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ABSTRACT

This study was conducted to investigate the extenthich the marketing concept has been
applied by certification bodies in Kenya. The resbar was motivated to carry this research
owing to competition within the industry that fodcmternational certification bodies to establish
local offices in the country. The objectives of 8tady were to determine the extent to which the
marketing concept has been applied by certificatiodies in Kenya. To achieve the objectives,
the researcher adopted a population study of selefitms. Data was collected by using
guestionnaire which was filled by certification gpennel from each company. This being a
census study, one certification personnel was pickem each firm. The reason why this
category of personnel was picked was due to thetiiat the certification personnel had insight
information on tactical and strategic approach &by their companies. All, the aspects of
service mix and their effects to service qualityrevéurther verified using statement questions
which gave a clear picture of industry service \a&ly attributes. The data was analyzed using
frequencies, percentages and mean score. The fstuadg that certification bodies used service
mix elements to a large extent and that the usdgeemice mix elements improves service
quality delivery and the service mix elements ammpetitive tools in creating service
positioning. This shows clear adoption of marketoancept. The results are reflective of a
substantive application of service mix element bytification bodies in Kenya. These results
agree with the theoretical assertion that techrsealices are rarely advertised and promoted.
However, it can be argued that the average meae seczre very close indicating that they were
all important to service quality delivery. Similasults were reported on the importance service
attributes sought by customers.
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CHAPTER ONE: INTRODUCTION

1.1 Background Of The Study

With adoption of technology by all competing firmefficient sand service quality delivery
remains the key driver of success in service ingu§tompanies overlook their most competitive
advantage i.e. their own quality service deliveygtems and processes. A company that offers
quality service and whose customers are truly feadiswith its products and services have
significant advantage over its competitors. It cammand a higher price, its customers are loyal
and it has more time to adapt to changes in thekehasonditions; price, place, product,

promotions, technology and competition (Kotler, 999

The certification service sector environment hashad due to following factors: technological
innovation, government regulation, the service igpalmprovements, pressure to improve
productivity, relaxation of professional associati@strictions on marketing, internalization and
globalization (Lovelock, 1996). This has lead td & dynamism in the certification service
sector due to increased competition and custonsp®sure to more current information. To
survive, certification companies must differentiitemselves mainly by offering quality service
and being as close to the customers as possibie.hHHs lead to an emphasis in the area of
service marketing to enable marketers in develogingtegies to respond to the market needs

and offer excellent service. (Kimonye, 1998).

Marketing mix is defined as the elements on orgational controls that can be used to satisfy or
communicate with customers. The traditional marigetmix comprises of 4P’s; Product
(service), Price, Place and Promotions. Serviceasfirmust focus on important features to
customer, what customers expect and what custdrmd the company can and should do when
there is failure in service delivery. These facsénled to services marketers to adopt the use of



additional mix elements to communicate with andisgatthe customers, hence expanded

marketing mix for service.

1.1.1 The marketing concept

Marketing concept means that an organization aiinssaefforts at satisfying its customers at a
profit. Marketing concept specifies profit objeaiwhich is equally necessary for system
survival. A non profit organization doesn’t measprefit in the same way as a for profit firm. A

non for profit firm needs support to survive anthiage its objectives. Its supporters don’t think
the benefits are worth and what it costs to provitem (Frances et al 1997).The marketing
concept was first accepted by consumer groups ssclGeneral Electric and proctor and
Gamble. Competition was intense in some of theirketa and trying to satisfy customer needs
more fully was a way to win competition. Widesprgauablicity about success of marketing

concept at the companies helped spread the messatfer firms.

Producers of industrial commodities like steel,lcpaper, glass and chemicals have accepted
the marketing concept slowly if at all. Similarlyamy retailers have been slow to accept the
marketing concept. Service firms like banks, a@tinlawyers, doctors, insurance companies
where slow to adopt the marketing concept were stoadopt the marketing concept which is
the same case with certification bodies. But thas bhanged dramatically in the last decade,
partially due to government regulation changes ématbled many of the business to be more
competitive. (Groonos, 1990).Banks used to opetirfated hours that were convenient for the
banks not for the customers, many closed duringhHumour but now banks stay open longer,
often during evening and Saturdays. They ofternroffere services to their customers, automatic
banking machines that take credit cards or perdoaualker to give financial advice. Most banks
now aggressively promote their special serviceshab customers can compare their services.
(Frances et al 1997)

1.1.2 Certification bodies in Kenya

In Kenya there are five certification bodies; asfethem is local while the others are local
offices of multinationals. The multi nationals hatlere head office in Europe and they are



privately owned .Below is a summarized detail of dertification bodies. Kenya Bureau of
Standards Certification Body is one of the lead@eytification bodies in Kenya. It's wholly

owned by the Kenya Government through an act digmaent. Besides certification business the
organization is involved in inspection, laborat@srvices and calibration activities. The oldest

private certification body to set office in KenyasvSGS In 1994.

SGS (formerly Société Générale de Surveillance) isutimational company headquartered in
Geneva, Switzerland which provides inspection,fiation, testing and certification services in
Kenya . It has it has its local office in Nairofihe core services offered by SGS include the
inspection and verification of the quantity, weigrid quality of traded goods, the testing of
product quality and performance against varioudtihesafety and regulatory standards, and to
make sure that product, systems or services meetrdéljuirements of standards set by

governments, standardization bodies or by SGS mest

Bureau Veritas is a multinational company providoanformity assessment, certification and
consulting services to industry, government andviddals. Originally formed in Antwerp in
1828 asBureau de Renseignements pour les Assurances Maritimes (Information Office for
Maritime Insurance), the Bureau Veritas hame wasptadl in 1829.Bureau Veritas office in
Kenya which was set up in the year 2001, providesalting in compliance with quality, health
and safety, environmental protection standardsragdlations, particularly in the shipping and

construction industries.

