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Th ud reported h r wat d th 'anous programs :m m th ds o mark ting 

ri ntati n that firms in th f4 industry in air bi had ad pted. study al o 

1 red wh ther finns that h d d ted m re mar ting rientati n pr grams had 

b tt r sal s growth. Th basi premise of the study was that th increase in sales 

olum sin th incr asingly comp titive environment depend d to a large extent on the 

degree to hlch th organizati n as able to apply the mark ting concept in its 

mark ting function. 111 n d r. r th stud ru·o ·e out of the fa t tlt t tl1 food industry 

in tlle airobi market w fa ing aturation and stilf m titi n from other foreign 

imported foodstuffs were flooding th market and seem d to gain more customer 

acceptance than locally manufactured foodstuffs. Custom r acceptance of imported 

fo stu was due t the fa that £ reign mamtfacturers c ~idered th customer the 

focal point of th ir op rati ns and thus made products that suited a wide variety of 

people by diversifying their product range whereas local manu acturers r lied more on 

a production and product orientation thus making whatever was easier to make and 

then lling it to wHling cu ;tom r . Tite incre e in irnpotted ft od!.1.U bl'ought on by 

th advent of liberalization cau ed the local manufacturers to change their orientation 

in order to survive in a market where customers bad a wide range of products to choose 

from and imported foodstuffi eem d to satisfy their needs more adequately than 

locally manufactured pr uct. . Nair bi is 1he m st affect d by these changes in the 

environment because it is the capital city. The majority oftb. population in airobi is 

urban.. more enlightened and tend to have more often than not changing requirements. 

The study was a ut ey of all 1 cal manufacturing t; d industri ait·obi. 

Data was collected using a structur d, undisguised qu i nnair and analyzed and 

presented using tables proportions and percen1ages. In con lu ion, th fmdings of the 

study revealed that firms that had adopted more marketing ori tation programs did 

have better sal gr wth than th ~e that had less programs. 
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I 

In th 1983 · ue of the J urnal of 1arketing, two well known Am rican 

Pro~ of Mar ting namely oram Wind and Thomas '. Robert n. argued 

that Mar eting has reached a point of discontinuity in its de elopment, a 

di ·cipline from an emphasis up n arkeling anagemenl lo a broadened 

perspective cone rned wi1h marketing strategy. The early emphasis upon 

marketing management and 1he marketing functions - particularly advertising and 

product development, is not surprising ob erved Baker (1992). Th manipulation 

of th e element of the marketing mix allow tactical re ponse to the prevailing 

conditions in the markets in which one is competing. As the marke of the 

advanced industrialized economies ofthe western world gradually moved from an 

end mic condition of under supplied markets to one of potential ove upply, it was 

clear Lhat marketing praclices had to change. Tactical management was not able lo 

cope with the intense competition of the new market conditions s mething more 

was required. It ~ as this recognition which led to what Baker characterize as the 

rediscovery of the marketing concept. 

Whil m st authors and commentators such as Kotler date the statement of the 

ar ting oncept to the 1980s - its central tenets tacts w re crystallized in the 

mid 1950s and identify its articulation with the General lectric ompany. It is 

ob iow; lhal ·uch identification is pur 1 a matter of con enience. Marketing did 

not just happ ninth 1950s- its function had een in daily u m me hape or 

form from the b ginnings of trade and commerce ay back in antiquity. 



TI1 pti n f a mar ting ri 11tati u i v ell d an d and n 1 nger ufm d t th 

r mo in mp · wh re it riginated. l kin f manuta uring 

no ' to th mar eting approa h as do service organizations in b th 

th publi and pri ate ct r v h th r for a profit or not for profit. be ad pti n f the 

mar ting n pt an l a ma k ting rientati n d n ~ creat n r bring int e · en 

n bu in functio but it d all for a change in both fo u and emphasi , and it i 

thi chang of fi us and emphasi which has led to the need 14 r marketing oriented 

strategy (B r 1992). 

In our mod m ophisticated societies observes Baker~ it has become necessary to de elop 

a marketing function to bridge the gap which has developed between the two parties to an 

exchange ~ product and consumer buyer and seller or supplier and user whi h has gr wn 

as a result f task "p cializati n and division of lab ur and the applicati n f techn 1 gy 

to the produ ion function. 

Economic growth and development, the consumerism movement and the growth of 

d m era y tlu· ughout the world aud in Kenya mo recently depi that the mar et 

system approach o1fers the best solution to the actual economic problem of maximizing 

satisfaction through the consumption of scarce resources. This is achieved through 

marketing and implementation of the marketing concept. (Fullerton, 1988 . ccording t 

theE n mic . urvey of 1997, the stable value f the Kenyan shilling against the maj r 

trading foreign urren i helped bring the manufacturing sector from furth r d cline b 

facilitating e y importation of raw materials. machinery and pare parts. imilarl 

aggressive mar eting strategies by local manufacturers also as isted in breaking the fall 

exp · e11 thr ugll real output gt ow1h of ruanufa"' ring pr u ti u lowing d wu 

slightly to 3.7% in 1996 compared to the 3.9% growth reported in 1995. 

2 



11 ' min ffi 

mali nat and slowing of growth in populati n haver ulted in a 

mu h mOT' mpetiti mark t pla . In this environment survival, I t aJ ne 

calls r a n f bu in in which the proc of manufacturing r 

apply creati n "h uld .. en t start with a clear statement f sumer n - the 

\)larketing on pt. (Baker: 1992). 

The food industry under the following research study will cover industries tl1at 

manufacture edjble p oducts u h · food produ 1s in geu ral h late and ugar 

products bak ry grain milVvegetable and animal oils and fats fi h, canned and pr ed 

fiuits vegetabl dairy pr ducts meats beverages soft drinks and carbonated water 

industries. 

The food industry has had numerous challenges due to the advent of the recent 

environmental change . A lot of imported foods have their way into th local market. 

They are from countries that have active consumerism movements and as a result have 

11 d to mak pr u that a.r mru-ket oriented TI1e food industry has b n the mo It 

aftected by liberalization as numerous imposed food stu.tts paid tind their way into the 

local market and customers begin to switch brands because the other foods have other 

nutritional elements not found in local foods. 1bis explains the decline in sale of locaJ 

fi.Il1lS and multinati nal flfS tend to d better because of the u f intemati nal standards. 

Th con mic urvey indicate a short decline in th industri in th futu~ may have to 

ad pt a mar t rientation in th production of th ir foods in ord r to urviv in this 

market 

3 



1.2 II ... ..._ .... ,AI.I,,AJHl 

mar t rientation as a re ult of imp I menting the 

mar cting con pt incr a 1 sal growth and as a result impro e j market 

pcrforman e? 

Th d bat on eming marketing orientation has been revieed ntinuously by 

both mar ting acad micians and managers for over three decad otler 1984. 

Kotler and dreaser 1987 vitt 1960 Webster 1988). Judged y the attention 

paid lo il during thi · lime by pracliLion n; and a~emicians in ;pe ch ·, Lexlboo · 

and r ear h pap rs, market orientation i the ery heart of modem marketing 

management and strategy - yet to date no one has de eloped a valid measure for it 

or a influence on busine performance. As a J! ult, bu iness 

practiti n rs seeking to implement a market orientation in Kenya and inm 

countri i Africa have had no sp cific guidance as to what precisely a market 

orientation is. and what its actual effect on busine s perfonnanc may be. he 

effect ofth marketing concept on business performance bas been a major topic of 

re ·earch among acadtml.icians and students of markeling. Allhough lhe ·e ·Ludic · 

have contributed valuable insights on how organizations are benefiting fr m the u e 

of the marketing concept, they have had some pitfalls in that they were not 

associated to the locaJ - Kenyan ituation and if so they were b ed on th effect. of 

the overall u in p r£ rmance of only ne variabl - profita ilit . An ample 

of such a stud on this subj is yaga J.K. 1986, who studied th ad pti n of the 

arketing oncept among financial in titutions in enya. Another stud_ by 

( acks and Benson 1978) investigat d whether it was time to dis ard the 

1arketing concept and concluded lhal marketing concepl was ·till rele anl and 

will remain to be o for many mor decad to come. It was nsider d to be the 

most ad an ed philosoph of busin . Tarver and Slater (1990) also studied the 

effi cts of market orientation on Business profitability and ob erved that it would 

useful to t st the relationship of market orientati n t additional pem nnan 

mea ures that may affect long-term perfom1ance for example. what is the 

4 



1 1 ti t up f m k t n 1 r reteuti u, uew rodu 

Furth r r ar h is identl n ded to resolve these · u . For thi r earch 

, the r ar h n sales gr wth a a mea ur f bu in 

Th dy th refore aims at d veloping a measure o mark t 

ori tation and anal its ffects on Busin performance am ng om local 

rganizati other influen on business sales growth as a p rfonnanc measure 

mu be ntrolle r. r. Tili i b au ·e indu rt.rial organizati aud maJ ting 

strategy literature pla nsiderable emphasis on this influence . y may 

in lud some uncontrollable situational factors which are the independent ariables 

and aus of either poor or successful sal growth. 'This includes demand, 

comp tition, lega political factors, econ mic climate of the country a~ well as 

environrn nt of th industry technological, government regulations and internal 

re ources of the organizations. This is encompassed in the model of the marketing 

system (Aaker 1988· ain 1959· Day 1984· Scherer 1980). The situational 

vaJ·iabl mu 11. be controlled in analyzing th ffect of a market t"entati u ale · 

growth as a measure of business performance. 

