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ABSTRACT

The Study sought to establish how the Input of &dterce contributed to Organizational
Performance. This was done through conducting vigess through an interview Guide to the
Sales Force of Nation Media Group who were basedainobi. There were variables such as
Communication, Motivation, Customer Service, QyalManagement, Teamwork, Efficiency in
Processes, Equity in Remuneration and Reward fdoffeance and Achievability of Targets.
Each of these variables has a varying effect omativ®rganizational Performance and thus the
study led to the conclusion that Organizationalfdterance is greatly influenced by the Sales
Force in the Organization. The study revealed ithhie Sales Force needs is addressed then the
Organizational Performance will improve tremendgushd will lead to overall achievement of
the Organizational Objectives. The results indiddtet the Sales force contribution through the
various factors had a major impact on the orgainzat performance. Emphasis therefore needs
to be put into these variables in order to anabaeh of them and find out how to enhance the

Sales Force in order to achieve the overall objesti
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CHAPTER ONE:

INTRODUCTION

1.1 Background of the study

The market environment refers to factors and fothas affect a firm’s ability to build

and maintain successful relationships with custeme&hree levels of the environment
are: Micro (internal) environment - small forcedhvim the company that affect its ability
to serve its customers. Meso environment; the imgus which a company operates and
the industry’s market(s). Macro (national) enviramt) larger societal forces that affect
the microenvironment. The micro environment refershe forces that are close to the
company and affect its ability to serve its custmsnét includes the company itself, its

suppliers, marketing intermediaries, customer ntared publics.

The company aspect of microenvironment refers t itliernal environment of the

company. This includes all departments, such asagenent, Sales, finance, research
and development, purchasing, operations and adoguriach of these departments has
an impact on marketing decisions. The suppliera @ompany are also an important
aspect of the microenvironment because even thletetit delay in receiving supplies can
result in customer dissatisfaction. (Kotler et &02) Competitive advantage is the
favorable position an organization seeks in orderbe more profitable than its

competitors. Competitive advantage involves commatimg a greater perceived value to

a target market than its competitors can provide.



This can be achieved through many avenues inclusfiieging a better-quality product or
service, lowering prices and increasing marketirifpres. Sustainable competitive
advantage refers to maintaining a favorable pasitieer the long term, which can help
boost a company's image in the marketplace, itsati@n and its future earning potential
(Margaret 2012). The competitive environment is thenamic system in which a
business competes. The state of the system as & whots the flexibility of the
business. World economic conditions, for exampléghtiincrease the prices of raw
materials, forcing companies that supply the ingusd charge more, raising the
overhead costs. At the other end of the scale,l legants, such as regional labor
shortages or natural disasters, also affect thepettive environment. Nation Media
Group is a Giant player in the Media Industry arad la large number of sales force
personnel who are in its different facets of Bussmeélhus it needs to be effective in the
training, motivation and retention of its salesc®in order to ensure it has a competent

sales force. (www.nationmedia.cpm

1.1.1 The Concept of Organizational Performance

Organizational performance relates to how suéalgsan organized group of people
with a particular purpose perform a function. Higfganizational performance is when
all the parts of an organization work together ¢hi@ve great results with results being
measured in terms of the value we deliver to custsr(Pitcher ,2012) These parts are:
Strategic objectives which provide the direction which everyone within the
organization should head. Organizational structuhgéch this represents the form in

which the organization will deliver its services.



The structure must support the strategy just assthategy must have regard to the
structure. Business performance measures whiclesept the measures by which each
area of the organization will be assessed. Inrotdebe relevant and of use to the
organization, the measures must be determinedh d&f the organization’s goals and the
strategies put in place to achieve those goalss tihis measurement process that will
direct behaviour more than any other system thay be put in place. Further, the
information must be easily obtainable in a timelgnmer. This requires the management
information systems to be developed to collectritpet data in an efficient way.

Allocation of resources and processes which rekatéise decision making approach that
takes place within the organization. It is how tinganization goes about deciding where
to apply its scarce resources — including moneye tand effort - in order to achieve its
objectives. Values, culture and guiding principlethis part is unique to the organization.
Reward structures — must reinforce the culture amect efforts to support the
achievement of strategic objectives.

Reward structures may include various forms: mageidor example, bonus on
achievement of short term goals), promotion (red¢agn of having acquired certain
skills), celebration event (recognizing and congleding team efforts), leave of absence /
day off (recognition and ‘thank you’ for a job welbne), and so on. All these parts are
inter-related and a change to one will impact onenore of the others. Similarly, one
poor performing part will potentially negatively ract the others and lead to less than
successful results. So, organizational performasmgetting all of these parts to work in

harmony in order to achieve great results. (Pit@0d12)



1.1.2 Sales For ce Perfor mance

The Sales Force refers to the Division of a busindgmt is responsible for selling

products and services and bringing in the reve(wew.enterprenuer.comEvaluating

the current sales force is an important step irptioeess of deciding whether and how to
grow the sales team. If the existing sales fordaes and will be more than adequate to
fuel future growth, the number of people can besdmae and simply add some additional
training or perhaps a revamped compensation packagéhe other hand, the sales force
may need to grow by a few heads, or may stay theesaze but have different people
filling the sales positions. Evaluating the sale<é is to decide what one may want it to
do for them. Evaluating your sales force should b®tased on some other company's
needs. For instance, if salespeople are primahlgrged with following up on leads
generated by advertising, they ought not to be lpthif they aren't making a lot of cold
calls. Decide on what jobs the sales force is oéenfor, check their performance against
the requirements.

The key measure when it comes to evaluating a $ates is sales productivity. The
simplest measure of sales productivity is the d@laount of sales per salesperson. This
is by dividing the volume of sales by the numbesaliespeople on staff. That will give
an average sales productivity figure and let or@akhow the average salesperson in the
organization is doing. More useful, though, is tmW how each individual salesperson is
doing compared to the average. There may be a Wlaoffelatively productive people
who are carrying the load for a raft of underperfers. This is the kind of information a

manager needs to know to decide whether to makarge.



Sales productivity may involve more than simply gieing dollars of sales. The sales
force may be moving a lot of product now but casgtthe organization sales later by
alienating customers with poor service. They mayra&ing promises they can't deliver
on, overburdening your production and shipping depents. They may be selling a lot
of the wrong products (items with low margins oghhsupport costs) while ignoring the
more profitable lines. The manager needs to asoentaether certain salespeople have
large numbers of returns or tend to sell to custemédno don't pass credit checks. These
salespeople could be costing the organization nthem they are worth. Adding
salespeople can result in steadily increasing sadleis can free up time and energy on
other tasks. Hiring salespeople could also hureéssaérode profits, damage valuable

customer relationships, and destroy the organizatimage in the industry.

