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cons11mer' attitudes towarcll:-aal'l:<'t.in~~· 'l'his \i<S achieveu 

I ' ' via the four markctin~.; areas of Product; Price; Promotion; 

antl Place (uistrilnttiouL 

'i'he need for the study aro·t" from the fact that 

•ariou.s social comrncutators h· v1~ ·aHt.ly di fl"pr·cnt vicHs oil 

social \iorth of narl;:cting as fl1(l.d f'J<ll'h•ting litcratut•c today 

.;hOI.; '• Both criticism aiHI co Jllimcnts lluve been lniUI' 

\lith u 1.uch cmpiric.1l vid<'l to uppo1 t •i .her .sid • 

11 0\"C ' J 1 i t . a f. t:t. t.hat co 1. umc1 , tti ud••H to,~ar·d f i 1'111 

: 8 L\ \ ho C Ol' 1 i I Jl.ll t..i Cll , I' f 0\'1ll'd . t fll'odliC' I • 1 ftH' 

· nst.an c, 11· y tr• nt~l 'nfl ",. thl' u or fa i lu t• • o f 

h 1 t f i I' 1 I ,lJ l • i II J', t (' ~ . II n . I ,,·a t h. fl \1 I' {ICH' (' 
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more .·pccifj '<1ly 1 t!l('Y :·ho·v-~ rT a hi;:;h IH'', d.i.ve 

attitude (('IJ(lc>ncy t.mvarrl m:q·J.~.:•lJnt~ 1 ::,.; tlll't'(' main 

areas Yiz: j)J'Oillct q1' lit~· Pt·iee of H'orlucl;.;; 

and advcrtis·ng of )r ducts> 

Hctail in:!; ot· sell irt~, a:-; sutT<'~pale~, of djstribution 

in tlds stluh, hu1mver, \Hill tht• respondents 

'positive' attitude. The rt:'::..pon!lents did not 

>hOlt I'!Uch • 1 1 r hr•n. i o f • r t · i J i nt; 01 Sl J 1 i u~; 

<' c.· pt tl r y f lt thJ. tw~ t 1 idcll nut n·l c '•xccf ;ivf• 1 
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c) 'I'ht' IJus:i.n·~:::; firms or· m;ul\cting practitioners IWl'd to 

he more cautiou~;\vith th<> .Hh•tr·t.i:~ing Uwy offea·; thai 

th~"'y sbou ltl do res •arch to knoli 1vh~1 t the consunwr-H 

••ntl not. t.o ft•e<l com:;urncrs ·it.h dtat they (firms) feel 

consumer!; Fhould read, He<.•, < nd he~ r; and 

d) The hu'5irt"H ·p, shoultl conciously c•twaJ-~C in some l..iud oC 

campaign pro r·. 1r.tc t.l1·tt 1 i 1 L inpl'O\'C the ·tpparcnt 

rc .pondent ' ~1-cptit.'F;m 'ith m;wJ·otint~ in !;cn<~t·nl. 



A~ huu:.m hi. tor·y SfH'cdf' loHard t.h1! yc!ar :~ooo, '" i t h 

its avc-inspirinl~ problems awl opportt•nitie'-", the subject 

of markctin~ is attract.in~ inereasi11g altcntiou from 

eompanies, institutions and natiot.s. 1 
Harkcting, 

dcfi.ncd as: 

" .. o a social :process hy \\'ldch individuals 
and J~l'Otl}l. oht.lill \vh,\l. thpy lll'l'd ollld \ant 
through erc,lt iu ~ nncl c. ch,Ult~i ug p1 l)duc t•:; 
and va I uc \l'i th other· ..... 11 2 

haf· l'Vo Vt!d fru11 't c rly u·jl'ill.' 11 tli ,tr·ihu iou \1111 

ell· n 'nto n COill}>l<'h uj' phi< Olh~ of l'•la ln~ 

an r orruniza i OJ d '11, I i C, jj it. 01 l.a t'( and 

bu inc s illl '(' lJ I) 

d! prcc ia t<.• t 1 • lJ t 1 llt llltl 

-n I · rc 01 , ntzin t It . 
• 
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exchanges have he<.'n ial;:i11!; pl<><:. Bni lll<ll'l\etilll~- the 
~tudy of. e~~clwn[';<' proc<·~;:;es <tlld r·cl:1tionships- l'oJ'I'I,dly 
appcat·cu only in the early p1.1rt Pt' UH· tl\'l'ntieth century 

. . ~ mother SCl cnce, ecoHoi;Jlcs. 