The fourth firm to enter the Kenyan market was riele Group plc which is a global inspection,
product testing and certification company headguad in London, United Kingdom. It has

started certification business in the year 2010 itihatal office is also in Nairobi. While latest

entry in Kenya was the DQS —UL group, it has itadgarters in Frankfurt, Germany .It set its
local office in Kenya in year 2009.lIts involveddartification and inspection business.

1.2 Statement of the problem
Service mix elements have been found to be criticahabling service companies to identify or

execute the market strategies geared towards castsatisfaction through meeting their



expectation by bridging the gaps between the sesqicovides, organization and customers. The
attraction, retention and building of strong customrelationships through quality service are at
the heart of excellent marketing program. Just iikenanufacturing, certification firms position
themselves strongly in the target market. Howevmcause services differ from tangible
products, they require additional marketing appinoiaic addition to traditional marketing mix.
(Kotler, 2001). According to (Zeithaml and Bitnd§96) services are intangible, perishable and
difficult to describe and communicate and theserattaristics are the heart of challenge
involved in designing and positioning services. t{lieation firms in Kenya have been affected
by various challenges in business environment. fHubnological changes have forced the
certification bodies (firms) to redirect their egiers towards service improvements. This resulted
to main certification firms to establish offices Kenya in a bid to reduce cost, increase market
penetration through the physical evidence on tbemtions.

The researcher has not found any work done ificapon of marketing concept in relation to
certification bodies in Kenya. A number of stugdle@ve been conducted targeting other service
industries. For instance Odhiambo (1990) obsemyed adoption of marketing has been
relatively slow in most areas of shipping serviaed found that the recent interest are largely a
reaction to force of competition. Mohamed (1995)tlo@ other hand only dwelt with the impact

of liberalization on the 4p’s of marketing with erd to reconditioned and used motor vehicles.

Chege (2001) limited his study to the extent ofgesaf service marketing mix elements in
freight industry, while Maingi (2009) determinecketlextent at which service mix elements are
applied by industrial service providers in Nairokenya. However none of this works has been
done on certification bodies in Kenya. This studysato show how the marketing concept has
been applied by certification bodies in Kenya whishan area which has not been given

significance by scholars.

1.3 Objective of the study
The objective of this study was:
To establish the extent to which the marketing epbhtias been applied by certification bodies

in Kenya.



1.4 Value Of The Study

The study is important to the certification firnmsdeveloping and evaluation of its marketing
concepts in pursuit of market penetration througbsitponing. The study highlights
positioning/penetration strategies to new entranthe industry, the study opens them to better
understanding of the entire industry and on thestecess factors in the industry.

To the professional researchers, this study forméasis for establishing other market
peculiarities such as certification cycles, bussn@socess reengineering concepts that aids

continuous improvement programs.

This study forms a background on Kenya’s certifmatousiness environment. The study shall
further be used to project the market leader ififamtion services available from various
countries operating in the country that can be berarked for improved service.

The study will also help scholars to have a deejelerstanding on how certification firms

which is an industry which has applied the marlgtiancept in Kenya.

1.5 Organization Of The Study

This study is organized into five chapters. Chapteg deals with introduction on background
information about service business environment lama service firms positions themselves in
the market by use of service mix elements namebtjng, product-services, promotions, place,
processes, people and physical evidence. The ahdisicusses the statement of the problem,

objectives of the study and the value.

Chapter two of the study deals with the literatiendew and addresses the theoretical framework
behind the study. It discusses the definitionseslise characteristics by various scholars and
their marketing implication. It further providesetiservice quality gaps that need to be filled in
order to deliver service quality. Chapter threeradsles the research methodology adopted by the
researcher. This involves the research settingdasign, population of the study, methods of

data collection and analysis.



Chapter four discusses the data analysis andridenfjs for the study. It involves use of tables,
frequencies, percentages, determination of meathst@mmdard deviations and brief explanation
of the findings. Chapter five entails summary amtuassion of the study findings. Conclusion,

recommendations for further study and limitatiohthe study are also captured in this chapter.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction
This chapter aims to explain the theory behind rei@amg of certification services in Kenya. The

chapter aim to look at what is involved in cer@fiion marketing, the theory behind service

marketing, the marketing concept and marketingcetand challenges in service marketing.

2.2 Certification Marketing
Marketing of Certification services includes thengabasic elements as marketing goods, Kotler

(1999) defines services as any act or performahae dne party can offer another that is
essentially tangible and does not result in ownprehanything. On the other hand Zeithaml et
al., (1996) defines service simply as deeds, psoaes performances while Etzel et al., (2007)
defines services as identifiable, intangible atiggi that are the main objects of transaction
designed to provide want satisfaction to custortieis therefore not easy to isolate a service
from a good because invariably services are madkieteonjunction with goods. Virtually all
services require supporting goods, For example,nged an room to provide accommodation
services, you need a car to provide car rentai@s\and this goods require supporting services,
(To sell a room you need at least a receptionistic®).For our study the certification service

provides pure services .

Whether there is good or services, every firm sthdiust define and analyze its markets, identify
segments and selects targets (Braisington et.&7)19hen the organization should turn its
attention to designing a coordinated service margenix — the goods or the service offerings,
the price structure, the distribution system andnmotional activities — around a differential
advantage that will create the position it desifdss literature review highlights the certificatio
service and establishes basic information for da&ler to understand the uniqueness of service
marketing.