The difference between these two scenarios is iiferehce between hiring the right
salespeople and the wrong ones. There also is $eaing which involves strategy,
setting profit-based sales targets, quotas, satesdsting, demand management and the
writing and execution of a sales plan. A sales jdaa strategic document that outlines
the business targets, resources and sales adtivitigypically follows the lead of
the marketing plan, strategic planning and theress plan with more specific detail on
how the objectives can be achieved through theab&ale of products and services.

(Spiro et al, 2008)

Salespeople are the front-line troops, the one& wWie most daily contact with the
customers. It's important to not only grow the sdtgce, but to grow it properly. To start

with, the manager needs to understand that theyenotebe any truly bad salespeople.



There may just be good salespeople in the wrongigas. To hire the right salesperson
for the job, the Manager has to understand andbleeta describe what the job is. That
means clarifying whether this sales position iemaled to immediately generate sales or
perhaps develop contacts for a sales cycle that straych into months or years. Does
one want someone who is a closer or one who takee of a consultative approach?
Matching the company's sales needs and selling stythe new hires is the first step in

getting good salespeople.

Few salespeople are motivated by altruism, and mdestanding the company's
compensation package is one of the main reasonsdies staff dissatisfaction and
turnover. For all potential new hires, the manageeds to explain precisely what the
compensation plan is. In addition, clarify the itery, performance expectations, any
training to be offered and any sales tools to bavided. The manager should also
provide candidates with a thumbnail descriptiorthef market and the competition. Then
he will know that he has explained the opporturaiscurately to anyone who is
interested. One should not stop by describing thgafzation’s needs. He needs to
Imagine the ideal salesperson for the job, inclgdis or her personality, experience,
energy level, reputation and abilities. One mayfimat someone exactly like that, but if

one doesn’t know what he wants, the odds of ma&ibhgd hiring decision are high.

1.1.3 An Overview of the Media Industry in Kenya

The Media Industry in Kenya is a diverse and vibgunowing industry which faces an
uncertain future. It includes four major daily n@aper manufactures, more than 32 FM
radio stations and 8 television stations. Relatibesween the mass media and the

Kenyan government are tense and the question ofratlimy these outlets is



controversial. An important issue for the futuretlod press is the extensive cross-media
ownership in Kenya, with certain media houses ogmewspapers, television stations
and radio stations. The political transition fromti8h colony to independent country
was mirrored by changes in the mass media in Kelmyd963 when Kenya became
independent the vast majority of broadcasts on gwwent-owned radio and television
stations were imported British and American progrees, but this was set to change.
Kenyan culture was promoted via the mass mediaruhéepresidency of Jomo Kenyatta
as more programmes were broadcast in Swabhili agr@ tvas a focus on African music
and dance. Likewise, newspapers covered more Afribaditions and culture.
(Collander, 2009). The Daily newspaper market iasee to four.

1.1.4 Nation Media Group

Nation Media Group was founded by His HighnessAlga Khan in 1959. The Daily
Nation took its place on the newsstands on Oct8d360 and is now the flagship brand
of the group. The Daily Nation sales are approxatya20,000 copies per day. Taifa
Leo was launched in 1958 and is the only Swahiliomal newspaper. It is owned by
NMG.

Taifa Leo is an approved newspaper by the MinistfyEducation to be used as a
teaching aid in schools. The Taifa Leo sales apgaqimately 5,000 copies per day. The
Business Daily was launched in 2006 as a busingssted paper meant to look into the
business aspects and carry business stories. # tiasulation of 20,000 copies each day.
The East African Paper is a weekly newspaper pudidisn Kenya by the Nation Media
Group, which also publishes Kenya's national Dd\gtion. The East African is

circulated in Kenya and the other countries of Alfigcan Great Lakes region, including



Tanzania, Uganda and Rwanda. It contains stories iasdepth analysis from each
country in the region, in addition to internatiorsbries. As the leading multi-media
house in the East African region, Nation Media @rqNMG) has print as well as

electronic media and the Internet which attraatsgalar readership quite unparalleled in
the region. In the print category, there are fotwdBcts which are The Daily Nation,

Business Daily, The East African and Taifa Leait Of the 6,008,487 respondents in
the survey who read newspapers in the past 7 8a9s,read The Daily Nation and 16%
read Taifa Leo. (KARF Q1 2013).The Daily Nation Kenya's leading newspaper

(KARF Q1 2013). It is a product of Nation Media @po(NMG) Limited.
1.2 Resear ch Problem

Managing the performance of employees, and evdptoélorganizations, is arguably
one of the most critical issues within the manag#nseiences (Griffin, Neal & Parker,
2007). Consequently, an enhanced understanding oy some employees and
organizations outperform others is very valuable both management researchers as
well as practitioners (for example den Hartog, Bies& Paauwe, 2004). Some key
factors that affect the effectiveness of targetglviare used to gauge the performance of
the Sales personnel are: Achievability where Saledormance targets need to be
perceived as achievable by their users. If they @@eceived as unattainable, they
negatively affect motivation. Completeness wheréhgre are many factors that can
affect sales people’s performance (for example Bnvnental, Individual among others.)
Reliability where the data used for setting targetsst be reliable. If it is not, there is a
high probability that targets will be perceived amachievable or distorted. This

perception will have a negative effect on salepf#s behavior. Agreement where each



sales person must accept and agree with his opdrdormance targets in order to be
committed to delivering them. Targets review isoalsiportant as performance targets
are periodically reviewed in order to keep beinfidvand achievable. Fairness of sales

people must perceive their targets fair and eqglatab

There needs to be clarity where sales people reeetkarly understand their targets and
how they are estimated as this seems to have tivgosifect on their commitment with

the targets and on their motivation to achieve th€ammunication is also required as
Performance targets need to be communicated clezalgs people need to know what
the target is, how it has been calculated whospaesible for achieving them and how

well are they doing against it.

Nation Media Group has benchmarks which are useghtme the performance of the
Sales Force Personnel and these are the Key Parioemindicators which include:
Achievements of budgets based on the targets giviehgd based on level of business
generated compared to previous years, Debt Managefoe existing clients, Market
Share as based on competition, Customer Servicgpdtential and existing clients,
Quality process management which ensures thatehdlides are met for optimal market

arrivals, Creativity and innovation as well as plang. (www.nationmedia.comn

Previous studies on organizational Performance lwhayve been conducted have yielded
several results.