The relationship am ng the primary elements in the theory of mark t orientati n­

th m nents f the marketing c ncept the bu in level market level varia les 

and petforman can be found in th ind pend nt effe m d 1 aJ and 

Bry ~ 1987). 

d aims at iug th relatio hip of market orientation t au additional 

perf nnan measure that may affect its long t nn p rfonnan e. It aims at 

ing the relationship of market orientation to sale growth 
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Tit d will an imp rtaot p U1 uh n · 1g the und 1ding f th 

mar t am n manag in the manu1a turing industri . In additi n 

th un rstanding of the major cham t risti of the mar. eting concept may cause 

th mar ting fun tion to be m re u ful in de eloping a marketing program 

dire d t r. industry manufacturers. Th arne irill rmation w uld be us ful t 

manufactur rs in d v loping products that ha e more consumer a eptan e and 

thu increas and enhance the sal growth o th company. The study will benefit 

the cu tome because the aspects of consumer accep1ance or pren renee will be a 

" ·iti al factor in iufluenuing a manufacturer to produ foo · U1at are market 

oriented by onsidering th preterence of the customer and their need . 

1.3 BJE IVE OF THE TUD 

The study had two major objective. as follow : 

1. To identify the programs and methods of marketing orientation that finns in 

th fc industJy in Nairobi have ad pted. 

2. To d termine wheth r firms that have adopted more marketing orientation 

programs ha e b tter ales growth. 

6 



1.4 

rt i divid into fi e hap rs. The ftrSt chapter introdu the 

informati n o the · ue under stud the r ar h pro lem and 

obj 

Chapter two is a r view of the literature r lated to th area of study. It covers literature 

bas d on conceptual and empirical works of other researchers regarding the problem at 

han The central tene sofa marketing concept are also reviewed. 

Chapter thr e deals with the method of data collection and the research de ign. 

Dis u ion ofth relevant population of the study, the sampling procedure and the data 

coll ction m th d are given in this chapter. Also presented in tl1 same chapter is a 

dis ion of th validity and reliability tests of the scales used in thi stud . 

Chapter four give the data analy is and findings. Chapter five presents the summary 

of conclusion of the study and also highlightq the limitations of the study. Finally, it 

gives suggestions for future research. 
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RT 0 

LIT T RE 

0 EPT F \ ORK 

2.1 Intr ducti n 

Th marketing con ept is considered to be a philosophy of the entire management. 

It is a simple but very important idea. It means that an organization aims all its 

efforts at satisfying its customers at a profit It is a business philosophy that 

challeng the pr viou ncepts uch as production, pr duct, ·elling aud societal 

marketing (Kotler 1980). According to Waruingi and Kibera in their book 

Marketing: t\n African perspective; it is an orientation that believes that all 

marketing decision making should start by understanding the target consumers and 

then work backwards to the organizati n. That ics, he marketer should flrst identifY 

the needs and wants that consumers are trying to satisfy. Once the needs are 

identified then a product that will satisfy those needs and wants at a profit is 

developed. After that an integrated Marketing Progranune involving all the 4P s 

and the euvi:rotuuent of all the pet onnel in the organization is implemented. It i 

then hop d that volume sales and profit will be realized through repeat buying and 

consumer loyalty. Research shows that ftrms having a demonstrated marketing 

orientation are more profitable than those lacking it. The philosophy advocates the 

sovereignty ofthe c nsumer. 

This literature revtew is based on empirical and conceptual works of other 

re earchers and authorities in the subject matter. The central tenets of the 

ma.rketing concept, the concept in Kenya o.r the Keuyau cenario the marketing 

environment and its implications on the implementation of the concep~ sectors and 

marketing concept and its relevance in the Kenyan context will be reviewed. 

Market orientation and performance: the conceptual model will also be reviewed. 

8 



2.2 p 

The marketing concept holds that the key to achieving organizational goals 

consists in detelTilining the needs and wants of target markets and delivering the 

desired satisfactions more effective! and efficiently than competitors (Kotler 1980). 

There are fi e more competing concepts under which organization's conduct their 

marketing activity. The production concept advocates that the conswner is not the 

important thing in tenns of focus but rather they favor those products that are 

highly and widely available and are low in cost. t does not hold the consumer/ 

customer as sovereign and products should be made based on their preferences 

and not those that they will favour. The other concept is the product concept which 

says tl1at customers will favour products that offer the most quality, performance or 

innovative feature. This as compared to the marketing concept is turned inside out 

and the customer should first give their specifications before a product is made that 

can meet the quality performance or inno ative features requirement of the 

customer. The selling concept the closest rival to the marketing concept holds that 

consumers if left alone will ordinarily not buy enough of the organizations product. 

This should not be the case as the products should be able to market themselves 

based on the fact that they were made to satisfy a certain 'Niche' of the market. 

Consumers should not be coerced to buy products which they may not need or 

would not satisfy their needs adequately. 

9 



n cann t r at an d th t n t alr ad 

ad te r trying t find th ne d first then making and elling apr duct that ill 

satisf it. inall the ietal marketing c ncept aim at detenninin ' th need 

\!ant and intere ts of target market and to deli er the desired sati faction. 

This i the marketing con ept th only difference being that it engag s in s ial 

re pon ibility aspect f marketing. 

Though the concepts differ in various wa s it is ery conunon [I r organiza6 n t 

confuse the marketing concept with the selling concept. The two are c mpared in 

the fo11owing way: 

tartin Focu M an nd ' 

Point 

elling actory Products elling & r fits through 

Concept Promotion ales volwne 

Marketing Target Customer oordinated Pr fit thr ugh 

Concept Markets eeds Marketing 

ati fa ti n 

10 



The difference t\ een the tw c n ept an be further tated as: h marketin r 

hilo phy argue 

ure that ther i 

nl one ' a to run a company ucce fully: mak 

t nm a mpan uccessfully: mak ure that ery 

a ti ·t financ , pr ducti n tran p rtation elling r R&D) has but a ingle pu-

se and i so judged namely to atisfy ustomer requirements at a profit Baker 

1 22 . It folio fr m thi b lief that the starting point for all busine op ration i 

the customer and his/her need . arketing creates customer b malcin sur tha 

their needs are sati fied. This is an "outside in" management orientati n Kohli and 

Jawo lci 19 0 .Th marketing concept th refore takes an out id in p r pective and 

the selling concept an inside out perspecti e as they make the pr duct then try t 

sell it in the market. 

The marketing concept when compared to this other competing cone pts appears 

unique in the nse that it is the only one that is advocating for the supr macy f 

the customer in all decisions be they product, pricing promotion or place deci­

sions. The customer should be the centre or hub of all the busine s activity and all 

department hould be focused to satisfy the customer. The other concepts appear 

to be in favour of supremacy of the product and how it can atisfy the cu lomers 

ne d . They ak an insid out perspective and the marketing c ncept is ut tand­

ing because it takes an outside in perspecti e as discussed earlier. It i or can be 

con idered to b the onJy concept that has such an approach among the fi thus 

stres ing its uniqueness further. 

11 



The marketin concept rests on four main pillar hich are also encompa ed in its 

definition. hese can be iUu trated the u e of a table . 

• 
Marketing 

oncept 

Target Markel 

Target market involves the group the organizations aims to market to for example 

"Town Man" Career woman, high class sociaJ status among others. 

Customer needs or a customer orientation as described by Kotler to guide 

the hole sy tern is perhaps the broadest ection among the four pillar and prob­

ably the most significant b caus one can choose or identify a target market but fail 

to understand the customer. The customers point of view has to be considered. Ln 

generaJ the company can re pond to cu tamers requests by giving them· 

12 



hat the ru1t 

What th n ed 

hat th reaJI need Kotler P. 1 0 . 

u tom r need can b further divided into tated n ed r aJ ne d , Wl­

tated needs. D light need and secret needs. hjs can be illustrated an r d -

cribed by u e of an e ample a car. It should be in e pensi e h w I w perating 

costs no lo 

Customer bu 

initial costs, good service from the dealer such as after sales service· 

the car and receives a complimentary road map and custom r 

may want to be seen by friends as a alue oriented conswner. 

When customers needs are satisfied the person may become J al buy 

more, talk fa orably of the company and its products among other benefits to the 

organizations. It is also more costly to attract new customers than to retain cunent 

one . ustomer satisfaction is considered to be best indicator of the company's 

future profits (Kotler P. 1 80). 

The third pillar as defined by Kotler is coordinated or integrated marketing 

also described as the total company effort which means that marketing functions 

must be coordinated among themselves and well coordinated with the other com­

pan departments. It means that marketing functions saJes, advertising, manage­

ment of pr ducts marketing re earch among others) must be coordinated among 

themselves as well as with other company departments such as finance, produc­

tion, sale and administration. They should according to Kotler work together to do 

a better job. 
13 



It hould b nlinat from th ustom r p int. n(i rtW1at I not all 

compan mplo ee ar trained and motivated t 

k ling con pt require U1e c mpany to arry ut internal marketing a ' II a 

e t mal marketing. Intemal mark ting a id ntifi d by K tl r c r the hiring 

training and m ti ating fun tion in olving able emplo ee who ant t erv the 

customer ell. A compan that has a ~ e11 integrated or c ordinated marketing 

system as prescribed b the marketing concept wouJd ha e a master marketing 

organization chart in the folio ing fonnat: ( ee Page 16 

Profitability the fourth pillar aims at having profit not just ale a an 

objective. The purpose of marketing concept is to help organization achieve their 

goals. Private finn pr fit goal and non profit organization urviving and attracting 

enough fund t perfi nn their ork. The key of this reset is to aim for profits a a 

by product of doing the jo weJl (Kotler, 1976 . 

14 
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2.3 I p I 

The em r ence of on wn nsm a mo em nt trying t mcrea th ri ht f 

onsumer · a · s tho e f sellers as described b erko itz and c II a 1Ue in 

, their bo Marketing I 4 and environmentalism ( a movem nt concerned v ith 

the protection of the environment means that marketers will hav to be more inn -

ati e if th ir practice is to continue being regarded a socially useful. The market­

ing concept in Kenya in light of this ne de elopments i continually eing em­

braced as or anization mo e a\ a from the selling concept which ha been rec g­

nized in the past. onsumerism hich is a result of the marketing concept being 

ignored and o er looked ha made many organizations move towards the market­

ing concept ithout which they may not survive. Due to cut throat competition 

organization are now lo king for a means of survival and not only success. hey 

must there~ re recognize and ad ocate for the sovereignty of the cu tomer. The 

focus mu t b on the needs of the cu tamer and not those of the producer cwn 

seller (Wairungi and Kib ra, l 88 . 

