: t ion, 

fact ry mokc, littcrin, and with incrca c in health 1 rohlcm du' to 1 ollutcd air, \\at 1 

and ro d. II .ti I th·tt th ·y ar not n rain t m. rkctin' , nd con um1 ti n lut that th • 
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2.3.1 Morally Fit Societ)' 

Business can affect the morality of the ,o icty in several ways ; indeed in thi s age of 

the computer the extent or thi s cfle ·t h.t. tl':H.: hcd unprecedented levels. omputers 

can he made to come ttp \\' ith Jlllthtl' ls ;tnd Sl'rviccs that arc ge tl crall y not possible 

without them. 'lltl'.'l' d.t) . 1 111 k l' :lll watch si rnulatcd pictures made through digital 

systr n1 s ot dis •ui ~.·d u in ' ·nmjulcr s. 

lt h.1s lK'l'll argued repeatedly that violent movies have led to very violent societies. 

Indeed to} !.!till were banned as a result of their encouraging violence. Today there is 

a campaign going on bct\\een church leaders and politicians on the issue of marketi ng 

or ClH1lraccpti,·es and most importantly condoms. 

J\ 11 these prohlems causing conllicts between the business <md society can be a oidcd 

\\ ith the atloption of societal marketing concept. I he concept will refrain businesses 

lhm1 introducing any marketing programme that will hurl the society. 

2.J.I.l Optimization of Socirt:ll \\ calth anu \\ dl'arc 

, tnnt ) ll ( 1984) point · out , mar kct ing devcl l'P as society and it l nnom · 

. mcnnm that mar h ting should l 1c 1 on il lc to th • n l I and 

ll· it c.. sl cictnl mmkl: ting c ncc1 t rc, lil that 111 
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firm endeavors to use the societal wealth carefully ensuring that everything is done to 

see to it that the society benefits from nllo\\ ing th usc of its resources by the business. 

In Mombasn for example, Bamburi 'cml'nt hns ·rented very beautiful sceneries out of 

the quarries it dug to c. It 1 ·t it J,l\\' mntl't inls, it has built roads and is currently 

building schools, the ·ud h.' ult i rh.tt th soci~.: ty henclits J'Jom giviJJg up the usc of its 

I'L'S(lllllTS tP tit' bu ·in' . 

2.3.2.() Bcudits to the Bu incs 

2.3.2.1 Long Run Profitability 

A Da\\ son ( 1969) puts it societal marketing concept allows the business to pursue 

"enlightened profit maximization". It is enlightened as it allows the business to make 

prolits for a very long time. 

Kotler ( 1987) argued that enlightened marketing grows out of a concept of cnlighteneu 

capitalism. Enlightened capitalism calls on the businesses to go for fair bu iness 

practtcc a. these will honestly allO\ them to reap long term pmlitability unlikl: short 

term profitability. that i l!nined through rcating unfair entry hat rier , chmging 

kimming pt i es and seeking litvors from political powet . 

, h nnd Ka or ( 19 ) in i t thnt 1 1 fit ma.-imiz ti n ' 1 Ill Ill 197 ' I • d 1111 
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2.3.2.2 Acceptance by the Socict)' 

Closely tied to long run profit ma-.;imization is the is, uc of acceptance of business by 

the society within which it pt.'r<lte,. , Stan ton ( 1984) put its, marketing that 

responds to societal needs i tim th.1t considers that business is actually owned by the 

society, :~nd . til· ·ol'i ·t • 1 ., ciH· I owtH:rship or Uw business will make the society 

profl'ct it. ' lltL· ·\l i ·1\ "ill 11ot allow its social asset to be des troyed by any force. It 

IIIL'Illls lhL· busim: · · i · OJ crating with the consent of the soc iety (Gosh and Kapoor 

19~5). Such a bu:ine s ''ill stand the test of time and event administrative-political 

cll<~nges. 1\ leaning that it will benefit from the society; as it will be their prc!'crreJ 

choice for input and will enthusiastically accept its output. 

2.-t.O Prohlcm, A sociatcd with Societal Marketing 

rhc major problem with societal marketing is that it seeks to cat its cake and still have 

it. , !anton ( 1981) showed his desperation with societal mar kcting concept ' hen he 

graphically wondered how we could want autos while we reject jams and air pollution. 

To mmkct i ng managers 1 he fru It at ion "i th societal mat kcti ng is how to b ·at 

financially hinged C\ aluatinn done at mo t 't'at ly how to cnmptomi · "ith 

c llllJ ·tit( r and till cck to heat lht:m, how I ~ trcn 11h n Lt. nl lo •etlty nd rc lu ~ 

hmn I hi ting I· 1 nell I ( 81 yet im11 ' rei, tion hi1 with 1111 tit 11 . 
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how cl o you se ll a highly nutritious baby formul a that it tasteless to mother with 

bnbics? Is it possible to combine th highly costly societal demands and the societal 

dcnwnds or lower pricil1~1 1, 

B11t , all these pwbl ·n1 ~ h '' l' ll'l'll .tddrl'sscd by one single argument. II' the society's 

wc l liiiL' is l.'011:i l·rcd 1 I' i u h price will clmp as a result of drop in costs of inputs. 

For n11 :dc1l hu ·illc.:.;man. Jroducing a product that is both pleasing and sa lu tary is a 

ch.1l k11gc. a ch,d lcngc that leads to crcali vi ty, creati vi ly that was being smothered 

under 111arl eli ng concq l. 

2.5.0 lntcgt·ated Ma t·keting 

Ngahu ( 1987) asserts that integrated marketing involves the integration of company 

and cn~mJination of all its activities that will affect customer satisl~1ction. And l·oster 

(I 972) argue. that it is the coordination of the interest of each facet of the business and 

the uni tical ion of marketing and other functions to achic\·e a common pur pose. 

lnkgwtcd marketing i. aimed at achieving the cu tomers short and lon• term need 

and (.h o inn manner that" ill b He lit the firm and the l'i ty. 

It i I th 1cn n that it inv lvc th 1 :11ti i1. tion of ' 1 ' nc Ill the finn n t 

r kin' ( r d I' ttmcntal b. tri I that intc .,, tc I mat ctin' all me I ( I th 
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Indeed integrated marketing is in harmony with Total Quality Manngemcnt ns 

advocated by Krosby, where he in. i. L that the problem of quality is an entire 

organization problem and it. . olution c.m on I b · round with the involvement of all 

stakeholders customer in luI· 1- that is ', nctly what i1Jtcgratcd marketing call for. 

lnll' 'liltt:d nwd.,l'fin • • cu tomcr satis faction as an all round phenomena, that goes 

hl') tltld produd p~rfm111.111Cc. it shows clearly that customer expects frpm a firm more 

thun ju~t a :-;up~rb ~ 1 duct but also other accon1paniment. It is for thi s reason that 

Sl1Cictal marketing and integrated marketing come together. It is possible to sec the 

link \\'hen one looks at integrated marketing as a programme aimed at helping the 

entire \YOillorcc in the organization to do all they can to attmct, maintain and thrill the 

customer: obviously the workers themselves must be thrilled by the organi1ation, and 

it i~ difficult to see how a customer can be maintained by an organization that ignores 

societal \\Cifarc. It therefore follows that integrated marketing is part and parcel of 

societal mm Kctir1g. It is the marketing concept or the future (Kotler 1987). 

2.6.0 Thl' , tatu of. ocictal larl cting in l l'n ·a 

When 'gahu ( 19, 7) did her re cmch he noted that more than 90% ur lop c .... utive 

'' rc rmarc f the need for cictnl mark tin' and it 1 h.:ntial on th n ' run 

1 r fit. I ilit . t nly 20% or I • upJ 
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Right now we arc sccmg an upsurge 111 soc ietal marketing with leading finns 

supporting one project or another or gni ng nil the way to safeguard their consumer 

interes ts. EAI3L is sponsoring po' 'rt. ll\tdkntil)ll pro lntrnnlcs, Nation Media !louse 

is busy \\ith coordinatin • tun I u1lkction lo h·lp llw starving Turkanas, BJ\.T rs 

nrnnirrg PIOl'lilltllll' ·to" 1111 \nuth apninst dnngcrs or early age srnok ing, Aerial 1s 

busy dPII:rlill!' l'uml· to ·hillrc11 IHllltc:~, these arc just some or what lirrns arc doing in 

lite mea \ll' ·pridnlmar kcting. 

\\'ith liberalization many firms have realized that taking con~untcrs for granted cnn be 

Wr) cost!) <1~ rq orted in the Daily Nation Newspaper June 11 111 1998, the tide ltas 

chan~cd and bu ine competition will only be won by firms that arc responsive to 

their customers. you either do this or risk loosing them. Bata shoe company realized 

that it wa. lo, ing ground and \Vent on to design a programme Buy Kenya Build Kenya 

(BKBK) olwiou ly meant to tell Kenyans that they ri sk loosing il the) do not buy 

rrom their lllC<ll firms. 