Kamau (2001) did research on the performance ofstdayuniversity business
administration and management graduates as pedcewtheir employers and the survey

indicated that 92.6 percent of Daystar UniversityusiBess Administration &



Management graduates meet their employers’ periocenaxpectations in applying the
training and skills acquired and the attributes/thertray. It can therefore be concluded
that the training and skills acquired by these gaaels from Daystar University meet the
perceived expectations of employers. Thereforetrdiaing offered was appropriate for
the job market in Nairobi, Kenya.

Carlton (2004) did research on measuring Orgarmizati Performance and focused on
the important issue of organizational performanceasarement. As organizational
performance can be judged by many different caratities, resulting in many different
interpretations of “successful performance”, thissearch examined organizational
performance from a single constituency perspectivat, of the common stockholder in
for-profit organizations. From this perspectivecaessful organizational performance
can be equated with successful value creation timckbolders. Ellinami (2005) did
research on Performance management in Divisiorhlipenpanies in Kenya and found
out that the level of autonomy granted to divisiom@ads to be generally low even in
operating policy area. The consequence was aftgdive aspects of performance
measurement covered in the study. 'Divisional perémce is measured mainly for
control purpose and provision of information foamhing and strategy formulation but
not often for determining remuneration to divisioeads.

Hence this research will focus on an assessmempaot of sales force contribution on
Organizational performance. The research questiowhat is the input of Sales force

Contribution on Organizational Performance?
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1.3 Research Objective

The objective of the study is to investigate thpuinof Sales Force contribution on

Organizational Performance.

1.4 Value of the study

This study will be of importance to Nation Mediad@p as it will give insights into how
to effectively manage its Sales Personnel and hiows iimpacting the company’s
performance. This will enable the organization &véd a better means of gauging their

performance indicators

The study will be of importance as it can be usedaareference material to other
companies that wish to grow and measure their $&esonnel Performance against their
peers. Stakeholders (both internal and externalyedsas other players in the Industry
will directly benefit as result of the organizatitweing able to post better profits and

sustaining a better working environment.

The study will be of importance as the academi# lvél able to understand the area of
study on Sales Personnel and also will be usefllleing a basis for future research as

will have been extensively studied. As well as bedufor reference in future studies.
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CHAPTER TWO:

LITERATURE REVIEW

2.1 Introduction

This Chapter covers the literature review in themfoof theoretical foundations. The
issues to be discussed will include Motivation bk tSales Force, Challenges of
Managing the Sales Force today, Managing teamsl T@aality Management of the

Sales Force and Communication in regard to thesSalece Performance.

2.2 Conceptual and Actionable Blueprint

This entails various blueprints which are integraldetermining performance. They
include: Power versus Authority. Power refers te #bility of a person or a group to
influence the beliefs and actions of other peofttunter, 2004) It is the ability to
influence events. To be able to influence orgaropal and employee behavior and
related management processes, a manager mustHepewer to be able to influence
their own employees, other managers and otherstéders both within and outside the
organization.

Whilst a person may be delegated the formal respitihs for managing or facilitating
the whole or specific parts of the strategic manage process and be assigned the
formal authority to do so, it is critical to appia@e that other forms of power exist that
can help or hinder this formal authority. Authorigfers to the right given to a manager
to achieve the objectives of the organization. (dun2004). Efficiency versus

effectivenesskEfficiency is doing things right. Effectivenessdiging the right things.

12



If you cannot manage yourself for effectivenessy gannot expect to manage others.
(Drucker, 1993)Effectiveness can be learned - and it has to bmdeéa- it is not
something that comes naturally. There is no suahgths an "effective personality".
Intelligence, knowledge, and hard work are not ghouEffectiveness requires learning

certain a practice until they become habits.

2.3 Challenges Confronting Modern Management in Or ganizations

The biggest challenge managers in modern orgaoimtiface today; one that

encompasses most of the above challenges is thatiodging smart people. In today’s
environment a manager is not necessarily the bbeg¢gsional. These days are over. He
no longer has the ultimate knowledge and the gbibt understand all issues of the
business, department, division or sometimes, elrertdam. The people he works with,
most of the times know more about specific thifgenthe does and have skills that he
doesn’t. And they are smart. Not only smart imteiof pure intelligence (IQ) but smart

in terms of emotional intelligence (EQ) and soaiétlligence (SQ). (Sherfelad, 2009).

According to Natalia, (2011) Lack of capital is@ls critical challenge that a successful
manager or leader faces as its very success cribaeand it quickly becomes a vicious
circle. Without very diligent cash flow managememid/or raising of more capital,
including debt, the business often is constraineddpital as it grows. Often the profit in
one operating cycle is insufficient to fund theraxtvorking capital required for the next
operating cycle. Lack of management skills is efmm that is very difficult to deal with
in most small and medium enterprises as the sizthefsenior management team is

necessarily limited. Lack of focus is another ofradle that a manager may face and

13



especially when managing a team. Ignoring risktheir assessment of alternatives and
opportunities. There also is Lack of a plan an@d #ailure to plan for issues absorbing
the majority of your time. Global Competitivenesise ability of a firm or a nation to
offer products and services that meet the qualégdards of the local and world markets
at prices that are competitive and provide adequatens on the resources employed or
consumed in producing them. Globalization: In aogibess of significant size today, the
competition is almost never limited to local commes. Market changes: Keeping a
constant watch on market trends and evolving thenless to adequately match the

consumers' demands is another challenging resplysib
2.4 Challenges of Managing the Sales Force

The world of work is changing: Outsourcing. Intdraaal mobility. Talent shortages.
New labour laws. Globalization. Shifting demogragshiAn ageing workforce. Where,
how, and for whom, people work is, in turn, tramsfong company structures and
cultures. Over the next decade, the convergendeminant business, demographic, and
social trends will only accelerate the changes pweethrough today’'s workplace.
Business leaders recognize the link between busipegormance and the people within
their organization. And they understand that peoplated issues need to be at the heart
of the boardroom agenda. As a consequence, HR meEnage being encouraged to
implement people strategies that support the orgéion’s business objectives and
increase accountability and transparency aroundplpemanagement and reporting.
According to Bionicash (2011) Challenges of Manggiworking people include:
Managing and supervising people. Every day we amend) different problems and

challenges. Variations of people should take intmsoderation in managing them.
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Factors like timing, place, and situation would karell for the managers. Here are the
most common problems in management and how to sahem. Employee

motivation: Motivating the employees and maintagntheir morale is essential for every
business. However, this is only possible when amgvgnces of employees are
adequately addressed while ensuring the compantgsests. Recruitment: Hiring the
right people for the right job is a tough task. Aaag the skills required for a particular
job and searching through the multitude of resunwesind the perfect match is a

challenge for any management.