According to previous or prior research based on a study that aimed at 

esta lishin the applicati n of the marketing concept in Kenya as one of the bjec­

tives found that it a r levant to our situation for the overall survival of the 

organisation. They found that majority of those that had adopted it were multina­

tional corporations and not pri ate local finns. o the relevance of the concept, its 

adoption and implementation depended on the leveJ of operations. 

16 
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DJ I 10 
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lt must be noted that marketing does not take place in isolation. TI1ere are 

non-conroLlable variables or macro environm ntal factors which either facilitate or 

hinder the activities of marketers. The environment is considered to be the ultimate 

constraint (Business Week, 1992 . The enviromnent encompasses the economic, 

political, legal geographical or demographic social, cultural, competiti e and tech­

nological environments. They influence (positively or negatively) the degree of 

freedom an individual marketing executive bas in making decisions on the product, 

price place and promotion variables (Wainmgi and J<jbera 1980). 

The trends identified by an environment scan in the U.S. Which was carried 

out prior to I 994 identified various environmental forces that were in play that could 

affect the implementation of the marketing concept. The research/scan identified 

various changes that had occurred globally and locaUy some of which can be 

operationalised in the Kenyan situation . 
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2.4.1 I I 

The scan identified se eraJ changes that had curred in this envirorunent 

they included grow1ng numbers and importance of older Americas; population 

growth in urban centres· desire for "high technology" and "high touch' gadget · the 

• desire for product quality and customer ervice· greater role of women in jobs and 

purchase decisions· income of individuals as well as aJues which were changing. 

This changes have had a dramatic impact on marketing in that organisations 

have had to change their strategies inorder to survive. The marketing concept has 

therefore become a force to reckon with and a weapon to gain a competitive advan­

tage (Business Week, 1989). In terms of the marketing mix elements the product 

has to be made to swt the customers stated needs. They have to be of high quaJity 

and value to the customer. The price has to be reasonable depending on the levels 

of income prevalent in that environment. The distribution systems should target 

areas where the population is Joc,ated and ease the availability and proximity of the 

product. In terms of promotion sociaJ changes have forced the marketers to be 

more conscious of what the customer is looking for so they have resorted to giving 

more infonnation on the product and why it should be used as opposed to other 

competing products a promotional tool could be increase customer services and 

after sales service. 
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D mand ~ r con wner g ds e nds directly up n the ize o th p pulati n. In 

tum c urn r determine the demand r indu trial and ca ital g d - h n 

deri ed d man as these go d for indu trial and p alu nl lfl s far s 

they fa ilitate and atisfy the ultimate con umpti n n eds indivi ual onswn r . 

Albercht identifies fi e significant areas of change in life s I e. 

I . From rural living to urban living 

2. rom stationery to mobile 

3. From self sufficient to conswning 

4. From physicaJiy active to sedentary 

This change in the social environment have implied that marketers, have to 

implement the concept effectively to ensure continued survival of the organisation. 

They mu t be sensitive to the e changes and the effects they are likely t ha eon 

conswnptions pattern and customer needs (Baker 1992). 

2.4.2 IR 

he scan identified issues such as budget and trade deficits triggering infla­

tion· foreign market fi r growth· decline in per capita incomes· e penditures and 

less consumer acceptance of debt. This has an implication on the implementati n f 

the marketing c ncept as most organizations will be aiming to selJ JUgher volmne m 

order to get profits o the rna resort to the u e of selling concepts rather than 

applicatlon of the marketing oncept. 
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E noJTlle are concerned ith the c ntral pr bl m m ttntzm ti C. ti n 

through the utilizati n of scarce resour es. L itt rvali n: d linin ' 

nee grm h indu try' depi t the in r a in di t ult in c ntr llin 

th market fl r e and as a consequ nee a chan e in market price and incr a m 

competition. conomic theory predicts that there will be chang f 

or demand for a pr duct. Marketers must under tand thi change in rder t 

able to cope and implement the marketing concept e ecti ely. lf the do not w1d r-

stand the current positions and e ents leading upto the economic environmental 

conditions then they cannot implement it effectively. 

Due to the changes that have occurred the pricing policies have to be fair and 

equitable for conswners to be able to buy the products . A company that has em­

braced the marketing concept, will adopt a price that will be low in li ht f decline 

in per capita inc me as well as inflationary tendencies. 

The customer will be spared the effects of this environment by the 
) 

organisation not changing the prices but looking for ways of cutting back on costs 

of operations instead of increasing prices. The products in such an environment 

will tend to more durable and long lasting as the customer ill have less disp sable 

income. o the may tend to produce products that will satisfy the customer for a 

longer period f time. An organisation that has implemented the marketing concept 

will b able to effect this changes as ustomer needs change. 
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finn that has n mark ting on t rna c llap r find it di t ult t 

change and implement a marketing rientation. 

keting ori nt rgani ation ill t nd to b near r th 

ity as the customers ill opt to pend less in tra elling exp n 

and a e pen e to ob ain apr duct and as are ult ma s itch t 

fa mar­

pr tm­

tain pr du t 

ar readily penses to obtain a product and as a r ult rna \ itch t oth r e -

pense to obtain a product and as a re ult rna switch to other brand that are 

readiJy a ailabl . The i sue of promotions in such an envir nm nt ill tend to be 

focused on informing the cu tomer how be t the can sa e mone for e ample the 

product is economical there will be no waste also producing in lar er size o a to 

cut back on costs of purchasing two products as opposed to one. Promotion f 

a marketing oriented finn will tend to infonn the cu tomer of co t aving buyer 

decisions. 

Due to this changes the marketing concept has had to be implemented on a 

daily ba is as the customer becomes the focal point. 

2.4.3 H OL I L VIRO E T 

The environmental scan identified increased computer use, inventions and 

more problem ith ollution and solid nuclear astes as the main bange in thi 

environment. This aspe ts would be of u e to marketers in that they ill aJlo them 

to better under tand and serve the cu tomer. This will ease the application and 

implementation of he mark ting concept as the customer becomes the focal 

point of the organisati ns activitie . Technology bas a positive impact on the 

implementation of the oncept. 
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I 

ore recent} 19 8) FortWle rnagazin carried an arti I ntitl u e lmol 111 

the year 2000" in which it l oked ba k o er the prec in 12 ear and offered 

some predictions of where t elm l gy might be by the millennium. i en th ord r 

and magnitude of such change n might reasonabl que ti n the predicti n th t 

the ne t 12 ears could bring ten tim as mu h pr gre . In 1 7 there' as no 

PCs no Ds no VCRs. All of which are now comm n pia e. e hnology influ-

ences ecular trends in economi le el of activity that marketer need to under­

stand inorder to be able to implement the marketing c ncept effe tively. It is also of 

importance to long term strategic planners and planning. 

In terms of the marketing mi elements teclmology of a finn that has imple­

mented the marketing concept affect the product mainly due to advanced product 

development. This aimed at serving the customer better a good example is the 

development through Research and development of a toothpaste that can serve 

three purpo es in one so the customer only needs to bu U1e pr duct only once as 

opposed to three times and three different products. Technology ha al o eased 

distribution of products as customers can call to order for m re pr ducts from 

suppliers. They can also use P s to communicate with producers. ales people 

have also been given PCs to communicate orders to the finn . u t ad ancement 

in technology the prices o product ha e greatly reduced a the time and man­

power required to produce then lessens. Promotion can also be made easier and 

more infi nnative for the cu t m r . 
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ince th cu tomer ar more ar th an b 

ffec i l and as uch an organi ation can 

cone pts effort more e e ti ely. ithout technol 

to tal th ir n m r 

imp! ment the mark tin 

the im lementation of the 

concept in this new era o c mputerisation would be n xt t impossible. In£ nna­

tion stem and databases n cu tomer should be r adily a ailabl to nhanc the 

organisati n ability to sati fy them. A customer hould b able to communicate 

with the organisation fre I and at all times. 

2.4.4 POLl ICAL - L IRO M 

Thi is termed as the r lat ry en tronm nt in the can. Tl'lls mean that 

there have been less regulation and more protection f s me ftrms by the g m-

ment. he go ernment can influence product decisi ns in different ays such 

outh African businesses hav b en in the past banned from trading wiili Kenya. 

Hence even if there was a lucrative market for enyan pr ducts in South Africa, 

Kenyan pr ducers could not ell legally to that market enunents develop spe-

cific policies for all thes area and upport them to varying degrees with inve t­

ment aod expenditure deri ed rr m direct and indir ct taxati n. It has an economi 

policy and this will have a significant influence upon lhe regulation of competiti n 

permissibl bu iness practices p n tandards and s on aker 1992). 

In that governments p licies are in ariabl made mandatory through legisla-

tion no ftnn ao afford to lose t u h ,.: ith political ev nt . marketer who \i ants to 

implement the marketing cone t has to understand this environm nt as it has a 

direct effe ton organisational activitie . 
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mark ter rna ant to ct pri that ar uita rdin t th u t m r 

' · ' but the cannot cau f l gi lation on th ntrol and 

ceiling et to ensure that c mp tit r do not gain un air ad antag through pri in 

trategi 

The government al o ha le · slation on promoti n media and t a large 

extent control it such a owning th Broadcasting tati ns, ( th radio and 

televisions. They also issue li en on road sign that ar p by the road 

sides to inform customers of the pr ducts. he change that ha e occured ' ill 

ensure that there is less regulation of this elements and thu nsur more implemen­

tation of the marketing concept and adoption of a mark t oriented ~ ay doing 

bu ine s. 