We ha\ e al o been sel'ing the rate at "hich linn me mm mg Itt I to addrc. s i ues 

rai:cd h u t mt:r~ in the Daily 1 'ation ew.paJ cr \Vat lunan column. In l·cd n "11 

the lc.1 h11g l :mk e.g. K 'B. Batcl. 
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a report or people demonstrating in Thikn aga inst a finn that they alleged was 

releas ing harm ful gases in the air, an is. uc or the snme newspaper in March 1 2' 11 1999 

carried a story of resident of /immctm1n Esta t ' threa tening to sue a hide process ing 

plant over nir pollution. I h' t i. lit'S po a lon, way to show Ll1at consumers in Kenya 

rc becoming mot ·'!ltd 111 lt(. .t:-s\.'t1iv • towards their rights and the need to protect the 

socil'ty lio11t ltdttultd JHl Itt ts or their influences. 

l 'cnya nt present ha a consumer organization that is functi onal , rcccnlly ( 1997) it 

sued the Kenya Postal ervices for hiking the local postage rates. As it becomes more 

dari ng lusine s will be seeing a lot of their actions being monitored to sec how they 

impact on th~ so~iety. 

Waruingi ( 1979) discovered that consumers take the following actions when they arc 

dissatisfied with a product in services or the firm. 

1. Grumbling to friends and ramily and warning them about the product or service .. 

2. laking a trip to the shop where the product wa purchasLd to n.: 'istcr the 

complaint. 

3. Writing a ktt('r to the npproptiatc 10\'('rnmt:nl d P• rtmcnl such a K ll) 't Bu11.:mt 

of 't, n lard or the price contml dq. rtm nt . 
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7. Demonstrating against the firm if their issue is not addressed in good time. 

2.7 Attitude Mcasurcmc 1 

Ciordon and All pot t ( 19l kfint I nttiltld' ns k<lnH.:d predi sposition to rcspottd to an 

ohj~:ct or rl;tss ol obk ·t in .1 < 11 ·i:-;t ntly l~1vorablc or unfavorable manner. So that 

to n~un t ~o·r nllilud · t m.u I <1 pmduct is his learned tendencies to evaluate a product 

con:isknlly n~ lu\l:lr<lllc 01 unfavorable. According to Ngahu (1987) altitudes arc an 

i mptnlanl i nllucncc in behavior. 

If attitude i learnt then it has to be affected by an individual environment which 

include cultures. peers, personality and so on. Attitude consists of three components 

as expounded by Summers (1970), these are cognitive, affective and behavioral 

components. 

Cognilh c component is the belief or thinking component of attitude. It is based on 

kno\\ ledge of a particular object of concern. 'I his is "hy it is important to knm "hat 

pcnpk know about an object in order to guagc their attitude. A1rcck and .'cllk ( 1985) 

a· crt that if 1 copk respond that they have tH.:vcr hl·:ml al nut an ohj t it i. not 

m: ·c ill) to" k li.H their attitmk. 

c JnJHIIH.:III , ltitu I · \ ith th lin • r in li idutl 

'Ill ·thin • 

Ia 'I 1 rc cr · th in • th ar ttitu It mta du 



components and gives deeper overall evaluation. This can be mcased as "poor" or 

" II " . I ::xcc cnl on a ratmg sea c. 

Behavioral <~omponcnt i Jl' 'I k l<.ndcn ·y lo act lowards an object. When an 

indi vidt~al Sit ·s sltl· i 'llill' t illtJI 'Ill ·nt it socic!al marketing programme ncx l yea r, 

llt r n sltr i . HI tit. h ·It I\ iII til cl or attitude. 

Stlltlllll'IS (It (l) ,t, crt that altitudes arc not open to direct observation and that , se lf 

reported bclteL·. feeling. and intentions to act with respect to a particular object have 

been used as the main basis for inferences. 

Alred. and cttle (1985) gave as the following steps to measure altitude. 

I. One should proceed from measuring awareness. This he said can be done by 

asking question that require true or false answers. 

2. I k then proceeded to articulate that next the feeling component should be 

mca:un:tl so that negative or positive predisposition lowtuds an l hjcct can I e 

cnptmcd. 

A: 'gahu ( 19 '7), ~ell th, I in mcasming b lui\ i Ita! ten I n ic to\\ard uu < hj t 

f 1 , t. 1 rc ent and futur . h uld l e< J lured. h ul I I 

t t \\:-u I 
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2.8 The Place of Alcohol and Tobacco in Society 

!\ lot of work has been done b) diiTcrLnt l'CSLilrchcrs on the eiTect of alcohol anu 

tobncco on the health of thctr 'tH1Si lll1t'tS and th~ consumers' social orientation. 

Indeed \CIY gloonl) pi 1111 h.l\~ hll'tl cn.•;tkd <thout their effects on the conswncrs in 

p111 ti t:ulw wtd ·o ·i ·t, in 'Utu.ll. 

'[\,bacct1. in particular is reputed for approx imately four million deaths every year 

\Hl rld\\ iJc. \mong the multiple complication associated with smoking the following 

han~ t ccn po:itively confirmed (WI 10 1997); chronic obs tructi ve pulmonary diseases, 

lung cancer. heart diseases. peripheral vascular diseases, peptic ulcer, bladder cancer, 

cancer of the lips. longue, salivary glands, mouth, larynx. esophagus and lower 

pharynx. In U A alone studies reveal that about 80-90% of all chronic obstructive 

pulmonary disca cs. 8.5°~ o of all lung cancer deaths. 30% of all hl:atl di sl:ascs deaths 

arc a result or smoking. 

hollat-"lraquct (1996:2) rcpott d that in indu trinlized counttic a a' hole mmual 

death nttr it utablc t m king more tlmn d ublcd from 

nnd n h, If milli n for men , nd I rom b ut n hund1 hun Ired 

th u , nd 11 th p II . ., hi fi 'lll 

II 

111 II ' "' I m n I 



Chollat-Traquet (1996) also approximate that seven million people will die from 

efiCcts of tobacco by the year 2010 a. tnrtling statis tic. Indeed one person di es every 

eight seconds lhm1 tobacco rcltk I disulSl.', whi ·h will increase to one in every three 

seconds in the year 20 0 \\Ill I< 9) l'ohncco is n.:sp<)llSiblc f'or 2.6% of all deaths 

and discasts in tit·"~~~~ I. "hil• ' idt•ncc shows that on average li ve long smoker has 

501X, clwuc · t>l lyin• f1om lc hacco (b .. onomic rev iew, June 16-22, 1997). 

Des pi tc the ·c \\ orrymg figures about 82,000 Lo 99,000 teenagers start smoking 

cn·r) day. '1 hi trend is even increasing among women. K'Obonyo (1998) revealed 

that the average number of sticks consumed per adults has been increasing in South 

Africa. that 28°'o between 1970 and 1992, this shows that smoking in South Africa is 

rising at an increasing rate, given than smoking has increased by 3% between 1992-

1995 (, outh African 1edical Journal, 1995:826) as documented by K 'Obonyo ( 1998). 

If this, outh frican trend is taken to be typical of developing countries in general and 

Africa in particular, then there is a scriou. incrca c in smoking trend in general in 

Kenya. 

K'< b ny 199 
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compensates for all these problems their products cause to the society? Could societa l 

marketing be the tri ck? 

On the other lwnd, ju 'I lik · hI a ·co, alcohol is responsible for several ailments in its 

ronsurnl'I'S whr ·h in ·lui· li,cr p10bkms. Jmkcd li ver is ihc .rourth leading killer in 

llS (t\ 1udd l:l ul I 1 . In Britain 70% of al cirrhosis is Ccti iSCd by alcohol (l3lcndis et 

~d 1975). rhi i" \\Orse in developing COUntries where predisposing factors towards 

alcoholi, mare more. It also causes pancreatic complications, cardiac probl ems which 

include beriberi heru1 disease (Madden, Walker and Kenyon 1976), recurrent 

arrhythmias (Bridgen and Robinson 1994), alcoholic cardiomyopathy which gives rise 

to cardiomegaly at1d electrocardiographic or heart fail urc (Burch and Oe Pasquale 

1969) and lastly cobalt toxicity resulting from addition of cobalt (disconti nued) in 

alcohol to iillpr~ve foam quality (Sullivan, Egon and George 1969); pancreatic 

problem "hich results from toxic effects of ethanol on the pancreas (Orrego-Mattc ct 

al l 969): male impotence '' hich results from the destructive effect or alcohol on the 

nemogcnic rcO~.;x arc that sen·cs the process of erection (f cm~:rc and .'mith I CJ73)

thi dfect i l\\'l) [i)ld a it affect· physically the alcoholic <md diminishc the lamil · 

bond: <md p ) ch iatric complication '' hidt includ lr 11101 mtu a. \\~at in '· 

h) 1 rncu i . tinnitu (I ingin ' of lh · ear. , itching. mu I 1'1111( , m l )d di I uri nn '. 

·lc p li tutl. n c. h rllu inati< n· , n I •rnndm I •tzurc and d I ilium ucm n 

td. I 



The above problems are compounded by the alcoholic loss or se lf-respect, 

ca relessness and dependence on th . 'i~t). lie becomes irresponsible towards the 

famil y which reacts by be llmin 1 • ttcssld bo th nt the emoti onal ·and rea lity levels. 

