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ABSTRACT

For organizations to achieve their goals and objest they have to constantly adjust to
their environment. This environment is constantigreging and so it makes it imperative
for organizations to continuously adapt their dtiég in order to assure survival (Aosa,
1997). Different forces take on prominence in shgmiompetition in each industry. Each
industry has an underlying structure or set of &amdntal economic and technical
characteristics, that gives rise to these competitbrces. Funeral sector in Kenya has
both publicly and privately owned morgues, thedwaiing are some of the funeral homes
that provide an inclusive package of morgue, ceffiowering gears, viewing area, a
religious services room or area, public addresterys video\ cameras seats and hearse
in Nairobi county namely; Lee Funeral Home, Monteau& Monalisa Funeral home,
Umash Funeral home, Kenyatta funeral home and @loirdortuary. Studies done
(Waithaka 2001 and Muriithi 2009) indicate thatvptely owned funeral homes have a
competitive edge compared to the public manageds $tudy sought to determine
factors which influence the choice of innovatiorattdgies adopted by funeral homes in
Kenya? The research was conducted through a cembespopulation for the study
consisted of all privately and public owned morgiredNairobi county, funeral homes
offering services. There are 24 funeral homes iirdida County and all were under
study. The study used both primary and secondary. ddne target respondents were
morgue directors/ superintendents, marketing masagad administrators. The data
collected from the respondents was analyzed usimgle statistical tools and presented
in frequencies percentages, mean and standard tideviaThis study therefore
recommends that these firms should incorporaterakirovative strategies especially
on the marketing area. They should adopt channelading print, direct mail, websites,
social media and email marketing to reach a largarket niche. The study further
recommends that these funeral homes should padneith other institutions giving
similar services like the insurance companies wielps them reach a large clientele
and makes the business more viable. This wouldgbecirents more closely to their
services.

Keywords: Innovation, Innovations strategies, DifferentiatioProcess Innovation,

Product Innovation and market innovation
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CHAPTER ONE: INTRODUCTION

1.1 Background Study

The greatest concern that has been and will allways the ability of an established firm
to safeguard its existence and survival over tiRog.organizations to achieve their goals
and objectives, they have to constantly adjush&r tenvironment. This environment is
constantly changing and so it makes it imperatoreofganizations to continuously adapt
their activities in order to assure survival (Port&980; Aosa, 1997; Pearce and
Robinson, 1997; Hamel and Prahalad, 1999). Orginimathat do not adequately adjust
to meet environmental challenges experience sicapegblem. It is characterized by the
mismatch of the organization output and the madieshand. This has called on firms to
rethink their strategies and develop innovative sv&y counter threats posed by the

environment.

Different forces take on prominence in shaping ceftitipn in each industry. Each
industry has an underlying structure or set of Amdntal economic and technical
characteristics, that gives rise to these competiforces. The strategist wanting to
position his company to cope best with its indusgtnwironment or to influence that
environment in the industry’s favor, must learn whmaakes the environment tick.
Organizations are responding to customer’s demantédzoming more innovative in
their new ways of approaching the environment (Adk397). Rapid technological
change has created a new business environment wieyeation has become a top

competitive strategy.



A firm’'s performance and behavior is affected Iy ¢competitors and the degree of
competition. The degree of competitiveness of tlaeket refers to the degree to which
individual firms in the market have power to influe price or other terms on which their
services or products are sold. Based on marketctarstics like degree of product or
service differentiation, entry barriers, mobilitgxpansion, shrink and exit barriers
economist were able to classify industries (Lips&987; Kotler, 1998; Pearce and
Robison, 1997). This has led to organizations enibgainnovation as a way of

cushioning themselves from the turbulent environmen

1.1.1 The Concept of Innovation

The term “innovation” is complex and has been defim a variety of ways. The word is
associated with the use of human creativity to ggeedeas that lead to the emergence
of new products, services or new ways of behaviorinnovate is to introduce something
that is new or to improve that which already exidtsom a business perspective
innovation is typically focused on finding waysdnhance the competitiveness of a firm
by converting ideas, processes, technologies drah@s into commercially valuable
outcomes (Mazzarol and Reboud, 2009). OngkittiR0G) discusses innovation as a
complex subject characterized by change or adopgiiocess of new technologies or
techniques. Not only is it complicated to predin¢ tonsequences of such innovations,

but also difficult to measure its effects in a sysatic way.

An innovation is an idea, behavior, or object pemeg as new by its audience. The
process by which a new idea or new service is aedus known as adoption. Diffusion

of innovation seeks to explain how innovationsadepted in a population. It offers three



valuable insights in the process of social changmealy the qualities that make an
innovation spread successfully, the importance edr{io-peer conversations and peer

networks, and it gives an understanding of the méelifferent user segments.

Lees (1992) discusses innovation as an ambiguausept attracting multiple and often
conflicting definitions, and conveying differentinlgs to different people both in the
literature and in organizations. Storey (1989a,919&uggests that the conceptualization
about what innovation is, closely wrapped up withawit is for, because clearly it is not
an end in itself. Hence, largely conceptualizatias to be inferred from treatment of its
objectives. Traditional definitions tend to placephasis on the formal, planned and
deliberate aspects of the innovation process. Mooatemporary definition see
innovation as generic encompassing both educatahti&ining, formal and informal

processes.

Further (Kambil, 2002) discusses business innomati@as the discovery and
implementation of new technologies, new product asetvices, new customer
experiences, new processes, new markets, new deaamk new business models. This
results to competitiveness, and the process byhmnicovation is managed to gain an
upper hand is referred to as corporate venturingr(igsey, 2002). Through corporate
venturing, innovation creates purposeful, focuseginge in an enterprise’s economic or
social potential (Drucker 1998, Johnson and Schadl®99). It requires abandoning
comfortable old ways of doing business (Davenpt®93). There is no single success
formula, which has universal validity (Ansoff andli8/an, 1993). Haapaniemi (2002)
notes that good ideas can come from anywhere irotganization hence the need to

foster corporate entrepreneurship. Even where thergood ideas, innovation may stall



due to organizational politics defined as compatitfor limited corporate resources

(Kiechel, 1998).

Peng (2009) argues that innovation strategy is exialized form of differentiation

strategy. This offers three advantage to orgammatifirst introducing new goods or
services is likely to earn (quasi) ‘monopoly prsfituntii competitors emerge. If
organizations come up with disruptive technologlesn they may redefine the rule of
competition, thus wiping out the advantages of mibant. Secondly innovation should
be regarded broadly, not only as technological bréaough innovation, less novel but
still substantially new ways of doing businessas® innovation. Lastly, entrepreneurial

firms are uniquely ready for innovation.

