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ABSTRACT

Promotional Strategy seeks to maintain or increasanarket share of current products
of a company. This can be achieved by a combinationompetitive strategies like
pricing, advertising, sales promotion and dedigptimore resources to personal selling.
Promotional strategies seek to secure company doroenof the market. The purpose of
this study was to identify promotional strategisgdito drive competitiveness by Essar
Telecom Kenya Limited. The study adopted a casedystiesign. The researcher used
both primary and secondary data. Primary data whsated using interview guide with
open ended questions. The respondents for thiy stwtided senior managers in the
company. Being a case study, conceptual contetysamavas used to analyze the data.
The study found that the company has engaged im fingt and push strategy as a form
of promotional strategy. Sales promotions, perseating, direct marketing are some of
the promotional methods applied. The study recona®¢hat although the company has
been successful in neutralizing the challenges ditbwbout by competition in the
telecommunication industry, the company should gagan improving service and
products quality as a response to its competitgtrategies whose products and services
are much better. The study further recommends Bsstar Telecom Kenya Limited
should heavily advertise itself in other countrae®l diversify in other countries that are
not in East Africa in order to take advantage obrexnic developments in many
countries as a result of globalization. The stusyommends that further research should
be done on the other companies in the Telecommtimmcandustry so as to get
comprehensive information on how the other playerthe industry are able to remain

competitive in the market.
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CHAPTER ONE: INTRODUCTION
1.1 Background of the Study

Promotion is one of the key elements of the manigetnix. It deals with any one or two-
way communication that takes place with the consuP®motion is the activity used to
spread the word about a firm’s product or serviceatget market and stakeholders. After
identifying the target market, it becomes clear best way to reach them, but most
businesses use a mix of advertising, personaingeltlirect marketing, referrals, sales
promotion and public relations to promote their ducts or services. A promotional
strategy involves focusing on achieving quick salghout a significant attempt

to form a long term customer relationship.

A push promotional strategy makes use of a compasales force and trade promotion
activities to create consumer demdoda product. The producer promotes the product to
wholesalers, the wholesalers promote it to retsil@nd the retailers promote it to
consumers (Kotler, 2003). This strategy tries b dieectly to the consumer, bypassing
other distribution channels. This type of stratégguses on consumer promotions and
advertising as the most likely promotional tools.péll selling strategy is one that
requires high spending on advertising and consymamotion to build up consumer
demand for a product. If the strategy is successhiisumers will ask their retailers for
the product, the retailers will ask the wholesalensd the wholesalers will ask the

producers.

Telecommunication industry comprises of the telegh@ommunication through the
internet, audio and visual media, postal commuidnafax etc. This industry has grown
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drastically in Kenya in the recent years risingiira few thousands in the 1990s to over
17M mobile users currently. Though there are a $&awice providers in Kenya, the
competition is stiff and rivalry has gone to thecprwars levels. Rapid technological
change has created new business environment whamvation has become a top
competitive strategy. For any of all the playersthis industry to remain competitive,
aggressive promotion of their products is mandatgkgcording to Kotler (2003),
increased competition has created fundamental shiconomic environment whereas
no organization can hope to remain relevant andpetitive if it fails to come up with
proper strategic responses. To manage the high etdrop in the industry, Essar
Telecom has adopted a number of promotional siegedhis study is interested in

investigating these strategies.

1.1.1 Promotional Strategy

Deciding on promotional strategy is one of the miynroles of the marketing manager.
This process involves some key decisions about thieocustomer is, how to contact
them, and what the message should be. These questm be answered using a three
stage process, which is equally relevant for alrgnts of the marketing mix. These
stages are segmentation, targeting, positioningna@ssaging. Product promotion is one
of the necessities for creating brand awarenesshé¢o public and attracting new
customers. There are numerous ways to promotedugr@r service. Some companies
use more than one method, while others may usereiff methods for different
marketing purposes.

Regardless of the company's product or servicepagset of promotional strategies can

be used to position a company in a favorable ligith not only current customers but



new ones as well. Promotion strategies seek toeaehvarious objectives such as
increase the market share of current products ¢froar combination of competitive

pricing strategies, advertising, sales promotioth emore resources dedicated to personal
selling. Promotional strategies also seek to emxecustomer loyalty and also increase
usage by the existing customers hence market p@ioetr Firms in the

telecommunication industry seek to acquire moresatilbers, retain them and increase
their usage. Promotional strategies such as adwegtisales promotions, personal selling,

direct marketing, loyalty schemes, advertising enwltests are being applied widely.

1.1.2 Concept of Competitiveness

Competitiveness and the conditions for it form enptex concept. Competitiveness is the
ability to beat competitors in qualifying for ander and getting it with good conditions
so the company ultimately makes a profit. Any conmypar organization that intends to
prosper must deliver quality, dependability, spaed flexibility while also being cost

effective. Such capabilities are developed basestmtegies for example on innovation,
continuous improvements, procedures, organizatmegtion and human, physical and

financial resources.