In lllis :-;h<d'i line, i:lal'l;:ct.iu:~ hac achieved the iJ•tagc 
of society's saviour in the 1ainrls of mauy, and society ' s 
eorruplcr in the mimls of others. ;)ar·lu;1ing'~-> good <leeds 
have h<.•e:n dt•scrlhc.•<l in v· rious \l<.: :cc; : 

At~~~l'CSiiiV<! 111arlctiun; policit•,, ,utd pt'<tcl.it·cs have hcen l1r~cly rcsponsiiJlc for the hi ~h lll<tterial standard (lf l.i vi n···.. •rod• ~· t 111 <.lllth Llall 's 10\ -cost maJ'I clillf~ \\'1' r j . ~Ill'' du t..; 1dli1:h \;cr· • once con. i.dcr·cu luxul'.ic • •.• h 
A<l\•ct• isi 11• nour i:,hcs t he.• con .wn i 11p; l'm'" 1' of ~~ ·n. It crculc.· \I'Unl::; for u b ttcr t'"ullal<l of lh•irw. It sctR up bcf ore a man the l;oa] of a hP i tel' home, ucticr clothing, bcttcJ' food for himr-;c If nnd his f· 11i 1 ·• l t ·1 UJ', i 1 tl i vi tlu l ('. ( r· i c) I\ , n1l gr<.•ah•r p1utluction. lt IH··n~H toj•ethl't' in f r t i 1 <.' u n i on tIt o • t h i 111 \ h i · h \WII l d o h c J\ i t:H' h ·c not r.<.'t ••• 7 
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i.'hat does a ruan need, rc.~aJ l.y need'! " 1'<•1" pounds 
of food C\.ICh day, !teat and sl1<'l tPr t .six Ject to 
l i.e dowu in - a111l so~:w f ot·tn of 1~o r·ki nil: activity 
that will yield a sctwe of accotnp li shmento That 
is all - in a materLq sense. And '''e know it. 
But h·c arc brainwashed by om· cconou1 ic system 
until we end up in a tomb beneath a pyra111icl of 
time payments, mortgage~, prcpostcroul';.ga<ll~ctry , 
playth.i11gs that direct our· attention from the 
sheer itliocy of the char<Hlc ••• 9 

ln short, thec·e ih serious J•Ji:X('d fC;elings alJout 

rnarkctinh' role in society toe~ • 

•' om the JH'cc c<li ng b. c "l'O lcl, it ( 1 .. l' t h" t 

llo1 \'C , ·• 1111111b ••· ol 

itud ,l\'lll.thJ• fJ'I)I! 

h. • II '<'U 1111 t 1 011 1l aluti•H 

t t l I I • t ()\ ~~ tl 1!1.11 J I' l ina . 
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h) to deter·minc what att.i •· c' .; con::. tnwr,<; h<\Ve tO\vard 

each ol." Lhe marl;.eLilll~ mix varialdc~: product, 

price, promotion, aiHl plact• (nt• di::.lr.ii.Httion). 

1:3. Il-IPUt~T. l'Ci~ UF TliL STUDY: 

Currently, there appears to be no parlicuL.1r mcar-;ure 

of consultJCr atti tu<les tO\·:at'd marl,eting in Kenya that is 

regularly or per j od.ic.d ly re por led to the marl\c t i. ng/c onsumcr 

rc~carch communi t ·• 'lhi:; sttuly i. 1l,erefol'<' expected 

to p•·ovitlc a i>l'ci.ti:;c rrom v.llich continua moni loring of 

the basic "puhl.'c" p rccption of nnd sat.i:..;f.tction 1dth 

ll,ll·lr.!tin ~ "·tab] L lunt•nt 1dll h • '' •, •lopr•d 
.. 

1 lso, n v ,. of th · ,q>jlat·c 11 lon~ 1111d in·· puhl i 

10 tility tol't\rd rH l"l ' int; Jl'. cti<.· an I m.u·l 'ti nr 

in itution d .t 1 .wet P 1 : u l dillt•J·, 11 7•1; 

'ttckard, 19!j7; n I • u ru i 11" • , 1 () , t ) i t ' w I cl h \ Jll H' U }' I' • i I t ' 

to Jll' •ill' UCII 11 lll U 

. . -
()I\ ( I i (" . u I I II I ,(' l ll t hP 

t I I Jl I • Jl l11 ll 

t I( Jll)l 



~lore~ gPnet·•d ly Lh; :; /'=;t 1·vey \d II ''PI'VU as a IJa.·ds l'ot• 

1 couti lU<d barometer of 11 huw mal'l\ci ing it- ' doin~" in tlw 

Pyc:~: of the COilSllflWl' }Jllh J ic • The pr·ovision of :;ucll a 

nJ~'asure of public irnpr .. !.s:,don of 1narb~ ti ng i. · also ex pee ted 

to he of interest not. on1;) to f.ta1 ketin~;/Col\-.;t~mer re-.;earchers 

and practi<tioners hut to public policy l:t,tlh•r.s and the 

~~cucr·al public as wull. 