In her post entrepreneurial model Kuezmarski andolistes (1994) states that
traditional organizations face a difficult balangiact between gaining the full benefits
from existing mainstream business and at the samedreating new activities that will

become the mainstream business of the future. ®heof creating new products or
ventures used to be the sole domain of the statplginners or the research and

development department.

Innovation strategy is an advantage over comp&itgains by offering consumers
greater value either by means of lower prices optowiding benefits and services that
justify higher prices (Thompson et al, 2007). Atausable innovation strategy is the
prolonged benefit of implementing some unique valeating strategy not

simultaneously been implemented by any currentobergial competitors along with the

inability to duplicate the benefit of this strategy



1.1.2 Funeral service sector in Kenya

According to Archaeologist (Cassem 1976 and Maraietly 1959), humans have paid
special attention to their dead for as long asetlelarchaeological record of our species.
Some of the early graves, for example, containepolfom flowers, which did not grow
in the immediate area of the gravesite. Thus, somdwought specific flowers to place
with the corpse. Just as we infer from the buritdssof extinct people to their lived
culture, the tensions and social forces within@un contemporary culture is reflected in
our customs around death and disposal.

In the Kenyan culture, the bereaved dispose thel deawo ways either the burial
method conducted at a graveyard or cremation aLdngata graveyard or at Kariorkor
graveyard. Cremation is based on individual wililtare, religion and family influence.
A study done by (Natural death, 2013) discourabesitethod of cremation since it uses
much energy in form of fuel and electricity andwasd| releases a staggering 400 kilos of
carbon dioxide, mercury vapour and other pollutatd the atmosphere which is harmful

to the surrounding environment.

Funeral sector in Kenya has both publicly and pelyaowned morgues, the following
are some of the funeral homes that provide an sn@upackage of morgue, coffins,
lowering gears, viewing area, a religious serviaEsm or area, public address systems,
video\ cameras seats and hearse in Nairobi couatyely; Lee Funeral Home,
Montezuma & Monalisa Funeral home, Umash FunerahdhoKenyatta funeral home
and Chiromo Mortuary. Three are closely locate@doh other and strategically placed
next to major hospitals: Kenyatta referral Hospitddirobi Hospital, Nairobi Women'’s

Hospital and the Mbagathi hospital. The primarysces that lead to people choose a



particular funeral home is because, the funeralenbas served their family or a member
in the community before and they liked the servgmpd reputation, a fair service price

and accessible.

Studies done (Waithaka, 2001 and Muriithi, 200@)icate that privately owned funeral
homes have a competitive edge compared to theguiainaged. This is due to a shorter
level of bureaucracy in decision-making and thedn&e provide quality services. In
addition, the fact that the bereaved family caraaige with the respective funeral home
to provide for a viewing room, service room, catpgrupholstery and hearse services, in

conclusion the funeral home is “a one-stop shop”.

1.1.3 Funeral service sector in Nairobi County

The first mortuary to be established in Nairobi @gyuvas the City Mortuary in 1956 by
the Act of Parliament facilitated by the coloniadvgrnment. During the struggle of
independence the colonial government found it rezggsto have a mortuary where
bodies of remnants and destitute people would heseoved and disposed by the
mortuary attendants. The initial storage capacftyhe funeral homes was six bodies
currently the home hold 160 bodies. Later the aaréint passed a law that over saw

change of management from the government to theGzitncil of Nairobi.

Nairobi County has both public and private funenames for instance Lee funeral,
Umash, Montenzuma & Monalisa, Chiromo, Kenyattav@rsity Mortuary to name but a
few falls under private mortuary. The following aeamples of hospital mortuaries:
Avenue mortuary, Karen mortuary, Nairobi hospitartaary, Guru Nanak in these type

of mortuaries, bodies are preserved before traresfép a major funeral home. Kenyatta



National Hospital mortuary runs as a parastataé government has direct involvement
in the management and operations of some funeraiehoe.g. Mathare mortuary,
Mbagathi mortuary, Mama Lucy mortuary, Mutuini maty to name but a few. Since
the mortuaries operate in a competitive environmémir operations are not purely
business. There was a bill passed by parliamentpttogposed funeral homes should be
constructed near hospitals and for educationalevalbere students would get firsthand

experience on pathology and forensic investigation.

1.2 Research Problem

According to (Trott, 2008) market vision is the ldapilook into the future and picture
products and services that will be successful fralamental requirement for firm
wishing to engage in innovation. It involves orgaations having a technological
capability that presents market future needs. Wthie may sound simple it lies at the
heart of innovation process and focuses on thesnekthe target market and how the

new product impacts on its consumers.

In the funeral industry, the players use differatntin strategy to deliver services that
customers perceive to be valuable and differentoAding to the five forces frame work
i.e. rivalry among competitors, threat of potengalry, bargaining power of suppliers,
bargaining power of buyers and threat of substitiite less the players in the industry
imitate each other the more protected its servaces Overall, a differentiation strategy

requires more creativity and capability than a frginded drive to lower costs.



Successful differentiators are able to increase tegenue base. Just like any industry
the funeral sector operates in a competitive enwirent. Therefore, it is appropriate for
an organization to innovate where possible anddaegicumstances that will lead an
institution to operate in a vacuum or underestisiate rivals especially when the

industry is experiencing market shift.

There are various studies done on innovation sfiegefor instance (Lusweti, 2009)
Innovation strategies adopted by FM radio statiarnisenya, (Karanja, 2009) Innovation
strategies adopted by insurance companies in Ké®athai, 2009) Innovation strategies
adopted by Equity bank. Waithaka (2001) did anysislon funeral industry in Kenya
and (Muriithi, 2009) Strategic responses to the petitive environment: A case study of
Umash funeral home. Despite the various studiggecaout on innovation strategies, few
sources offer guidance on how funeral homes in Keran adopt innovation strategies, a
knowledge gap that this research proposal ende&vdits The study will seek to answer
the following questions; what innovations strategleave funeral homes in Nairobi
County adopted? And which factors influence thei@hof innovation strategies adopted

by funeral homes in Kenya?

1.3 Research Objectives

The study objectives are to:

)] Determine the innovation strategies adopted byrAlff@mes in Nairobi County.
i) Establish factors influencing choice of innovatisinategies adopted by funeral

homes in Kenya.