These factors play different roles in different ustties depending on company
characteristics such as size and different capisilas well as industry characteristics
such as rivalry among competitors and supply atrest This whole competitiveness of
the firm is then depending on external or contextdrs such as economic development,
national characteristics, cultural values, sociétstitutions and infrastructure. Some

dimensions that can be relevant to observe ang/analithin the different parts of the



competitiveness model are strategies, capabiliGeternal intermediate factors, internal

intermediate factors, competitiveness and perfoo@aan

1.1.3 Mobile Telephony Industry in Kenya

Mobile telecommunication industry in Kenya compsis® four major players namely,
Safaricom, Airtel, Orange and Essar Telecom Kenyaited (yuMobile). Safaricom is
the leader in this telecommunication industry imka. It was found in 1997 as a fully
owned subsidiary of Telkom Kenya. Safaricom haslessriber base of over 70% of the
total subscribers in the country. The second bysatuiber base is Airtel Kenya which
enjoys about 20% leaving 10% tobe shared betweand@rKenya and Essar Telecom

Kenya (Waema, Adeya and Ndung’u, 2010)

Essar Telecom Kenya is the most recent entryamrthbbile telephony industry in Kenya,
this entrant has led to a cut throat competitiorthes market for subscribers. The NSE
listed company, Safaricom, and East and Centrat®&f most profitable company has a
subscriber base of over 12 million and still grogvifts competence has been boosted by
its mobile money transfer platform known as M-Pssevices. Airtel comes second with
over 4 million subscribers and still growing andaitns at being the cheapest mobile
service provider in the country. Telkom Kenya oe tither hand hit 1 million subscribers
on its first month in the market. Essar Telecom y&ers the fourth player. It is a part of
Essar group and it has had a huge impact on thgademarket. Essar aims to offer the
lowest rates in the mobile sector in Kenya. Contieetiin the mobile telephony sector in
Kenya has gone to the level of price wars and haked for the regulatory body,
Communication Commission of Kenya, interventionefiéhhas been a lot of external

environmental changes in this industry such as e@ng subscriber registration and
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reduction in the interconnection call terminati@e famong others. These changes have
affected the market condition for all the playensce they had to adjust accordingly.
Taxation on the mobile money transfer services e introduced in the recent past
and this has seen the players increase their chdogehis service to the subscribers.
Essar being a recent entrant must come up with @ionmal strategies to drive
competitiveness and remain relevant in the industricing strategy has worked well to
penetrate the market but more is required to aequiore subscribers, retain them and

increase on their usage of the company’s services.

1.1.4 Essar Telecom Kenya Limited

Essar Telecom Kenya Limited (ETKL) is Kenya’s fdurhobile cellular network under
the brand “yuMobile” launched in December 2008. e achieved the fastest
network rollout speed in the region, by achievioegmrywide coverage in approximately
10 months from launch. Currently, the network hasuéscriber base of over 2.3M
subscribers and offers subscribers competitiveratdls. Essar Telecom Kenya Limited,
doing business as yuMobile, operates a mobile semietwork in Kenya. It offers
various prepaid and postpaid services; and voit¢S,Smobile data, mobile money
transfer (yucash), electronic mobile top-up (Enezaler ring back tones (Dunda),
MMS, and international dialing services. Essar ¢ehe Kenya Limited was formerly

known as Econet Wireless Kenya Ltd.

The company was founded in 2008 and is based irobiaiKkenya. The company aimed
at providing the best network using the latest nedbgy to ensure reliability and quality.
The entry strategy was low service price so adttacd a wide customer base and ensure

the people at the base of the pyramid get affoedabbbile communication. Essar
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Telecom Kenya has formed various key partnershippartnered with UK-based
Cerilion to provide sound customer management atishgo systems solutions. The
company has also partnered with Equity and K-Repk®€do grow its mobile money
transfer (yucash). Essar Telecom Kenya Limited ajgsr as a subsidiary of Econet

Wireless International (Pty) Ltd.

1.2 Research Problem

Promotional strategies seek to enhance market nagioet and market development.
Strategies such as advertising, sales promotiomectdmarketing, public relations,
personal selling and also competitive pricing canubed to achieve these. Promotional
strategies are applied on existing products intiegjsnarkets and sometimes on existing
products in new markets (Ansoff, Strategic managemef technology, 1987).
Promotional strategies are mostly used to helpfany achieve its short, medium and
long term goals. Through these strategies compaoisnunicate their products to their
target markets. They differentiate their produatsl dence position them strategically.
This way, the company is able to qualify, win aret the orders, ultimately driving

competitiveness in the market.

Essar Telecom Kenya Limited is the latest entranthe mobile telephony industry in
Kenya and hence has to work extra hard in ordactpire subscribers, retain them and
increase their usage of the services. To drivekind of competitiveness Essar Telecom
Kenya must be flexible, dependable, fast, innowa@wd cost effective. This requires
deployment of resources, both tangible and noniiggcommitment and informed

leadership.



Various local researchers have reviewed the sulpécpromotional strategies. For
example, Mwaniki, (2003) did an empirical surveymérketing promotion techniques
used by NGOs in their social campaign against HIDRAIn Kenya. Ndegwa, (2003) did
a survey on the application of promotion mix in tAgro Chemical Industry while,
Githinji, (2010) studied strategies used by SafancLimited in responding to

competitive environment.