l•'inal y, this Stud' ·~ (' j)C'C(('d (O f'f'C1'
1 

11101'(' 

.JHciti.ully,, ba i:s for· 

i 11 o r 1 a t. I a a·c < · u c h , • -.l ( t i t u cl <' 1 o \l a I'' l 11 d I' I 1 , i 111~ , 

r· cc, protluc t <J 

• 0 

J. 1 ll oduc 1011. 

rc · · n h 

tl 

li y' nu !I he I'. • 

t;h ) t. 1 t . I \ l l L I 

• . 1 l 

I J 

• I. j IIC Ill i 1, ~ h • 
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r·espon:-.;<·s, dat.a illlill,y:.i·.;, <~nd 111 in Lt• t'fli'P I" t i on:• o I' 

ftndings. 

lt'iuully, ch;q>t.et• fjvp will eonlai~ t.lte con1usillllH 

clrah'n from the findings, the implications of the Lindin~s , 

the limi lations of tlw ~-·tudy, and f'ugccstions and 

recommendations for• fu1·thPl' study. 
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CH i\P'rm~ rr" ) 

LITERATURE RTVIEi 

Introduction: 

The meatm,..enP.nt of rencr<l consumer attitudes hns b"en 

of interest to academic and commercial researchers f0r many 

years. 'l'Le m:J.rkctinr, and consur::~r behaviour li t.era ture · 

containb a number of efforts to develup mrRsuros of consumer 

se.tiofnct'ion with .usin,..:>G in r;,..n 31 (R"'~ for f"X'1mpl, 

B:1rksd 1 and Dard n, 1972; Hust·rd and Pcm"mi r, 1973; 
nd I.unr tlom r&d L mon c, 19?h)o But ,uffi G l.o ny, 

nurnb r of uh i h d ur of c 11 \1' t . t 'l'i v d 1 n hl 

rom th xio:; i in, l i J 
'th at itu 6 in r 1 a d i to ud 

tow r a kl" i sucl cl p r r V l I"W > I i' r·t Ill 

0 ' r. ne l u 0 0 • , () to 

'l h h 
h 

c 

' 
• 



Othe..: studjes on con::mm0r nt.t"l:l.l' .c n J_,ennt >0v('lop0rl Countri •. n 

(LDC' s) shall be menU oned for comnqrison ancl reference 

purposes. 

Finally, a review of studies, Eurveys nd/or 

observations rc~orted on consumer attitudes toward 

marketing in Kenya \-lill be parlicnl~rly examined in great 

detail. This is because the current study has its 

ctt:ing in a· rob·, Keny ; an<l, thorough unclcn;tandinp; 

of what hns ben renortcd :ho t connumer nttilud n townrdo 

m·rketin pr ctices •ill provi c v·lu bl "nfnrm tion 

q 'r d for cop o witl h 

h 11 rev al 9 ~p c lly w"th 

rix · r'abl ~:"product, 

(di tribu io 

·ic , 

n i n ,. , t h t t hi ~, I' u y 

d o th four mnrk in 

o o on nfl Gl, 



2.1 THE t!A'l'URE OF 1\.TTITUDl~S 

'l'hf' moGt fre·I'H'ntly u~'"d tlPf ni.ti.on or :d·t.iLIId(':; wn~• 

r ....... :1'l.t"'! ,.,d 11y •-:.")t'd-'!1 .\lJ'[lnrt u. uu .. J.i 1'1y y•!ar:r; nr;o. He 

HJ'ote: "Attitudes are learned p rf'ldi nposi ti onG to respond 

to an object or class of objpcts in a consistently 

favourable or mfavournhle \Jay". 

hold attitudes r'1."1Y b~ tanr;ibl£> or· :inbncihle. 