1.4 Value of the Study

The external environment is continuously changind affecting all organizations. As a
result new innovations are emerging thus chandnegaperations of the organizations,
funeral homes like all organizations need to redptm environmental changes taking
place in a strategic manner to be able to remaimpetitive and relevant. The study will
provide a holistic view of innovation strategieglie funeral sector. Through the findings
the funeral homes will be in a position to rethihkir innovation strategies in such a way

to enable them achieve their goals and objectives.

Secondly the government of Kenya will be in a bigp@sition in formulating laws that
the funeral sector; this will not only promote amabling business environment to the
existing players and new entrants but also enceuttag customer to sample a wide range
of products set by the funeral sector and alsoeptdhe customer from exploitation by
the industry players. The government will also bebietter position to implement
incentives in the industry that encourage innovatlastly, the study will be of value to
other scholars who will use the study as a founddfor further knowledge as they seek
to improve and develop a better understanding dvation strategies adopted by local

organizations.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction
This chapter reviews the literature available oatsgic innovation, types of innovation;

process innovation, product innovation, market watmn and differentiation as a

strategy used by funeral homes. The first secti@sgnts the theoretical framework on
strategic innovation, types of innovation followeglthe differentiation as a strategy. The
second section reveals the empirical studies donlee past years and a summary of the

literature review.

2.2 Theoretical Foundation
There are various theories on innovation that farrfoundation of innovation in any

organization. According to (Cuervo et al, 2005)trepreneur theory is the ability of the
organization leader to detect or create businesgorgmities presented in the

environment. The entrepreneur plays the role oérditrator or simply he/she ‘sells the
idea’ of the business project. They further suggleat ‘corporate entrepreneur’ or the
chief executive officers should no longer limit thgelves in managing the firm’s assets,
coordinating and controlling firms activities inetlturrent climate but must anticipate,
articulate and mange change. In other words, thagt meinvent the firms on a daily

basis, creating new enterprise and develop compeatworks.

The Blue oceans theory is another important thélguborgne and Kim, 2005) argues
that while traditional competition based rules aeeessary, the blue ocean theory tries to
align innovation with utility, price and cost pasit and achieve both differentiation and
low cost simultaneously. A firm achieves blue thyeahen it manages to create value

innovation, which in the end creates value to hbébuyer and the company.

10



In the blue ocean, demand is created and amplertoyty for growth that is both rapid

and profitable is identified, which uncontested kefrspace, and making competition
irrelevant. While in the Red Ocean, the industryurmaries are well defined and
accepted, and player in the industry knows the atitiyge rules. In the Red oceans
companies try to outperform their rivals to gralgreater share of product or service

demand.

Strategic innovation is the ability to create aeditalize the business idea and concept of
the company by changing both the market of the @mpand the competencies and
business system of the company. In this way, gfi@tmnovation is concerned with
developing the entire company. Grant (1998) asslessto develop innovation strategy
in an organization, two primary ingredients: knosge and creativity must be harnessed.
He further advise that only by understanding thierskeinant of creativity, then fostering
through appropriate organizational environment dae firm hope to innovate
successfully. Innovation strategy development m@scenvolves idea generation,
screening, testing and implementation. During theaigeneration stage, major sources
are both internal through employees and externaices such as customers’ competitors,
distributors and supplier. Followed by idea scregnwhereby, ideas generated are
reduced in order to spot good ideas and drop pees.olhe good idea is then, developed
into a product concept followed by concept testmgonfirm if the concept has strong
consumer appeal. If the test results are succegbfilnext stage will be to carry out a
marketing strategy development which involves acdpson of the target market, the
planned product positioning, and the sales mathatesand profit goals for the first few

years.

11



Innovativeness refers to the willingness to suppmoeativity and experimentation in
introducing new products, becoming technologicahddbys, and developing new
processes. Plessis (2007) notes innovation asréagian of new knowledge and ideas
that facilitate new business outcomes aimed atomipg internal business processes and
structures and create market driven products andces. Thompson (1965) early and
straight forward definition simply states innovaticss the generation acceptance and

implementation of new ideas, processes productices.

Muller (1971) is of the opinion that innovationasvast subject; it means many things,
both tangible and intangible. A new idea, theorypcpss management, social
arrangement and behavioral patterns full undeg#reeral subject of innovation. Mueller
(1971) points out that while innovation is a naturaman activity, it is planned and
deliberate and continuous process. Innovation l¢adshange which leads to necessity

for further innovation, which again leads to charageontinuity cycle.

2.3 Types of Innovation
According to (Kuratko, 2009) points out that theme four basic types of innovation

namely invention innovation; the creation of nevoduct/ services or process that is
‘revolutionary’, extension innovation; this type ohnovation makes a different
application of a current idea, duplication innowati is replication of an existing
product/service/ process that add value to theeprégneur’s creativity and enables the
organization to have a competitive edge. Lastintlsgsis innovation; involves taking a
number of existing ideas and finding a way thaytt@n form a new application. Hisrich,
Peters, and Shepherd (2008) came up with threes tgpannovation, the first been
breakthrough innovation; which is extremely unigneovation that often establishes a

platform of future innovations.

12



Secondly, technological innovation involves the athement of a product/ service or
market area. Third type of innovation in their gs& is ordinary innovation this is

mostly identified when a market analysis is caroetiby a firm.

Bessant and Tidd (2009), argue that innovation talte many forms but they
summarized types of innovation into four as folloysoduction innovation, process
innovation, position innovation and paradigm inrio@ this is a shift in long held
assumption about a business/ product or serviceiopallos and Dawson (2009),
analyzed innovation into four types namely: produsgrvice innovation, process
innovation, management innovation and market/ mositnnovation. The latter type of

innovation will be elaborated more in this study.

2.3.1 Process Innovation

Davenport (1993) defines process innovation as rabgmation of structure for doing
work with an orientation to visible and dramatisults. It involves stepping back from a
process to inquire into its overall business olbjectand then effecting creative and
radical change to realize order- of — magnituderawgment in the way that objective is
accomplished. Process innovation can be distingdi$tom process improvement, which
seeks a lower level of change. If process innowati@ans performing a work activity in
a radically new way, process improvement involvesfgyming the same business
process with slightly increased efficiency or effeeness .Process innovation embraces
quality function deployment and business procesagimeering (Cumming, 1998). An
efficient supplier who keeps working on producivgains can expect, over time, to
develop products that offer the same performance latver cost. Such cost reductions

may, or may not, be passed on to customers irotine &f lower prices.