To the best of the researcher’s knowledge, therdiraited studies if any that have been
done on the promotional strategies applied at ESBalecom Kenya to drive
competitiveness. This is despite the company’sesgm establishing networks in most
of the areas in the country. This study therefseeks to fill the gap in knowledge by
answering the question of, what are the promotistrategies applied by Essar Telecom
Kenya Limited (yuMobile) to drive competitivenessthe mobile telephony industry in

Kenya?

1.3 Research Objectives

() To identify the promotional strategies beingbgd by Essar Telecom Kenya Limited

to drive competitiveness.

(i) To determine the relationship between prommdiostrategies and competitiveness of

Essar Telecom Kenya Limited.

1.4 Value of the Study

The results of this study would help to better kiemlge on what are the mostly applied
promotional strategies and how to improve on th@ieation of the ones being perceived
to be of little influence especially in relation smbscribers acquisition, retention, and
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increased usage. The results could be used to betlerstand the promotional strategies
that are likely to qualify a company for order, wire order and get the order. Moreover,
the results would be of importance to the telephamyustry by highlighting the

promotional strategies whose potential to drive getitiveness has not been discovered

yet since they have not been fully exploited.

To the academia and scholars the results of thdystould be used to form a basis for
further research. The marketing managers at Essicdm Kenya could also use the
results to review on the promotional strategies #éma being applied, their effectiveness
and help in identifying the gaps in their promotibprograms. The firm could use the
results to identify the strategies that have neinb&pplied yet they hold great potential to

drive the firm’s competitiveness.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter summarizes the information from otlesearch work done in the same or
related field of study. The specific areas covenede are the concept of promotional

strategies, competitiveness and the organizatematonment.

2.2 Theoretical Perspective

Sales promotion comprises a range of tactical ntiadke¢echniques designed within a
strategic marketing framework to add value to adpob or service in order to achieve
specific sales and marketing objective. Sales ptmmois a technique which has
significant potential to improve short term salesd dike direct response work its
effectiveness can be tightly measured. Althoughsttategic value is the subject of
considerable debate, it is an important tool of keng. There are few markets or
products where it cannot be used and few brandsich it cannot be applied. There are
different types of sales promotions. They includ&stumer oriented sales promotions
that are targeted to the ultimate users of a producservice, and trade oriented
promotions that are targeted towards marketing rnmbeliaries such as retailers,
wholesalers and other channel partners. Trade tedepromotions include promotion

allowances, merchandise allowances, price dedés santests and trade shows.

The push theory of sales promotion techniques stpfmat you promote your goods to a
retailer, who will then pass the wares along tartleensumers. A push promotional
strategy makes use of a company's sales force aratle t promotion

activities to create consumer demand for a produe. producer promotes the product to



wholesalers, the wholesalers promote it to retsil@nd the retailers promote it to
consumers. The pull theory varies by focusing @ d¢bnsumer himself through going
directly to the source to introduce the companyeds, and encourage a direct purchase.
A pull selling strategy requires high spending deeatising and consumer promotion to
build up consumer demand for a product. If thetasthais successful, consumers will ask
their retailers for the product, the retailers vailk the wholesalers, and the wholesalers
will ask the producers. The combination theory sight part of both. A company may
supply a retailer with their consumable. He or shliethen offer this to a customer with
incentives for shopping with them. This strategyusually used if the distributor is
hesitant to carry a product, since it gets its meguconsumers without having to go to

retail outlets (Kotler, 2000).

Sales promotion is giving the customer somethintragxrewarding them for their
behavior on this particular purchasing occasiorer&hare several theories which support
the concept of reward as a motivator. The conditioinsales promotion are classical and
operant conditioning. Whereas classical conditigniis largely associated with
advertising operant conditioning is seen as anamgtlon for consumer behavior in
relation to sales promotion. Operant conditioninggests the response of the individual

is likely to be affected by positive reinforcementh as reward.

2.3 Concept of Strategy

According to Johnson and Scholes, (2002), stratedgrs to the machinery of the
resources and activities of an organization to ¢hgironment in which it operates.
Strategic responses are the set of decisions amhs&dhat result in formalization and

implementation of plans designed to achieve thedaives of an organization (Pearce
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and Robinson, 2005). Ansoff and McDonnel (1999)uarghat, it is through strategic
management that a firm will be able to positiorelitfor any surprises brought about by
the changing external environment. They furthemuarghat this can be achieved by
positioning of the firm through strategy and capgbiplanning in its rightful

competitiveness and also by use of real time respthrough issue management.