2.3Service Marketing Mix

One of the most basic concepts in marketing isntlaeketing mix, defined as the elements an
organization controls that can be used to satisfgoommunicate with customers. The traditional
marketing mix is composed of the four P's: prodpcie, place (distribution), and promotion.
These elements appear as core decision variablasyimarketing text or marketing plan. The
notion of a mix implies that all of the variable® anterrelated and depend on each other to some
extent. Further, the marketing mix philosophy iraplithat there is an optimal mix of the four

factors for a given market segment at a given gaititme.

Product, place, Promotion and price will clearlgabe essential to the successful marketing of
services. However, the strategies for the fourr&gire some modifications when applied to
services. For example, traditionally promotion heught of as involving decisions related to
sales, advertising, sales promotions, and publidityservices, these factors arc also important,
but because services - are produced and consumettaeously, service delivery people (such
as clerks, ticket-takers, nurses, phone persorarel)nvolved in "real-time" promotion of the
service "even if their jobs are typically definedterms of the operational function they perform.
Pricing also becomes very complex in services whamé costs" needed to calculate prices may
be difficult to determine, and where the customeqdiently uses price as a cue to quality.
Typical product marketing mix includes some produoétered at a price, with some promotion
to tell potential customers about the product, aag to reach the customers place.

Note that marketing strategy specifies some pdaiidarget customer. This approach is known
as target marketing to distinguish it from mass keting. Target marketing says that a
marketing mix is tailored to fit some specific targcustomers. Mass marketing assumes

customers is the same and considers everybodpateatial customer. (Frances, 2008)

There many possible ways to satisfy needs of tanggtibmers. Product can have many different
features and quality levels, service levels camabgisted. Package can be of various sizes,
colors. A company own sales staff or specialists loa used. Different prices can be charged,
price discounts can be given. (Gupta, 2008). Custasnnot part of the marketing mix elements,
customers should be the target of all marketingreff So unlike product mix which consists of

the traditional 4 ps i.e. product, place, price anoimotion, certification bodies uses the service



mix which uses the expanded 8 Ps. This expandddd@egroduct elements, place and time,
price and other user outlay, promotion and edunapbysical environment, process, people and
productivity and quality. (Frances, 2008)

Product elements are very key, planning the margetnix begins with creating a service

concept that will offer value to target customensl @atisfy their needs better than competing
alternatives.

Place and time affects decision on where and wiheffitms are delivered to the latter, as well as
methods and channels employed. Delivery may invphasical or electronic channels (or both)

depending on the nature of service.(Lovelock ,20@l&ce refers to location which must be
convenient to services users and seekers. Didoibof services can be a very competitive tool
(Odhiambo, 1990).For certification service provialéhey have offices, at regional levels for
easy access to customers. All transactions are doreead offices mainly in Nairobi and

auditors are sending from regional offices to seeeclient.

Price and other outlays like product value, theigahherent in payment is central to marketing
role in facilitating a value between a firm and dsstomers. For suppliers pricing strategy is
financial mechanism through which income is gemetdb offset the cost of providing service
and create a surplus for profits.(Frances,2008#ascCustomer is actively involved in these
processes especially when acting as co producaferdkto the systems used to assist the
organization in delivering the service. Imagine ywalk into Burger King and you order a
Whopper Meal and you get it delivered within 2 mesu

Physical environment is also important, the appeagaf building, landscaping, vehicles, and
interior design provide tangible evidence of firnsgrvice quality. Where is the service being
delivered? Physical Evidence is the element oftreice mix which allows the consumer again
to make judgments on the organization. If you watk a restaurant your expectations are of a
clean, friendly environment. Physical evidence nsessential ingredient of the service mix;
consumers will make perceptions based on theit sigtihe service provision which will have an
impact on the organizations perceptual plan of gbevice. . Firms need to manage physical
evidence carefully because they have profound itmpaccustomer impression. ( www.learn

marketing.net) People: Successful service firmsotkesignificant effort to recruiting, training



and motivating employees. An essential ingredientaty service provision is the use of
appropriate staff and people. Recruiting the rigiatff and training them appropriately in the
delivery of their service is essential if the orgation wants to obtain a form of competitive
advantage.

2.4 The Marketing Concept And Marketing Ethics

The marketing concept is so logical that it is hardirgue with it. Yet when a firm focuses its
efforts on satisfying some consumers to achievebjsctives there may be negative effects on
society. This means that marketing managers shmuttbncerned with social responsibility.

A firm’s obligation to improve its positive effectsn society and improve its negative effects
sometimes requires some difficult trade off. Beswrial conscious often seems to lead to
positive customer response. For example, Gerber dradt success when it improved the
nutritional quality of its baby food and many comsrs have been eager to buy products that are
environmentally friendly (Marcathy etall ,1998). Mating concept guides marketing ethics in
that organizations that have adopted the marketmgept are concerned about marketing ethics

as well as broad issues of social responsibility.

2.5 Challenges In Service Marketing

Managing, growing, and profiting with both produmtd service businesses are challenging
tasks. But the challenges are different from ondht® other. Below are some of the most
common and difficult challenges of growing and nging consulting, professional, or
technology service businesses that don't necesggly to product businesses. (Marcathy etall,
1998). Clients can't see or touch services befbey tpurchase them. This makes services
difficult to conceptualize and evaluate from thiemwt perspective, creating increased uncertainty
and perception of risk. From the firm's perspectiservice intangibility can make services
difficult to promote, control quality, and set pricServices are often produced and consumed

simultaneously.