13



Process innovation is important in both the supglyhe core product as well as in the
support part of any offer. Both components of dsratequire quality standards to be met
and maintain. In the case of services, which byrtkery nature rely on personal

interactions to achieve results, the managememqradess innovation is a particularly
challenging activity (Johne and Storey, 1998).sltgenerally known that a variety of

factors are implicated in innovation success. Fitsre is evidence to support the view
that new products success is related to the foratédn of new products processes
(Cooper et al, 1999; Cooper 1993). Second, theatsts the issue of providing the right
environment for innovation. Central to the delatevhether the capacity to innovate is
predominantly a personal attribute, or whethes &m emergent property of organizations
amenable to systematic management ( Leavy, 1997,Tih is hardly surprising that

making sure customers’ needs act as the primerdigavennovation is deemed to be a

critical issue ( Foxall, 1989; Fitfield , 1998).

2.3.2 Product Innovation

Product innovation is the creation and subseqirgrgduction of a product or service
that is either new, or improved on previous produmt services. Kirill (2011) defines
product innovation as the development of a newygetachanges in design of established
products, or use of new materials or componentshé manufacture of established
products. Thus product innovation can be divide itwo categories of innovation:
development of new products, and improvement ofsteyg products. Under the
development of new products describes the completeess of bringing a new product

or service to market.

14



There are two parallel paths involved in the precese involves the idea generation,
product design and detail engineering; the otheolires market research and marketing
analysis. While improvement of existing productsenftakes place when a product’s
sales are in decline, this is an obvious and contynesed method to extend the life of a

product.

Product innovation provides the most obvious mdangyenerating revenues. Process
innovation, on the other hand, provides the meansdfeguarding and improving quality
and for saving costs. Improved and radically chdngeoducts are regarded as
particularly important for long term business groW®©ke and Goffin, 2001). The power
of product innovation in helping companies retaimd ggrow competitive position is

indisputable. Products have to be updated and @ateiplrenewed for them to have a

strong market presence.

2.3.3 Market Innovation

Market innovation is concerned with improving théxrof target markets and how to
serve best the chosen markets (Mitchell, 1996) plispose is to identify better ( new)
potential markets; and better ( new) ways to sémvget markets. In market innovation
identification of potential markets is achievedotgh skillful market segmentation,
(Walker et al, 1996). Market segmentation, whickiolmes dividing a total potential
market into smaller more manageable parts, ialiyi important if the aim is to develop
the profitability of a business to full. Incompletearket segmentation will result in a less
than optimal mix of target markets, meaning thaeneles which might have been earned

are misread.

15



Meyer (1984) categorized product development intmg@ry and secondary innovation.
Primary innovations were broadly concerned with degelopment of new markets and
relate to instances where there is a high degreeedfinical originality and a
commensurate change in consumer behavior. Secoimd®yations, on the other hand,
are basically business or company focused and alpiinvolve improvement to an

existing market.

2.4 Differentiation as a Strategy

According to Murithi (2009), he states that mostdtal homes use service differentiation
as a strategy of attracting a wider range of custemMost private morgues have three
categories of pricing; Middle, VIP and executiveff@entiation is the ability, to sell
differentiated product at a price that exceed spest in creating the product or service.
This is allows the firm to outperform its rivalscaearn above average returns. A product
differentiation can be done in various ways: Unldeatures, responsive customer
service, rapid product innovation and technologiealdership, perceived prestige and
status different tastes and engineering desigrparfidrmance are example of approaches

to differentiation (Porter, 1980)

Rather than cost reduction a firm using the difiéiegion needs to concentrate on
investing in and developing such things that amgtimyuishable and customer will
perceive. Overall, the essential success factordiftdrentiation in terms of strategy
implementation is to develop and maintain innowatrss, creativeness and
organizational learning within a firm (Ireland df 200, Dess and Davis, 1984 Porter,

1985).
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The term unique selling proposition refers to atls#rg to communicate a product’s
differentiation (Reeves, 1961). In economics, sssfté product differentiation leads to
monopolistic competition and is inconsistent witie tcondition for perfect competition
which include the requirement that the product efpeting firms should be perfect
substitutes Kotler (2001) insists that anythingt thdirm can do to create buyer value
represents a potential basis for differentiationeoit finds a good source of buyer value,
it must build the value, creating attributes int® products at an acceptable cost. These
attributes may raise the products’ performance akemit more economical to use.
Differentiation possibilities can grow out of pdssities performed anywhere in the

activity cost chain.

Differentiation can be achieved on a variety ofdsm for example by design, style,
product or service features, price, image etc. Thajor advantage of service
differentiation strategy, as opposed to a costdesdp strategy, it that it creates or
emphasizes a reason why the customer should boytfre company rather than from its
competitor. While cost leadership creates an esdlgntinancially based advantage for

the company, differentiation creates a market baswdntage (Hall, 1980).

The objective of differentiation is to develop aspion that potential customers sees as
unique. Differentiation primarily impacts perforn@nthrough reducing directness of
competition to the product becomes more differesdtegorization becomes more
difficult and hence draws fewer comparisons withdgbmpetition. A successful product
differentiation strategy will move your product fnocompeting based primarily on price
to competing on non- price factors (such as prodberacteristic, distribution strategy,

or promotional variables.
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Most people would say that, the implication of eiintiation is the possibility of
charging a price premium; however, this is a gswlification. If customers value the
firm’s offer, they will be less sensitive to aspeof competing offers; price may not be
one of these aspects. Differentiation makes custinea given segment have a lower

sensitivity to other features non-price of the prad Sharp and Dawes, 2001).

2.5 Empirical Studies on Innovation Strategies

Studies have been done on innovation strategieswgéti, 2009)the greatest factor that
affects the choice of innovation strategy in thedimandustry is the economic factor.
Other factors that affect the industry are managerpelicies, political factor, social
(religion, life style) and competitor’s action. So@ (2009), quality customer care was a
factor in influencing innovative strategy. Humarsaerces and marketing were the
strategy focused by insurance companies in Kenj@. Study also revealed that cost
leadership was the most used competitive stratagyinoovative advantage in the

insurance industry.