Ill 

2. E 10 TH 

A research stud carried out in 1986 b Nyagah J. K. on th adoption of the 

marketing concept in Kenya b financial institutions sector concluded that findings 

on program and method ri nted to ard the marketing c nc pt which were 

emphasized by the institution th thad adopted the concept included c mpany run 

meetings, on the job training s e ial lectures offered by consultants among others. 

Customer research indicates that the marketing concept require sub tantial in e t­

ment in customer research to mea ure e aJuate and interpret the wants attitudes 

and b havior of various target up . 
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Further research on the mark ling concept indi ate that th bu ine s fw1cti n t 

ti fY the needs f the u tamer and that fundamental t lh marketing c ncept 

is, the recognition and acceptanc of customer rient wa 

nes . 

It accordingly has the follo m pects:-

1. ustomer ori ntati n 

2. Integrated marketing 

3. Customer ati acti n 

4. Profit orientation and directi n. 

carrying out u i-

Each of these aspect can be performed b u mg everal activities and de­

signed to make the customer U1e focal point about which any business mo es in 

operating to achie e its objecti es. 

Nyaga's finding about the adoption of the marketing concept conclud d 

that among the acti ities carried out by the financial se t r to ensure its successful 

implementation were:-

Different customer services were de eloped for each customer group as they 

were considered an important and critical activity for the fmancial institutions in 

Kenya which truly wished to ad pt the concept. in ding f the tudy also indi­

cated that most of the finn had adopted the marketing concept. his was evi­

denced by the installation of e ect ystems for marketing analy i planning and 

control of customer services ere frequent! mentioned a acti ·ties emphasized in 

generating customer satisfacti n. 
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ajori of the adopter of the marketing cone pt in nya w r 

companie 1 0 % hil locaU owned ones cor d .5% . N 

at 10. % . he marketing concept may be a succe in the di erent 

own d 

tood 

of the 

economy depending n h w management of an organisation interpr t it and imple­

ments it on day t day ba is. 

2.6 H I 

I 

Believers in free enterprise tend to think that it is not the mar eting concept 

that has failed the consumer but it is the implementation of the cone pt (Nyaga 

1986 . It is clear from observation that many of the companies which profess t be 

adhering to the marketing concept are frequently under attack uch as chemical 

industries, tobacc manufacturing industries and even financial institutions are the 

principal targets o customer complaints. 

Faulty implementation of the concept is not the only pr blem ho e er the 

marketing concept a it is pra tised today does not imply commitment to the kind 

of the customer satisfaction that i now being demanded. 

The marketing con ept and stages of adoption as noted by Kotler may not 

apply to the local situation due to the differ nt environments. 

26 



Another major ta k that management may face in implementing th marketing 

concept is the reorganization of the fmn. To a hi eve pr per c r<linati n of the 

finn through d partments decision and activities th internal perati n and the 

o erall objecti e of one or more departments may n t ha e a hief e uti e ' ho 

is a member of the organizations top level management. In such a ca e on hould 

be appointed. orne departments may also ha e to be aboli hed and n \J ones 

created. Implementing the marketing concept philosophy thus r quire the upp rt 

Felton identifie the pitfalls that face a finn embracing th marketing 

concept as or to include:-

• inexperienced e ecutives 

• errors in promotion of executives 

• demand of the jo on the part of the executive 

• incomplete integration 

• personality Ia hes ine ecuting duties 

• autocratic management style 

• Illogical diver ification in in estment opportunities 

Kotler identified 3 hurdle fac d b companies in the process of adopting 

the marketing concept or changing into a market orientation. These are:­

rganized resi tance 

low learning 

ast forgetting 
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Other i ue that have b en identified as affectin th impl m ntation fth mar et­

ing concept in lud e ral tasks. 

The first ta k facing the management in im I menting the marketing concept 

is to establish an information system that allows the finn t learn about customers 

needs and to use the infonnation internally to create sati fyin r duct and ser­

vices. ince this type of information system is usually e pensive the management 

must be willing to commit a substantial amount of money and tiJne to developing 

and maintaining it. Without such an adequate infonnation s tem an rganisation 

cannot be customer orient d F rrel and pride 1982 · 11 . 

Another major ta k that management may face in implementing the marketing 

concept is the reorganization of the finn. To achieve proper coordination of the 

flfm through departments decision and activities, the internal operation and the 

overall objectives of one or more departments may not have a hief executive who 

is a member of the organizations top level management. In such a case one should 

be appointed. orne departments may also have to be abolish d and new ones 

created. Implementing the marketing concept philosophy thu requires the support 

of not only the top management but a1 o of managers and staff at all le els in the 

organization chepyegen . 1 ). 
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I 

2.7 OF I II 

I 

I the marketing concept and its adoption rel ant in Kenya to a ? he 

answer to this question is es. It i rele ant and should b ad pted in en a t da . 

In the past and probably in the pr nt organisation in en a have been ad pting 

other concepts among the fi e comp ting ones elling Product, r-

etal Marketing) and failed to captur the marketing c ncept in totality tJ1at is they 

may only capture some aspect and ail t capture th th r fore ample capture 

profitability tar et market and fail t capture custom r need and coordinated mar­

keting. While others ba e failed t apture it at all and in tead adopted it clo e t 

rival the selling concept. 

This is evidenced by the following. A finn that practices and bas imple­

mented the marketing concept:-

l. Focuses n u tamers and are rgani ed to r pond ffecti ely to han mg 

customer ne ds. 

2. Ha e well taffed marketing d partments and ther Manufacturing finance 

research and de elopment, p r onnel purcha ing all accept the con ept that 

tbe cu tomer i king. 

29 



Mo t rganisations in Kenya d not really a p r embrace th c nc pt until 
dri en to it y circumstances. Any f the folio in de elpments mi ht pr d them 
to implement:-

ale decline 
lo growth 
banging buyu1g patt ms 

Increasing competiti n 
Increasmg mark ting e penditure . 

With the ad ent of numer us economic environmen changes such as the 

most popular liberalisation organis tioos are being forced to implement the market-

ing concept in order to survive due to the increase in ompetitive force within the 

market competing for the same customer (Market hare). In Kenya mana er till 

have a production orientation makin whatever pr ducts are easy to produce and 

then trying to sell them. They think that customers exist to buy the finns output 

rather than of fmn existing to serve customers and more broadly the needs of ct­

ety. Well managed finns, howe r have replaced this production orientation thi 

means trying to carry out the marketing concept. 

Adoption of the marketing concept had led to a case of its implementation in 

one way or the other. A finn that ha not adopted the ncept cannot implem nt it 

as it does not understand the functions that will b inherent in its implementation. It 

has to adopt it fir t and then imp] ment it accordingly. The rganisations in Kenya 

that do not emb ace the concept cannot be able to implement it effectively. 
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As most fmns that are no~ changin t a cu tamer - Market orientati n are I k­

ing for v ay to implement it so as to achie e the goal that the cu tom r is king su h 

are examples of the Kenya power Lightening which ha put in place cu t m r ser­

vices telephone lines as ell as emergenc units for imm diate re torati n of power 

incase of a blackout. thers are Banks such as tand rd hartered ank hich ha 

implemented the concept by having a sy tern whereb there are ab ut fi e count r 

or teUers to serve customers so as to ea the queuin tim and queu lengths. The 

ha e al o eased customers access to their money by putting in place A M . 

Based on this examples it is evident tl1at the concept is relevant in Kenya and 

its adoption should be foll wed by pro er implementation inorder to be effecti e 

and an organisation to be adducent in its operations - aimed at satisfying the 

customer n ds. 
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METH DO T D 

This chapter co id rs th population 

te bniques. 

3.1 The Population 

udy, data collecti n instrument and the anal 

The population of interest in thi study consisted fall food manufacturing fums in 

. airobi that mplo ed 50 or m re employ wlu b were onsidered 1 b large by 

Kenyan standards according to the statistical abstract of 1996. Tite r earch was 

based in large organizatioqs only in order to control for the possible influence size 

- as likely to have on sales. The sample consisted of such firms drawn from a 

single industry t control for ther . ible e ec1 that may have ari. en due to 

industry variations. Finns in the same industry were likely to be ubjected to 

unifonn environmental influ n e uch as of cu tomers. market stru ture and 

political legal factors. Confining the population t airobi firms onJy for 

purpo · of coutr lling for g gr phi cal ial- ultural and oth r 1 cati nally 

related intluen s. 

list containing all the manufacturing :finns in Nair bi was obtained from the 

Kenya Indu .. trial R earch and evelopment Institute I). There were 36 

companies that frtted the study pe ifications. ut of thi 36 companie ix were 

no longer perational in Ken. a and had wound up their operations while thers 

had moved ut of air bi to ther 1 ati ns such as A1hi River akuru ru1d Thika. 

Tiri · left th I' arch 1· with · population of 30 mpa.tu . Since th numb t' f 

companies was mall (30) a ce u urv was carried out The research r telt that 

a c nsus survey \ ould give a mor ac urate picture of the use of the marketing 

concept in f4 od manufacturing fmns. 
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total of 15 ompante re p nded to the que ti nnau ~ hil th ther % 

approached d lined · ·ng information on the b i tJ1at th had pre ·ousl 

experienced a breach of c nfidentiality of infonna · n b prior r ar her 

while other cited company p licy not to di ulge any infonnati n as their 

reason for refusal . tl1ers were cases of "not at h mes by the r I vant focus 

groups/re pondents. hose wh clid not respond were me Multinational 

subsidiaries and locally owned private companies. Publicly quoted and foreign 

owned comparue were the mo t co-operative. 

The respondents who were initially intended to take part in the urvey were 

thirty six finns out of which six firms were no I n er operational in airobi. 

This left the researcher with thirty flfDls of which (50% were filled and 

received in good time for data analysis. This number was con idered adequate 

based on previous re earches response rates that ranged from 50 % t 60% . 