This creates special challenges in service qualiijmagement that product companies do not

even consider. Products are tested before theyigthe door. If a product has quality problems
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while in production, the company can fix them angtomers are none the wiser. Service
production happens with the customer present, ioggad very different and challenging

dynamic. (Lovelock, 2007) .Some level of trusthe service organization and its people must be
established before clients will engage servicess ®has important, sometimes more important,

than the service offerings and their value propmsit

Competition for product companies is other produaompanies. Competition for service
companies are often the clients themselves. Sametmes you find yourself in a competitive
shootout (some firms more than others), but oftendlient is asking 'should we engage this
service at all' and 'if so, should we just do himuse. Brand in service businesses is about whom
you are as much as what you say about yourself. dteinal brand management and
communications can be equally as vital to markesimgcess as are external communications.
Many service companies have tried, and failed, sahgulead generation tactics that work
wonders for product companies. Implemented coyetthditional product techniques, such as
direct marketing and selling, can work for servijdag the special dynamics of how clients’ buy
services must be carefully woven into your stratégyances, 2008)

Product companies have dedicated sales forcessdfuices, the selling is often split between
sales, marketing, professional, and managemerit Ralfationship and Value. Products tend to
fill a customer's need or want, so companies canthis to sell a product. A service is more
about selling a relationship and the value of #dationship between the buyer and seller of the
service. For example, a car is something a buyerteach and see as well as use. A service,
such as lifestyle coaching, for example, is nogiale. A lifestyle coach may be able to assist
clients in creating a life plan and implementingpst to transform his life into one that the client
wants to live, but it is not something tangibletthi@ client can place in his home and look at
every day. Therefore, the client needs to perciigesalue of the service, which can be harder to

get across. (Gupta, 2008)
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
This section sets outs the research methodologyths adopted to meet the objectives of this

study.

3.2 Research Design
This study adopted a descriptive study. This wassiclered because the researcher intended to

investigate the interactions of various variablbfalhotra (1996) asserted that descriptive design

requires clear specification of who, where, whdten, where and way (Six W’s of research).

3.3 Population of Study
This was census study of Certification bodies imy& .This is due to the small number of

certification bodies present in Kenya. The studyolaed the five certification bodies. Selected
respondents were obtained from telephone direaidairobi 2012, edition 18). A list of the
organizations in the survey is attached in appefdix

3.4 Data Collection
The researcher used one certification personneaat of the firms. The certification personnel

were chosen because of the technical nature aficatibn process. This are the key people
involved in actual service delivery and their perfiance affects the quality of the service. The
total number of respondents was to be five.

The main data collection instrument was a questoen (See appendix 3). Section A of
guestionnaire consisted of introductory and denmlgraquestions. Section B was designed to
capture in depth application of marketing concelupded by the certification bodies.

The questionnaire consisted of both closed and epeled questions which are in two sections

and comprised of structured and semi structuredtopres. The researcher physically presented
and helped the respondents in understanding tr&tiqneaires.

12



3.5 Data Analysis
Data collected was analyzed using descriptive stiedi such as percentage, proportions

frequencies, mean and standard deviation. The metiiodescriptive statistics and contend

analysis was suitable for achieving the objectivethis study.

13



CHAPTER FOUR: DATA ANALYSIS AND FINDINGS

4.1 Introduction
This chapter discusses the data analysis and #eaneh finding for the study. After the

guestionnaires were filled in, they were edited ended. Data was summarized by use of tables
and frequencies, percentages, mean and standaedioes calculated.

4.1.1 Response Rate

Out of the 5 certification personnel only 4 respeshdgiving a response rate of 80%.The

researcher deemed this as adequate and suffieispomse rate for data analysis purpose. This
compared well with other previous researchers siscNyaoga (2003), Warutere (2003) who got

a response rate of 72% and 92.6%respectively.Shilustrated in table 4.1.

Table 4.1 Response rate of the researchers.

Researcher Response %
Nyaoga (2003) 72
Warutere(2003) 92.6
Matheka(2012) 80

4.2 Demographic Characteristics of Respond9ents
The response rate and other demographic chardictengere analyzed from the data filled by

the respondents.

4.2.1 Educational Level

The researcher was interested in finding the de$éneel of education for certification personnel
management staff within the industry and thus redpats were asked to indicate their levels of

education. The result were analyzed and tabulatdalible 4.2

14



Table 4.2 Education level of Management Staff

Level of education Frequency Percentage
University/College 3 75

Diploma 1 25
Secondary 0 0

Non formal 0 0

Total 4 100

From Table 4.2, 75% of the respondents had a wityedegree while 25% have college
diploma. This information indicates that the inadystmploys staff with high level qualification
of education for efficient and effective servicdidlEry. This is very essential given that their
customers highly qualified people. Since 100% hee@uired education they are capable of
executing proper service mix within the industry.

4.2.2 Length with employer.

The length of time was also important to the researcher and respondents were asked to indicate
,the time they have spend with their employer.

Table 4.3 Length of Service with Employer

Length of service Frequency Percentage
Less than 3 years 1 25

4-8 years 2 50

9-15 years 1 25

More than 15 0 0

Total 4 100

From Table 4.3, it's evident that 25% of the regpemis have been with their companies for
more than 9 years while 50 % have been with themmany for 4 to 8 years. This shows a high
level of employee’s retention and also successi@mning and training by the experienced

managers.
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4.3 Service Mix Attributes
This section addresses the nature of services miedard to pricing methods and strategies,

price description on various conditions of serviogportance of place to operations, importance
of product service attributes sought by customegsymotional elements of services,
communication channels and contribution of atteisuto industrial service delivery, and factors
that influence companies success within the incalstervice providers.