Gathai (2009)technology was an influential factor since gepdical barriers were
broken, posting staffs who understood the cultlaeguage and values of the target
population, use of village mobile units and agenmdel has helped the bank increase
its customer base and profits as well. Munyasi (201n this case study the major
challenge Safaricom Company faced was the nee@we A better quality product that
could met customer expectations and needs in d@odprovide value to its customers.
The following were identified as challenges; thdigbto understand the target market
better, implementing a mobile payment for the massel financing the M-Pesa project

were some of the major challenges.
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Kinuthia (2010), in this study it was realized that large and medaized banks innovate
regularly while small sized banks were split betweéenovating regularly or on rare
occasions. The reason as to why large banks inaosegularly was their financial
strength. Increasing revenue, introduction of smiproducts by competitors, poor
customer response on new products and enhancibgnoeissatisfaction were the major
influencing factors in financial innovation whilenproved customer service and increase
in bank revenue were the major benefits. Bwaleyl(20the project revealed that
majority of the banks for the last 5 years had vated in new technology, new products
however it is clear that minimum attention has bgeen to the service innovation. The
study shows that process innovation which led twir®ss processes increased efficiency
and increased its market share. Moreover, the stiedyd out that information
technology capabilities support the bank strategres most banks are willing to finance

technology and innovation.

Muriithi, (2009), major challenge identified wasralry among competitors. Wanjiru
(2001), in her study the following is evident tlsatce the industry was on its emerging
stages the strongest factor was easy entry of ditonse Low bargaining power of
customers, moderate intra- industry rivalry, moteesirong threat of substitute services
(cremation), the government inability to preventieensed companies from operating

leading to unfair competition followed in that orde

2.6 Summary of the Research Gaps

For any organization to remain relevant in the smnent, it ought to innovate from
time to time as most authors suggest that innowasahe adoption of a new process,

technology or technique. Lees, (1992) points oat thnovation is not an end in itself.
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This is true because for innovation to be effectiva given organization there should be
proper organizational structure in place to be dolesupport the innovation. The
willingness of its employees to learn and acceptctimnges brought about by innovation.
It is necessary to note that organizations shouvddite an organizational culture that
encourages its employees to suggest new and re¢leleas that it can implement. Since
goods ideas can come from any level of managenmérdduced in the organization,
therefore, proper methods of communication shoudd il place and open to all

employees.

Currently organization are developing departmeat teal with product research and
development while others create innovation departmeith the intention of having a
competitive edge over its competitors. (Kay, 199&jes that innovation is a key element
in corporate strategy and firm level performanceaddition innovation can introduce
scarce, high value added products and the indiViittua can reap super- normal profits
from its introduction. It allows the firm to dev@mew products or services. Previous
studies done indicate that different industriespadbifferent ways or methods to carry
out innovation. Some organizations tend to innovatge on technology, while others
use economic factors, quality customer care, amddaoction of new and unique products
or service in the market. For instance banking stiduhas increased its revenue through
technological innovation while insurance compariesefit more when they introduce a
service innovation to the target market. Theretase scholars who seem to agree that

entry of new competitors is the greatest thredéhénfuneral sector.
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Hisrich, Peters and Shepherd (2008), will suitet besnechanical, engineering, medical
field and ICT companies. The levels follow each eothin an orderly manner.
Breakthrough innovation, technological innovationdaordinary innovation. Most
organizations in the service industry will implerelifferent innovation strategies that
will lead to have a competitive edge in the envinent. In some cases innovation
strategies can be benchmarked from one organizttianother is evident in the banking

industry.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the methodology that was tesedrry out the research project.
The research methodology was presented in thewwip order: research design,

population of the study, data collection and dataysis

3.2 Research Design

The research was conducted through a census. Nagobty census is appropriate since,
it will enable the researcher to have an-in depttieustanding of the topic under study.
The importance of a census is emphasized by Cd@pé7) and Saunders (2004) who
both acknowledge that a census is a count of allelements in a population or the
collection and analysis of data in every possilalgecor group member in the population.
This was a powerful form of qualitative analysisittiinvolved a careful and complete

observation of the total population in the study.

3.3 Population of the Study

The population for the study consisted of all piéy and public owned morgues in
Nairobi county, funeral homes offering services. garse services, repatriation to and
from abroad and the related accessory products weleed in the study. There are 24

funeral homes in Nairobi County and all were urstady.

3.4 Data Collection

The study used both primary and secondary datamaPyi data was collected using

guestionnaires, which, was well structured andildetao address the research question.
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It had two sections; the first section addressedthangeneral information while the

second section addressed innovation strategies.tdrfget respondents were morgue
directors/ superintendents, marketing managersaanainistrators. Secondary data was
sourced from relevant journal, academic bookscladiand unpublished projects. The

guestionnaire was administered based on drop-ardapethod.

3.5 Data Analysis

The data collected from the respondents was armdlygeg simple statistical tools. Data

analysis is the way in which to handle raw datarder to facilitate understanding and

reporting of findings to meet the objectives of teeidy. The data collected was

gualitative and quantitative in nature. The congleuestionnaires were edited for

completeness and consistency; this determined sb&ulness, credibility and adequacy
of the data collected. The responses from the mumstire was tabulated and coded and

the results were presented in graphs, charts, are@dupercentages to summarize the data.
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction

This chapter analyses and interprets data of onfabrs influencing the choice of
innovation strategies adopted by funeral homesany&. The analyzed data is arranged
under themes that reflect the research objectilesiever, these themes are preceded by
the equally essential background data about theopal profile of respondents. The
results are presented and analysed using simpistis& tools generated frequency and
percentage tables as quantitative data. Besidesyiew responses logically presented by
use of “phraseology” “word statements” to prove/angupplement this quantitative data

as shown in the proceeding sections.

4.2 General information

Table 4.1: Gender of the respondent

Gender Frequency Percent
Male 15 71.4
Female 6 28.6
Total 21 100

Source, Research Data (2013)

On the gender respondent the study found that majoir the respondent as shown by
71.4% indicated that they were male whereas 28.6#tearespondent indicated that they
as female, this is an indication that funeral hormedNairobi employed both gender

though not in equal proportion.
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Table 4.2: Distribution of respondent by age

Age Frequency Percent
20 to 30 years 5 23.8
31to 40 years 9 42.9
41 to 50 years 7 33.3
Total 21 100

Source, Research Data (2013)

The study sought to determine the age of the refsgan from the findings the study
found that most of the respondent as shown by 44dri¥icated that they were aged
between 31 to 40 years, 33.3% of the respondentatad that they were aged between
41 to 50 years and 23.8% of the respondent indickiat they were aged between 20 to

30 years, this is an indication that respondenewell distributed in terms of their age.