An example of uch prior researches are Nyaga J. K. 1990 

60% Kiarie E.K. (1997 response rate of 65% Kalii F. N. (1997) re ponse rate 

of 60% gahu . K. response rate 60% and Narver and lat r 19 0 response 

rate of84%. 

3.2 The R pondeot 

The responden were the marketing managers and ales manager in the head 

offices of the finns. The de i ation of the respondent official depended on 

who performed the marketin functions of the respecti e c mpanie . ln mo t 

cases the resp ndent wa familiar with the marketing practice of the firm. 

3.3 Data D cription and oil ction 

The pertinent data was c llect d u ing a structured undisguised que tionnaire 

(See Appendix I B). The questionnaire con isted of both open and clo ed 

ended questions and w divided into o sections. The first e tion f the 

questionnaire consi ted of question aimed at obtaining general organisational 

data. 
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l11e e nd di 11 ~otlSisted f ·pe ill yu ti JP aim d at taining dat fl r tll 

obj tiv ofth stud . 1 it rniz d ·cale wa u d t tru 

Thu the r spondent was required to select on of a finite num r of at g ri that 

were order d in terms of U1 ir ale positions. There w a qu ti n aim d at 

collecting d.\ta n the les v lun be ore a d after the impleme at' n f a 

marketing ori ntation as al s records were onsid r d strictly and high! · 

'confid ntial ,. Th qu sti01 w r~; de elop d fr m p rtinent lit ratur . 

questi nnaire .' first tested in D ur fmns then revised ac rdingly. 

One que tionnair per ompany was administered u ing the "drop and pick tat r 

method. \Vhere clarifi ation was needed, the r ear her availed hers lf for th 

sam . 

3.4 feth d of Data Analy is 

The data was ummarized and pr ented by use of ta les. The main meth d o 

analysis were per enta.ges com put d from t11e numb r of menti ns of the various 

facto out f th total numb r r '1 ndents which · fl.ft 1. 

3. Vnlidity and R linbility Tc ftlt calc us din th tudy 

The validity to b measured w wheth r the scale u ed w apable f actually 

measuring the level of marketing rientati n by flppl i.ng it n firms 

were known to th r r h r. Thi was done by admini ring qu tiom1air to 

h ·o firms that w r known to ha a str ng mark ting orientati n and two (inns 

with a weak mar eting ri ntati n. The results btained fr m the £inns with the 

strong mat etu g 01 ientation diffi t' d quit ·ignificatltly fr m th e with a wea 

marketing ri ntation. The s r btained fr m th f rm r mpanie were high r 

than tho of tJ1 latter companies. TI1 two firms \ ith trong orientation had 

re red scor f twe n (15) and 45) whereas th e with a weak ori ntati n 

. cored lets than ( 15) indicating that they s metime~ r d n t at all engage in 1h 
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vano acti iti(.; that wer indic· ti of the au u le l · f impl m nt ti n fa 

marketing ori ntation. 

Th comparu in which the sal w re lo' indi ating I mark ting ri ntation 

pr grams were u und to have e rien d le._s ~1 . gr wth than th . e ith higher 

cores on marketing ori ntation r lat d activities which has better ale gro\.vth. 

The reliability of the scale u ed' as te ed using th split-half meth d t o tain an 

a erage of three con·elatiou alue t obtain a - ffil;i nt alpha 

Appendix 2. Co- tlicient alpha range b tween zer and one. A value of le than 

0.6 is considered unsatisfactory while a value above 0.6 is considered atisfactory 

(Tull 1987 hurchill and Peter 1984). 

The computed co- ffi i nt alpha (r,) - an averag of thr correlation valu - was 

found to be 0.633. m 0.63 i great r than 0. , the scale used was considered 

reliable. 

The orrelation oetli i nt alpha obtain d between th set of pair d it ms was 

corrected using the p annan rown prophecy formula to obtain the internal 

onsist ncy reliability (rw) which" as found to be 0.9. Thi then furth r onfmns 

tl: llt the scale used wa~ al int ally sistent 
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T RFO 

D T DI 

4.0 Introdu ti n 

In this chapt r the data fr m the completed qu ti nnaires is summ:tnz and 

presented in tb fonn of tables p rc ntages and proportions. Out of th Thirt six 

firms in th population of int rest. Thirty finns r ived questi nnair . Th 

marketing managers of th se firms served as respondents. t of thirty 

questiotUlaire distributed fift n w re filled and r ~ ived iu good tim~ f4 r ata 

analysis tim giving an overall r sp nse rate ofiilty per ent. 

The analysi in tllis chapter i divided into three parts. Part ne is on the a ivities 

undertaken by the finns in the pr of mar e1ing and pr ducing their pr acts. 

Part two presents data on the various programs and methods of a marketing 

orientation that the fmns have adopted. Part three covers or aims to id ntify 

whether firms t11atl1ave more fthe e programs and employ more ofthese methods 

have high · al growth pt i 1' t and after the implem ntation of tlle mar et.ing 

orientation. 

4.1 ctivitie in the pro es of markl ti.ng and producin~ their products that ar 

market-o ·• nt d dopt~d b th 

The respond nts were generall found to be familiar to a larg extent with some of 

the issues of the mar eting c n epl Tite research fmdings in the current study 

indicate that th 6 d manufacturing f01u in NaiJ'obi u in · me cas a few and 

others a lot fU1e main t n :ts ofU1 marketing concept 
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.U.l T B 1 -

GTH IRPR D 

tatement 

a) ondu arketing 

res arch 

b) Provide a channel for 

consum r complaints 

c) Emmre that advertising 

is tmthful 

d) Re ponds promptly to 

c mplain of new 

produ ts 

e) Ensure that products 

markets are of a high 

quality 

TotaJ 

n 15 

Source: Primary data. 

wnb rof 

ntio 

2 

2 

3 

2 

5 

37 

p D 

Per cntaJ!e 

o/o 

14.3 

1 .3 

21.43 

14.3 

35.7 



Table 1 h w th activitie that er u di ated 

producing and mar eting certain com pan. products. 

b ing applied in the pr 

tll table hows the data indi at 

that overalL product quality which is tl1 acti ity with the highe perrentag ource of 

(35.7%) was the most important a tivity. Followed by advertising being trutltful wiUt 

(21.43%) then c nducting market' g r earch, pr viding channels [. r con,cmmer 

, complaints and responding promptly t complaints re i ·ing qual ores of (14 .3~). 

These findings indicate that the acti ities that the flJlllS engage in are aimed at ensuring 

U1at the quality i as high as p sible in order to maintain maximum cu :tomer sati d'a ti n. 

These fmdings agree with the literatur cited in Chapter 2. This shows that to maximize 

satisfaction the firms ensure total quality is achieved. The literature sugg that the 

customer should be treated as sover ign and one way of achie ing this is through the 

production of quality products t rna e sure that the cust mer gets atisfied at the least 

cost Advertising b ing truthful will ensure that the custom r g t what is b ing produced 

in terms of usefuln s to them. 
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T LE2: OR 0 ID DI PR D 

D ELOPME T 

F OR 

• o etirn _ tat all 

0. % l o. 'Y 0. '}/. 

Cu omer needs first 15 100 

Tal'get group fu· ;t 7 46.67 8 53 .3 

Comp titors Produ ts 11 73.3 4 26.67 

Profits exp cted from 

sa] 13 86.67 2 1 . 

n = 15 

0 . = umher of Mention~ 

ourcc: Primary data 

4.1.2 Tabl 2 1ows the facto tl1at were 1 idered in devel ping n w products. Th 

findings show 1hat 1he cust me need alway came first. A re of (100%) 

indicating that all the re pondents bad some form of marketing orientation or 

practi ed the marketing concept wa btained. 
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T BLE3: F 

\ P OD 

DI THEL 

F tor P r enta r rti n 

_uality of th products 

Customer needs 

6 40% 

sat· facti n 9 60% 

Sales in ease 

Othrs 

T1al 

n = 15 

o. = Number ofmenti 1 

ource: Primary data 

4.1.3 Table 3 shows tactors considered in new product laun h.ing as a marketing 

function. Most responden1s indicated that the customer n ds satisfaction and th 

quality of the products were the m st important factors with the fi rmer having a 

rcent~ge of menti n9 of ( %) and the latter (40%). This sh ws that m ~t 

respond nts considered either one or both of the facto at time as being most 

imp rtant. They considered b th a ha ing equal importan but the questioiUlaire 

aimed at establishing only one factor from which the fmding indicated that 

cu :t m r ne ds atisfa ti n them importa11t with (60%) ftl1 r ponden 

pi king il The literatur ugg that for a firm that ha a strong marketing 

orientation customer ne 

ompany indicated sal 

atis action should be of paramount importan e. o 

r other factors as being more imp rtant than the 

first tw when launching new pr duct .. 
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The lru't p tt f thi · ti n aim d at id ttifying th tli fitn han led 

complain from ustom whi has th lit r tur ugg a wa r ad pting th 

ma.r eting con pt The a ti ities that v r indi at d in luded u e of uggestion 

box prompt handling, public relation and others. hem t p pular channel fi r 

this w~. thr ugh prompt and1ing which h~d a s r f 10 %) meaning all the 

re pondents consid red it and (13%) consid red u of ugg tion b xe (See 

Appendix . 
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OF ORIE T TI 

T LE4: THE VARIO 

RKET G 

DME H D F 

EDB THEFIRM 

', f thods and Fr qu nc ofns 

way ometimes ever Total 

No. % No. % No. o/o 

a) D velop new 8 53.3 7 46.7 100% 
Market function 

b) ld ntify customer 
needs 13 86.7 2 13.3 100% 

c) Identify target 
group 12 80 3 20 100% 

d) Integrated 
marketing 6 40 9 60 100% 

c) Try to identify 
the changing 
n e . 12 80 2 13.3 1 6.7 100% 
Profits 
i) Cu omer 