4.3.1 Pricing Methods and Strategies

The results of respondents agreement to pricinpoagistand strategies statements were analyzed
and tabulated in Table 4.4

Table 4. 4 Pricing Methods and Strategies

Factor Frequency Percentage Score Average
score
5(413] 2| 1|T]|5 4 3 2 1 |T mean | S.d

Prices of competitors qQ 4 q 2 1 0 25 0 50 P5 1225 |0.72
Price leadership 42 20 9@ of o 50 50 0 0 D 145 0.41
Price depend on service P P2 P d 4 5( 50 0 D 0 45 0.41
Price  determined byo|O0O]|]O] 1 3 41 0 0 0 75 2% 101 1.25 | 0.43
customers

Buy quality services 3 14 q O 0 4 75 25 0 0 D 4475 |0.46

Key: 5.Strongly agree 4.Agree 3.Somewhat 2.Demgl.Strongly disagree

From Table 4.4, the firms within the industry bastheir prices to those of competitors, 50% of
respondents disagreed with this statement while 86%ngly disagreed and 25% are the only
ones who agreed. The mean score was 2.8 implyatghie price of competitors was not widely

regarded. 50% of the respondents strongly agregdested that their firms were price leader
with a further 50 % agreeing to being price leadeith a mean score 4.18 implies that the
industrial service providers are focused on prezéership as a tool of competition. The service
to be carried out determines the price as 50% sgaedents strongly agreed to this with other
50% just agreeing. This also attained a mean suiodel8 implying that the nature and size of

service receiver was strongly used when determithiegprices. This could be explained by the

fact that the larger the certification bodies therenservices provided.

On customers determining price terms 25% of thpardents strongly disagreed to this while

other 75% just disagreed implying that the firnessstheir pricing terms and customers just
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comply to their terms. This attribute scored a me&n2.0 implying that the respondents
disagreed with this idea. For customer lookingdoality service and as a result 75% strongly
agreed with customers looking for quality servieesile other 25% of the respondents just
agreed implying that the customer was quality mihdéhe mean score on quality services was
4.75 meaning it is highly valued by the customers.

4.3.2 Price Discrimination On Various Conditions

Price discrimination was thought to be practicedthbg industrial players and as such the
researcher selected various condition of physicalemce that influenced price discrimination
and asked the respondent to indicate the extewhtch there was a price variation. The results
were analyzed and tabulated in Table 4.5

Table 4.5 Application of Price Discrimination

Factor Frequency Percentage Score Average
score
514321 |T|5 4 3 2 1|7 mean | S.d
Advance payments Q q o 3 1 40 0 0 75 P5 1 1.75 | 0.46
Cash payments qQ q o 3 1 10 0 0 75 PS5 1 1.75 | 0.46
Locations of receiver g 1 dq 3 0 4 0 25 0 76 D 125 0.91
Size / nature of client 4 of q 2 0 1 50 0 0 50 D 135 1.22

No. of service visits oo o] 1§ 3 0 4 0 0 25 75 1) 1 2.25 | 0.46

Key 5.To a very large extent 4.Large extent 3.modexatent 2.Limited extent 1.No extent T .Total , Standard

deviation.

The results in Table 4.5 indicate that 25% of resled  supported price discrimination on
advance payment to a very large extent while 758b6ndit support it to a limited extent. The
results indicated that price discrimination was legpin moderate to large extent on advance
payments. On aspect of cash payments the respomiiicdted that price discrimination ranged
from limited extent to no extent. The responderggested that location of service receiver had
price discrimination of 25% to a large extent aB@osto limited extent implying that location of

service receiver did not very much determinedpitiee to be charged.

There was also price discrimination on basis ofrthieire and size of service receiver where 50%
of respondents supported this to a very large éxama 50% to a limited extent. Another

contributor to price discrimination was the numbgservice visits to customers which saw 25%
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of the respondent support price discrimination tma@derate extent. The order in which price
discrimination was applied from high’s score wazeSiature of client, and location of service
receiver, number of service visits, advance paymaedtcash payments tied in the last position.
This result implies that the customers are chargexde for any of these factors so as to
compensate for expenses brought by the factor.

The condition that received the highest mean sancketo a large extent on price discrimination
was the size /nature of client with a score of 3@Bwed by the location of receiver at 2.5 and
number of service visit at 2.25, tying in at thetlposition was advance payment and cash
payment at 1.75. It can be said that price discratidon is a common phenomenon in services

and it is practiced from no extend to a large exéenvarious conditions of service.

4.3.3 Promotional elements

Promotional mix elements are vital in marketingsafrvice as they provide the interactions
between the service provider and receiver. Theareker tested the most applicable forms of
promotions by asking the respondents to indicageetttent to which their firms use the selected

promotional elements. The results were analyzedamdated in Table 4.6

Table 4.6 Extent of Usage of Promotional Elements

Factor Frequency Percentage Score Average
score

5(4[3]2]1(|T]|5 4 3 2 (1|7 mean | S.d
Personal selling 2210(0[ 0| 4 50| 50| O Of d 1445 (029
Sales promotions D1 |3[0| 0] 4 O 25| 75 O| @q 193.25 |0.46
Advertisement g2|10|12|0| 40 50| O 50 q 1403 0.82
Public relations 11(2(0| 0| 4f 25| 25| 50( O] Q 103.75 (084
Direct marketing g2(2|0]0]| 4 O 50| 50 O q 1035 041

Key 5:To a very large extent 4.Large extent 3.moderate extent 2.Limited extent 1. No extent T .Total, S.d - standard
deviation

From Table 4.6, It was clear leading was Perssellihg with a mean score of 4.5 at usage of
50% to a very large extend and 50 % to a largenekfollowed by public relations with a
mean of 3.75 with a 25% to a very large exterih2&rge extend usage and 50% moderate

usage. Direct marketing came third with a mean.6fvith a 50% large extend usage and 50%
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moderate usage, sales promotion came fourth witlean of 3.25 with a percentage 25 for large

extend usage and 75% moderate usage.

These results tell us that in certification sersipeovision advertisements and sales promotions
are rarely used while direct marketing, public tiela and personal selling are the main form of

promotions.