Strategy is a unifying theme that gives coherenug @direction to the actions of an
organization. Walker, et al (2006) said strategw iRindamental pattern of present and
planned objectives, resources deployment, andaictiens of an organization with
markets, competitors, and other environmental factdult (2005) defines strategy as the
pattern of decisions, purpose or goals, princigbedicies and plans for achieving these
goals and defines the range of business the comipaonypursue. Ansoff, (1999) argues
that theories advanced to explain strategic belhafien differed because they are based

on observations of organizations in different sgti

2.4 Promotional Strategies

Organizations use promotion to communicate withtamsrs about products they offer.
Therefore, promotion is thus one half of the comitation process with customers.
Mostly it works co-operatively with market researnhan iterative feedback loop so that
the constantly changing requirements of users age by promotional activities that
target or even anticipate these expressed nee@dseTdctivities need to be managed.
They require the allocation and expenditure of weses, whether physical like
promotional products, or intangible such as staffet or use of existing facilities.
Promotion involves making sure that customers avar@a of the products that the

company makes available to them. More specificallpromotional strategy will include
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one or more of the objectives such as, providermétion, increase demand, differentiate
the product, emphasize the value of the produd,tarstabilise existing activity levels.
Such objectives must be accompanied by an appteppeomotional mix (Rowley,
1998). The promotional mix combines different chelanand ways to communicate a
promotional message. Promotional mix includes adbieg, personal selling, direct

marketing, sales promotions, public relations amcing strategies.

Promotional strategies could be push or pull sfiate Marketing theory distinguishes
between two kinds of promotional strategies. Pusimptional strategy tends to use the
firm’s sales force and trade promotion activitiescreate consumer demand for their
product. The producer promotes the product to thelesalers, the wholesalers to the
retailers, and finally the retailers promote itth@ consumers (Kotler, 2003). To achieve
the objective of giving the channels incentivesptomote the offering requires high
discounts thus minimizing the producers’ need fdwveatising (Hooley, 2008). In

telecommunication, the companies engage the sates fo sell directly to the retailers

and consumers for the sake of selling the firm&dpicts.

Pull selling strategy requires high spending oneatfising and consumer promotion to
build up consumer demand for a product. Once tfatesty is successful, consumers will
ask the retailers for the product, retailers frdma wholesalers and wholesalers from the
producer. Use of distribution channels is minimiziegting the first stages of promotion
and a major commitment to advertising is mostlyuregf. A combination of strategies
can be used whereby one promotional strategy id tsesupport another promotional
event. Money availability, message being convegedhplexity of the product or service
being promoted, size and location of the markednaels of distribution, product stage in

12



its life-cycle and who the competition are, are soai the factors that influence the

choice of an appropriate promotional mix (Mintzhet§98).

A promotional strategy structure addresses whoasaging the strategy , promotional
techniques for each task in terms of why deploytdodnique, how it will be deployed,
who will do it, what is the schedule for implemerdn, required resources and what are
the expected benefits and how they will be measuvdeover, the structure addresses
the risk management strategies, its strategic fih ihe firm’s marketing plan, the

internal communication plan and the valuation glRowley J 1998).

2.5 Promotion Methods

Advertising is any paid form of non-personal préagan and promotion of ideas, goods,
or services by an identified sponsor. Its functierio inform consumers about product
differences, new products and application possigsli It plays a role in the competitive
process by bringing differences in products or ises/to the attention of the consumer.
Secondly, it persuades consumers to prefer on coyigoproduct to those of another and
thirdly, it creates value by its communication &tggy. The main purpose for advertising
is to inform, persuade and remind the consumersitaibe@ firm’s products or services.

Advertising media includes magazines, newspap@estdnail, radio, television etc. it is

a low cost mass-communication method.

Personal selling involves a two-way personal compation between salespeople and
individual customers either face to face, by tetamh through video conferencing or by
other means. It is a personalized form of commdiginan which a seller presents the

features and benefits of a product to a buyerHergurpose of making a sale. Personal

13



selling increases marketing intelligence, locatamgl maintaining customers, generating
sales at point of purchase, relationship marketipgyvide detailed and up-to-date

information to the travel trade. Personal sellimgsaat increasing sales volumes.

Sales promotion consists of short term incentigesricourage the purchase or sales of a
product. It is a blend of marketing activities andterial that are designed to intensify the
efforts of the company’'s sales force, induce intdiaries to stock and sell the
company’s product, and/or persuade consumers taHeugroduct limited in time period.
Sales promotion methods are aimed at three targapg, namely consumers (consumer
promotion), salespeople (sales force promotion) imermediaries (trade promotion).
Effective sales promotion have short durations déffecult to imitate by competitors, are

difficult to predict and they are directed at apdtricted to specific segments.

Public relations involves building good relationghathe company’s various publics by
obtaining favorable publicity, building up a goodorporate image, and handling or
heading off unfavorable rumors, stories, and evenBublic relations helps to build
awareness, comprehension, positive attitude, kargdlibility, stimulate the sales force

and channel Intermediaries and sales-and-profitritanion.

Publicity is primarily an informative activity, (@osed to the persuasive one.) Its
ultimate goal is to promote client’'s product orvsegs, and publicity plan, is a planned
program aimed to obtain a favorable media covefagehe organization’s product, or
for the organization itself to enhance its repotatnd relationship with the stakeholders.
Publicity is non-personal communication, whichyipitally in the form of a news story

that is transmitted through the mass media. Thpgaa of publicity is to draw favorable
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attention to a company and/or its products withieating to pay the media for it. A
company sends a press release, often with a vagen to the media with the hope that it
is newsworthy enough to be mentioned in the massiandhe advantage of publicity,

besides the fact that it is free, is that it seemose credible than advertising.