Accordin~ to Pride and Ferr 1 (19Rn), at itudes ~re 

1 .arncd th oup:h x ricnc , nd in r c o with othf'r p oPleo 

A d j u ... I :. 'l i t u d · :\ r 

iio r¥ev r, th m in t n th 

"iin F,..n~> lly c . n 

to th n xt. ik , 
no rtll of u 

oth r . H i 

t rd 

cc 

· n d, h y ~'ll1 nino lll• ·h nP,nr1., 

·n in iv'du 

0 ( l 

n n 

• 

i tu ' , 

h 

it d(' 

h 

y. 
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Assael (1981) upholdt> thP rlel'inition of attitudes given 

h;; /l.llJHl!'l.. fl.l t h•lllf':h }If• dWP II :1 lilll('ll ()fl b l'lltld Ill. t I l.llll•ttl, 

he all the snmf' noten thnt brand t t.i tudes nre co tt:,jnme l's 

tendencies to e•ral uate brands in a consistently favonrnble 

or unfavourable way. This evn]uation, he says, is based 

on ract cxperi.,.nr." •t~ith a hrancl, current 1nforrnntion, and 

environmental influencos. Hence, attitudes eRn be referred 

to as a centr31 component of the consumers' psychologi cal 

set, and one of the two thought vnriablns in addition to 

needs. Needs arP directed towQrd achi1 v'nc n.ecific GD~ ls. 

~tt'tude rn k it oo ~ibl 0 ("! un 1 rn n t; i v • h r 11 rl !3. 

2.1 •. 1 0 

R centl t "C 1, 981), h n't'on of 

at itu G ha~ b ro n ' Ol n l' 

(for X 1 b 0 1 an ov . 11 b 

oar to X ) ll on ·nne: p . 'fh 

l n 

.. 
• 
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by a consur'l>:l' is r fcrrcd tons l' rceivcd lnstrumontality 

- that is, the extent to which a certain brand of cere ·\l 

is instrumental in achievine; nutrii·ion., \Ieight cnntrol'i o r 

natural in~redi~nts. Th" V'llll~"- nlR.ccd on e0.ch attrihute 

depends on the consumers emphasis on each attributP . Both 

value and instr lmcnt.'\li t.J Jetc:rr.i'1P. whether the consumer 

is satisfied with the attribute. ~hereforc the consumern 9 

attitude t.oHar. hrand/pro,luct r'ienends on the instrumP.ntalit y 

r 

• 



1?. 

2 
tlt. n the si.np;lt> m .rwurP.., 

2.2 ATTI'rUDE.) AND 'Til\<~ DSVl•;T,OP~II:'I'l' OF r .. tAHKE'PJN r. fJTRATEGY ----------------------------
In marketinc;, cor:s•tmer needs, for ex·,mple , are 

defined to identify mr~rket oprortu•1iti.E's. Ljkewise~ 

marketers should be interested in defining rtnd m0~suring 

attitudes to ... m>·d t;hcir mnrb~tinro; :'lctivities. 'This is 

because attitude~ can help pre ict consumer beh~viour , 

describe consurnnr sc~m nts, n~ Avcn ev~lunte mnrketin~ 

otr·tegi s. 

In pr die COl u vi r, rl. n to 

ot th t d t i u m n ion 

t nt at itud ~ l'lt d to b 'l'h m 

co • 0 r"' ~n 0 h ,. ( 'l r h 

lik litood ti u .. 
u 0 'l' 1 r or ' 

i r n i 

• 



cereal market~ certain cons' 111er· · ·imo.rily emph cizc 

nutrition~ other ... r:ood tasl , u·c or r,·t"l.orir~ cont~n tr;) ~ 

consume~ segments con also be deccribed in terms of brand 

a-ttitudes • Certain consumers ~ay favourably view a brand 

. ct not nurchase it bec:JUSf' of n high price, 18.ck. of 

3 availability, or loyalty to onoth cr br<1nd. 'fh~se consumers 

ore what Hi 1d r~fern to as "thr; vulnerable scgment 11 ; th<1t 

is, they Pre vul able to the comp~ny's promotionnl 

·n.rluencPF •Jue 0 po'>itiv~ nttit,l!lPr. to"llr< the hr nrl. 

Identify'ng t 1 cl "lor;r phic cl n "C ~rislic.., of thi·> S« ;,ents 

m y l'ffi. t th m o· ! 0 r. t liP: ly l.o T'( ch 

tr · r,rou ,. n , :z n t r n !\ rn!ly 

0 or ff c v rn or. 

0 uct 0 it ion· n t 

A. I nrl t ud • IH 

d 1n n 

m 

0 v n 



by the followi nf~ ex<~mple -L11ictt' )' phone co11ld he 

positioned as a more cost eff'r: -• l.VP .snbsU tute for Gnles 

" trjps, a more nccurate means of c011:rnunicntion~ or n me"n"" 

of ensurinG dependable communic·tions. The proper 

positioninG de)ends on the needs of ~ defined tnrect group 

and how it rates the various key product attributes like 

speed, precision or control. A new product conc0pt muot , 

however, be rRtcd on key CV3luative criteriR usin~ a 

multi~ttribut Rpproach. HPnce ~h~ :narl-: tcr wi J l then try 

to posit'on th. prorlucts to b~ rnt d fnvnurnbly on th 

cr't ri iri>O ·tnt to h tn p-ro p. 