4.3.4 Communication channel
The researcher wanted to establish the dominamineths of communication as they are used in
managing of service promises. The researcher aleedespondents to indicate the extent of

usage of selected communication channels and shdtsevere analyzed and tabulated in Table
4.7

Table 4.7 Extent of Channel Usage

Factor Frequency Percentage Score Average
score

5[4 3 |2 1T |5 [4 |3 [2[|1]T mean | S.d

Telephones/mobileq 3| 1 0O [0 [(O|4 |75|25 O |0[100|475 |0.46

Emails & websites | 1|3 0O |0 |04 |25|75|0 |0 |0|100(425 |[0.46

Physical addresses| 1| 1 2 |0 (0|4 [25]|25|50(0 (O [100|3.75 [0.85

Site /personal visit [ 1|1 2 |0 (0|4 [25]|25|50(0 (O [100|3.75 [0.85

Keys.strongly used 4.Used 3.Somewhat used 2.Fairlyused 1 .Never used T.Total

From the research finding in Table 4.7, Telephdnesbiles were the mostly used channel with
a mean score of 4.75 it scored 75% on stronglyg asel 25% on used. This is due to the fact
that this industry has geographically dispersedorusrs and also due to the few staff employed
by certification companies making telephone/molilenust. Emails and websites had mean
scores of 4.25 with 25%of the respondents indigatirat they were strongly used and further
75% indicating that the channels were used. Thikcates good adoption of technology in
services delivery and proper employees traininthag are able to use these channels. Physical
addresses (through letters) recorded a mean of &dSit was somewhat used thus not a
common means of communication although it is pagpylused by accounts and human
resources in communicating to internal customemsp(eyees) and general invoicing .Physical

address(use of letters) reported some significaag@ ranging from 25% of stronglyused,25%
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used, 50% somewhat used. The site visits/persasitd, \telephony and emails and websites are

strongly used tools of promotions and all firmshiitthe industry embrace them.

4.3.5 Attributes contribution to delivery of Quality Services

Various dimensions of service quality are essentiaimeeting customer’s expectations and
satisfying them. These dimensions ought to be ettty firms within the sector if they want
to attain service excellence. These attributes luegday to day management of people and
processes of service delivery .Due intangibilitysefvices the customer is expected to recognize
and recall the service experience and this is brohy effective management of this attributes.
The researcher investigated the application ofowariservice attributes to delivery of quality
service within the industry by asking the responslé¢a indicate the level of service attributes
application for selected service attributes. Tteilts were analyzed and tabulated in Table 4.8.

Table 4.8 Attributes Contributions to Delivery of Quality Service

Factor Frequency Percentage Score Average
score
s[al3[2] 1715 [4 [3 [2 [1 [T |mean] sd

Service right the firs)3[{1 (0|0 (0O (47525 (O 0O [0 [100(4.75 [0.46
time

Informs customers on service 1121110 (O 4 125 |50 25 0 0 100 | 4 0.82
performance
Employees courteous 1({3 |00 (O 4125 |75 0 0 0 100 | 4.25 | 0.85

Employee customer individual [ 1 (1 |2 |0 |0 |4 [25(|25 [50 |O 0 |[100 | 3.75 | 0.85
attention

All employees interact with 11112110 (O 4125 |25 50 0 0 100 | 3.5 0.96
customers
Customer —employees 2111110 |0 4 150125 25 0 0O |100 |4.25 |0.85

relationships

Customer service given highest| 0 |2 |1 |1 [0 |4 |0 |50 25 25 |0 [100 | 3.25 |0.85
priority

All employees access basic 1111111 {0 4125 |25 25 25 10 100 | 3.75 | 1.55
information

Service employees havedress |1 |3 [0 |0 |0 |4 |25|75 |0 0 0 |[100 | 4.25 | 0.46
codes

Materials associated withservicq 1 [ 3 |0 |10 |0 |4 125|175 |0 0 O | 100 | 4.25 | 0.46
provided

Keyb5: .Very applicable 4.Applicable 3.Somewhat applicable 2.Fairly applicable 1.Not Applicable T.Total

From Table 4.8, it is evident that the firms arenauitted to doing service right the first time as

75% suggested that this was very applicable whaeother 25% indicated that it was applicable.
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The service providers also informs customers whenservices are to be performed as 25% of
respondents indicated that this was very applicalle further 50% indicating that this was
applicable . The respondents indicated further thair employees are courteous with 25%
indicating that courtesy was very applicable anldept75% said that it was applicable. For
employees giving individual attention to customérene 25% of respondents indicated that this
was very applicable , 25% suggesting that this aygdicable and the remaining 50% indicating
somewhat applicable. On the dimension of all emgxgy interacting with customers the
respondents indicated that this was very applicalitle 25% and other 25% indicating that this
was applicable, the rest 50% indicated somewhalicate. This is due to the fact that firms
have got both front line employees who interacthvwatistomer and back line employees who
give support to the front line employees. Custom@ployee’s relationship was voted to be
rampant with 50% of the respondent indicating thest was applicable.