Tltcre is n general senst· 1f tn tl'l , f\:arl'u lncss and 111i sc ry; se lf' doubt or sdr blame 

cwps within th · 1,u11il 111 ·tnl ., . th ·y drill fur ther towmds emoti onal breakdown as 

tlt l')' try t\l c\lp · "itlt the f ·clin of Jove towards the alcoholic on the one hand and the 

lll llldl'wu-; hale (1\\tttd the same pcrs<HJ on the other. They arc insecure and ashamed 

by lt is/hcr bd1a' ior. Generally the entire fa mily and l'ri cnus or the alcoholic suffer 

ph) sica II) and/or emotionally. 

As the alcoholic develops tolerance towards alcohol he takes even larger quant ities, 

becomes increasingly dependent, he develops withdrawal syndromes and loss of 

control thus depends on the society for both physical, financial and emotional support 

- eventual!) he. she is 0\cmhelmed by alcohol and sun:umbs - lenving behind 

thoroughly c:-:haustcd society which struggles to cope' ith the damages he/she caus~J 

by hi: lhcr alcoholism. huthcrmorc JOOd\\in ct al (I<J7J) po tulatc that thctl: i a 

tJ~ng clinicnl imp1cssi n that the alcoholic lll me more p1on to all:oholi Ill than 

the n 11-. let h lie on . 'I hu. the o icty h, 

at oh li fnm th' am· unily. 



CHAPTER TIIREE 

RESF \R '11!\IKTIIOD 

3.1 Population 

Popul nl ion wns drawn 1'11>111 till' lnllnwinp rndus tr i ~s: tob<tcco industry, alcoholic 

bl:VL'ntl'l.' indtrsltY. li>1>d p11 in' firms and banking industry . Nyaga (1 986) noted 

lhut r lt l'l tur,d in lu lr i' f(,od included), tobacco manuf~1 c turin g firms, financial 

iu ~ ti t u tions (b~mk.· indudcd) arc the elite of modern marketin g, ye t arc dogged by 

co n,·urnL'r co111plainl. . These makes them very ideal for thi s in ves ti ga ti on. 

robacco lndu. tr\': 1\ll the four registered firms deal ing in the ll HlllU f~lclUie of 

crgardlc<>. namcl~ lastcrrnind tobacco, Pickwell Products (E.A.) Ltd and Popot 

Brother: . Thi list is drawn from Kenya Directory of manufactwing industries (Apri l 

2000). 

1\lc..:nholic Beverage Industry: II registered firms producing alcohol l()f' hunHm 

consumption. 'I he Kenya Directory or 1anufactming industries (A pril 2000) put tiH.: 

figure at SC\Cil. tllf u >h t\\o of them belong to the ame firm that is, lrc nyH Hr c\\~.:riL's 

'i umu and KL'Jl\':t HrC\\Cric. 1 ain bi . II "·v~r the c firm \\Crc inv~ ti •at" I .. 

in I 1 ·mknll ( cc II cndi: I . ·1 he c lw (i.e. nl ~olll lie 'nd 

• h.umlul., \\ill be c. pl. in·l in ch.tfl r . 

nl 111 • lum 11 lr ' 11 

r 111 II m n 1f lur r 



3.2 lhta Collec tion In tr umcnt 

l) . l'llll<li'Y da ta \\aS collected thmugh the liS' or structured qucstionnnirc. The 

qu l's tionnnire is dividl'd iutu lllll . u·ti<)llS. Se ·ti on on<.; denls with the measurement or 

cot•nitive pnsp 'l'liH· 1j lh • inlorm.1tion, it tri <.:s to answer the ques tion - arc the 

lll itrl cl i 11 • C:\L' ·uti' · '" u • < f societa l marketing? 

SL·ction [\\() or the que tionnairc IS designed to bring out the attitude or these 

l' \ ccutin.·s toward· t•cietalmarketing. It uses matrix fo 1111at ques tions sca les. 

The third section deals with the behavioral tendencies of the <.;xecutivcs tO\ ards 

societal marketing concepts. It sought to discover whether they arc doing anything or 

arc planning to do something about societal marketing. All the above three sections 

usc ~tructured questions. 

Section four of the questionnaire uses ranking scale to de!L'rmine how socielal 

marketing is ranked by c:ccutivc compared to other I{Hm ofmmkctin• ~.:on·~.:pls (i.e. 

selling and marketing concept.). 'I hi c ti n 1 ilicnlly tri to lind out h< \\ much 

Ill term. f i1111 11ancc (not C act 1101 rtion but Ill th 

ul J n t , \nil an inll rmati n < n I' 1 uti n r • m unt 

' thi tr lin , •i t i in findin• ut h t 

in th u nnin . 



This questionnaire was self administered where possible and where not poss ible self

addressed stamped emelopes were .ent to respondents, who were top executi ves in the 

mark eting department. 

3.3 Data nalpi' 'Jt• d~~tiqlll' 

1\ ~L' I k-; ol qm· ·tiPtt · 1 Itt I ton particular attitude being measured were asked. The 

rcspPtHknt "" · t~quinxl to indicate the degn.:e of' agreement or di sagreement with 

caclt slatcm~ttl. J\ numerical score consistent with the degree of agreement was given 

to L'<H:It :tatcmcnl \\hich reflected on the respondent's altitude or action tendencies 

towards the , talement. A five point type Iikert scale was used to measure the attitude. 

1 he correct rcspon e depending on the direction of the statement (towards or against 

societal marketing) was chosen for each statement. 

·1 he number of correct responses was summed and a percentage out or total n.:sponscs 

per quc:tion calculated. Percentages and standard deviation were used to ,augc the 

C\lent (lr application. 



CHAPTER FOUR 

D TA A .\LYSIS ANI) FINDINGS 

This chapter d<'ttls with . umn1:11 izin', nnnlysing (lllC.i lrying to answer research 

questions usin, the Itt 1 t~ll 'lll I (J()lll the field. It proceeds from gauging the 

nwnrem·ss kv ·I Ill I tit 1h' e.\ecutivcs of firms dealing in socially stigmatized 

PH1dtrcts nnd th~1 ( d ·.din' in ocially non -stigmatized products. The awareness level 

is lllL'ilslunl in tenus f mean percentages for each category of firms. The chapter 

then rtlntinuc to mea ·ure the attitude of executives of each category of firms towards 

socil'lal marketing and finally measure the extent of application of societal marketing 

by these categories of firms. Statistical tools like mean, standard deviation and t-

stati ·tics arc used to measure each variable being tested . 

.f. I umber Of Respondents 

The table below summarizes the number of responses received out of the total 

responses ex peeled. 

Tahlc .tA. umber Of Rc pondent · 

'on- tigmatil'cd Product 

lilk procc ing finn 
I ankin' 
'I otal 

lignwli~etf Produl't 
1 l I 

Total Hcu.' ind n· pnn\t.'s % 

24 

1.!! 

tltllll h 



4.2 Awareness Of Societa l J\ larketin!! Concept 

Ques tion 5 (sec appendix I b) sought In find nul mnrkcti11g executi ves understanding 

oftlw va ri ous aspects ofsoci ·talm,Hhlin,, ril l' result s me shown in table 413 below. 

Tahk ·lB. uw hl' J t I 'Ll• l\di n ~ EHcutivcs that al'c aware of Societal 
l\ l af'l,_l' l iu~ ( o n n•p f 

-
S t ll t l ' II H.' II ( Stigmati zed Pr< >due ts Non-sti gmatized Products 

- - - - -Number of % Number o f 01 
/0 

- Respondents_ Respondents _ 

• \ 1{1( or concern fnr en iron mental 9 100 --49 86 
~·Ciccls shO\\ 11 

+ It cmphasi7e that in formation about 9 100 42 74 
sa!C usc of product is clearly passed to 
consumers --+ Ret!ular i 111 prO\ ement of physical 7 

- - --- -51 93 77 
\\"Ot-1-.. ing en\'i ronmcnt even if it means 

-~~crilicing cucrcnt profitability -- -- --• It requires that certain profits made be 8 89 29 51 
im·cstcd on non-profit making ventures 
'' hich imprO\'CS the li\cS of people 
nround the business -

• \\'atning label on the ncgati\'e aspects 9 100 l4 77 
or ()UJ' pwducts arc clearly 

r-· 
communicated to customers 

!\ lea n 76.2 9J.2 - -
·1 he 1 n:cnt, gc mean core of 9: .2% n.:gi krc I by tigmatizcd Jl 1dUl' l c. c utivc 

cl·, th h '' th, t thr\ arc 1111rc U\\ntc of ictaJm, tkctin' th, 11th ir Olllll ·q .ut in 
J • 

th • JH 11- ti 'matiz I • tc 'OJ •. In I c I it i onl ' 11 th qu . ti 11 

em it nmcnt th,Jt n n- ti •matiz I I' du l finn h d ' hi •h r ti •m, tiz 

p1 11 t firm . 



But it is important to evaluate the \Hong statement score bclorc \\C could get a 

clc~ll Cr picture of the level of H\\'~11 CllCSS, this is because the !lnS\\CI S lu the tWO 

categories of statements (correct and \Hong) arc not mutunlly exclusive. 