2.5 The Stirrings of Changein the Sales For ce

This refers to agents which are integral in engutinat organizations achieve their
objectives. They include: Customer service: Acaogdio Bill horg (2010) It's common
knowledge that customers are more loyal to comgant® treat them as more than just
a number. Providing exceptional customer servicthésstated goal of every business
leader, regardless of how large or small the compaiays of Caring for these
customers include: Be Genuine: Personalize the €sation: When a customer calls
with a complaint or a concern, make the time tattteem like an individual. And ensure
your employees do, too. Using a customer’'s namenener possible helps her see you
are truly engaged in serving her, regardless of gtablems she’s brought to your
attention. Be Accountable: Impeccable service essstihat every company employee,
regardless of rank, handles customers to the fudbeent of their abilities. Ensuring your
customer achieves a desirable outcome will ensomecyeate a customer for life.

Be Empathetic: Listen, Acknowledge, Validate ambigize: Listen to your customers.

Learn to acknowledge the customer’s issue, and gaiployees to do the same. It helps

15



your customer to know that someone understands ¢bacerns. Be Innovative: Provide
Solutions: Once you understand the customer’s propbffer a solution. Refrain from
telling the customer what you can't do. Insteadusoon what you can do to remedy her
situation, and offer some options. Working to soje@r customer’s problem even if not
to the extent she may have hoped will help her &self you care about her and her
business. A solution focused attitude will keeptaosers coming back even after they've
faced a problem with your company. Be Trustwortdgver Make Impossible Promises:
Often, in an effort to appease a customer, an egapl@r company leader will make
promises that are not only impractical, but whiéhdn she is simply not able to honor.

Bill horg (2010)

2.5.1 Managing Teams

A good starting point is Warren G Bennis' sayingtttLeaders are people who do the
right things; managers are people who do thingst.fig.eadership involves creating a
compelling vision of the future, communicating thaision, and helping people
understand and commit to it. Managers, on the dthed, are responsible for ensuring
that the vision is implemented efficiently and sesxfully. The Importance of
Delegation: The top priority for team managersakedation. No matter how skilled you
are, there's only so much that you can achieve imgmn your own. With a team behind
you, you can achieve so much more: that's whysiv'simportant that you delegate
effectively. Successful delegation starts with ratg people and tasks, so a manager
first needs to explain what your team's role andlgare. Motivating Your Team
Another key duty you have as a manager is to migtiteam members. Developing Your

Team: Teams are made up of individuals who havereiiit outlooks and abilities, and
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are at different stages of their careers. Commtingaand Working With Your Team
and With Others and also communicating with Peapltside Your Team. Managing
Discipline: Discipline may be subtly different frotasic feedback, because it doesn't

always relate specifically to the employee's w@nkvw.mindtools.com)

2.5.2 Total Quality Management (TQM) of the Sales For ce

According to (Padhi, 2010) Total quality Management description of the culture,
attitude and organization of a company that striveprovide customers with products
and services that satisfy their needs. The cultegriires quality in all aspects of the
company’s operations, with processes being dorta tlge first time and defects and
waste eradicated from operations. To be successfilementing TQM, an organization
must concentrate on the eight key elements whiehEthics, Integrity, Trust, Training,

Teamwork, Leadership, Recognition and Communicgiavenport, 1990)

2.5.3 Business Process Reengineering in regard to the Salesforce

Business Process Reengineering (BPR) is a BusMassgement Strategy, originally
pioneered in the early 1990s, focusing on the amalgnd design of workflows and
processes within an organization. BPR aimed to bejpnizations fundamentally rethink
how they do their work in order to dramatically irope customer service,
cut operational costs, and become world-class cttope BPR is basically rethinking

and radically redesigning an organization's existesources.

BPR, however, is more than just business improgijsinis an approach for redesigning
the way work is done to better support the orgditins mission and reduce costs.

Reengineering starts with a high-level assessnietfiecorganization's mission, strategic
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goals, and customer needs. BPR seeks to help coespeaadically restructure their

organizations by focusing on the ground-up desigthe@r business processes. Business
process is a set of logically related tasks perémnio achieve a defined business
outcome. Re-engineering emphasized a holistic farudusiness objectives and how
processes related to them, encouraging full-scateeation of processes rather than

iterative optimization of sub processes. (Hamsch@®94)

2.6 Motivation of the Sales Force

Motivation is a psychological feature that arousses organism to act towards a
desired goal and elicits, controls, and sustaimsaicegoal-directed behaviors. It can be
considered a driving force; a psychological onet tt@mpels or reinforces an action
toward a desired goal. For example, hunger is avatain that elicits a desire to eat.
Motivation is the purpose or psychological causarofiction. (Schater, 2012) Motivation
is an important tool that is often under-utilizegt managers in today's workplace.
Managers use motivation in the workplace to inspeeple to work, both individually
and in groups, to produce the best results formagsi in the most efficient and effective
manner. It was once assumed that motivation hdwe tgenerated from the outside, but it
is now understood that each individual has his eetof motivating forces. It is the duty
of the manager to carefully identify and addregsé¢hmotivating forces. This paper will
help managers become more effective at creatings#iye motivational environment.
Abraham Maslow developed a theory of personaligt thas influenced a number of
different fields, including education. This widdluence is due in part to the high level
of practicality of Maslow's theory. This theory acately describes many realities of

personal experiences. Many people find they carerstand what Maslow says. They
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can recognize some features of their experientloavior which is true and identifiable

but which they have never put into words. (Janel &097).

There also is the Herzberg two factor theory whgla content theory of motivation.
Herzberg analyzed the job attitudes of 200 accousitand engineers who were asked to
recall when they had felt positive or negative arkvand the reasons why. From this
research, Herzberg suggested a two-step approagsiderstanding employee motivation
and satisfaction. Hygiene Factors are based onnéwsel to for a business to avoid
unpleasantness at work. If these factors are cerexidinadequate by employees, then
they can cause dissatisfaction with work. Hygiemetdrs include: Company policy and
administration, Wages, salaries and other finarreiauneration, Quality of supervision,
Quality of inter-personal relations, Working comalits and Feeling of Job Security.
Motivator factors are based on an individual's néadpersonal growth. If they are
effective, then they can motivate an individuahthieve above-average performance and
effort.