Al o, wh n :'0 uc 

pr' o to 1·1unch, h mus1. h v \ 11 '/ 

c,.. 0 ~ ill. h'<; i l~o n h n 

on th r fo v 1 l 

de ic from n 

h r lC li 

or ot 
y 



1 r; 

Lf attitude shift i:tl('Y prorluc~'q 1~1· l attitudeG ~r~ m~nnur~d 
before and after exposure to u co"'lmercirtl in a controlled 
environmento Honce ovcrnJ.l dHli'l£~":> in attitndn:; ns well 
as changes in specific criteria related to product 
positioning arP. \Wed to ev:llu.'1te the comrnerci;'ll::;' 

effectivenesso 

However, o 1e noin t to rer:1e :1b~r ·~h.ile consider) ng the 
role attitudes play in devclo in1; marke.ting ntrnter:i<:s is 
th·t attitude re more cff ctive in evnluotinp; high 

l·or low inv lv mcnt roduct, o 
hi tly f vourabl , stron ly h ld 1ttit d mny no h 
nc~ SG ry co di ion for urch 

Bcfor 1 70, or on th 
r 1 

1
} I y 

( 

m nn r. 

v 

• 

• 



in mensu rinr: < t li •.u•\c::; ~ainccl p ' inence. 

The ren1ization tlnt at.titu~'cr; mrw not influence 

behaviour w:1s lnr ely the rcr;11 1 t: of FP.~;ti.ncerr>' work in 
5 co~ni t~ rlis~·onrt.nce and Kru~f'l~n' Ei Hork in PGEiSi ve 

L . 6 l . e8.rnJ.ngo Bo h th~o rics tenclr~d to drnmpl:1y t- 1e ) mnotance 

of attitu~HS aEi ~ d~te minant of f1~uro behaviour. They 

co!"l.clurl~d that n t ti tude a COlll.d re .... nl t from previous 

bPhaviour as well as i flue cc future beh3viour. After 

197 , hocembe r. nnd Fi.rl.b ·n•s7 work in .d inn·easing 

pronin.nc in m rt t'n • Both ~ w tt'du s u tl r . u t 

of procc by 1 • c' on t <I b r· nd on 

nu of cr't 
'I i ..., 

u ti t ibut ro c 11 

5 DC" th • h o f r c 1 um :r 
lu br'ln n c c 

Co 
0 n g h 

v 

( 
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hil-!,h involvemt•nl products and f'o1· ,:·oduct~.; \dlf'l'l' Uw 

choice cri tcria \~ere more ilPll' '' "• 

cnnsumcr re: earch, it i::-~ ittparal i ve that we undct'sland 

the functions th.tt aiti tutler-; st•rve 'nd h011' atti tutles 

develop. 

2:1~ Jo'UNCTl '' i 01-' J\TTJ '1 UlJl .; : 
) 

Unllcr·taJdin! the funct1on of attitude. requil'<•: · 

under. t,wdin{; It hey · 1 vc tiH• i 111ll vi du .1 I .. Dani<'ll at~ 

,\ n o J o u l' ' n • U II' : 

a) tht• func iOI 

b) he v, lu f 11 

c) the ro- •n i lll • ntl' 

d) th 0 Jb:: t ·on o \II\ t n. 

... • : 1. 

1' II ll 



\vill be d·i rect~d to brr~ndc Lhrll. f tl fil LhN;e needs. Similnrly 9 

attitudes will :J.lso direct "f'l!lf:'' .e:rs ~way from brands unlikely 

to fulfil their needs. Lutz, f0r cxnmpl~, notes thnt 

media advertisin~ is consistent with Lhe utilitarian 

function by featuring performance charactcrjsticoJ 

2.4.2 The Vnlue-Exrressiv~ Function: 

Attitudes express a sel -concept nnd value system. 