sati faction 14 93.3 l 6.7 100% 
ii) olume sales 9 60 5 33.3 1 6.7 100% 

g) Comp titors 

reaction 6 40 53.3 1 ·.7 100% 

n = 15 

0. = umber ofMcmti ns 

ource: Primary data 

Table 4 a ho the frequency with which most fums used the various marketing 

·entation t 1 . 
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Th tabl re eats that m rt. fmus aim for profi tlu· ugh r a a re ·ult f u tomer 

tisiaction (93.3%) a sugge ed by literatur in hapter two. The end hould 

profits through customer satisfaction and not volume ale if the firms have or 

practice the marketing concept. fmdings had indi ated oilierwi e it would have 

been concluded that th y apply m re f the selling c ncep than the mer ting 

concept. Th fmdings however indicated a higher perc ntag u e of the mark ting 

concept. This is followed b identification of u mer n eds (86.7%, 

identification of target groups (80~/o), identifying changing customer needs (8 % 

developing uew market functi n (53.3%) integrated ma.l'k ting and comp tit ' · 

reaction a eraged (40%) ea h. Th ombination ofthos to 1 which were u ed to 

one d gr e or another (that is always sometimes never) sh \ s that int grated 

marketing a a central tenet of the marketing concept ranked th highest (60%) on 

the 1 ser degree thus indie(tting it is the least applied b mo. t finns. Literature 

sugge four main tenets of the mark ting concept. The fmdings indicate that th 

other three were connuonly in u e due to the high frequencie obtained. The data 

indicated that (20.1 %) of the fun1 do not or never try to identify the changing 

ne of cu :towe· ·· ~ot id pr fi · thtougb olume ' r finc.l ut th ea i n f 

comp titors to their new products. 

4.2.2 Table 5 b lo how the acti iti that the anou firms engaged in that were to b 

co sid red in the pr ce.<::s f m~r e1ing it pr ducts. F' dings r m t e d~ta reve~l 

that th sam p rcentage that had indicated identification of cu om r n eds in tab! 

4 also id ntified it as the mo important fa tor by nng .7o/o) as well 

identification of target markets (86.7%). The arne num r that mentioned it, a 

aJwa b ing"' n.sid ed iudicat it · as exttem 1 imp rtru t f< ct t/acti i . Titi 

was followed b profit maximization (67.7%) and sal gr wth tllf ugh incre ed 

value (67. 7%) then sales growth y profi with ( 40%). This ill strongly indicate 

a pr ence and application of the mark ting concept be au e the ustomer still 

remain~_ he al point pr du t el p ent The.~ fi dings reveal that early 

all th finns apply the mark ting c n pt. Th e fmdings conform with the 



a aila le in the lit 1atUt e hich ·ugg that~ r th mar tit g c.; lh.: pt to 

be pr nt in th finn th re h to a strong indi ation of th cu torn r ne d 

being id ntili d and sati fied a ove all other factor . The ustomer hould e 

tr at d as (eking'' and oth r fa tors such a. profit maximization aJe 

growtl incr ase are secondary ~ d will D How as a result f the C\Lstom . emg 

satisfi d. Literature ugg sts that th starting point hould be customer n 

through co rdinated mark tin as au end r ult profits through ustomer 

tisfaction. 

Furti1 r analy is of data revealed that (46.67%) of the finns do not onsid r U1e 

targ t markets first as a starting point they instead fo u on cu tomers needs fl!St 

(1 00%) then mo e on to target markets. It al o indicate that th y rarely engage in 

integrat d marketing acti 'ties ( 40% . ysis also reveal .. t at (93.3%) f the 

time th aim for profits through cu omer satisfaction. 

TABLES 

~lARK TI G F rcTIO 

IVIT 

Pr fit maximizati 11 

Identillcati n f target 
markets 
Identifi ation of u tomer 
nee de; 
Sales gro lh Ulfough 
increased v lumes 
Sales growth b. profrts 

= 15 

EI 
0. 

10 
67.7°/o 
1 
86.7 Vo 
13 
R6.7% 
10 
67.7% 
6 
40% 

n 
EI = 

= 
xtremely Imp rtant 

t a all Important 

ource: Primary Data 

% 
I 

0 

5 

2 
% 

1' .3% 
2 
13.3% 
5 
3 .3% 
9 
60% 

TOT 
% 0. % 

100% 

100% 

100% 

100% 

100% 

No. = Number of Mentions 
I = Important 



TAD I Ill 

I\ TY 

100% 
a) h k if you are 100°/. 

m 1ing n ds o 
cu tom ... 

) Ch ck \; m1 titor • 5 

(c) find out U1e effect 7 
of marketing 
orientation on 
d mand 

n = l 'i 

''o. = urn r o 1 ntions 

our e: Primru: Data 

9 60% 1 6.7% 100% 

- .3% 100% 

1 i u ·· n th ds f :tabli bing whether they ar 

pra li ing th marketing on pt and et uring its application i etlective. 

From Table 6 it an b n that th fim aid they always check if they are 

meeting th 1 e s ofthe· his is indicated y a sc r (10 %) means 

all th respond nts consid r d it th major activity in establi hing in establishing 

effe ti\1 marketing ori ntati n program . orne (3 . % ch k th ir comp Lito 

and ( 4 . 7% fmd out the effect n demand of ba ing a marketing orientation. 

nly (60%) f th fun aid tb m tim ch ck. If their 

comp titor ar doing b tter in sales and a further (53.3% find out the etlect of 

marketing ri ntation on demand. nly (6.7%) of the firms indicated that they 

nev r h k if th ir comp titers are doing better than them in t nns of ale . 
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4. r P 

D L 

T Tl 

ROW H 

II R1 

The ec nd bj cti e o the re ar h tudy aim d at termining heth r firm 

that had ad pted more marketin rientation pr am had recorded 

growth. 

The levels of marketing · orientation were d tennined by as e mg the 

instnnnent u ed to collect the primary data ee ppendi I b). The que tions 

in the ppendix were scored that a finn could p s ibJy score certain level 

of a marketing orientation. he levels that were characteri ing, the e tent f 

adoption of a marketing ori ntation were based on the mentions of certain 

factors which are considered to the four pillar of a marketin con ept. 

These were factors such as target marketing, co-ordinated marketing, cu t mer 

needs and profitability which are the central tenet f the marketing orientati n. 

The instrument used wa ba ed n a th_ree p int frequency scale f alway 

sometimes or never. Always carried a score f 2 ornetime and 

never/not at all 0 . If a finn indicated that it always con idered the factor that 

were indicativ of a strong mark ting orientation it had score of eight ee 

Appendix 6 . If a finn had partially adopted the marketing rientation meaning 

that it considered just a few of the factors and not frequently then it had a 

score of five and could be con idered a level five finn on an eight point cal . 

Those that did not indicate a str n adoption of the mark tin orientation c uld 

core one t four on the eight p int cale. uch finn could ha e indicated 

using onJy oe or none of the four pillars of a marketin , orientation. The firms 

scored depending on the frequency 'th which they indicated applying th 

concept. tber que tions to measure levels were the que tion on the acti itie 

that were indi ati e f what the c mpany did in the proce s of pr ducin and 

marketing its products question ne in ppendi lB ection A . The mo t 

important fact rs taken into account when launching new products ( questi n 

three ofappendi lb ection A is an ther indicator of the e levels. By ticking 

46 



the correct re pon es only th mparues orientation could ea il b id ntifi d 

an example bein if the compan ticked (a) quaJity of their produ t a th 

most important factor it would b c nsidered t have a weaker orien ati n than 

one which indicated b cu t m r needs sati facti n as the m st imp rtant 

factor. Marketing orientation le els were a signed n a scaJe of ne t ei ,ht. 

A level of on was considered to be indicative of a weak marketing rientation 

while as a level of eight was indicative of a trong marketing orientati n. 

The sales growth was measured by the re earcher Jo king at sale figures 

before and compared with figures during the time of research. The ales 

figures considered were tho e of 1997 due to the fact that by the time f 

research the year was not yet over and so sales figures of 1998 had not been 

prepared. The omparison was therefore drawn from the difference between 

average sale volwne in 1997 compared with prior saJes figures divided with 

the duration they had used the programs in order to get an average increa e in 

sales per annum. The researcher used this average ales increase to c mpare 

the difference in sales growth for the various level fa marketing orientati n. 

The findings from the research undertaken reveal d that firms that had more 

marketing orientation programs over the number of year since implementation 

did indeed have b tter sales growth on average. This was arrived at by 

comparing the sale figures prior t and after th implementation of the 

marketing orientati n. Th recorded increase in ales was divided by the 

number of years the company had been using the marketing orientation 

programs t arrive at the average increase in sale . Th research was abl to 

et this information in terms of percentages where it was not readily available 

in actual sales figures . orne firm recorded over 0% increase in a1 a a 

re ult while others indicated a ignificant increa e. The researcher was able to 

get hold of me figures of finn that could e c nsidered to have a trong 

marketing orientation and the other a weak one. They compared in the 

following table:-
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-

T B 7 

ORI L A 0 p JJ 

A 

FIRM 

RJ T 10 L 0 

( 0 ) ) 

1. 8 75080 75 0 

2. 3 10,080 5040 

3. 2 5000 16 6 

4. 5 /A I 

5. 7 Very ignificant increa 

6. 2 7040 23 6 

7. 5 30430 18215 

8. 3740 1870 

9. 8 75,000 37,500 

10. 5 30430 1821 5 

11. 7 /A lA 

12. 6 /A N/A 

13. 6 I I 

14. 5 quite a ignificant increase 

15. 14 25 000 12 500 

From the table ab e it can be ob erved that finn that ored hi r Jevel f 

marketing ori ntation tended to have or had higher aJe , owth. h table r eals 

that finns that ha a trong orientation on a level of ne t eight ha re rded a 

higher average saJes increa e. It can aJso be ob erved that m finns appeared to 

ha e adopted a different level every year for exampl finn 2 with an incr a e in 

volume sales of 10080 tons indicated that they had ad pted th marketin rientati n 

in 1996. It has therefore been in effect for two years o the a era mcreas wa 5040 

tons. The finn had been classified as being a level 3 firm. 
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The tabl aJ sho s that th re \! ere ther finn that v re 

program an e ample b in finn 8 which v a ified a 1 

applying the program for a period of two year . Thi al 

t impl m nt th 

firm ut ha n 

further that the 

effective implementati n f the pro ram wa neces ary in rder t r p th full 

benefi of the concept. 