Motivator factors include: Status, Opportunity fadvancement, Gaining recognition,
Responsibility, Challenging / stimulating work, Senof personal achievement &
personal growth in a job. There is some similabgtween Herzberg's and Maslow's
models. (Riley, 2012) They both suggest that néade to be satisfied for the employee
to be motivated. However, Herzberg argues that dméyhigher levels of the Maslow
Hierarchy (self-actualization, esteem needs) ae astivator. The remaining needs can

only cause dissatisfaction if not addressed.
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2.7 Communication Practices and Sales For ce Perfor mance

A skilled business manager must be able to marflge.must also be able to delegate,
spearhead new ideas and assess business successdsilares. (Morley 2013)
According to the Psychologically Healthy Workpld@egram, "Communication plays a
key role in the success of any workplace programpoticy. Two types of communication
are important for managers: top-down communicagod bottom-up communication.
Managers should be able to communicate policies;guiures and instructions clearly to
their employees. Business managers also needdbled¢o communicate in a number of
different ways, including in large groups, facddoe, online and in writing. Another fact
of communication in the organization is the procedsone-to-one omnterpersonal

communication, between individuals.

Such communication may take several forms. Messaggsbe verbal (that is, expressed
in words), or they may not involve words at all loonsist of gestures, facial expressions,
and certain postures ("body language"). Nonverbedsages may even stem from silence
(Johnson, 1976). Frequency of Communication: Marsaget only need to be good
communicators, they also need to communicate gy employees frequently to stay
abreast of changes and assess new programs aci@sudhurther, the Management Skills
Advisor website suggests that managers have ann"dper policy" by which they
encourage employees who need to communicate weth b do so often. It's important
that managers have a keen understanding of wh@ctsimeed to be communicated to
which people in an organization. Communicationt$raif successful business managers

include being able to listen to others' ideas waelll respond to them appropriately and
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clearly. Business managers should be able to gimeise directions and clearly articulate
policies, consequences and expectations. Managed t© understand both verbal and
nonverbal communication and about the messageshbibtat send. Finally, business
managers should be able to communicate well dwemgrgencies or in less-than-ideal
situations; they must also know how to communidzd news, such as a firing, with

tact. (Morley 2013)

2.8 Approachesto Better Management of the Sales For ce

According to (Fishler 2001) there are some factbed if managers follow will enable
them be better at what they do. These include: Askedge that managing sales people
is different from your core technical skilland recognize that people management is
essential to your own career growth. It means pliagi direction and then doing
everything you can to make sure your subordinates alowed to do their jobs.
Micromanagers are too close; this lowers trusterdigowers subordinates and destroys
their motivation. Absentee managers are too fatyatiey provide insufficient guidance,
don't keep track of work being done, and aren'tethie listen and provide answers to
guestions that come up. The optimal distance ibetween. Make your subordinates'
careers a priority. The better they do, the beytan look; becoming known as an

incubator of talent makes you more valuable to yymmpany.

Ask your subordinates what their career goalsamrd,tell them you'll do everything you
can to promote them, whether in your departmenelsewhere. AcknowledgeAt a
psychological level, people value acknowledgemértheir good work more than they

value money. Document your work: Managers are atednle for their actions with
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respect to their subordinates, and this is as aulshbe Work by agreement. Make

agreements with those who work for you. Be obyecilhis has several aspects.

For example, be consistent and constructive in yomammunication; the emotional
objectivity required will give you a solid foundati and make you appear reliable to
others, a key factor in your work relationshipsirBeobjective also means not playing
favorites; this requires emotional discipline onug@art but is important for group
morale. Finally, being objective means observingrgelf as well as others -- another
way of playing fair, which is what objectivity leado in the realm of action. (Fishler

2001)
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CHAPTER THREE:
RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlined the methods used in Reseahath included the Research design,

Data collection method used and the Data analysthaal.

3.2 Resear ch Design

A case study research design approach was used.Stay method is a very popular
form of qualitative analysis and involves a carefotl complete observation of a social
unit, be that unit, a person, a family, an insiitaf a cultural group or even the entire
community. It is a method of study in-depth rathean breadth. The case study places
more emphasis on the full analysis of a limited bemof events or conditions and their
interrelations. The study was a case study sincedlved one organization which is the

Nation Media Group Ltd, Kenya.

The case study deals with the processes that take and their interrelationship. Thus, a
case study is essentially an intensive investigatad the particular unit under
consideration. The object of the case study meihool locate the factors that account for
the behavior and patterns of the given unit asnéegrated totality (Kothari, 2007). A
case study sought to describe a unit in detaitontext and holistically. It is a way of

organizing educational data and looking at the @lifebe studied as a whole.
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3.3 Data Collection

The type of data collected was the primary datan&y data is information gathered
directly from respondents. This was done throudariiew guides. It involves creating
“new” data. Data is collected from the existing m®s$ (Kombo and Tromp, 2006). In
content analysis, a classification system is deesoto record the information. In
interpreting results, the frequency with which anbpl or idea appears was interpreted as
a measure of importance, attention or emphasis. det@ for this study was collected
from the Management of the Sales force which inetudhe Business Managers,
Commercial Managers and the Advertising DirectorNaition Media Group (K) Ltd
headquarters in Nairobi. This study used an ingsvvguide to collect data from the
targeted respondents. The interview schedule stmictvas based on the research
objective stated. It entailed general informatidrtlee respondents and contained open
ended questions that sought response of the Sailesegard to their input and its effect

on the Organizational Performance of Nation Mediaup (K) Ltd.

3.4 Data Analysis

The data obtained from the interview guide wasya®al using content analysis. Most of
the data collected was expected to be qualitafualitative data analysis makes general
statements on how categories of data are relatedjéhtda and Mugenda, 2003). In this
case, content analysis was used. Content anatysisniethod for summarizing any form
of content by counting various aspects of the agunt€ontent analysis is the systematic
gualitative description of the composition of thejexts or materials of the study
(Mugenda and Mugenda, 2003). It involves obsermatimd detailed description of
objects, items or things that comprise the objédtody (Cooper and Schindler, 2003).
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The variable to be used in the analysis is: Theitigb the Sales force of Nation Media

Group (K) Limited contribution on its performance.
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CHAPTER FOUR:
DATA ANALY SIS, RESULTSAND DISCUSSION

4.1 Introduction

This chapter presents the analysis, interpretatioth presentation of the data as was
obtained from the factors that affect the saleseaand their effect on organizational
performance and gives an indication of the resptm#ee objective of this research.