Customer services is given the highest priorityeagdenced by 50 % of respondent who
indicated that it was very applicable while theestB5% indicated it was applicable while 25%
indicated somewhat applicable. All employees doreh@ccess to basic information as 25% of
the respondent indicated that this was very apble,25% suggesting it was applicable, 25 %
indicated somewhat applicable while the rest 258tcated fairly applicable. Service employees
had dress codes as evidenced by 25% of the respsndédno indicted that this was very
applicable and further 75% indicating that it waplecable. Provision of materials associated
with service such as pamphlets, manuals was voteeé applicable by 25% of respondent while
other 75% indicated that it was applicable. Drezdes and materials associated with services
makes the service tangible and this indicatestti®atertification service provider apply services
attributes to a large extent so as to remain camnpet

The strength to which the attributes contributesdétivery of service quality are as follows:
Service right the first time - 4.75,service em@ey have dress codes- 4.25,employees are
courteous -4.25,material associated with servieepaovided — 4.25,inform of customers on
service performance — 4,Employee give customerwidhl attention — 3.75,Employee have
basic information-3.75,Employee interact with omsérs — 3.5,customer service given the
highest priority — 3.25. This service attributes ¢e said to be at the core of effective quality
service delivery and thus any firm coming to indysthould evaluate on how it should position

itself on the strength of the said attributes.
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4.3.6 Factors Affecting Companies Success
The researcher selected several factors which thexeght to be critical in ensuring companies
success and asked the respondent to indicate rigregt to which they felt influenced their

company’s success. The results were analyzed anthtad in Table 4.9

Table 4.9 Factors contributing to company’s success

Factor Frequency Percentage Score Average
score

514132 21|T]|5 4 3 2 1 (7T mean | S.d

Image / Heritage 3 o 1 of o475 |0 25 |0 [0 |100|45 [0.91

Staff Training 1l 2| 1f o] 0|4 |25 |50 [25 [0 [O |100]4 0.82

Offer credits 1l 1| 2[ o]l 0|4 |25 |25 |50 [0 |O |100(3.75 |0.85

Staff retention 2l o] 2l o] 0[4]50 |O 50 [0 [0 |100]4 0.82

Key: 5.Very strongly 4.Strongly 3.Relatively strong 2.lastrong 1.None

From table 4.9, the strength in which the listectdes contributed to company’s success was
image/heritage which scored the highest mean smore5 implying that it was the strongest
contributors of the companies’ success. The seqmsitions went to staff training and staff
retention at 4.In this industry staff are expedtethe knowledgeable and experienced since they
interact with educated customers and they are ¢sgdo offer solutions. Lastly scored was
credit facilities offering, which scored - 3.75jdlwas attributed to the fact that the amount of

money paid is a lot and also relationship buildsygery important in this industry.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Summary and Discussions
Certification bodies in Kenya uses traditional neditkg mix and expanded services mix to a

large extent and this affect the quality of sendedivery significantly. The strength to which the
service attributes contributes to delivery of saquality are as follows: Service right the first
time ,service employees have dress codes, empl@eesourteous, material associated with
service are provided ,inform of customers on senperformance ,Employee give customers
individual attention, Employee have basic informafi Employee interact with customers
customer service given the highest priority. Thalgtfound that This service attributes can be
said to be at the core of effective quality sendedivery and thus any firm coming to industry
should evaluate on how it should position itselitioa strength of the said attributes. Most of this
service mix if used adequately becomes tools ofpadition and thus help in positioning of the
firms.

The study also found that for the service mix elet®estudied, Pricing came out as a very
significant mix that gives the firms a competitimdvantage. The key attribute to this is the
relationship of price and quality. Services and phaducts offered by the firms are believed to
be excellent and thus highly priced —price lead&he other reason were the firm’s ability to
offer reliable service (services right the firah&). On price discrimination the size/nature of
client, followed by location of service receiveymber of service visits, lastly tying together
was advance payment and cash payment. It can @ehsdiprice discrimination is a common
phenomenon in services and it is practiced from erate to a very large extent on various

conditions of service.

Promotional mix elements were also investigatediamds found out that personal selling and
public relations and direct marketing were therggip used methods of promotions. Company’s
image and heritage is an effective tool of promotas it contributes to firm’s success. These
were in accordance with the theoretical framewohesg in service marketing; personal selling
and direct marketing embraces relationship andraotere marketing. Other elements of

promotions that played insignificant role where #aes promotions and advertisement were
used to a limited extent. The communication chandely used by the certification bodies

23



were office telephony and emails and websites. pfelees, mobiles and emails provided the
faster ways of communication while physical addrasd site visit were least used due to the

nature of the industry.

People are key elements in successful serviceatglifhe people include internal customers
and external customer. The study found that firmthiv Nairobi uses highly trained and
experience staff who are key asset in service eglivCompany heritage, employee training and
staff retention was ranked as on of highly valuexdise attribute. Credit offering scored lowest.

It can be argued that this study reinforces thetiyg theories by various scholars of service
marketing and thus the certification bodies in Kemges the services mix elements to a large
extent and that the importance rating of service glement was evident as they were all

important.

5.2 Conclusion

Certification bodies should apply service mix elatsan large extent so as to gain competitive
positioning. This ensures that the firms are capabbffering quality service due to the strong
relationship between service mix elements and seryuality delivery. The firms should
integrate all their mix elements towards custonagistaction so as to bridge the gap between
customer expectations and perceived value. Theceemix elements are strategic tools of
competition and those firms using them can comnsandice leadership. The firms within the
industry should embrace the mix elements as parithportance rating as this offers a well

balanced service experience resulting in exceflentice.

5.3 Limitations Of The Study
The following were the limitations for this studiyoremost, the study relied on convenience

sampling in picking the respondents .A result ahedias might have been brought up by the
sample itself. A sample from a mixture of staff htigqnave given different findings. Secondly,
the sample size of the firms studied might not haeen exhaustive as there could be a
probability of new firms which were yet to registieir firms with telephone directory and were
offering similar service. Since certification pemsel were the main focus of the study, they

might have viewed this as a performance apprarséltiaus give some fairly unreliable results It
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can however be said that the execution of the stualy done with great care to minimize the

these limitations

5.3.1 Recommendations
After a careful analysis of the findings the reshar recommends that the firms within the

certification industry should consider buildingastg brands for their firms which would boost
the direct marketing and personal selling being racdxd by the industry. The industrial players
should improve on the importance rating of prodamtl services as they are the core of their

business.