The self-imar;c of an ind"vidwtl ptrchnsinr a r::portn c:1r, 

for ex mpl , m y h of a hnrd c ri vi tr domin( ing p rf'on 

\tho i k :: to r; n h u p 

lf in urcl ·t •• i n • 

5 •1'l ly, th indivi 

of n or ni~ ion n 

y "l c 

0 

h 

• 

on. 

hr o I n c• n I o ·m i ty 

c n "'V v ·nn 

l ' or 1 vnt 'nm 

h 
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The ego is p1otected fro .. J .i ties and thrcnts by 

p rchased to a o ' d ~nxi~ty- pnducin~ situ,tions . Most 

c· re it. Adve~tisin~ can therefore capitnli~e on the 

fears of social ostracism by derr.on .trr~tine, r:r"<b''r ::;ocinl 

acceptance through use of certain roducts. 

conciumers m·y dev lo o .. · t" ve · ti tu 'cs tuwa d p1 oducts 

or product an • 4o 
·•'"'O<'l"l~o. d w. tl1 oc c p lliCP., 

COl f. d c • n "j xu: d r b'H 'l'h 1 

ho ld PP n.l th o- f f 

rnon tr in~ th~ b n itu of 0 t 0 h i of 
non u 

r 



ovcrnll CV'l un t ion of an obj •c i,. 
10 

ind i vi rl.nnls hrwi n~:, cqunlly f:'"'VO P ll 3 t t · t u d~G t o•·uudn 

'DaHnnol' vtill v:t :r m.:.1rkcdly in t~ P n· turc of thPse Att.itu~cs 

depcndine; on whf'ther they reflect a utilitarian function 

(like providing quick relief) or on er,o-defensive function 

(the more I t~ke Dawanol, the more likely I am to draw 

ttentio:1 tom. ::::elf)., 

Attitudes d '' lop overtime thro11 •h < 1· rn ing p1 nee., 

h ff ct :f mi y i lf1 u 1 c t r.rou) n1 Ut IICI . , 
i 0 t) 0 1 n nc (. A: 0 . , 
ci . p .. 159-16 ) h tl h 

foll r ho n h nc i 

on r h . on : 

' f r n 

01 

0 



pure 1· sing b h· v· nur. 

ron s are much more likely t · ·.lur>nc~ tti url r- and 

urcl.aoinp; behav dvcrt isin ,.; 
12 

Col nl .o our th· n is m·m 

found that socially inter-rete doctor .... who volu P()r 

rou norms accept" a 
Pi 

w rl rue; n <' t e r. Arndt found also 

tl t in erp "ted t:om·um rs ace t~ a neH co f c T' oduct 

·ormcro 14 In both s u i s, rod t itudP Her~ 'nflu need 

y oup norms. 

Accordin I) rn h 
' in ll 

d y con II w v r, 

oy 

0 w 0 n 

rt t 0 

' 



2.6 THE RET.A1'Tm!S1!IP 0:.' i\'f1'IT1HJE!J TO BSf!J\VTCITH : 

Thus far 9 vre hflve unrlers~O~ '! ' ! th~! n·,ture of attitudes'i 

their importance to the devc~u;Jm0nt of m:lrketinr: str:o~t.e~y 9 
their functio~s, and how they J~v~lop, among othe ·s. 

Hov1ever'i before this section c>n be cone] 1lded 9 it is importA.nt 

that we hi~hlieht the evidence of a relationship between 

attitudes and behaviour. 

Two typPG of studies, h~ve nttempteJ tc establish a 

relationship between attitudes and behaviour. Fil·>t, 

studicz done nt a particular point in tim d monstrat~ such 

a relation:;hip, h l t \)PCll'li3C th ~·u ( & of 'I ude.~ 11!1 

h hnviour were t ·1' t>n 3 th [; me tim 
' 

ho hi. l' doc 

not l'nOW if i'l t·tud~s inf (>!1 c su ') 1 ut.n b l vi our or 

vice-versa. Second, ~tu Ol P 0 ' r i C'!tl lOW 

'tthcthcr ch:.tn rrrs 
. n it fio "lt. 0 

subseou n chnnr. 0 in eh bo h 0 ucii. 

nttitud s end to b 0. l \ 0 

•) 0 

u 



t) ..... 
~·) 

he COI•Iparcd to bchaviout· in tim<> 3; ~d.titude:-.: in ti 111 e 3 

could he related to behaviour in ime 3,. In thiF: ~-;t ndy, 

attitudes lias found to be !'elated to IH'II.t.vi Olll'• CCI> r · 
• - t'< 1 ng 

to Achenuaun, the pcrcenta[~C of ~~ ·crs, for exaupJc 

1p1icli:ly decline.•;; as attitude:-; hPcoiac less LtvotJJ'ilbl<·. 