The analyzed data from the interviewees is basethern/ariables used to measure the
Input of the Sales force of Nation Media Group (Kimited contribution on its
performance. A total of Eleven (11) respondentseweterviewed by the researcher

relative to the study specific aspects in the inésv guide.

4.2 General information of the Respondents
The study targeted Eleven (11) respondents in ctollg the data within Nation Media

Group based in Nairobi who were the Managemen®fJales force which included the
Business Managers, Commercial Managers and therfssing Director of Nation Media
Group (K) Ltd headquarters in Nairobi. 10 out cé ttl target respondents were involved

in the Interviews contributing to 91%.

4.3 Response Rate by age category and level of Education

The respondents were requested to indicate theiraad level of education. 30% of the
respondents who indicated their age fall in the @mjegory of 20-29 years. 33% of the
respondents in this age category have an undera@adevel of education while 66%
have postgraduate qualification. 50% of the respatgifall in the age category of 30-39

years, with 20% of respondents in this age catepawng undergraduate qualifications
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and 80% with postgraduate qualification. Only 20%tloe respondents are in age
category 40 years and above with 100% postgradyaddification. This is as shown

below:

Table 1. Response Rate by age category and level of Education

Age Category L evel of Education Frequency Percentage

Undergraduate Postgraduate

20-29 years 1 2 3 30%

30-39 years 1 4 5 50%

40 and above 0 2 2 20%

Total 2 8 10* 100%
Source:Researcher (2013) *1 missing value

4.4 Response Rate by Position and Length of Service

The respondents were asked to indicate their posdnd the Length of time they had
served in those positions. The study found that @@%he respondents were Business
Managers out of whom 66% had served for more thgars in the organization and
34% had served for less than 5 years. 30% of thporelents were also commercial
managers of whom 67% has served in their positfongnore than 5years.33% had
served for less than 5 years.10% of the respondestserved for more than 5years and

this was the Advertising Director.
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Table 2: Response Rate by Position and L ength of Service

Position Length of Service Frequency Percentage

0-5yrs. Above 5yrs

Business Managers 2 4 6 60%
Commercial Managers 1 2 3 30%
Advertising Director 0 1 1 10%
Total 3 7 10 100%

Source:Researcher (2013)

4.5 Communication and Sales For ce Perfor mance

The study required the respondents to describe Ho@mmunication affects
Organizational Performance. The study found thafo 56f the Business Managers
considered communication as having a large effiedtaw the overall performance of the
organization. 33% of the Commercial Managers alad the same conclusion. The
advertising Director was also of the opinion than@nunication to a very large extent

had an effect on organizational performance. Thas iNustrated in the Table below:
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Table 3: Communication and Sales For ce Perfor mance

Extent Very Large Moderate Small Total
Large

Business Managers 3 2 1 0 6
Percentage 50%  33% 17% 0% 100%

Commercial Managers 1 1 1 0 3
Percentage 33% 33% 33% 0% 100%

Advertising Director 1 0 0 0 1
Percentage 100% 0% 0% 0% 100%

Source:Researcher (2013)

4.6 Motivation of the Sales For ce

The study required the respondents to discusaitbaat of motivation in the workplace.

The study revealed that indeed motivation was ohd&he major determinants of

productivity for the organization for sales peoplde study found that 50% of the
Business Managers considered Motivation as haviteyge effect on how the overall

performance of the organization. 66% of the Commefdanagers also had the same
conclusion as motivation having a very large arsb a large extent of effect on the
organizational performance. The Advertising Direcdso was of the opinion that

motivation did have a very large effect on orgatiwel performance.

This was illustrated in the Table below:
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Table4: Motivation of the Sales For ce

Extent Very Large Moderate Small Total
Large

Business Managers 3 3 0 0 6
Percentage 50%  50% 0% 0% 100%

Commercial Managers 2 1 0 0 3
Percentage 66%  33% 0% 0% 100%

Advertising Director 1 0 0 0 1
Percentage 100% 0% 0% 0% 100%

Source:Researcher (2013)

4.7 Contribution of Teamwork in the Sales Force

The respondents were of the opinion that SaleseFordNMG valued teamwork which

created a better working environment and helpeatimeving the overall objectives. The

study found that 66% of the Business Managersuerg large were of the opinion that

teamwork was addressed effectively. 66% of the Ceroial Managers to a very large

extent were also of the opinion that the Teamwoak effectively addressed. 33% of the

Business and Commercial Managers also were of gin@om that Teamwork largely

affected organizational performance. This wastitated as below:
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Table5: Contribution of Teamwork in the Sales Force

Extent Very Large Moderate Small Total
Large

Business Managers 4 2 0 0 6
Percentage 66%  33% 0% 0% 100%

Commercial Managers 2 1 0 0 3
Percentage 66%  33% 0% 0% 100%

Advertising Director 1 0 0 0 1
Percentage 100% 0% 0% 0% 100%

Source:Researcher (2013)

4.8 Customer Service and Quality Management

According to the study the respondents were toomdpo measures that had been put in
place to ensure proper Customer Service. They ofetiee opinion that there was good
customer service as there they had developed bigidls with the customers over time
leading to long term relationships. It creates adges for both customers and the
business alike. The study found that 50% of theirass Managers were of the opinion
that Customer service and Quality Management hagtyalarge effect on organizational
performance. 33% of the Commercial Managers werth@fopinion that this was the
case. 33% of the Commercial managers were of tireaopthat Customer Service and
Quality management had a moderate effect on orgaoimal Performance. This was as

illustrated below:
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Table 6: Customer Service and Quality Management

Extent Very Large Moderate Small Total
Large

Business Managers 3 2 1 0 6
Percentage 50%  33% 17% 0% 100%

Commercial Managers 1 1 1 0 3
Percentage 33% 33% 33% 0% 100%

Advertising Director 0 1 0 0 1
Per centage 0% 100% 0% 0% 100%

Source:Researcher (2013)