On the funeral home the respondent were workingtfer study found that respondent
were working in various funeral home which were édaHospital Mortuary, Aga Khan
Hospital Mortuary, Avenue Hospital — Mortuary, Ketitpa University Mortuary , Lee
Funeral Home , Mama Lucy Hospital- Mortuary , Mak#wspital- Mortuary , Mathare
Hospital Mortuary , Chiromo Mortuary , City MortyarGertrude’s Hospital Mortuary,
Guru Nanakak Hospital Mortuary, Kenyatta Nationabspital Mortuary, Mbagathi
District Hospital- Mortuary , Montezuma & Monaligaineral Home , MP Shah Hospital
Mortuary, St. Mary Funeral , Umash Funeral Hometwu Dagoretti Mortuary, Nairobi
West Hospital and St. Francis Kasarani- Mortuéims is an indication that respondent

were from various funeral home in Nairobi which eéargeted by the study.
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The study sought to determine the position helthieyrespondent in the organization, the
study found that respondent held various positionthie organisation which were
operation manager, transport manager, house keeparketing managers, general

manager, clerk, accountant and operation staff .

Table 4.3:Number of years the funeral home has been in existee

Number of years Frequency Percent
1to 10 years 3 14.3
11 to 20 years 6 28.6
21 to 30 years 7 33.3
31 to 40 years 4 19.0
41 to 50 years 1 4.8
Total 21 100

Source, Research Data (2013)

The study sought to determine the number of ydaduneral homes were in existence
from the findings the study found that 33.3% of thspondent indicated that the funeral
home had been in existence for 21 to 30 years%2&fb6the respondent indicated that
the funeral home was in existence for 11 to 20 s/e89% of the respondent indicated
that the funeral home had been in existence fao340 years, 14.3% of the respondent
indicated that their funeral home had been in erist for 1 to 10 years whereas 4.8%
indicated that their funeral home had been in erists for 41 to 50 years. On the
number of employees in the funeral home the stodyd that the number of employees

ranged from 23 to 100 employees in the funeral home
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Table 4.4: Type of the funeral home

Type of business Frequency Percent
Sole proprietor 2 9.5
Partnership 6 28.6
Limited company 10 47.6
Others 3 14.3
Total 21 100

Source, Research Data (2013)

On the ownership of the funeral home the study estpd the respondent to indicate the
nature of the ownership of their funeral home, frim findings the study found that
most of the respondent as shown by 47.6% indicdu&idtheir funeral home was limited
company , 28.6% of the respondent indicated thair thrganization was partnership ,
14.3% of the respondent indicated that their ozgtion was other whereas 9.5% of the
respondent indicated that their organization wéas gmprietorship , this is an indication
that funeral home in Nairobi had various form ofn@nship with most of them being
limited companies . On the nature of ownershiphef business, the study found that all

the funeral homes in Kenya were locally owned.

Table 4.5: Customer Acquisition

Customer acquisition methods Percent
Word of mouths 42.9
Advertising 76.2
Branded company vehicles 66.7
On site notice / walk in customers 28.6
PR / reputation of owner 33.3

Source, Research Data (2013)
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From the findings on the methods used in custoroquiaitions, the study found that
most of the respondent indicated that their funéi@hes acquired customer through
advertising as shown by 76.2%, branded companycleshas shown by 66.7%, word of
mouth as shown by 42.9%, Public relation /reputatibthe owners as shown by 33.3%
and On site notice / walk in customers as showB&§%, this clearly shown that funeral

home used various strategies in acquisitions abousrs.

Table 4.6: Service offered at funeral homes

Service offered at funeral homes Percent
Transport (hearse services) 95.2
Hire of lowering gear 90.5
Embalming 95.2
Accessories (ribbons, perfumes, flowers etc) 81.0
Counseling services 52.4
Repatriation of bodies around the world 42.9
Supply of coffins/ caskets 90.5
Public address systems 33.3
church trolley 95.2
Cremation 61.9
funeral planning 47.6

Source, Research Data (2013)
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From the finding on the service offered at fundmame the study found that the service
offered at funeral home were transport (hearseic@rnembalming and church trolley as
shown by 95.2% in each case, supply of coffinskietssand hire of lowering gear as
shown by 90.5% in each case, accessories (riblpeniymes, flowers etc) as shown by
81%, cremation as shown by 61.9%, counseling sera& shown by 52.4%, funeral

planning as shown by 47.6% and public addresgsysas shown by 33.3%.

4.3 Innovation strategies

Table 4.7: Innovation strategies employed by orgamation

Innovation strategies employed Percent
Technology 90.5
Service 81.0
Customer quality 85.7
Efficient process 81.0
Management 76.2
Economic factors 71.4
New market 90.5
Paradigm shift 81.0

Source, Research Data (2013)

From the findings on the innovations strategies leygal in funeral homes the study
found that the various innovation strategies enmgdoy funeral home were technology
and new market as shown by 90.5% in each caseyreastguality as shown by 85.7%,
service, paradigm shift and efficient process asvshby 81% in each case, management
as shown by 76.2% and economic factors as shownlbipo, this show that funeral

home in Nairobi applied various innovation stragsgi
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The study also revealed that the innovation strasegpplied by funeral homes in Nairobi
were competitive in the environment of operatiorhese findings concur with findings

of Kuratko, (2009) who points out that there ararfbasic types of innovation namely
the creation of new product/ services or procesglication innovation synthesis

innovation; involves taking a number of existingagd and finding a way that they can
form a new application . Bessant and Tidd (200€9tes that there are four type of
innovation; production innovation, process innowatiposition innovation and paradigm
innovation this is a shift in long held assumptadiout a business/ product or service.

Table 4.8: Importance of various form of innovationto the organization

Forms Of Innovation Mean Std Deviation
New technology 1.820 672
New service 1.895 741
New customer experience 2.014 .706
New process 1.582 554
New Market 1.701 522
New channel 1.522 532

Source, Research Data (2013)

From the findings on the importance of the varidosms of innovation to the

organization, the study found that majority of thespondent rated the following
innovation as important to the organization, newarctel as shown by mean of 1.522,
new process as shown by mean of 1.582, new masksth@vn by mean of 1.701, new
technology as shown by mean of 1.820, new serngahawn by mean of 1.895 and new

customer experience as shown by mean of 2.014.
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This is an indication that various forms of innogas were important to organization.
Market innovation is concerned with improving théxrof target markets and how to
serve best the chosen markets (Mitchell, 1996)rdrgxd and radically changed products
are regarded as patrticularly important for longntdsusiness growth (Oke and Goffin,
2001). Process innovation embraces quality functleployment and business process
reengineering (Cumming, 1998). Gathai (20@8¢hnology was an influential factor

since geographical barriers were broken.