'I he \Hong statements arc those ~tatcmcnts that emphasize other m:u kct i ng concepts 

like selling or marketing concept and so on but not societal marketing. 'I he choice of 

such statements shu\\ that tl11.: cxccuti\'c is confusing socretalmnr kctrng concept with 

the other concepts. Table 4C below shows this analysis. 

Tahlc ~C. Numhcr of E\ccuth c~ that chose the \\'ron~ Statement 

r---ll'mcnt Sti~matizcd Products Non-stigmati1.cd Products - _;..... 

• 
• 

• 
• 
• 

----- - -Consumers have to be given the 
~roduc~te.L_nccd 

-Regular invcstigntions me made to 
ensure that sales an: gr<H\ ing as fast as 
possible 

--It relics mDinl) on technical department 
to produce gods/sen rccs for customers 
Advertisement is its major driving force 
rmphasis is hud nn what customers 
prefer now an~ adjustment \\ill be 

Number of % Number of % 
Rc.~pond en t..!_ -- Rc.~ondcnts 

4 44 38 67 

2 22 41 72--

--0 0 28 49 

3 33 19 33 
I II 40 70 

made as di rected htprolitahility later - ·-t-i\ lcan 22 58.2 -

I he hrghcr pcrccntttgc mean score fo1 non-stigmatized products executives clearly 

indicme that the) arc less aware of the societal marketing. than their counter parts in 

the stigrnati7cd produus catcgor). So both the correct and incorrect statements have 

given a consistent result in terms nf awareness mean scor cs. 

39 



Though awareness mean score for both cxccuti,·cs (s ti gnwti z_cd and non-s ti gmatized) 

ts not a hundred percent, thi, \\a. alculatcd using the various concepts or societal 

n1mkcting; it is important to n )(c th:11 nt) linn nl :dl go t all the concepts wrong. 

Thcrci(H·c lal ·en from thi ,ln!'ll' it i:-~ 1 i!'hl to 'O tH:Iud · tll ;tt a hundred percent of the 

cxccuti' ·s 111 tltr titnt int('t' i .,, ·d know aho ul <tl Jc;t st one concept or societa l 

tnillk L·titt •. It i · :tl 11 \\otth notin' that two executives or stigmatized firms and one 

frotn tHln-~ti 'llhllizcd finn got all the concepts right and did not indicate any thnt is 

not t1 cnncq t that belongs to societal marketing. The number and proportion or 

rcspnndcnls 1l·oni all firms ' ho showed com plctc undcr~tand i ng or societal marketing 

concepts arc pre ented in table 40. From the table, we can sec that socia ll y 

tigmatizcd product have a higher proportion of executives with highest awareness 

than those of non-stigmatized firms. 

Tahlc .tD Pt·oportion of Executive "ith complete (i.e. I 00%) Awareness of 
ocictal Iarl<cting Concept . 

Total umhcr\\ith too cx, 
Rc pondcnts orrcct Rc'i(Hlnscs 

2 

'on- ocially. tigmatizcJ 57 

%of tho' with 
:orrcct Rcs(wn scs 

22 

2 

1.] Allitudl· of i\ lal'h·ting LHlllliH of Both fi •Ill tlizul Autl ou-
liurnatiz ·d Jll'odul'l run Ill d . 0 i (II i\ lal'lltin• 

I hi nth uti 

( lin • nl I tl Ill 



the least (see table 4E). The column labeled score is the number of executives that 

have a predisposition towmd socictnlm;-trkcting as indicated by the statement. 

The score column \\'a · c·tl ·ultl • lusinp th ·stun or scores that show a leaning towards 

socie tal mnrkctillg. H llh th1.· tl~llfJnl and those leaning away from societal marketing 

wen; not indu~kd in th · ~valuation . It was this sum that was calculated as a 

[lct ct Jtl lt'l' or the l( tal respondents for each statement and ll·om which mean 

percentage \Ya,' calculated for stigmatized and non-s ti gmatized products firms 

rcspccti vel.'. 

The standnrd deviation \vhich is the deviation of the attitudes from the percentage 

l11ean score gi\'es the distance on average. on how far the executive altitude vary li·om 

the average. This will help predict, given one executive, ho' close his altitude 

towards societal marketing can be predicted by the mean calculated. This is done for 

both stigmatized and non-stigmatized products executives. Table 4F( 1) summ;nizcs 

the lindings for executives of socially stigmati;cd products: and Tablt.:: 4F(2) 

sumnwrizcs the. amc for ocially non stigmatized products. 



Tahk 4E(l) Attitudes of Kxccutivcs of firms with 
Toward ocirtall\ larkcting 

Stigmatized Products 
---- -- lklini - Tend 

!ely to 
Neither Tend to 

di sagree 
Score % 
X/9 

i. 

II . 

Ill. 

In Ill \' opittt•lll pl'lldtll" 1111 

7 78 l'll\ iiPilllll'ltt ,ill''',t · linn put s too 
11111ch stt <1111 tlll Ill\ bu inc s . 

...;...;..;_, ___ -------1~----1-----1· -:-----t---Ruth ' I th.tll Cl\ c ,, n c h customel 2 3 2 
we \\'Puld 111thcr ·c t\.e a complaining 3 33 
c u ~ l\ltllct 111 t. 

1-------I -~---I-~------4-~-----I--------1------J-----IIctllplo) ces IIHtst take instruct ions 0 2 2 5 7 78 11om their supe t iors before they lake 

<Ill\' act ion. -------l----1-::---+----11----l --- ------ -::----+----1--__ J IV. All) nc\\ product should only be 6 3 0 0 0 9 l;umchcd artcr thorough consumer 100 
research is done. 

~~---------------~------~----+--------1--------v. Complaint from other people other 0 0 
than our target customers should be 

!-------ignored. 
v1. We should incur extra costs to protect 2 

our consumers from the possible 
_ _!2egative effect of our offer to them. 

Our advertisements should show our 
consumers the possible negative 

5 

2 6 8 89 

0 
7 78 

------ -----1------+------1--_j 2 2 0 5 56 

viii. 
effects of ou:_r J.:)~ro~d~l:::IC::::ts:::_. _____ ---J---::----l--:---l-::-----l--:----t--::----1-----I--_J I will not support a government 0 3 3 2 

5 

1\ . 

legis lation thnt would require the 
ndoption ofexpen~ive equipment by 
linns to reduce pollution . 
Co;;tr:tbution ttmards SOCietal \\Cifare 3 

1------is more p~ttd.ing_ th~ busincs.::.s·~--+----l----l----- ___ _ 
t\d.nm\ led~ing that your pmduct is 3 ' ' 2 0 

X. 

4 

----0 7 
xi. () 

no~ _ _pcrl'cct_is part of mat keting_. ____ _ 
'I rainin~ 0111 sales l01ce in pushing. --------------2 2 3 5 sales should be the most stressed 

, ____ a pect ofthcit trai~.._~·:..__--~---t---- --- -----
R, · () l'XPL'I ts ~IH11ild he properly 2 0 2 IJ<lillL'd 10 guc \\hal COnsumC~S 
lll'Cd 111 e 

56 

44 

78 

56 

-67 

() lo t consum r complain ts an: ---1----
3 -~- ----l-6 9 100 

() () 

-•II 



Tahlc 41~ (2). Atfitud ~.·s of Exccutivrs of finu s with Non-Stigmati:~,cd Products 
towards Societa l larkdin g C onc(•pt 

..- - -- ·-
lkli ni- TetHI Neither Tend to 
tely to agree nor disagree 
agn~c_ ag1_ee disagree _ 

------. --
1. 

1- .-:-
11. 

iii . 

1--

In IllY oplltlllll Sjll'tlllill" 1111 
l'llVII\ltlllll' llt,d jll lltl'lllllll puts too much 
\ltain 1111 Ill\ l>u inc \ , ---Rnthl'l tht~n \CI' c .1 IJc<;h customer we 
" llllld ruther \CI\ ~· a cnmplai n111g 
Cll~llllllCI lit st --- --· /\II Ctllplo~cc ntu'l take inst ructions 
l'tlllll their superims before the) take 
nnv nction . 

iv . All ) llC\\ product should only be 
launched nlicr thorough consumer 

I 2 3 -- - - -0 2 s 

- - --·- -4 28 12 

0 18 10 

14 25 10 

resenrch is done. ~------~~~~~~~~----~--~----~~----~----~~------1 v. Complaints from other people other 2 8 10 
thnn our target customers should be 

f-------i gnored. 
vi. 

vii . 

We should incur extra costs to protect 
our consumers from the possible 
ncgat i'e effect of our offer to them. 
Our ad\crlise mcnts should show our 
consumers the possible negative effects 

10 12 

13 18 

4 10 

f--.~ .. ---~o~f~o~u~rLp~ro~d~t~tc~t~s. ________________ r~----~-~--i 
VIII. I will not support a government 

legislation that would require the 
adoption ofe\pensi\e equipment by 

----~i1ms to reduce pollution . 
ix . Cnnt1 ilm: ion lo\\nrds soc ietal \\elfnre IS 

_ more ~ ~~~~~ld. ln !.!. 01an bt ~c; ines~ _ __ _ 
x. 1\ckiHl\\ ledg111g th.tl ) om pmduct is not 
--~~feel is pall ol'!]liHkcting_. ___ _ _ 
xi. '1 min in!.!. our sales force in pushing 

sales slwuld be the most stressed ac;pcct 
of' their trainin!.!.. 