4.9 Efficiency in processes

Respondents were required by the study to indisditether there was efficiency in the
processes used in NMG. According to the resporessivied on this question, the study
found out that Processes can be formal or informhé study found that 33% of the
Business Managers to a large extent were of theiapithat efficiency in processes
affected the overall organizational performancé&o@8 the Business Managers to a large
extent were also of the opinion that efficiencypnocesses to a large extent affected the
overall organizational performance. Only 33% of @mmmercial Managers thought that
Efficiency in Processes had an impact on the orgaioinal performance. This was as

illustrated below:
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Table 7. Efficiency in Processes

Extent Very Large Moderate Small Total
Large

Business Managers 2 4 0 0 6
Percentage 33%  66% 17% 0% 100%

Commercial Managers 1 2 0 0 3
Percentage 33%  66% 0% 0% 100%

Advertising Director 1 0 0 0 1
Percentage 100% 0% 0% 0% 100%

Source:Researcher (2013)

4.10 Equity in Remuneration and Reward for Performance

Respondents were required by the study to resppwndhéther Equity in Remuneration as
well as Reward for performance had any effect oeraV organizational Performance.
According to the responses received on this questibe study found out that an
organization must develop a comprehensive Remuaeratan in order for the Sales
force to be able to be highly productivEhe study found that 50% of the Business
Managers were of the opinion that Equity in rematien as well as reward for
performance had a very large extent organizati®eformance. 33% of the Business
Managers were also of the same opinion. None ofgbpondents thought that Equity in
Remuneration and Reward for performance did noehlaw effect on organizational

performance. This was as illustrated below:
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Table 8: Equity in Remuneration and Reward for Performance

Extent Very Large Moderate Small Total
Large

Business Managers 2 3 1 0 6
Percentage 50%  33% 17% 0% 100%

Commercial Managers 1 2 0 0 3
Percentage 33%  66% 0% 0% 100%

Advertising Director 0 1 0 0 1
Per centage 0% 100% 0% 0% 100%

Source:Researcher (2013)

4.11 Achievability of Targets of the Sales Force

Participants in the study were requested to exglaww the targets were arrived at and
how they were distributed. From the findings, thetiviewees indicated that the Targets
were arrived at as a result of the previous ygagt$ormance with a 15% markup for the
current year. The study found that 66% of the BessnManagers were of the opinion
that Achievability of Targets to a very large extdrad an effect on Organizational
Performance. 100% of the Commercial Managers waie & the same opinion which

was also the case with the Advertising Directo38f the Business Managers were of
the opinion that achievability of targets affectedanizational performance to a a large

extent. This was as illustrated below:
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Table 9: Achievability of Targets of the Sales Force

Extent Very Large Moderate Small Total
Large

Business Managers 4 2 0 0 6
Percentage 66%  33% 0% 0% 100%

Commercial Managers 3 0 0 0 3
Percentage 100% 0% 0% 0% 100%

Advertising Director 1 0 0 0 1
Percentage 100% 0% 0% 0% 100%

Source:Researcher (2013)

4.12 Challengesin Management of the Sales Force

Respondents were required by the study to respandwhether Challenges in

Management had any effect on overall organizati®®aformance. The study found that
50% of the Business Managers were of the opiniah @hallenges in Management to a
very large extent had an effect on Organizatioreafd®mance.33% of the Commercial
Managers were also of the same opinion. 66% ofCxmercial Managers were of the
opinion that achievability of targets affected argational performance to a large extent.

This was as illustrated below:
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Table 10: Challengesin Management of the Sales Force

Extent Very Large Moderate Small Total
Large

Business Managers 3 2 1 0 6
Percentage 50%  33% 17% 0% 100%

Commercial Managers 1 2 0 0 3
Percentage 33%  66% 0% 0% 100%

Advertising Director 0 1 0 0 1
Per centage 0% 100% 0% 0% 100%

Source:Researcher (2013)

4.13 Other Factors Influencing Sales Force input on Organizational

Per formance.

The study sought to establish from the respondathisr factors that influence the Sales
force Input on Organizational Performance. Thedicthat stood out most were: State of
the Economy, Sales Pipeline, Individual Performaand Sales Forecasting. Each of
these factors was an integral part in getting éoabjective of this research.

The study revealed that there were some factotshithmore weight than others. These
were factors such as Motivation The study found 8@P6 of the Business Managers
considered Motivation as having a large effect ow ihe overall performance of the
organization. 66% of the Commercial Managers alsd the same conclusion as
motivation having a very large and also a largeemixbf effect on the organizational

performance. Factors that enhance employee mavatie fair pay, incentives, special
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allowances, fringe benefits, leadership, encouraggmtrust, respect, joint decision
making, quality of supervision, adequate workinigtrenships, appreciation, chances for
growth, loyalty of organization, identification afdlfillment of their needs, recognition,
empowerment, inspiration, importance attached #r tfjob, safe working conditions,
training and information availability and commurtioa to perform actions.

There was also Equity in Remuneration and Reward®erformance where the study
found that 50% of the Business Managers were of dp&ion that Equity in
remuneration as well as reward for performance d&a@ry large extent organizational
Performance. 33% of the Business Managers wereohld® same opinion. None of the
respondents thought that Equity in Remuneration Redard for performance did not
have any effect on organizational performance. @&imployees are at the heart of the
business. Rewarding the staff when they effectivalfill your directives is an often
overlooked yet critical management tool. When priypeadministered and
communicated, a reward program can create and amaiathighly motivated employee
force working for the prosperity of your business.

There was also Achievability of Targets where ttuglg found that 66% of the Business
Managers were of the opinion that AchievabilityTafrgets to a very large extent had an
effect on Organizational Performance. 100% of tleen@ercial Managers were also of
the same opinion which was also the case with ttieeAising Director. We need to set
targets at a high level to stretch staff, but #rgét needs to be perceived as achievable if

the staffs are going to accept the stretch.
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There was also Communication whereby the studydotihat 50% of the Business
Managers considered communication as having a laftgct on how the overall
performance of the organization. 33% of the Commefdanagers also had the same
conclusion. The advertising Director was also @& t@pinion that Communication to a
very large extent had an effect on organizationatfggmance Communication can
influence on the perceptions and opinions abousqgrey, communities, organizations,
governments, and even society. One of the outcahadministrative communication is
related to the flow of information, regulations lipees, and procedures. As a managerial
tool, communication is frequently expected to shafermation with the sales force, to
coordinate activities, to reduce unnecessary maizdpirdens and rules, and ultimately

to improve organizational performance.
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CHAPTER FIVE:

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter gives a summary of findings from ttuelg, a conclusion of the findings,

recommendations given and suggestion for furthetiss.