Table 4.9: Generic competitive strategies used t@am the innovative advantage

Strategies Mean Std Deviation
Differentiation 1.641 .882

Cost leadership 1.880 .896

Market focus/ niche strategy 1.686 916

Source, Research Data (2013)

From the finding on the respondent rating the usgemeric competitive strategies to
gain the innovative advantage by funeral home sthedy found that funeral home used
various generic competitive strategies which wafferéntiation as shown by mean of
1.641, Market focus/ niche strategy as shown bynmedal.686 and cost leadership as
shown by mean of 1.880. This clearly shows thaibuargeneric strategies were used by
funeral home in Nairobi. Murithi (2009) found thatost funeral homes use service
differentiation as a strategy of attracting a widange of customers. A product
differentiation can be done in various ways: Unlidigatures, responsive customer
service, rapid product innovation and technologiealdership, perceived prestige and
status different tastes and engineering desigrparfdrmance are example of approaches

to differentiation (Porter, 1980).
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On whether the respondents firms implemented thmesevative strategies and how
successful they had been, the study establisheédntbprity of the firms incorporate
several innovative strategies especially in tharkating department. Channels included
are; print, direct mail, websites, search engindingpation, social media, emalil
marketing, mobile marketing, and online reputatioranagement into an easy-to-
implement marketing plan. These have helped theaohrenany customers. The study
also revealed that the homes had also partnerdd atliter institutions giving similar
services like the insurance companies which hélpsitreach a large clientele and makes

the business more viable.

On the most important key factors in driving thependents organization towards an
innovative strategy advantage, the study estaldlighat majority of the respondents
indicated that it was competition among the exgtinneral homes and the level at
which the industry is having new players each &myall the existing firms have to outdo
each other in terms of service delivery, qualitytlid services and the extent to which

they disseminate information in regard to theivs®s and where they are located.

Among the most successful innovation strategiestemns of enhancing improved
performance in the respondent’s funeral homessthey established that most of them
indicated that the modern technology has been dafmental part in their innovation
strategy. This is in regard to the enhancementffettve services delivery in terms of
client’s attendance, retrieval of client's detalt®oking of equipments to be used during

the funeral that is the hearse plus other equipsienbe used.
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Others indicated that instead of a quiet and deadlitional funeral home, their funeral
homes have presented a bright and airy building leits of windows to let natural light
fill their rooms and flat screen TVs scattered tlgioout their facilities that play life
tribute videos with music. They also have ChildRtay Centers, an area designed for the

younger visitors so they can feel more comfortable.

On the challenges faced by the organization inath@ption of innovation strategies, the
study found out the major challenge was finanamaistraint and lack of well trained staff
who would stir the organizations to greater heigdts the solutions the respondents felt
that these family homes need to embrace the newrtypyties that technology including
funeral home websites and social media providé®lp educate pre-planning clients and
at-need families on their options by communicatthg message that today’'s funeral

professionals are open to new ideas to help peligerafuneral life celebration.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND

RECOMMENDATIONS

5.1 Introduction

This chapter presents discussion of the findingaclkision and recommendations of the
study on innovation strategies adopted by funeomhds in Nairobi County. The study
also establishes factors influencing choice of vation strategies adopted by funeral

homes in Kenya.

5.2 Summary

This study examined major funeral home in Nairatrdy which were Karen Hospital
Mortuary, Aga Khan Hospital Mortuary, Avenue Hosgpit Mortuary, Kenyatta
University Mortuary, Lee Funeral Home, Mama Lucy sdibal-Mortuary, Mater
Hospital- Mortuary, Mathare Hospital Mortuary, Gimmo Mortuary, City Mortuary,
Gertrude’s Hospital Mortuary, Guru Nanakak Hodphéortuary, Kenyatta National
Hospital Mortuary, Mbagathi District Hospital- Madry, Montezuma & Monalisa
Funeral Home, MP Shah Hospital Mortuary, St. MBoneral, Umash Funeral Home,

Mutuini Dagoretti Mortuary, Nairobi West Hospitaind St. Francis Kasarani- Mortuary.

This study established that among the methods insagstomer acquisitions was through
advertising and this was represented by 76.2% respoate. It also revealed that the
service offered at funeral home includes transgbedarse service), embalming and
church trolley with a representation of 95.2%. @shacluded supply of coffins /caskets

and hire of lowering gear and public address system
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From the findings on the innovations strategies leyga in funeral homes the study
revealed that the various innovation strategies leyed in funeral home were

technology and new market as shown by 90.5% in eash, customer quality as shown
by 85.7%. The study also revealed that the innouadtrategies applied by funeral homes

in Nairobi were competitive in the environment gleoation.

It also came to the researcher’s attention thadvation played a fundamental role in the
organization. This was brought about by looking f@w channel, new process, new
market, new technology and finally new service.sTisi an indication that various form
of innovation was important to organization. Thedst further revealed that funeral
homes used various generic competitive strategiciwimcluded Market focus/ niche
strategy and cost leadership. This clearly shows thrious generic strategy were used

by funeral home in Nairobi.

The study also established that majority of thendirincorporate several innovative
strategies especially on the marketing area. Thelihcluded channels including print,
direct mail, websites, search engine optimizatswtial media, email marketing, mobile
marketing, and online reputation management inteamy-to-implement marketing plan.
These have helped them reach many customers. Tithg also revealed that the homes
had also partnered with other institutions givirignigr services like the insurance

companies which helps them reach a large clieatsliemakes the business more viable.

The study further revealed that among the challerigeed by the organization in the
adoption of innovation strategies were financiahstoaint and lack of well trained staff

who would stir the organisations to greater heights
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On the solutions the respondents felt that theselfehomes need to embrace the new
opportunities that technology including funeral leomebsites and social media provides
to help educate pre-planning clients and at-neediiliess on their options by

communicating the message that today’s funeralegsibnals are open to new ideas to

help personalize a funeral life celebration.

5.3 Conclusion

This study therefore concludes that the method irsedstomer acquisitions was through
advertising and also the service offered at funé@ne includes transport (hearse
service), embalming and church trolley, supply offios /caskets and hire of lowering

gear and public address systems.