'l'lli.s agrees 11•it!t 1dwt Pride and l't•rrel .sa,\· about 

at I i tudes and f.IIC•j r iPIJlOI't<IUCf• tr> an Ol'!~anj za t ion 

marketing .strategy: 

••othat corwtwwr att.itud·s tow~tt·d.· a f'itm .Ill!) 

its products stron·~ly inf ut•ncc the ·ucccss 

or failure of that organization'. uwrltetin.-

ldrat('l';y... \:IJ(•Il I:OIISIIII!'I'F; hii\'1' :;trong 

IH'i;·ativc atttitudc .. dJ'Jl t. 0111 ,,. 1:1orl' n·,pt ·t 1; 

of a fil'JU 1
, 1:1arJ Cti I r jll'< 1 'c<•s, lh1•y not 

oHly mny stop u ·· ng th JH'Ouuct hut also 

111\Y te I their rclat' uand '••iPJIII.' 1111t to 
• · I G 

u· Jt •• o 

'1hcsc Jlro\•ide c ·itll•tc of .t r· J t ion lliJl In•(.., .,, 11 ,1tt.itudl'f' 

and hcltu.viour. Yc ano her ud up JUJ in~ lu r· 'lu t i ou, ltiJl 

he t\:c n attitude · and b ha • i o 1 • ' o ll 1 u t • (I h • 

tl n i II 

nd 

,, lit I 



th irtecn IJt· .. nd:; over <1 Ll'>'o-yeal· peJ· i od. Af'.:Si\1' t and Day 

found strong rclati<>H'-'hip.'~ hc•th•ecn ; \\; 1 <'IJess <•.nd rnarket 

shnrc nnd bct•i•en attitutlt·~• :•• I"' !~Pt. ~haJ'<' fot· many of 

An irtporlo.nt outcorr.c of tlli•> study h'as llw conclusion 

th<•t a tracl·ing system to measu1·e consumer attitudes over 

time hy a scrie:s of surveys would be a h'ortln>hi lc 

cxpcndi tu rc for many compani cs. :uch a system provides 

a basis for· eva1uatitg t.lw Rtrt•nt~t.hs and \..,P<liOlf'sscs of a 

co111pany's brand.· and can be utilizccl to predict future 

m; a·J ct stare. 

lloNcver, one i111port..ant tiling that u '< be notctl i · the• 

fact tlwt. studies 1inl·in• attitude 

f.!.tRurc intention to buy 1·ath r th. n · c u.\1 

. 
Hcscarchcrs aRsum intention to IJu: · ,. 1 a ted to 

subsequent chaviuur an thu u n n on to u • t n 

c v :1 u n t • 11 t r· n n t · ' n JH• d I C t n Jl n cl ul • r 1. i i 11 g 

• 

t tl t h I II nt 1\ Oil 

l tl JU 

J n l n 

• 

J 



0~1P f 1cto r 

i r; pri re .. 

') r· • 

i urll',, . 

'rhf'> pu ·r.~J'\;H.' c · (' ~ r'l"lV '1 ~ , l \) • I I ltr n' l' 

1•nh·:ccn ·1 L ll' 
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hoped t.h:1t RU<'h infor•'1ntinn v1ill ~n'1hl0 ll,c; to dr.qw 11seful 

fl 

conclusions r:~.=; to \'Thy t.hene con "'Uri I!' !'.J hold pa :rti cula:r 

reveal. 

However~ h"fore U1t: discussion c·m he pr~~;enL-:d 9 it is 

important to note th'1t most, if not Rll, studi0s reported 

about consumers ht:haviour in Afric~, ar0 b;"lS':!d on p;~nerql 

courue not be tot~ ly rnprcocnt tiv • 

AFIHC.\: 

As h~s been ~cntioned rliPr, :rost., J. f no ... 1 . ... , 
rt;ported studies bout con~umPr b~h,v:ou i\ Af i ~, r. 

based on p,en~r·l ohserv t:on h .. . . 'Phi 3 

r.t y n o t p :ro v i d c lc l.late :tr f ·r n on f l \ 

nnture of .lc Afrir n con r. or rno n 

of thi sud·~ ' rl , u 

at thro":in 0 

Th 



importance of t'lj'> ohr~crvr1t :i nn i.f; 'w··IE'Vcr unclr.>flr fror1 what 

is avniJ., ble in l:lnruingi'r; '<tork. 
19 

H ovrevc r, ot~ e viO'~l rJ 

deduce from Bakers' work th3t to c0mprehend Pl~rketing 

in Africr.~ Ann p'lrticulnrly Ilir;eri0, :required "n0t onl~' an 

understanding of wholesale and ret'lil channels of distributi on 

but nlso an understandinG of the r.'lthcr unusua] r~f1Uiremcnts 

of advert ising ::mci promotion . 11 

In hin :'lT1'\1yGiG and dcrcri 'tion of lhc markr>tinp; 

att.ernn and t c 1wir ues found n ! ir, r:i , l3ak r arp,u s h t 

,,ucceasful marketin p oernmm a, ' cth for n w l'Odu<;t 

introduc ion~ or fo· M'J'tt·in'ln "of b · .. h h n i m, , . , 

II 

v 



On huyiu,; behavi<Hll' in .\l'ric·,, , tiH• ohl·>erV<'l'K have• 

nut<.•d the evidence or a hig!1 Jll'Opew;ity among Ul'han 

~~rricans in ;.ll income l'roups to purclwse on t.hc• a:-:c..:wnpt.ion 

that higl1 ]ll'lct~s lmpli<..•!; hi:;h quali y (see 'l'horelli, 

19G9). lloKevcr, Baker underscore. ho\v impol'lant 

information search j.., to the ,\frican consttrner he!'orc 

he can do any huyinl~· lie note~ the followin:~ of the 

i1~erian consumer: 