~ --1{, ·D c\pcll l :.:..,n_u_k_l _b_c_p_r_o_pc-·t-l~---,l-.a-:-ii-1C-c:-l 
Ill 'IIC \\ ftnt COIISUillCI S ncl•ds <11 C 

8 12 

15 25 

18 8 

21 18 

17 

9 

18 

16 

2 

---•I 

8 

4 
41 

II 

27 

7 

34 

9 

II 

16 

1•1 

R 

--23 

s--
. iii. - r to t con umcr l'~llllplamt arc 11 ually 

inaccut, lc 
0 8 --- t-~-15 2 

Rccallin• a p1odu l tl1.1t ha been 
111111 hcd 111 t because cu tom r 
C' mpl11in 1br,ut cc11, in dclcct in it i 
., d for our hu me 

10 g--'2it -- --1 .. 

-

Defini -
tely 
disagree 

·--~ 
5 
6 

2 

2 

I 

3 

9 

6 

9 

7 

---8 

---7 

2 

---9 

---7 

\' I h rc houlll 1111 1d 1 .111111 nt. I ·- 23 2 - , 
(l' rdm 111111 to mer c th .11 li lion 

,_ 
I= 

Score % 
X/57 

-· 

47 -
82 

32 56 

29 51 -

39 68 

37 65 

22 39 
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Thi s tabl e 4E(2) summarizes the finding of the att itude of executives from firms with 

sociall y non-stigmatized products. rach statement is annlyz.ed separately and the 

men n percentage positi\e <lllitude lo\\'ards societal marketing cal culated for each 

slaknwnt. 

The it!l itudc tll' c ccuti\cs 1 · 111 both cases lower than the awareness. For non-

st ignwtiiL'd prl1dul'l . \\ hilc the awareness IS 76.2<% on average, the average 

pcrn:nt~tgc l~tn1ur<1l k attitude is only 54%, that of s ti gm at i ~:ed is 93.2% and 70% for 

n\\ arcness and J~l\ ourable attitude respect ive ly. It shows that despite hi gh awareness, 

at ti tude tO\\ard societal marketing remains relat ive ly low. 

It is also in teresting to note that the difference between awareness and favourab le 

atti tude lor both categories of firms is almost the same, that is 22.2% for non 

stigmati1ed and 23.2% for stigmatized products. Showing that there could be a 

n:lationc;;hip between awareness and altitude in societal marketing concept. Just like in 

awareness, stigmatin:d products executives have scored higher than the non-

stigmatized products necutiYcs in attitude towards societal marketing. 

4.4 lmplt'mcntation of Socicta l l\ Iarl ct ing 

It is imptnlant that \\C lind out ho\\' the positi\'c attitude is translated into action. 'I his 

sec tion II ic' to lind OUt the C\tcnt to which the tWO catc •orics nf !inns h:l\ c 

im1 kmcntcd the . cit:tal JIWI kcting concept . ·1 he analy i. i · ha d on stall'm nl in 

All ·n h · I h e ti n.,. 

I ( lin It ut h ·thct the l\\ tlu · fnm ri11n \\ith ti 'I1Hllitc 1 
1• 1u ·t '11 th · f1 m n n- ti •nMti; ·d litm ) ntl lif r nt ith 

t l\ th tent t hi h th l l l It j t j 



used to test for the di fference between the means of the tvvn groups. The result shows 

the difference was significant att- 4.79, p<.05 (sec /\ppcndi x 2a and 2b) . 

The tnbl c below shows extent or app licntion of 1 iven concepts of societal marketing 

by exec ut ives of firms dt'<tlin~ 111 ~oc:inlly stignt ali !.cd products ami those dea ling in 

soci nll y non-sti 'l11Htiz ·d 1 rodu ·ts. It sumnwri;:cs tllc number applying each aspect of 

the conn:pt und then ·,tl ·ul .ttinl.!. the number as a percentage of the lola! response from 

each l'<tll' •oty t)l' litnt ·. 

Tahk .JF Ll'Ycl of lmp lcmcnhttion of Societal Markdiug 

No. fro m % 
sti gma-

No. from 
non-

ti zccl (n) 

a. Clearly communicate possible negative effects of our 3 
products to our customers other than those req uired by 
law. 

b. Participation in poverty eradication programmes through 6 
usc of our resources 

r---

s! igmati zed 
11 

33 II 

67 28 

% 

19 

49 

C. Invest on-·tcclinology or programmes that make our 5 ----~~~----+----1 56 32 
environment safe 

d. I lave set aside part of our profits fo r emergencies 2 

r. 

particu larly resulting from any unforeseen negat ive 
impact of our product on the society al any time in the 
future 
I l:we employed or contracted experts who investigate 2 
nnd report all possible negative effects of our product on 

3 

56 

22 2 

22 -=o--- 0 

33 19 33 

22 6 II 

~----
6 



* During my talks \vith the executives, it emerged that most of them have not 
reduced their prices but ha\'e developed cheaper brands or have reduced 
vo lume or their products to respond to the hard economic times. 

Both firm s have pet !(nmcd bt:lo\\ ol\'l'l:\ 'C ill the usc or soc ietal marketing concepts. 

Soc i ~t ll y sti gmatized pwdul't linns i111pl ·mentation or J<J<X, on average is above the 

:l l % ol' no11 sti~·tllilli zl..'d ptlld\1 ·t fit Ills. 'I his clemly shows tlt at executi ves in the firm s 

with sul'ial l ' sli 'llli.lti1.cd 1 roduct arc doing more in terms of' usc or marketing 

m: tivitics lh.1t ha' c S('Cial orientation. Though thi s is the case, the average 39% 

imp k tllcntation c!c,trl:- shows that the usc of societal markcl ing concepts is still very 

low and probably the business environment in Kenya is yet to ex ploit societal 

marketing full potential. 

The standard deviation about the mean or 18 and 24.4 !'or stigmat ized and non-

stigmati7cd products implementation of societal marketing arc so high seen on the 

background of 39 anu 31 means respectively. This clearly shows that implementation 

0f' the concepts arc being taken not in a consistent manner by both categories or !inns, 

and that some concept" arc rm onxl while others arc almost completely ignored . For 

cxampk the collccpt (lr im c ligating for possible ncgali\'c cr!ccts attracted a .1.ero 

implementation from non-stigmatized products' !irms while that of having customer 

sc1, icc cmpll\\l..'rcd l(l liskn ami solve cu ·tonll.: t c.:omplaint · attracted a staggl..'ring 

(1 11Y.,, 1 he amc l\\O CllllCc.:'J t. nttractcd 22% and (17% respectively rrom ~ti •nwtizcd 

pm lu ·t ·' !itm . 'llu .. ho\\~ a clcctin; illll lcmcntation or ci ·tal murk tin'· 

pll l , hi. llll th, t h) 1 rnlit. 'llu 1 ct th. t • n imJt \C c · nomic 1 ) ition 1r 

) t 1 1 lit n • imJ kmcntc I Ill i th c.:: ' ith ut 1111111 lint I. 

in 1 th ca • ti 'Ill ti I 1111 t I in imJI Ill nt tli n 

imtl m nti11 ' 11 th n n- ti m 1ti1 d fir 1 1 1 t l m 11 n-

. I 



stignwti:;,cd l'inns. This is tcstilicclto by the smaller stnndard deviation of 18 against a 

higher mean or 39 compared to a larger st:mdnrd devintio11 of 24.4 against a lower 

mean or J I ror non-s ti gmntiz~.·d li1 ms. \ 'ic\\L'd !'rom thi s background we c<m conclude 

that the hi gher stand:ml d., iatinn of non stignwti :;.cd lirms is a result of them 

impklllL'ntinr tll\l ' · ·nL:i ·ttl '''·""cting concepts they have implemented nut fur the 

tnai11 1castlll tll' UHlLTIII li.H ·ocidy hut for other reasons li ke prolits, market share and 

~;o 011 : tJlhL' IWise the) 'ltould have implemented even the others. Though also varied, 

the stigmati1cd product linns showed more leaning towards societal marketing 

concept. clearly indic,tting that they care more for society than their counterpmts in the 

non-s ti gmatized product category which employs selecti ve implementation 

comparatively more. 

4.5 Future and Cu rrcnt Usc of Resources on Societal Marketing 

'I his section tries to liml out how the lirms arc currently employing their marketing 

budgets in the variouo.; ltmns or marketing, and '' hich position societal marketing is 

taking. ' I he anal) sis i-, h:tscd on appendix I (b) section 4. 

The table bdow SL'L'"s to show how each marketing concept is gtvcn rmmal 

importance. pa1ticulmly during budgeting. ( onccpts like mmketing (rcpn.:scntcd by 

mh'crti ing. al . rotcc allll\\:lllcc. salaric. etc. p~t form a 'ninst ocictal marketing 

con ·pt. ·1 h tallc li 1 · l:ach con CJ t in :ttl cndi: I I . ction thtit \\Ct iv .11 fit sl 

111 lit h: th. c. c lll l\ ~ a . h )\\ nl lud ' ' I nil 1tc t in I hi finnn i, 1 1 ·lie 1. 