Social media websites such as Facebook twitterGmable+ offer companies a way to
promote products and services in a more relaxeadamaent. This is direct marketing at
its best. Social networks connect with a world otemtial customers that can view a
company from a different perspective. Rather thegirgy your company as "trying to
sell" something, the social network can see a complaat is in touch with people on a
more personal level. This can help lessen the dilsetween the company and the buyer,
which in turn presents a more appealing and famih@age of the company. Most
customers who go to a business have already dettd@dirchase a product. Getting
personal information from such customers is helpfufree product or service can be
given in exchange for the information. These agamers who are already familiar with
a company and represent the target audience a cgrm@nts to market its new products
to. When their telephone contacts are availableasfican send the short messages to

inform them of new products and offers.

Point-of-sale and end-cap marketing are ways dihggbroduct and promoting items in
stores. The idea behind this promotional stratesggonvenience and impulse. The end
cap, which sits at the end of aisles in groceryestofeatures products a store wants to
promote or move quickly. This product is positionsal it is easily accessible to the

customer. Point-of-sale is a way to promote newdpects or products a store needs to
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move. These items are placed near the checkotieistore and are often purchased by

consumers on impulse as they wait to be checked out

Contests are a frequently used promotional stratétgny contests don't necessarily
require a purchase. The idea is to promote a besmdcreate brand awareness to the
public rather than make money through a hard-setigaign. People like to win prizes.
Sponsoring contests can bring attention to a produthout company overtness.
Promoting products while supporting a cause camarbeffective promotional strategy.
Giving customers a sense of being a part of somgtlarger simply by using products
they might use anyway creates a win/win situatidms gets the customers and socially
conscious image. One way to do this is to giveragrgage of product profit to the cause

a company has committed to helping.

Product giveaways and allowing potential customersample a product are methods
used often by companies to introduce new food amuséhold products among other
products. Many of these companies sponsor in-gtosenotions, giving away product

samples to entice the buying public into trying npreducts. Giving away functional

branded gifts can be a more effective promotiona@than handing out simple business
cards. Product name can be put on a wrist banksen or key chain. These are gifts
that customers may use, which keep a brand on saghér than in the trash or in a

drawer with other business cards the customer rotipok at.

Contacting customers by telephone or through thé after a sale is a promotional
strategy that puts the importance of customer faatien first while leaving the door

open for a promotional opportunity. Skilled salegge make survey calls to customers
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to gather information that can later be used forketing by asking questions relating to
the way the customers feel about the products andces purchased. This serves the
dual purpose of promoting your company as onedaeds what the customer thinks and

one that is always striving to provide the bestiserand product.

2.6 Organizational Competitiveness

This refers to the ability of a firm to provide gitwand services which provide better
value than their rivals. As there is constant thifeam competition it is essential for
business to strive to improve competitiveness. dlth there is a tendency to look to
government to play a role in maintaining the contpeiness of a country’s business, in
the final analysis it is a matter for individualnfis. Firms can increase their international
competitiveness by, rationalization output to gdt af high cost plants, relocating to
places where labor costs are lower, process inimowgiroduct innovation, incorporating
the latest technology into investment, sourcingnfroutside where appropriate, seeking

out new market opportunities, and improving relasioips with suppliers and customer.

Governments have a role to play in improving contipehess of companies operating
within their bounders. Governments seek policiesclvhaim to: encourage R&D

spending (e.g. through tax breaks), improve thdisskiase, improve the economic
infrastructure, promote competition between firnoperate macro-economic policies
favorable to business expansion, reduce interéss$ ta stimulate investment, reduce tax
rates to stimulate enterprise, effort and investimgeregulation to promote competition,
reduce bureaucracy, encourage sharing of ideasesidpractice, reduce protectionist
barriers to stimulate competition and encouragesstment in human capital, (Riley,

2012).
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Market research is essential in improving compaditess. This involves assembling
information about a company’s current and potentakkets, about the consumers of
their products and services, and about those awdaxe your business has the
competitive advantage when it comes to introdu@ngd improving new products and
services or entering new markets. This market jgrethould include company’s current
and future market's size, growth potential, andiéar to entry, key players and the
existence of particular niches. Small to mediumiress enterprise (SME), research tell
us that almost 75 per cent of customers come fratmmwa five kilometre radius of the

business. Monitoring the progress of a marketirap pkegularly reduces the risk of not
finding out until it's too late that the plan istiweorking. Analyzing and reviewing sales
results constantly ensures targets are being amthielong with expectations. The plan
should then be amended accordingly in the lighthef findings and analysis. Brand
awareness, profit margins and change can alsovbewed to determine if the plan is

working as expected.

2.6.1 Measure of Competitiveness

Webster defines competition as 'the effort of twanmre parties acting independently to
secure the business of a third party by offering riost favorable terms. Competition
tends to limit the prices that the company can ghdor its goods or services. As
competition increases, companies have to offervatiee deals to the customers to try

and woo them into buying their goods and services.