A more accurate as essment of avera yearly growth rat of sale wouJd h v en a 

compari on drawn from at lea t a number of years pri r t the marketing rientati n 

and a number of years in the peri d after the impl mentati n f a m ketin 

orientation. The ideal ouJd ha e be n early growth rat ut the data a n l a ily 

acce ible. The avera e u ed may not therefi re accurate) capture this f: t r though 

it w111 serve the purpo e. grand average would have b n a better way t dra this 

compari ons. The averages u ed were aJ not computed n a uniform nwnber of 

year for each firm o er which they had b en applyin the marketing orientation or 

since implementation of the marketing orientation. 

Unfortunately this wa not po ible to d termine due to tJ1 fact that ale r c rds \ ere 

not readily available becau e of a number of rea n uch as c mpan policy 

restricting the accessibility of such documents and th infonnation in them eing 

regarded as trictly confidentiaJ. 
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HAPT R 

This chapter summarize and discus es the findings of the study based on th 

objectives. It also pre ents the conclusions as well as th limitations of the tudy 

5.1 ' MMARY 

The study sought to answer two major objectives. First, it sought to identify 

the progrruns and methods of mar etiug orientati n tl1at fun in the ~ d 

industry in Nairobi have adopted. econdly it sought to determin whether 

firms that had adopted more marketing orientation programs had better ales 

growth. 

In relation to the various programs and methods it was found that the firms 

had adopted the marketing cone pt through the practice of a marketing 

orientation and appli d its central tenets through various programs and 

metl10ds that differed from ou fu u t another depeudiug on Uae industry it 

was based in. orne firms had adopted more programs and methods others 

as well as d. ering ways of implementation for th se programs. This was 

evidenced by the activitie arri d out in th pr cess of pr ducing and 

marketing their products. st fi indicated that ne ofthe a iviti they 

engag d in wa nsuring that products market d were of a high quali (by 

ab ut 5. 7% while ensuring that advertising wa truthful came ond in 

importance (by about 21.4%). Other activities carried out included 

condu ing mar etiug re ·earch t detennin cu t mer needs pr iding a 

channel tor c nsumer mplain and re p nding promptly to mplaints 

and responding promptly to complaints of new products by consumers each 

oring (14. per cent). M firms indicated the customer as coming ftrst in 

the [. nnul ti n and ~ t •. eq tent de elopm nt f marketing lans and 

produc . This was r v al d by majority of the ftrms indi ating that th y 

so 



mer ne fit t (b about 90%) fi t e 

profi exp t d from al s b ab ut (86.67 per ent). 

comparison of th proportions of th factors considered in new pr duct 

launching rev~l d tl at cust mer n ~ satisfa i n was indicated by the 

majority of the firms as being th m st important More than 60 per cent 

considered this factor as compared to 40 per nt that considered the qual it 

fthe products. ale increases and ther factors were not considered. 

Other marketing oriented programs and methods that were adopted by the 

fmns included identifying the customer needs which ranked second (86.7 

p r cent) to gaining profits as a result of customer satisfaction (by about 

93.3 pe cent). Identifying the target group and identifying the changing 

customer ne ds wer considered of qual importance (by about 80 per cent) 

while developing new market functions obtained 5 . per cent. Pr 1 from 

volume sales 60 p rcent and integrated marketing efforts was 40 per cent. 

Most fuulS d pite ha ing all th pr grams that indicated a strong mar eting 

orientation tailed to identifY with integrated marketing programs another 

tenet of the mark ting concept. Most fmns averaged 40 percent or below 

meaning they would be fully marketing oriented ave for this one factor. 

how they went about ensuring that the implem ntation of th marketing 

rientation was effe ti e most ftrmS indicated that th~y nonnally checked if 

they were meeting the needs ftheir customers always (by about 90%) find 

ut the e.ffe t of the orientation n d ·maud over ( 40 perceut) and indicated 

that they rarel hecked comp titors products and pertonnanc 30 percent). 

When asked th reasons that had n itated th adoption of a marketing 

rientati n ver (90 percent) fth firms indicated increasing c mpetiti n a~ 

the sole factor while others indicated sales d clin (by about 40 percent), 
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low growth (by a ut 20 p rc tt) and \,; n mic chang b a ut (26.7 

p r cent) ( e ppendix 5 . Tlu how that external factors uch a 

lib rnliza.tion of the marke and other facto m ntion din hapter two did 

ind d play a role in enhan ing the adopti n fa marketing rientation. 

In r lation to th second obj tive which sought to detennine whether m r 

mar eting orientation programs l d to b ner or higher at growth th 

analy is revealed that firms that had more pr grams had better ales growth. 

vcording to figure · comput d fr m the econdary data available ( ·e T Je 

7). Most firms with more pro gran recorded over (1 00 p r cent) incr m 

sales whereas those with less re orded (over 70 per cent) incre e in sales by 

volume. comparison was drawn between firms that indicated a high 

frequency, that i~ indicated alwa s, of application f th programs and 

thos that had a low frequ n that is indi ated sometim or not at all 

application ofth various programs. AU fums that re ponded indicated that 

they had adopted a marketing orientation in one fonn r the other t a 

c tali degre . Firms that d clined to gi e ac ual ale figur · indicated th t 

the had experien ed a sales growth in sal of over (30 per cent) ' hiJe 

others confinn d that it was quite a signifi ant increas . 

In regard t th l~ck of ~d ti n of the mar ting orientati n c ncept m st 

finns indicated to ha ing a mark ting ori ntation program in op ration in 

onjun tion with their marketing fun i n through th extent of 

implementation ' ould diffi r among finn d p nding on the type of f4 d 

pr luct mat u.O ctured. 
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The fmdin f lhi r arch rucb were carried ut n a c mparati b 

ba e highlighted that a bu ines that incr,ease it market 01 icntati n a r ult 

of impl menting the marketing concept sub equently increa e i ale wth 

in v lume sale and as a result improves its market perf! nnanc . 

In conclu i n marketing rientation program h uJd e impl rnent d to 

enhance busine performance and if already in place increase the de ee t 

hich they have b en ad pted. 

.3 LIMI H T D 

The following con tituted the limitations of this study: 

First, time limited the cope and depth of the tudy. Owing to the h rt time 

during hich the tud had to be completed and unavailability of some 

marketing manager it was not possible to get all the questionnaires filled . The 

ajority of the manager cited company policy not to releas any information 

related to the company others were unavailable as they had left the country 

hile others declined t answer some questions on the basi that it was 

confidential. Due to these difficulties only 15 of the targeted 3 plu 

companies provided information. 

Second the study was limited to a single category of manufacturing e tor and 

may not apply to all categorie of manufacturing organi ati n r ervtce 

organisation . This wa limiting in its setting. It therefore did not all w 

generalisations to co er all ect r in the Kenyan economy. 

Third the scale u d to measure levels of a marketing orientati n were 

constructed by the researcher and may not capture the levels adequately. o 

further testing and refinement to see whether the levels may be captured would 

be necessary (See appendix 6 for construction of the marketing orientation 

levels). 
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.4 I flO «RE I 

areas an re ommended 

re ear h. 

onl ·ector in UH~ v od manufacturing 

millers onl t ) and not a 

studied 

II 

p 

an 

indu · 

cr 

ible areas of future 

carri d out considering 

(e.g. bake gram 

e ti n as was herein 

econd7 r ear h can arried out based on oth .r p ro nnan measur 

su has customer retention and/or new product u and how they may 

affect long-term busin performance. Third. r earcb can be done in th 

ervice organizations to d t nnine if a marketing orientation has an effect 

on ·al · growth. 
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ppendix a 

omplimentary I tt r to th r p ndent 

Uni ersity of a.irobi 
Fa ulty of ommerce 
Dept. ofBu iness Administration 
P. . B x30197 

AlR BI 

April1998 

D ar ir/Madam, 

I am a graduate student in th Faculty of Comm rce rliversity f airobi. I am 
urrently engaged in a management re earch project n th " arketing rientati n 

and ale Growth as a m asur of usiness P rfonnan . Tlli is in fulfillment f 
the degree of Master ofBu ine dministration (M 

I Kindly request you to fill the atta hed questionnaire ne t po ible and to the 
best of our knowledge. Your re p t will be treated in tri t confid nee and th 
nam of your institution will n t app ar in th final r p rt. 

Your co-op ration will b greatly appreciated 
TI1anking ou in ad an 

Yours faithfully 
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pp ·ndix lb 

BUS S E ORMAN 

TO: R IT G 

URVEY 

GE 

Th questionnaire below has 2 e AJl the que i ns are in relation to the 

. lark ting rientation and i ffi t on busines ale growth as a measure of 

peru nnan 

l. How long h· · our c mpany t:en in opt!ralion in Kenya (plea ·e lick). 