7 
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Table 4G Hcsponsc towards Resource Allocation 

Numhu of ll:xccntin•s with first choice 

Stigmati1.cd Non-stigmatized 

umhcr cy;, Number cy;, 

• Advertisin, 7 77 41 72 
• Silks ltl l'l'l' nlll'" dtll'l,.' 

:tnd su lmks 2 22 10 18 
• I )istl ibutitlll Ctlsl · ~u1d i nstorc 

St..'!' \' ices I I 4 7 

Ntl linn li sted an: Sl cictdl marketing concept first, nor second or even third . Indeed 

most nccuti,es arc of the vic'" that societa l marketing docs not bring in i11 come; and 

IlK) only do it for public relations purposes - thi s came in very clearly when 1 

explained why I needed this sect ion. They insist that they cannot di vorce soc ietal 

markding activities from the other marketing activities, and thus have included its 

hudgd inside these other markcting activities like advertising and sa lcslorcc. Indeed 

nnl: two executives both from st igmatizeu products firms indicated they have a 

"small" proportion or this year's budget allocated to consumer protection directly rrom 

hud<~et: others simply accepted that the resources ha\'e hct:n allocated hut at the 

discrl'lion or the concerned executive but cannot be directly isolated f'rom the 

hudgeh:d figures. In ull firms societal markc.:ting cnnc~.:pts were selected as the firth 

ami sixth (Ia t t\\o positions) wnk in the budgdmy allocation. And only t\\o lirms 

h:l\ l' direct <JIIocalillll or rL t mcc. tn any. ocictal markctin ' concept. 

I hi I " 1 1.1 c ll(l in th K n a fir 111 : in I it 

• lh IIH 11 lll c h thi th, firm th1tl tl r ithit lltll 1 ul 



that it is not considered as bcnclicial enough to allocate spcc iCi c resources to but can 

only he considered if extra funds ,trc available. Fvcn under co111mitment or resou rces 

ihcrd(m; on ly sti gnwtizcd produ ·t lirms em clcn rl y show that they have budgeted for 

SO ni L' ;JSj1CCtS of SOl'll'l:ll lll:ll kL'lill••: this is shown hy [WO linns that indicated that they 

il !IVL' hudgcll'd ltll it dill' ·tl) . ( Ill of' the ni11e respOliSeS rece ived !'rom thi s cat egory, 

tilL· tHlll sti 'lllulilL'd linn ~nc ~d to dedicate directly any f'unds to societal marketing. 

~.C. Other Important Findings 

lkc;wsc the researcher carried personall y admini stered questionnaire in about Sl% of 

the respondents. During the administration the following points came out very clearly: 

+ t\ lajority of executives from service industry (in this case banking) deni ed 

completely that their product cou ld have any harmful eiTect on their co nsumers. 

Indeed the researcher askrd thic; question after noting its \\eight midway through 

the re carch: Do ) ou consider your product to be harmful in any way to ) our 

c onsumc rs'.' 

j\ hundred pen.:ent or non-sen icc industry (out or 26 questioned) answered Yes~ 

\\hilc onl) 56.5°~, in the banking sector had a Yes ans\\'er. meaning that nut ol'thc 

21 a ked 10 di lm't consider tl11.:ir prndtH.:t hm mful in any wny to their customers. 

·1 hi j illlCIC. ling C{ II idcrin' the h:trlll the ptodu l of hank lla\'C donl' to lhL•ir 

ct n um 1 p<u ticulml) loan.). 

• It ,,1 al 11 k 1 th,1t omc top 111.1~ ctin 1 c u11vc have a' "I 1 nm 10, 1 •uca ol 

lJ 'l,ll i lll Ink· ·d llllC Ji \ Ill 'hill . n n- ti •m, ti7 · l11olu ·t lll ml ll 

Ill 1.111 ( I I 
Ill I 

n I tl n r t I ith th 1 I hi •h I 

? 



ontccs. These other offices include- Fxtenwl /\!Tairs Manager (e.g. in Coca-Cola 

Nn irobi Bottlers). Public Rcl.1tions lnnngL'r and top L' xecutiws. Thi s duplication 

hnmpered their cllorts to '1'ntn1l sm·il't:l lm:ll kcting prngra mmcs. 

+ /\ro und three bunks L'\llllpil'tl'l\ .11c "ithout markding departments, although two 

ol' th l' lll l'illl \ llUI 11111 kctill' activities ill the finance secti on one or them has 

L'Oillpkll·l) IHl 11nl..' dcsi 'IWtcd l(n 1narkdi 11 g activities <IIH.l anybody ca n do il. 

+ ~ 1\lSl ln :n kl..'l111g 1..':\l..'cuti\ e · seem to l'ecl that the questi onnaires arc des igned to test 

their competence as marketers or their knowledge in marketing. This makes them 

, ny de l'cnsi' e and utm iII i ng to seck clari Ji cation even in areas that may not be 

\er.) clear to them. The researcher therefore round out that the best way to begin a 

personally aclministcrccl questionnaire is to show the respondent that he/she is 

hL'tler; and that the researcher \vould like to learn from him/her, rather than trying 

to explain terms or e\·en some concepts, that the researcher believes may have 

more than one meaning or whose meanings difJ'cr from everyday usage. The 

L':>.planati~)n can onl) be done later, ''hen the respondent ha<> l'clt coml'ortable 

L'lllltlgh. 



CIIAPTI~R FIVE 

SUMJ\tAR\', DISCUSSION AND CONCLUSION 

S. l Summary of thl· Findings :111d Disl·ussion 

'I he slttd) lwd tlh.' tlt.titl pt\lhl '111 ol ltt1di11g out whether the appli ca tion or societal 

tll:trh·titlp, l'\ltll'L'pts l'Ptdd hL' alkctcd by the way a product is perceived by the society. 

Tu do this it clwsc l\H categories of products: stigmatized and non-sLigmaLizccl 

prod ul'!s . In each case it proceeded from the ex Lent of a warcncss, aL Li tude and 

ultimatL·ly implementation or societal marketing concepts. The study proceeded to 

C0111p;trC bct\\eCll these t\\0 categories or firms the extent Of' USC 01' SOcietal marketing 

under ~til the areas mentioned (i.e. awareness. attitude and implementation) and seckcd 

to lind out i r there is any u i ffcrcncc in magnitude under each area. The study was 

based on both manul~lcturing and service firms; to give it an all round outlook . 

I he stud) round out that stigmati;ed product executives arc not only more aware of 

societal mmketing concept as they scored higher (93.2%) compared to (76.2~0 ) non

stigmati~:ed products 011 the scale u<;ed, but also that they have a more l ~lvorah le 

attitud~..· (70%) tP\\ards societa l marketing compan:d to tHHl-stigmati;ed product 

e ccuti\'cs t5 %). "I he t\\o lindings arc consistent \\'ith the implementation ol'societal 

1 1:11 kding l'( nc 1 t . J\ stigmatitcd 1 roduct linn have an impkmcntation rate {\C)~~) 

"hi h i hi •her than that of n n-.tigmatizcd I roducL ( I%). ·1 he tud • <~I 0 rewnlcd 

th,ll ml ti •m, tizcd Jl'' du t fi11n. lud •ct direct) ' t ' md an 

1 m ·tin, on c1 t. . h \\Ill' th im1 11m liun ~ n 11 n-



sti gnwti zecl product firm indicated that they budge t at all directl y towards any societal 

111<1r kc tin g concept. 

l'lwse lindinps oh\ iou I · siHl\\ that d ·spill! the global trend (as illus trated in chapter 

J- lilL'ril tu rl' rn i ''') it 1\.1 · IH l h~.·cn taken seriously by Kenyan firm s. This co uld be 

due t\l its kvd ur lk\ dopmcnl \\hich is yet to all ow f'or l ~ l s t di !'fusion of ill formation; 

us \\l' ll as lc\\:1 or industrialization which could make the appli cati on of societal 

nwrkding rdati\ dy expensive compared to deve loped wo rl d. These dual reasons 

hl\\ c the implication or having both less informed therefore less demandin g customers 

a.' \\ell as less resou rces to usc in application of societal marke tin g concepts. 