The field of economics has proposed two measuras ¢hn be used to measure
competition to some extent. The first measure ¢hatbe used to measure competition is

called the four firm concentration ratio. This catheasures what percentage of the total
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sales of an industry is accounted for by the fangést firms in that industry. Secondly,
there is the Herfindahl-Hirschman Index (HHI). Thiglex calculates the sum of the

percentage market share of all the firms in theisty.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter explains the methodology that was bsetthe researcher to find answers to
the research question. The methodology is presentdlde following order: research

design, data collection, instruments of data ctibecand finally the data analysis.
3.2 Research Design

The study adopted a case study research desigordieg to Yin (1994) a case study
design allows the investigation to retain the himliand meaningful characteristics of real

life event. Interviews when conducted appropriatedyally provide in-depth responses.

They also allow for probing thus increasing tharates of accuracy in responses. The
research design assisted the researcher in idegtiftye promotional strategies employed

by Essar Telecom Kenya Limited to drive competitiess.

3.3 Data Collection

The research used both primary and secondary Bataary data was collected using
interview guide with open ended questions. The opeded questions allowed the

researcher to collect qualitative data.

Secondary data was obtained by use of desk res&arohpublished reports and other
documents including company periodicals, economicvesy reports and statistical
abstracts. Respondents included managers in sakeketing, finance and corporate

affairs.
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3.4 Data Analysis

Being a case study, conceptual content analysigheasiost useful method of analyzing
the data. Conceptual content analyses is define@rbgwell (2003) as a technique for
making inferences by systematically and objectividntifying specific characteristics

of messages and use the same to relate trends.

This method of analysis involves coding or breakihg text down in to manageable
categories on a variety of levels. Words, word senisrases, sentences or themes and
then examining them. Conceptual involves countmgjvidual occurrences of concepts
based on the number of words. This was the bediaddb analyze the qualitative data

that was collected from the interviews and discussi
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION
4.1 Introduction

This chapter presents data findings from the figddanalysis and interpretation. The data
was collected using interview guide and analyzeidgusontent analysis. Data was on
promotional strategies being applied at Essar DetedKenya Limited to drive

competitiveness.

Based on the data collected, all the ten senioragens including sales and marketing
managers, finance director, corporate affairs managd the IT manager projected in the
previous chapter were interviewed which makes gamese rate of 100%. The
commendable response was due to good relationsidpnaany follow ups by the

researcher.

4.2 Respondents Profile

The study, in an effort to ascertain the interviesyeompetence and conversance with
matters regarding Essar Telecom Kenya Limited askedosition that the interviewee
held in the organization. All the respondents wagior managers in charge of various
departments such as sales and marketing, finance vé¢to had worked in the

organization for at least three and half years.

It was confirmed that the departments in which ¢hemnagers worked are involved in
formulation of promotional strategies. Based onrgspondents’ profiles, their responses
had the advantage of good command and respongibiiing that they were senior
managers and had experience and aptitude owingeio years of experience in the

organization.
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4.3 Promotional Strategies Being Applied at ETKL

Essar Telecom Kenya Limited had developed some @iomal strategies for its

products such as advertising, contests, sales piamso direct marketing, personal
selling and public relations. Essar Telecom Kenyaited has employed both the push
and pull strategy as a form of promotional stratédye promotional strategies seeks to
achieve certain objectives such as customer retgntustomer loyalty, increase market
share through competitive pricing, and perhaps nmeseurces dedicated to personal

selling.

4.3.1 Promotion Methods Applied at Essar Telecom Kga Limited

The push promotional strategy makes use of compasgles force and trade sales
promotion activities to create consumer demandther products. This involves giving
big discounts on their products to the channelngastas an incentive to motivate them to

push big volume sales of these products to botlwtim@esalers and retailers.

The firm also offers sales incentives based oretarfpr their sales force. These kinds of
target based incentives are meant to motivateales seam to engage the retailers more
to stock the products in the trade. There are inoemprogram that are run in the trade
that target the retailers who sell more and theyraeant to motivate these retailers to
engage their customers and sell the benefits sf fihin’s products hence influencing

their buying decision in their favor.

The firm has engaged marketing agencies thatitdoat soldiers that carry out person
to person selling on the ground. These teams wlodes with the company’s sales staff.

These sales assistants are said to use giveawelysasiubranded key rings, t-shirts and
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caps to entice their potential customers. This hanehas only used to a small extent
due to cost implications. They aim to encourageorusrs to buy high denomination
airtime vouchers. These giveaways are also usekebyales force to motivate retailers to
stock high denomination vouchers and other proddiism the company such as

modems.

Pull strategy has been used to some extent. Thisres high spending on advertising
and consumer promotion to build up customer denfemd the market. Pull strategy
requires direct interface with the end user of dfffering whereby use of channels of
distribution is minimized during the first stage mfomotion and a major commitment
required in advertising. There has been minimal smasedia advertising since the
company is on a cost cutting budget. The compasydwmused on below the line kind of
advertising where point of sale materials suchrastures and posters have been used to

communicate the offers and benefits of their préslta the consumers.