(a) 1 to 5 ears ( ) 

(b) 5 t 10 years ( ) 

( ) 10 t 15 ars ( 

(d) 15 to 20 years ( ) 

(e - er 20 years ( ) 

~ . I ·yourcornpan 

(a) Lo all • owned ( 

(b) f r'"ign own d ( ) 

( ) ultinati 1al u idiary ( 

(d) Parastatal ( ) 

(e) Othrs ( p ify 
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3 1at ould U1 prin ipal bu iness of. ur mpany (please ti ) 

a) ( ) 

h ( ) 

'-) ( ) 

(d) il · fats ( 

(e) i h produ ( ) 

(f) Caunt.:d and pr ·er ed fiu it and egetable · ( ) 

g Dair Produ ts ( ) 

) ( ) 

1 B v rag : oft dri ( ) 

u m-b n:~ted waten- ( ) 

(k) ers (sp ify) 

1. Whi h o th , ti ities below ar indi ati e of what your company does in the 

pr )f r dl• iJ g find m:tr eting its produ 1.. ? (Tick in th appropriate 

spac ). 

a ndu ts marketing re earch to determine consum r needs ( ) 

( ) Pr ovid · a ~luuUl 1 fi r w·umer complaints ( ) 

( ) Ensures that advertising i trutl1ful ( ) 

(d) Responds promptly to consumer complaints of n w products ( ) 

(e) E ures that product marketed are of a high quality ( ) 
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2 

3. hat would you ay i the prin ipal bu ines f y ur mpany (please tick) 

(a) Sugar and ch c late ( ) 

(b) Bakery ( ) 

(c) Grain Mill ( ) 

(d) Vegetables and animal oils/fats ( ) 

(e) Fi h products ( ) 

(f) anned and preserved fruits and vegetables ( ) 

(g) Dairy Products ( ) 

(h) Meats ( ) 

(i) everages/soft drinks ( ) 

(j) carbonated waters ( ) 

(k) Others (specify) 

s 

1. Which of the activities below are indicative of what your company doe in the 

process of producing and marketing its products? (Tick in the appropriate pace). 

(a) Conducts marketing r earch to determine con umer needs ( ) 

(b) Provides a channel f4 r consumer complaints ( ) 

c) Ensures that advertising is truthful ( ) 

(d) Responds promptly to consumer complaints of new products ( ) 

(e) Ensures that products marketed are of a high quality ( ) 
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2. I I w frequently d ou n ider the folJowing fact in deciding tl1e n w produ t 

t be manufa ur d: 

Always omeUm s N v r 
(3) (2) (1) 

(a) Customer needs first ( ) ( ) ( ) 

(b) Target Group first ( ) ( ) ( ) 

(c) Market demand f; r 

competitors products ( ) ( ) ( ) 

(d) Profits expected fr m high 

sale volume ( ) ( ) ( ) 

3. Whi his the mot important factor that you tnke into account wheu laun hing new 

products? (Tick the correct r; ponses only) 

(a) Quality ofthe products ( ) 

(b) ustomer needs satisfaction ( ) 

(c) II ow much sales will increase ( ) 

(d) Others (Plea e pecify) 

4. u tomer complaints are addressed by 

(n) se of suggestion oxes ( ) 

(b) Prompt handling ( ) 

(c) Public relations ( ) 

(d) Otl1ers ( pecify) 

62 



5. Ilow frequently d you:-

AI RY 
{ ) 

(a) Plan for devel ping a new 

marketing function for every 

new product? ( 

(b) Identify the cu t mers 

Ute product is de igned for? ( 

(c) Identify the target group? ( 

(d) Have a marketing function 

that is an effort of all departments . 

in the organization? 

(e) Try to identify the hanging 

customer needs? 

(f) Aim for profits from the new 

product as a result of 

1. Customer ati faction? 

2. Volume sales? 

(g) Find out the reaction of 

competitors to your new 

products? 
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( 

( 

( 

( 

m tim t at all 
(2) (1 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 

) ( ) ( ) 



G. How important nre the ~ llowing activities t y ur c mpany: 

(a) Profit rna imization 

(b) Identification of target markets 

(c) Identification of customer needs 

(d) Sales growth tlrrough increased 

volumes 

(e) Sales growtl1 by profits 

7. How frequently do you:-

(a) Check whether you are 

meeting the needs of your 

customers? 

(b) Check if competitors are 

doing better than you in 

tenns of sales? 

(c) Find out the effect n 

demand of having a 

marketing orientation 
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Extrem ly 

Important 

(3) 

( ) 

( ) 

( ) 

. ( ) 

( ) 

Always 

3 

( ) 

( ) 

( ) 

lmportMt Not At nil 

(2) (l) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

Sometbnes Nev r 

2 l 

( ) ( ) 

( ) ( ) 

( ) ( ) 



8. I' lease indicate the total number of sales volume you had annually 

(a) Prior to the implementation 

of the marketing rientation 

(b) After the implementation 

of the marketing orientation 

9. Which of the following reasons have ttece.CJSitoted the adoption of a marketing 

orientation? 

(a) Sales decline ( ) 

(b) Slow growth ( ) 

(c) Increasing competition ( ) 

(d) Increasing marketing expenditure ( ) 

(e) EnvironmentaVEconomic changes ( ) 

10. If your company does not us the marketing orientation concept which of tlle 

following reasons is appropriate? (Tick those that are appropriate) 

(a) Lack of money ( ) 

(b) Lack of interest ( ) 

(c) Lack of awareness of how 

best you can do it ( ) 

(d) Others (specify) 

11. Please indicate the organizations you consider as your major competitors. 

(a) 

{b) 
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RELIABILITY TEST OMP T TIO 

TATEME T 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 

Set 1 of paired items 
(Based on odd and even classificati n of items) 
X = Odd, Y = Even 

X Rank Rank 
8 3 13 5 
12 5 6 3 
12 5 23 6 
6 1 10 4 
13 6 13 5 
10 4 6 3 
15 7 5 2 
7 2 0 1 

Using Speam1an s rank correlation co-efficient formula 

r. - 1 6Edi2 

n(n2-l) 

= 1 ~ 8(8 - 1) 
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dl dlz 
-2 4 
2 4 
-1 1 
-3 9 
1 1 
1 1 
5 25 
1 1 

l:di2 = 46 



• 1 

= 1 

= 0.45 

.Jean of set l(r,1) = 0.45 

276 
504 
0.55 

u) et two of paired items (Items randomly sel 

X y K 

8 2 12 5 

13 4 6 2 

12 3 6 2 

23 6 10 4 

13 4 10 4 

13 4 6 2 

15 5 7 3 

5 l 0 1 

ted from the list) 

d, 

-3 

2 

1 

2 

0 

2 

2 

0 

Using Speannan's rank correlation coefficient formula 

r, = 1 6Ldl2 
n(n2-l) 

r, = 1 ~ 8(8 ) 

r, = 1 156 
504 

r, = 1 0.31 

r, = 0.69 

iean of et 2 (r12) = 0.69 
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d,l 

9 

4 

4 

0 

4 

4 

0 

tdt2=26 



(iii) Set three if paired items ( elected by re-arranging the in th li ) 

X Rank Rank 

7 1 6 3 

12 4 23 6 

10 3 13 5 

13 5 10 4 

12 4 6 3 

15 6 10 4 

13 5 10 4 

8 2 0 1 

Using Spearman s rank correlation co-efficient formula 

r, = 1 6 d 2 

n(n2
- 1) 

r, = 1 6(20) 
8(82

- 1) 

r, = 1 120 
504 

r, = 0.76 

Mean of set 3(r13) = 0.76 

Then the overall mean for 1he 3 e 

(r,1 + ~ + r13) is 

= 

3 

12 -
3 

0.633333 = 0.633 
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d, 

-2 

-2 

-2 

1 

1 

2 

1 

1 

dil 

4 

4 

4 

1 

1 

4 

1 

1 

l:d1 2=20 



Correcting r, with th Speannan s brown prophecy formula 

g~ven as rw = n(r5) 

where 

= 

n = 

= 

= 

= 

1 + (n-l)r1 

the internal c nsistency reliability 

correlation coefficient between the halves 

number of paired items 

8(0.633) 

1 +(8-1) 0.633 

5.064 

(1+4.431) 

5.064 --
5.431 

0 .932 
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APPENDIX3 

~ HOD OFHAND TOMER 0 P 

~IE HOD 0. 

Use of suggestion boxes 

Prompt handling 

Public relations 

Others 

= 15 

2 

15 

1 

No. = 

Source: 

Number of Mentions 

Primary Data 
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13% 

100% 

6.7% 



COMP T ATIO OF 0/o IN •A EIN ALE V L 

Company More mark ting ori ntation 

Volume prior to marketing ori ntation 46 000 ton 

Volume after marketing orientati n 121 000 ton; 

Increa e in volume ales 75,000 tons 

Percentage incr as 75,000 x 100 = 163% 

46000 

Company Less Marketing ri ntation 

Volume pri r to marketing orientation 12 960 tons 

Volume after marketing orientation 23040 tons 

lncreas in volume sales 10 080 tons 

Percentage increase = 10080 X 100 

2960 

71 

77.8CV< 



Appendix5 

FA 0 THAT ECE I T DTHEADOP I OF A 

MARKETI GORIENTATIO 

Sales decline 6 40% 

Slow growth 3 20% 

Increasing competition 15 100% 

Increasing Marketing Expenditure 

EnvuonnnentaVEcononncchanges 4 26.7% 

No. Number of mentions 

n = 14 

Source: Primary data 
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pp nd' 6 

HOW B ES FORT V LS OF ARK Tl G ORlE T Tl 

0 TR CTED 

tatements 

I IRM 8 D E H 

2 2 2 2 8 

2 2 1 0 0 3 

3 2 0 0 0 2 

4 l 1 1 2 5 

5 2 2 2 7 

6 2 0 0 0 2 

7 2 2 0 5 

8 0 1 0 1 

9 2 2 2 2 8 

\0. 2 1 5 

ll 2 2 2 7 

12 1 2 1 2 6 

13 1 2 2 6 

14 1 1 2 5 

15 1 2 1 4 

Key: 

Always - 2 

orne times = 1 

ever = 0 

The tatements used as key inclicator of a marketing orientation were D and F. 
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