Though this be the case. Kenyan fi rms should be warned that wi th globa lizat ion, 

gro\\ th in the telecommunication sector and opening up of the air waves to many 

players as is currently happening in Kenya, they could soon lind out that the 

assumption of not \Cry \\ell informed consumer cannot hold: indeed it will be 

advis:1hlc to be society rricndly in marketing right away. 

llwu •h there is a ckm impnn cmcnt in the 1 ere '11lagc 1:1\'omablc attitude towards 

socict.tl marketing fnHll 1gahu ( J9R7) linding. of hchn 0% as the c. ·ccuti\'l'S of 

loth .ti,matilcl 70°o) ,nd non-.ligmatizcd ttoluct (~l%) at· ulm·e •ahu' · 

lindin, . But b th <matcnc · 9 . 0~ for ti •matizccl ani 7 l, 0 o f01 n n-sti •nwtiz d) 

11 • I ·h \\ I 0 0 • the fi '\IIC r fa\ \II thlc I 70o/c llll 

I I I II ti •mllttcd ,ml n n- ti •m ttiz • I 0 that f 



Chepycgon. This co,dd have been contributed to by the l ~1ct that the firm s (tourist 

hotel s) arc mainly foreign O\\ ned and thnt th~ · licnts arc mainly from developed 

countries where the concept ol Sl ·ktn l 111:11 k<.:ti11g has taken very deep roots and thus 

:.2 1\lauagcmcul Implication 

'I his stmh has rc\'cdkd that hi!!_her awareness leads to higher rositivc attitude and . 
~ 

higher implementation ror a given concept. This could be used to solve many forms 

or IIWnagemcnt problems: simply create greater awareness. It has also revealed that 

the application of societal marketing though higher in firms with socia lly stigmatized 

products is below a\'erage, at 31% and 39% for non-stigmatiz.ed and stigmatized 

products respectively and arc selectively done as shown b) very high variances (sd = 

18 a11d 24.4 respecti\ el) for stigmatized and non stigmati1cd products). '[his could 

111~an that despite its obvious benefits (as illustrated in literature review section 

chapter 2) management 111 Kenya is yet to appreciate it :.; importance. With 

lihcmlintion ''hich is bringing in very many western firms and numagets, the local 

firm: could lind themselves in \\Orse problems \'ety soon: this could be further 

cPmplicatnl hy inerL':tSL'd awarcnes among eonsunH.:ts. \\hich at the time is piekin 1 

11 p \Cl') ra1 idly in cn)a (rolltl\\ing the inlroductinn nf politi ·a! pluralism in I99J _ 



5.3 Conclusion 

The findin gs of the study shows cknrl) tlwt socie tal marketing is a concept that is 

ktwwn by marketing cxecuth· ~.·s : this :l\V<ltl'll ·ss is above average (i.e. 9J.2<Y0 for 

sti t' tn nti ;.ed nnd 7(> .211
(1 l'or tlllll -:ti~llnati7 ·d) l(lr both types of fi rms, but with a hi gher 

IK' IH'Il tng_L' f\>r sli 'Ill 'tli z ·d linn ·. The attitude and implementation is also hi gher in 

the cusc ol" sti 'lllali Lcd 1 n ducts: this is also true abo ut the current commitment of 

rL·sourcL·s as is sho" 11 b) direct budgeting ror soc ietal marketing. The f() rego ing 

clear!) shcms that societal marketing is app li ed more by firms with socia lly 

stigmati;cd products than those with socially non-stigmatized products. 

l'his could be due to the fact that firms with socia lly stigmatized products have to fi nd 

''a) s or going around the stigma attached to their product. They have to seck 

strategies that could compensate for the perceived (or real) harm that their product 

docs tn the socid). ·1 he findings could also show that executives of !inns with 

social!) "ltigmati;cd products arc more alert to any marketing concept that \\ould 

impro\"l' the image or their product to the society. The !indings could also show that 

•'\\.'L'llli\es PI' linn. \\ith socially stigmatized p1oducts arc the first to receive thl: 

rcacti<lll or society towards'' hat the sockty perceives as uncarin' husinc ·s concerns. 

·1 hi · cnuld haH' 1 rcp~11ed them \\ell ahead or their c >llnh.:rp:Hl · in the non-sti 'lllatizcd 

pwdu ·t at gor . lo • cccpt 

I i .tl 1111J •t tth \: not • tl1.1t .unon • lll.tl k t. li '11\.!liJ: 

i , mt n' th · I 'tin •. n llll lilt liiHJii 1\ 



industry is in excess or one hundred tlwusand daily wor ld wid e and the yo uth alone 

account for between eighty t" o thousa nd uml ninety nill(' thousand new smokers 

dail y, thi s <lll1 Cll'.illg gr<m th of m.Hkl'l :1 •:tinst il world wide ·ampai gn aga inst smoking 

C'O tlid be CX pl ilillcd [ly I ill.' li11 li11 1 nf' this Study; llt attObllCCO Hllll alcohol (sti gmatized) 

li n11s employ so 'tL'tul tthlll ctin~.t mo1e than the rood and banking sector (non

s! i g1nal i 7cd ): uml tints cndcat themselves more to the soc iety through the practice 

I socicla l marketing) than the firms with non-stigmati zed products. 

5.-t I .imitation of th e Study 

I he study had the lollcming limitations: 

+ It \\<IS conducted only in airobi: the lirms in one location cou ld have untquc 

shared charactcristic(s) that could bias the generalization or the study find ings. 

+ I he si7c of the sample, particularly thai or stigmatized products 'v\C.ls considerably 

, cr) small (9). Though this was due to the small number or such firms in Kenya, 

it could lead to a misleading interpretation particularly when usmg average and 

percentages: this is as compared to the large sample size (57). 

+ Time '"' · also a limiting l~tctor. as most questions needed sometimes for 

tl: . 1 nndent~ to rcal:t <tppwpriatcly. ·11wu•h the re.l:<Uchcr did his best by 

e plainin, certain :-;ilent is uc tn the que tion . it was obvious that some 

1c 1 on c n.:quitcd 1\u th"r c n ultati 111 'mon' c;c utivc "ithin a linn nnd "ith 

ar h r, hich' a n 11 o ihle' ithin th tim limit. 



5.5 Problems Encountered 

The researcher encountered certain mnjnr problems during th <.: research particularly in 

the fi eld . These include: 

+ The tllm illingm·ss PI' I.' l'l'lllh ' t(\ p;11t with certain info rmation. lnf~1 c t section 4 

ol' till' qul·stiolllHiill' had to he clwngcd to Clwble them to respond to it. It also 

hccumc ckar that some executives were suffering !'rom research fati gue and were 

doing ever) thing to block any researcher or were simpl y treati ng the 

ljllcstionnaires as examination which requircu the right answer rather than the 

~..:nrrect respon c. l'hc researcher thus had to commit a lot of resources to get good 

responses. 

+ Coming up with appropriate list of firms to include in the population also became 

a problem, as the researcher discovered that some firm , though appearing in the 

li st of Kenya Directory or 11HII1Ufm:turing industries simply do nnt exist. Even for 

those that exist. the addresses and telephone numbers inuicated in the orricial li st 

h ;l\ c since changed creating a lot or inconveniences to the researcher. 

5.6 Suggestions 

5.6.1 RccomnH' IHlatiom for I• ur·thtT Rc.,l'a •·ch 

+ I \lllh 1 IC.C<Hl'h slwuld hl· dtlllC p:uticulmly it there is sullicicnt lunds, time and 

1.11, r (l Ct'lllJli'Chcn i\cl 'include fitm t Ill ~ttl m r th" elllllllty. 'I hi . c uld •ivc 

.1m r · httlanccd fin lin•. 

1 h · m.tll numl 1 of 11 •m.lli/c I firm cnn b ld d tht nt •I th ·in lu n t f l th 1 

in Itt 



+ /\ II the Jirm s studied here "ere large firms; this precl uded the majority of 

businesses dr iving this counlt) \ . tu I~ can b' done to include even very small 

!i nn s; even those \dueh ar~ 11\ll in nnici;ll lists as is the case with small -sca le 

bus i lll'SSCS. 

5.6.2 RN·o mm t11da t ion for Pra ct i ( ioncrs 

7 
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APPENDIX 1 (a) 

Dear Sir/Mad<1111, 

This queslionnnirc has bt:l'll k i 'll ·d l an MBA student of the University of Nairobi 
doing Marketing I cs Hr ·h Pwj · L 

It hns been done with the~ I aim of academic pursuit and no other reason. 

1 am kindly rcquc'ting 'O U to a sist me in this pursuit as it is my strongly held belief that 
you arc the bc~t placed person both in knowledge and experience in the subject. 

The questionnaire is designed to find out the level of application of societal marketing 
concept in selected leading Kenyan firms. 

Your cooperation will be highly appreciated. 

Yours l~tithfully.., _ 

DAMlt\NUS OClliE G OKAKA 
MBA II 2000 (U.o.N) 

PROF. PETER K 'OBONYO 

BUSINESS ADMINIS1 RATION DEPARTMENT 
UNIVERSITY Or NAIROBI 



APPENDIX 1 (b) 

QUE TIONNAIRE 

The questionnaire below consist of 4 'lion .. 

Scrlion I 

l. 

2. 

3. 

Name ofth~: businL'S · 
•••••••••••••••••• ••••••••••••••••••• •••••••••••••••••••• 0 •• • •• •• 

What product(s) dt1cs tit l usiness deal in ........................................ .. 

Is your compan ': Full foreign owned ] .. 

Partly foreign owned J 

Fully government owned J 

Parastatal 

Others (specify) .................................. . . ... . . . .... 
4. Approximately how many employees does your firm currently have: 

Below 50 employees [ 

51 - 100 employees [ ] 

Above I 00 employees 

5. Which of-the following stat~ments are true about societal marketing according to 

you. Please tick the ones you agree with. 

i) Consumers have to be given the products they need 

i i) J\ lot of concern for em ironment effects arc shown 

iii) It empha izcs that information about safe usc of products is 
clearly pa ed to the customer 

iv) Regular in\'c ligation arc made to ensure that ales arc growing 
ll nl t a pos iblc in the shortc l time possible 

v It n.:li main!) on technicnl department to pro lucc •o ld 
nice 

\'I nvir nrncnt c , n j 

II 



viii) It requires that certain profits made be invc ted on non-profit making 
ventures which improves the life of pcopl around the business 

jx) f·,mphasis is laid on what customer. pr f,"r now, any adjustment 
will be made as dictated b pr fitnbilit , Inter. 

xi) Warning labels on th n g tivt: . p L or our products arc 
clearly communicnt 'd to us!( m rs . 

xii) 

xiii) 

xiv) 

xv) 

Other. (. pt:df ............................... . .. . . . • • ••• 0 ........... .... ........... . . 