It emerged that customer care department playsjarmole in direct and marketing. The
persons in this department call the existing custgnto create awareness of the current
promotions and also to get feedback on the qualitthe services they are receiving.
They also reach out to the potential customersitorm them on the benefits of their
products and also the promotion offers that areecdlly running in the market. This is
meant to earn customer loyalty in case of the exgystustomers and new subscriber

acquisition in case of the potential customerstamnte grow the market share.

Essar Telecom Kenya Limited has used the socialiangldtform such as twitter and

Facebook to engage its customers. Digital marketthgised to some extent. The
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company uses the Short Messaging Service to conuatienio its customers on any kind
of customer promotions. The method has worked teligh there have been complaints

from a few customers who find the texts a nuisance.

The study proceeded to determine the effectiveaEfise promotional strategies chosen
on the market and it emerged that push strategprim of personal selling and trade
promotions are the most effective tools in whiclsdtsTelecom Kenya Limited has used
since they have helped to develop direct contath Wieir customers for the sake of
selling the company’s product. The applicationhade tools has also been very effective
for the company because the costs involved are howetr compared to the pull strategy

tools.

The study showed that the company should be maeesgjve on internet marketing and
social media and take it a notch higher since rabsteir target market is conversant and
has access to the internet. It is being used hyt ménimally. They can achieve this by
creating and keeping up an interactive conversatih the customers by for example,
offering key customers a platform in the companyébsite where they can express their

needs, expectations and get detailed informatioutgtroducts.

Contests have been used but with minimal respamse the customers. Only a small
number of customers seem to be engaging in thesests. The nature of the contests,
the way they are communicated to the customersimisgns of communication and the
benefits should be clear and simplified in a wagt tthe customer will understand the

concept of the contest easily and be enticed tiicpzate.
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Publicity and public relations have been barelydusdowever, the firm has been
involved in a number of corporate social respotigytactivities such as helping children
homes, contributing towards initiatives that hekgnigans involved in any kind of disaster

such as Kenyans for Kenya.

4.4 Relationship between Promotional Strategies andompetitiveness

at Essar Telecom Kenya Limited.

The study found that the company has engaged im thet pull and push promotional
strategy. The push strategy makes use of the figalss force and trade promotions to
create consumer demand for their products. Accgrdm Hooley et al (2008), pull
strategy is one that requires high spending on réidirey and consumer promotion to
build up consumer demand for a product. The pullinge strategy requires direct

interface with the end user of the offering.

These strategies were said to be used hand inwidindhe competitive pricing strategy
that involves setting of lower that higher pricasorder to achieve a large and dominant
market share and a successful penetration priclimpse strategies mainly include
offering tariffs with long off peak hours, offeringpmpetitive prices for voice calls and
messaging, reducing transaction costs and offexamgpetitive prices and discounts for
internet services. The firm was currently having theapest voice call rates both on and
off the network. Their data rates were also theglsivcompared to the other players in the

industry at the time of this study.

Sales volumes, profit margins and market share lepen the main determinants of

competitiveness in many firms playing in differentlustries, though customer loyalty
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and brand awareness are sometimes used as india#taompetitiveness. Personal
selling and trade promotions activities have besedwvith success in the market in terms
of increasing sales volumes, market share and gtngrrevenue for the company
according to the findings of the study. The moealér sales promotions the higher the

recorded sales volumes and hence the higher thgimsar

It also emerged that direct marketing and persseling have contributed heavily on
customer loyalty, brand awareness and the firmstketashare growth. Competitive
pricing is a market penetration strategy has besea thand in hand with the promotional
strategies to grow the market share and earn cestlmyalty. Use of social media more
aggressively would help engage the customers mmateofier quick response platform to

their queries and this would probably increasearust loyalty.

Pull strategy has been used also and it has catgdlto drive competitiveness in terms
of brand awareness. This method has been usedutatedthe consumers on tariff
comparisons for both voice calls and data. This lelped the existing consumers to
understand the difference in tariff and how mucheythey save by using the firm’s
products hence increase revenue in usage and carstogyalty. Essar Telecom Kenya

Limited had a market share of about 6% at the tifrsudy.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction

This chapter presents the summary of key datarfgsli conclusions drawn from the
findings highlighted and recommendations. The asgioh and recommendations were
made in attempt to address the research questi@tloeving the research objectives
which were to establish the promotional strategagsplied at ETKL to drive
competitiveness and the relationship between thategies and the competitiveness of

the organization.

5.2 Summary of Findings

The researcher found that the company has engagedth pull and push promotional
strategy. Pull strategy that requires high spendiregvertising and consumer promotion
activities. Push strategy requires use of perseabihg and trade promotion activities.
The study showed that promotional methods aimetidmtain and increase the market
share through a combination of competitive priciagyertising, sales promotions and
more resources being dedicated to personal sdalimgng others. This helps to increase

the sales volume and hence revenues and profitabili

The study also established that competitive prigtigtegy has been used hand in hand
with the promotional strategies in order to inceetise sales volumes, grow the market
share and also earn customer loyalty. Direct margetontests and social media have
been applied minimally. It was clear that produtii®mselves or marketing and
promoting the products should be adjusted accortinthe requirements of different
customers and their different needs. The studybksited that differentiation of the
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products has been achieved through introductigeraducts for special applications such
as borrow airtime, Dunda tunes etc. Customizedymtsdsuch as matching customers’ yu
numbers with their alternative numbers and givingtomers an opportunity to reserve
their numbers has contributed in growing the masketre, increase brand awareness and
increase customers’ loyalty. These promotion methgive the firm competitive

advantage.