It also concludes that innovation played a fundaalerole in the organization which

brings new channel, new process, new market, nelintdogy and new services. The
study also concludes that channels including pdirgct mail, websites, search engine
optimization, social media, email marketing, mohitarketing, and online reputation

would be very fundamental in implementing the mtrkgplan.

5.4 Recommendations

This study therefore recommends that these firnasildhincorporate several innovative
strategies especially on the marketing area. Theuld adopt channels including print,

direct mail, websites, social media and email mamgeo reach a larger market niche.
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The study further recommends that these funeralelsosmould partnered with other
institutions giving similar services like the inance companies which helps them reach a
large clientele and makes the business more vidhis.would bring clients more closely

to their services.

The study also recommends that the funeral homesldghadopt modern technology
especially in their operations services to simptdyrieval of client’s details, booking of
equipments to be used during the funeral thatashimarse plus other equipments to be
used. This would call for well trained staff who wlo stir the organisations to greater
heights.

Family homes need to embrace the new opporturtiigstechnology including funeral
home websites and social media provides to helpadpre-planning clients and at-need
families on their options by communicating the nages that today’s funeral

professionals are open to new ideas to help peligerafuneral life celebration.

5.5 Limitation of the Study

There were a number of limitations in the coursthefstudy. Some respondents were not
too willing to cooperate in filling the questionres this was overcomed by having a
conversation with the respondents first. Some Radpats took a long time to fill and
complete the questionnaire but the researcher etsihiat the date of submitting the

guestionnaires was important for the study to bepieted in time.
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Telegrams: “Varsity”, Nairobi
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TO WHOM IT MAY CONCERN
The bearer of this letter .J .CG (?,ané.... I\bﬁfrlu\,) I’\Mﬁ,
Registration No...A.é. /. /]726506/ 020735 .....................

is a bona fide continuing student in the Master of Business Administration (MBA) degree
program in this University.

-He/she is-required to submit-as part of his/her coursework assessment a research project

report on a management problem. We would like the students to do their projects on real
problems affecting firms in Kenya. We would, therefore, appreciate your assistance to
enable him/her collect data in your organization.

The results of the report will be used solelv for academir purposes and a copy of the samie
wiil be availed to the interviewed organizations on request.

Thank you.

PATRICK NYABUTO
MBA ADMINISTRATOR
SCHOOL OF BUSINESS
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APPENDIX II: RESEARCH QUESTIONNAIRE
SECTION A: GENERAL INFORMATION

1. State your gender

Male ()
Female ()

2. State your age bracket

20 - 30 ()
31-40 ()
41-50 ()
Above 50 years ()

3. Name the funeral home you work for......... ..o
4. Position held in the organization? .............cooviii i e

5. How old is the funeral home?

1- 10 yrs () 41 — 50 yrs ()
11- 20 yrs () 51 — 60yrs ()
21 -30yrs () Above 61 yrs ()
31-40yrs ()

7. Is your company?

a) Sole proprietor ()
b) Partnership ()
c) Limited company ()

d) Other ( specify)

~
p—
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8 Ownership of the company

a) Locally owned ()
b) Foreign owned ()
c) Others (specify) ()

9 How do you get most of your customers?

a) Word of mouth ()
b) Advertising ()
c) Branded company vehicles ()

d) On site notice / walk in customers ()
e) PR/ reputation of owner ()

f) Others (specify)

10. What services do you offer? (Tick as many asapplicable)

a) Transport (hearse services) ()
b) Hire of lowering gear ()
¢) Embalming ()

d) Accessories (ribbons, perfumes, flowers etc) ) (
e) Counseling services ()
f) Repatriation of bodies around the world ()
g) Supply of coffins/ caskets ()
h) Public address systems ()
i) church trolley ()

J) cremation ()

k) funeral planning ()
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SECTION B: INNOVATION STRATEGIES.

1. What form of innovative strategies does your orgatidon employ?

Technology () Management ()
Service () Economic factor ()
Customer quality () New Market ()
Efficient process () Paradigm shift ()

. Do you agree that the mentioned innovation strafegp) to be competitive in the

environment of operation?

. Considering the various forms of innovation, wisathie importance of each of
the innovation to your organization? (Tick)

FORMS OF
INNOVATION

VERY
IMPORTANT

IMPORTANT

JUST
IMPORTANT

NOT
IMPORTANT

New technology

New service

New customer

experience

New process

New Market

New channel
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4. Rate on how funeral homes have used the followergegc competitive

strategies to gain the innovative advantage?

STRATEGIES | VERY MUCH | MUCH JUST MUCH | NOT AT ALL

Differentiation

Cost leadership

Market focus/

niche strategy

NB// Differentiation: striving to create and market ungservices for varied customer groups

6.

7.

Cost leadership: striving for overall low-cost & in the industry
Market focus: striving to have special appeal te @r more groups of consumer,

Focusing on their cost or differentiation concerns

Have other firms in the industry implemented thies@vative strategies and how
successful have they DEENT ..........uiiiiiiiiiiiiiiiieiiie e

What are the most important key factors in driwogr organization towards an

innovative strategy advantage?

What are some of the most successful innovati@tegjies in terms of enhancing

improved performance in your organization? ............ccooviieieeneiiniennennannns
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8. What are the challenges faced by our organizatighe adoption of innovation

strategies?

THANK YOU FOR TAKING TIME TO COMPLETE THE QUESTIONNAIRE
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APPENDIX IlI: LIST OF FUNERAL HOMES

Aga Khan Hospital - Mortuary
Armed Forces - Mortuary
Avenue Hospital - Mortuary
Chiromo Mortuary

City Mortuary

Gertrude’s Hospital - Mortuary
Guru Nanak Hospital - Mortuary

Karen Hospital - Mortuary

© © N o gk~ w NP

Kenyatta National Hospital - Mortuary
10.Kenyatta University -Mortuary

11.Lee Funeral Home

12.Mama Lucy Hospital- Mortuary

13. Mater Hospital- Mortuary

14.Mathare Hospital- Mortuary

15. Mbagathi District Hospital- Mortuary
16.Montezuma & Monalisa Funeral Home
17.MP Shah Hospital - Mortuary

18. Mutuini — Dagoretti Mortuary

19. Nairobi Hospital - Mortuary
20.Nairobi West Hospital

21.Nairobi Women - Mortuary

22.St. Francis Kasarani- Mortuary

23.St. Mary Funeral

24.Umash Funeral Home
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