5.3.2 Suggestions For Future Research
This research was broad as it dealt with applicatibservice mix elements on many different

service attributes of service quality. The researciggests that future study could be done on a
limited number of service mix elements with relesyato service delivery. Studying specific mix
elements in detail could provide more insights arglore new information regarding the mix

elements.
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APPENDIX 1:

List of Certification Bodies in Kenya.

Kenya Bureau of Standards.
Societe Generale de Surveillance.

Bureau Veritas.

0N

Intertek group plc.

ol

. DQS- UL. Deutsche Gesellschaft zur Zertifizierung von Managementsystemen)

Source: Kenya Telephone Directory Nairobi 2012, 18™ edition.
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APPENDIX 2:

Letter of Introduction

University of Nairobi
School of Business
Faculty of Commerce
P. 0. BOX 30197
Nairobi

Dear Respondent,

REF: REQUEST FOR RESEARCH DATA
| am a post graduate student at the University afrdbi, faculty of commerce. In partial

fulfillment of the requirements for a marketing easch, | am conducting a study entitled
“Determination of the extent to which marketing cept has been applied by certification bodies
in Kenya. For the purpose of completing my resedrehish to collect data through the attached
guestionnaire. | shall be grateful if you would diynassist me by completing the questionnaire.
This information is purely for the purpose of my rket research and we pledge that the
information provided shall be treated in or withicdtconfidentiality. A copy of the final research
report will be availed to you upon request.

Thank you for your cooperation.

Charles M. Matheka Dr. Munyoki

Supervisor
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APPENDIX 3:

QUESTIONAIRE FOR RESPONDENT

Please help answer the following questions.
PART A: GENERAL INFORMATION

1.
2.
3.

Name of the firm

Job position

What ‘s your highest level of education

University/college [ ]
Diploma holder [ ]
Secondary level I

How long have you been with the current employer?

Less than 3 years [ ]
4-8 years [ ]
9-15 years I
More than 15 years [ ]

PART B: APPLICATION OF MARKETING CONCEPT.

Please respond to the following questions

1. To what extent do you agree with the following staénts?

Key 5.Strongly agree 4.Agree

5 4
a).The company uses competitor prices [ 111
b). The company is a price leader 11 [ ]
c). Price depends on the services ] [ [ ]
d). Price terms are determined by
the customers [ ] [ ]

3.Somewhak.Disagree

3

[ ]
[ ]
[ ]

[ ]

1.Strongly disagree

2 1
[1 [
[1
[1
[ 1 []
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e).Customers buys your services because oftguali [ ]

(1 [1 [1 []

2. On Likert scale, Please indicate the extent to Wwhtbe company practices price
discrimination on conditions stated.

Key 5. To a very large extent 4.Large extent 3.Matkeextent 2.Limited extent 1. No extent

5 4 3 2 1
a). Advance payments 11 [ ] [ [1 [1
b). Cash payments [ ] [ ] [T [1 []
c). Location of service receiver [1 [1 [ 1 [] [ ]
d). Size and nature of client [ ] [ ] [1 [1 [1]
e). Number of service visits [T [1] [ 1 [] [ ]

3. To what extent does your company use the follovargmotional elements?

Key 5.Very large extent 4.Large extent 3.metdextent 2.limited extent 1. No extent
5 4 3 2 1
a). Personal selling [ ] [ ] [1 [1 [1
b). Sales promotion
(Calendars, T-shirts, Dairies) [ ] [ ] (1 [1 [1]
c). Advertisements [ ] [ ] (1] [1 [1
d). Public relations [ ] [ ] [T [1 []
e). Direct marketing [ ] [T 1 [1 [ ]

4. Rank the extent of usage for the following commatian channels by your company.
Key 5.Strongly used 4.Used 3.Somewhat useair?y used 1.Never used

5 4 3 2 1
a). Office telephone /Mobiles Il [ ] [T [1 [1
b). Emails/Websites [ ] [ ] (T [1 [1]
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c). Physical address [ ] [ ] [ ]

[]

— p—
—
— —
—

d). Interpersonal visits(site visits) [ [ ]

5. How are the following statements applicable tonfoms

Key 5.Very applicable 4.Applicable 3.Somewhat~&rly applicable 1.Not applicable

5 4 3 2 1
a). Performs the service right the firsttime [ ] [ ] [ ] [ ] 1
b). Keeps the customer informed on
When the service will be performed [ ] [ ] [ ] [ 1 [ 1]
c). Employees are courteous 11 [ ] [ ] [ ] [
d). Certification employees give customers
Individual attention [ ] [ ] [ 1 [ 1 [ ]
c). All employees interact with customers [ ] [ ] [ ] [ ] [ ]
e). Customers establishes relationships
With particular employees. [ ] [ ] [ ] [ 1 [ 1
f). Customer service is given the highest
Priority. [ ] [ ] [ 1 [1 [ ]
0).All employees have access to basic
Information. [ ] [ ] [ 1 [] [ ]
h). Service employees have dress codes [ 11 1 [ ] [ ] [ ]
i). Materials associated with services

(such as pamphlets, manuals) are provided [ ] [ ] [T [1] I

6. How has the following influenced your company’s &g&s

Key 5.Very strongly 4.Strongly 3.Relativelyastg 2.Fairly strong 1.None

5 4 3 2 1
i) Company image(Heritage) [ ] [ ] [ 1 1] [ ]
ii) Training and staff development [1 [ 1] [ ] [ ] [ ]
iii) Able to offer credits I [ ] (1 [1 [1]
iv) Staff retention Il [ ] (1 [1 [1]
v) Customer retention [ 1 [] [T [1 (l

THANK YOU FOR YOUR ASSISTANCE
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