5.3 Conclusion

ETKL has been able to keep pace with the rivalryhm telecommunication industry in
Kenyan market by adopting promotional strategiest®oproducts. From the findings of
the study, the researcher concludes that the comipas engaged in both the pull and
push promotional strategy. It was clear that peabaelling and trade promotions are

often the most effective promotional tools uselBsgar Telecom Kenya Limited.

The company engages its sales force to direct cbwiigh the customers for the sake of
selling the company’s products. The study also km®s that pricing strategies such as
setting lower tariffs with longer off peak hoursshhkeen used together with the
promotional methods such as trade promotions, palseelling, direct marketing,

advertising, contests and social media to enhahnee éffectiveness and increase the
market share, sales volume and customer loyaltge®an the study findings, it was
clear that the competitiveness of Essar Telecomy&domited rides mainly on the

promotional and pricing strategies being applied.
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5.4 Recommendations

5.4.1 Recommendation for Policy

The study recommends that although telecommunitdiiions in Kenya have been
successful in keeping up with the competition, teenpanies should engage in more
price reduction as a response to their competgtoategies whose products and services
keep varying in time. The Communication CommissibKenya has played a big role in
reducing the local calls termination fee that haabéed lower calling rates. The players
in this industry should focus on improving theithet services such as data speed,
improve on network and other systems such as maoiwleey transfer efficiency to drive
their competitiveness and win their customers. Thegd to ensure their systems are

running on the most recent technology to enharfoeesfcy.

The study further recommends that ETKL should Hgadvertise and diversify in other
countries other than the East African region ineortb take advantage of economic
growth in other countries as a result of global@at They should undertake appropriate,
persuasive and sustained advertisement, marketmyg campaigns on product and
services so as to change the negative perceptithreimdustry, increase its market share
and customer loyalty. This would increase the miaskare of this firm and enable it to
compete better with competitors such as Airtel Kenyho are currently in over 15

African countries.
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5.4.2 Recommendation for Practice

Based on the findings of this research, the stwtymmends that telecommunication
companies seeking to increase their market shasaldlconduct market research to
determine the most appropriate and effective masketre consolidation strategy. In
doing this, the company should consider the cortgreteaction in order to achieve the

firm’s promotional and marketing objectives.

5.5 Limitations of the Study

Being that this was a case study on one compasyinformation gathered may differ
from promotional strategies that other companiethéntelecommunication industry have
adopted to drive competitiveness. This is becaulereht companies adopt different
strategies based on their both short and long tgrats. The study however, constructed
an effective research instrument that sort totejeneral and specific information on the

promotional strategies that companies adopt teedrompetitiveness.

The company faced both time and financial limitatioThe duration that the study was
to be conducted was limited hence exhaustive amareely comprehensive research
could not be carried on promotional strategies. Ma@agers involved in this study have
tight schedules and it was hard to get enough toniaterview them exhaustively since

they were always in a hurry.

5.6 Suggestion for Further Research

The study recommends that further study shoulddre dn the other companies in the
telecommunication industry so as to get comprekensiformation on how the other

players in the industry are able to drive and remedbmpetitive. The study also
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recommends that further research should be caoigdto establish how indigenous
companies are able to drive competitiveness basewtat acclaimed scholars have

postulated as the best strategic responses frarkewor

More research needs to be done to determine whettehe increased promotional
campaigns have had on the performance of the compHme contribution of the
promotional strategy to the overall performanc&ss$ar Telecom Kenya Limited should
be explored in depth. Another area that requirethéu research is whether the company
is willing to exploit other promotional methodsttee maximum such as public relations,
publicity, and contest and whether these methodgaequal effect as advertising and

sales promotions and their sustainability.
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APPENDICES

Appendix: Interview guide

Dear respondent,

This interview intends to obtain information regagithe promotional strategies being
applied to drive competitiveness at Essar Telecanyld Limited. The details derived
will remain confidential and will not be used fonyaother purpose but academic

research.

Please tick where necessary and comment where@giso

PART A: GENERAL INFORMATION

1. Kindly state the position currently held in g@mpany.............................

2. For how long have you worked in this company?............... Years.

3. is your department involved in formulation obprotional strategies..........

PART B: PROMOTION STRATEGY

4. In your opinion has Essar Telecom Kenya Limited eleped promotional

strategies for its products? If yes please ligva f
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5. Has the company engaged in pull strategy or pushtegly as a form of

promotional strategy?

6. How effective has the promotional strategy stateava been on the market?

7. How are the promotional strategies stated in 4 abelevant to the company’s

marketing objectives?

8. Which strategies have been successful in the mamketrms of increasing the

market share and generating revenue for Essardral&enya Limited?

9. Any other comment in relation to the promotionaatggies being applied in the

company?

Thank you for your response.
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