5.2 Summary

The Study has revealed that there were areas iohwthe input of the Sales force was
greatly valued and needed to be looked into inrotdeachieve the overall objectives.
This can be seen through the performance of thesSabrce in relation to the overall
organizational objectives. Motivation has been ewebd through training of the sales
force as well as getting ideas from the sales foxderms of what they need during the

meetings and getting feedback from the management.

There were also areas such as Communication wher&adles force in NMG felt that
transparency must be maintained at all levels &althy relationship amongst the sales
professionals. The sales representatives shoukMage of their targets and incentives
from the very beginning to avoid confusions latar blake sure the targets are realistic
and achievable. All important information should bieculated through emails. The
related members should be kept in loop for everyionget the same information. Many
salespeople are money-motivated, so if there’s mgoimg incentive for selling well,

they'll either find a new job or stop trying. Sajebs offering a base and a commission
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can offer the best of both worlds. Salespeopleranarded appropriately for successful
sales, but don’'t have to worry about starving iéythhave a bad month. Often the
commissions won't kick in until the salespersonches a specific goal, such as a certain

number of sales or a minimum revenue amount fopérad.

On Customer Service the respondents gave the trahddat measures that had been put
in place to ensure proper Customer Service. Theg wkthe opinion that there was good

customer service as there they had developed Iigids with the customers over time

leading to long term relationships. It creates ativges for both customers and the
business alike. Customers benefit because the dsssia providing a service that meets
their needs. The business benefits because sdtisfistomers are likely to be repeat
customers. They will stay with the business. Howgg®od customer service is not

easily achieved. It takes time to establish. Iturezs investment to deliver consistent
standards. There were also other variables suctewadhlity of targets, efficiency in

processes and teamwork all which are imperativ@ganizational performance.

5.3 Conclusion

The results indicated that the Sales force corniohuhrough the various factors had a
major impact on the organizational performance. Easfs therefore needs to be put into
these variables in order to analyze each of thethfiad out how to enhance the Sales
Force in order to achieve the overall objectivebese factors are those such as
Communication, which revolves around the flow ofrtpand and how efficiently it is

done, Reward for Performance, where the sales foeees to feel appreciated in order

for them to strive and achieve the best.

40



Teamwork, where most of the Sales Force is stradtur teams which means there has
to be brainstorming of ideas, networking and alswking together of the Sales Force.
Achievability of Targets, which needs to be comnecated and understood by the Sales
force not just given to them. Customer Service ek & Motivation in order to have the

highest output and in turn achieve organizatiohgactives.

5.4 Recommendationsfor the Organization

To guarantee future business in the current dynan@dia industry, it is recommended
that NMG works on being flexible to the needs & 8ales Force as they bring the larger
percentage of the revenue to the Business. Therenany dynamics including Social
Media as well as the digital Platform. Building tareer relationships is also
recommended to the Sales force. An immediate recamdation would be that Nation
Media Group needs to look into each of the varmlaled decide on which ones need to
be looked into. The crucial ones based on the tedtdm the study are Motivation,

Reward for Performance, Communication and Achiexdlairgets.

This study recommends that the management of Néd@larly seek feedback regarding
personal effectiveness and development needs kadatdion. However, the study at the
same time recommends that the management shoulpgeugmance review forums to
ensure alignment to NMG objectives. This should dmne through performance
appraisal, implementation and monitoring of the peyformance indicators. The study
also recommends that NMG management needs to betopdeas and suggestions as
well as create a climate for creativity and leagnihrough success and mistakes in the

Sales Environment.
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The study appreciates that employees are key mesaurorganization and NMG should
invest more in their training and development idesrto bring the best out of them and
retain key talent. On the basis of findings preseérbove, it is recommended that Nation
Media Group should continue with the improvementtlogir organizational culture
especially in the areas of recruitment and selectioromotion, adequate and not
excessive work allocation so as to be seen agfait areas. The company should come

up with better ways of retaining its best staff.

5.5 Recommendationsfor further research

This study recommends that in future, further sgsadbe done on the same research
problem but with the incorporation of other med@ubes in Kenya and East Africa at
large to find out whether the same results wilkéglicated. The study recommends that
besides the challenges of the sales force estedlishthis study, other future studies
should seek to establish if the findings are shamerbss other industries without
necessarily limiting the study to media and alsthé challenges are managed by the

organization.
5.5 Limitations of the study

The study was limited to the Sales force of the é&tiging Department of Nation Media
Group in Nairobi. Nation Media Group is an Orgatia that has presence in six
countries in Eastern Africa. Due to time constsirihe findings of the research were
collected from eleven members of the Sales Forceagament. This was due to time
constraints as well as busy schedules due to theenaf their job. It would have been
important to obtain the views and opinions of otBaies Force personnel based within
the regional offices and the non- management skafadd more value of this research, it
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would have been good also to obtain the views fooistomers, suppliers and other key

stakeholders.
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APPENDICES

APPENDI X: INTERVIEW GUIDE

| am a student from the University of Nairobi purgua Master's Degree course in

Business Administration (MBA). As part of the acade requirements, am required to

undertake a research study entitled ‘Input of thale§ Force Contribution on

Organizational Performance’. | therefore requestylour contribution to some chosen

guestions here in.

Kindly answer all the questions;

1.

2.

9.

How old are you?

What is your academic Qualification?

What is your Position in the organization?

How long have you served in this position?

To what extent does Communication in the unit affdee Organizational
Performance?

Does Motivation of the Sales force have an effeot autput and overall
organizational Performance?

How important is teamwork and how does it contebubwards overall
organizational Performance?

What measures have been put in place to ensurempoystomer Service and
does that have an effect on the organization?

Are the processes Efficient and how do they coatelto productivity?

10.In your opinion is there Equity in Remunerationrifi@ss in Reward for

Performance and how does that affect productivity?
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11.Do the targets have an effect on OrganizationgbPeance?
12.To what extent are the Challenges in Managementaddd and do they have an

impact to the overall Organizational Performance?

Thank you for your contribution.
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LIST OF MEDIA FIRMSIN THE MEDIA INDUSTRY IN KENYA.

Nation Media Group

Standard Media Group

Royal Media Services

Media Max

Radio Africa

Kenya Broadcasting Co-operation
STV Holdings

Family Media

Christ is the Answer Ministries (NPC)
TBN Family Media

Capital Group

Kenya Institute of Management
Media 7 Group Kenya ltd.

Stellan Consult Limited.

Carole Mandi Media
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