•• •••••••••••••••••••••••••••••••••••••••••••• ••••••• •• ••• ••• •••• ••••• 0 
• 0 •• •• • •••••••••• 

....................... ........ ............ 0 •••••••• 0 •••• •• • 0 ••• ••••• 0 ••••• ••••••••••••••• 

•••••••••••••••••••••• •••••••• •••••••••••• ••••• •••• 0 •••••••••••••••••••• •• ••• 0 •••••• • 0 • • 

Sccfion 2 

Please indicate your reaction using a tick in the appropriate box towards the following 

statements. 

i) In my opinion spending on 
em ironmental protection puts too 
much strain on my business. 

ii) Rather than serve a fresh customer we 
"otild rather serve a complaining 

customer first . 

iii) A It cmplo) ees 111 ust take instruct ions 
fi<'lll their superiors before they take 
nn) nc tion. 

iv) ny llC\\ 1 roduct should only he 
launched tier thorough con tuner 
r em ch ic; done. 

int fr rn other Pc pic ther th n 

Definitely 
Agree 

). 
1 on urncr hould I i •n red I 

Tend Neither Tend to Definitely 
agree agree nor disagree disagree 

disagree 

2 3 4 5 

I 

'i 



vi) We shou ld incur extra cost to protect 
our consumers from the possible 
negative effect of our offer to them. 

vii) Our advertisements should show our 
co nsumers the possible negative 

effects of our products 

ix) I wi II not support n govcr lllllt'lll 
legislation thnt would 1 •quill' tht• 
adoption of l''<pt·n~ivl' l'(jllljlllltnt 
by linm torcdurc pPIIuti1111 

x) Contribut ion towmds socict,ll \\clfare 
is more politicking than bu iness. 

xi) Acknowledging that your product is 
not perfect is part of marketing. 

xii) Train ing our sales force in pushing 
sales should be the most stressed 
aspect of their training. 

xiii) R&D experts should be properly 
trnincd to guess what consumers 
needs arc. 

xiv) Most consumer complaints are 
usually inaccurate. 

xv) Recalling a product that has been 
launched just because customers 
complain about certain defects in 
it is good for our business 

xvi) There should be inter departmental 
coordination to oversee the 
~atist:1ction of our customers . 

. 'c<:tion J 

Which< f th follnwin' nctivitics is your or ,nnization involved in cuncntl · 01 in the past . 

Please ti k in th ri 'ht tnt ment bo . . 

<'I m I c mmunicatc 1 o iblc ne ntivc ciTcct 

thcr than th uir I b ' I ' . 
four Jtodu ·ts to ow u lomcr. 

I 



b) Participating in poyerty eradication programmes though use of our resources . [ ] 

c) Invest on technology or and programmes that make our environment safe. [ ] 

d) Have employed or contracted experts who investigate and report all 

possible negative effects of our product on our consumers [ ] 

c) llavc set aside part of our profits for emergencies particularly resulting 

from any unforeseen negative impact of out product on the society 

at any time in the future. [ 

I) Investing on programmes that will help our consumers improve their 

economic status and/or proper financial discipline. 

g) Have set aside funds for improving our product to make is safer to use. ] 

h) We have a customer service section which is empowered to listen and 

process immediately customer complaints. [ ] 

i) Reduce cos-t o(our product particularly during this hard economic time 

To maintain our poorer customers. [ ] 

Section 4 

Approximately, what percentage of your marketing budget did spend last year 011 the 

following, or rank them in order of weight of budgetary allocation, 1 being the highest 

and 6 the lowest. 

l. Advertisement 
2. Sales force allowance & salaries 

3. Distribution costs and in store services 

4. Environmental protection 
5. Educating consumers on proper use of your product 

6. Social activities (like road maintenance, irrigation, provision of health care facilities 

etc) 

For rank 5 and 6 do you have any direct budgetary allocation - tick appropriately in the 

space provided: 

Yes No 

Rank 5 [ J [ ] 

Rank 6 [ J [ J 
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Appendix 2(b) 
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Appendix 3(a) 

List of Ban){s 

I. Kenya Commercial Bank 

2. Barclnys Bank or Kenya 

3. Slnndnrd ( 'hmll'r 'd llnnk 

4. Nn ti onnl nnnl ()r" 'II\ .t 
5. ( 'o-o pcruliv~: Honk r K 'ttya 

6. C'itibank 

7. !lousi ng Finance Ollll an) (K) 

8. Commercial Bank of Africa 

9. ABN /\mro Bank 

10. CF Bank 

II. NIC Bank 

12. Stanbic Bank 

ll. Diamond Trust 

14. l&M 

15 . First J\mcricnn Bank 

16. Credit /\gricole Indosuex 

17. (Juarclian Bank 

18. Dclphis Bank 

19. Finu Bank 

20. 1iddk East Bank 

21. (iiro Bank 

22. lk\'clnpment Bank or Kenya 

23 . Victoria mmcrcinl Bank 

. I. llahih /\. .(I. Zurich 

?. 5. Bank of Bnroda 

26. ll ahib Bank of Kenya 

27. /\BC' Bank 

28. Imperia l Bank 

29. J\kiba Bank 

30. Bank of India 

31. Consol idated Bank 

32. Prime Bank 

33. Prime Capi tal and Credit 

34. Biashara Bank 

35. Equatorial Bank 

36. Credit Bank 

37. Industrial Development Bank 

38. Southern Credit Bank 

39. Trans-National Bank 

40. Charterhousc Bank l.td . 

41. Fidelity Bank 

42. Paramount Bank 

43. Universal Bank 

44. I aima Bank 

15. CJ!ad- K l·inancc 

16. D~\n;tl · in:mcc 



Appendix 3(b) 

List of Tobacco Manufacturing firm. cconling to I cnya Directory of 
Manufacturing Indus tries 

I. IU\ .T. Kenya Ltd . 

2. Mastermind Toh:tl'l'O 

J. l'i <.:kwc ll Products(!' . \) Ltd . 

- .. 



Appendix 3(c) 

List of Distilling Rectifying and Blending of Spirits Finns 

1. C iilhcys (F.J\ .) Ltd . 

2. Kl:'''Y" Di stilk:rs Ltd . 

3. KL·nyu Wille 1\gcn ·i ·~ Lld . 

4. Kcnyn Breweries l td . 

) , l'uguru Fond Complex Ltd . 

G. Modern Brewery Ltd . 

7. Njohi Drewery Ltd. 



Appendix 3(d) 

List of Food Manufacturing Firm, 

I. BAT Kenya IkvclopL't. ' I td . 

2. N/\S Food Pwccssin 1 Ltd. 

3. B.R. . kc cream Prouu ·t 

4. Cow & Untc (K) ltd . 

5. Dairy Den l td. 

6. ()lacier Products Ltd. 

7. Igloo Food Industries 

8. Kenya Co-operative Creameries 

9. Milk & Cream Products Ltd. 

10. /\fya Fntcrprises [ tel. 

1 1. Associated Packers Ltd. 

12. Frozen Food (KtLtd. 

1 J. 1 Iighland Camicrs 

14. Micfood Executive Industries (K) 
I tel. 

15. Premier Food Industries 

16. J'ruronds Ltd. 

17. Woni Vcg-Fn• :. ·porll:rs . 
Importers Ltd. 

K 
, ... 1:·1 hin lndustri Ltd. I X. en " . 

a l·i h In lu tric Ltd . 
1 <> . 1 nkc ' 

.. il iil•'•<llJ 
20. I >ul•o• I td 

1nnura uucr . 

21. l'r 111i r 
il till I td 

2 . 

2\. Vegetab le Oil Industries 

24. Golden (lrains Ltd . 

25. ltaaga Millers 

26. Jambo Flour Millers Ucl . 

27. Kenwheat Industries l.tcl. 

28. Kenya Millers Ltd . 

29. Kenya Flour Millers I .tel . 

30. Kirinyaga Flour Mills 

31. Muharate rood Company Ltd. 

32. Mulchad Devji 

33. Nairobi Flour Mills Ltd . 

34. National Unga Industries 

35. Nice Mai7.e Millers 

36. Pcmbc I·IOLn· Mills Lid . 

37. Save rlour Mills 

38., hah I·ood Grinding till 

39. hah Flom Mills 

40 \\astic Food Products 

41. Ugali Products ( 1973) Ltd. 

42. Unga 1ai:_,c 1illcJ!' Ltd . 

13. 1anufacturc ofBakc1y I'Joducts 

. Aurora Bukin' 0111 pa 11 , Ltd. 

.I I u of' la11ji ltd 

7. 