'i'h' 

11 •• ot.•it.h only a \'<..'I'Y ~mall JHll'l of his income 
dil"c.;J·ctil)n; ry, the 1 i1 Prian L· a caH·I'ul 
.·Jwppl'o lie i·nollnfl· ill· in hi:; 
Jll'<•f<.•J'CIH.:c,;; on Ill<' ·on , tlu• "i ~(·r• i a n 

is tC, <.1' lo 1t ' he · t. Jll'c•, •nl<~cl 
0 h j !il Jl I' () lJ C l' Y • J U {. h ' d C •' \1' olll l 

value for h · •, none·, 'hi c h • i. 
c...tutiau.· in hi. •ct ·or., ld <one •pt 
o1 va u rn .: uc uif I icu t to llc \ <'l'u n< o •• ":.! l 

i lldCC! Ulllh'l' CUI'' It 1 ( I' tH•ful 111d 

intc·vratct nult n : 1.11 n i n u h J1·.i .til on 1111 1 

a1·l 01 

t I . • I I n hu 'J 

• II II 
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Fnyen.re·l thcr~ 

'""\ () 
(. ,/ 

Fayerweat~er or~ues th~t low i~co~c- which is ch~racterjstics 

of Afr.icAn C1mr:;u:ners- conr;•,rr.cr~ in d~vr.Jori.nr~ countri~s .<lre 

willine: to d0vote more time to r'u rchnses th·m those in 

developed countries. Further, he notes th·1t low income 

consumers arc not able to rr.ake 1.q;e nurch::t[Oes ~t infrequent 

interv<1ls. This is Rcnerally true due to thn me,gre 

amount of money ~hA~e coDRumerr:; hRve ; an3 it ir:; true 

pqrticulnrly w:i th food pro'lucts b~"'C"\\lGC of l~ck of 

1lut o ccun; with !. xccp ion of consumPrn 

Besides, F~ye te !er pre~ n s oound xnl n t.ion 

ehind why conn mer, n dev o~ ~cot t · r h to 

more Cfl oho ~r- . H rr; n t I 'I ,, "J (' 0 rl 

bt nd i '!U'llity cor trol, an l clo•r- ov nm 1 ~ul tion of 

food pur "Ild l 1 01 1 rn r 0 

purch . c oduct 

d v lo 

w l v 
0 



',( l 

... ,,, 
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conducted by Thorclli nn<1 [~cmt:"ll. This ~;tud,y wan set 

It \'I;!S a nurvcy [1 t 'l't.Y whP.rc 1 ,or)Q Thai 

households \oJere intcr'riewed th"'our;h sclf-admini0tered 

CJUE'Gtionn"li res • 'T'~c finrlinp-n w, re thn t ccn'>um"hn; nllopped 

frequently and jntcnsively. P.0soondents in the study 

indicated that they rc~uln.rly ~onrulted many different 

r.;ources of inform·1tio!'1 u. rior to ~ 1-(irw b~·.r pn.,..r::h:>G~"~s. H ence , 

Uw con cl union lh '1 'nform·tion nP.nrch, rn1ativf'!ly r.penkinc, 

plays a r;rc· tcr r·ole in hE' u' n . proc .rs nmonf" cons'lmerr; 

in hP cl vcloninr• coiJntr' ""' +.ha in I r· i:nlu ... r· ~~ i ~ <1 

';/Orldo 

On th 0 he· .·m 0 c ilU~ ') h i 

African co w p e whi r> 0 n 'li 

·he th. .. k ·n t·" 

- a 'l:!f r p ,. 
t r i ( I)R) 

1::1 do t i 0 u y 

n ('0 (' H 

r c 



', 1 

nlthour.;h GO f;n· 1~0 have no curr·" 1t i.nfonn:ttio 1 of 

~mniricnl value to com~3rc wi~h. 
~ 

'· 

Brand loyCJl ty of the Afrir:nn consumer is n f!Ue<·t ion.· 

cumbered vri th mixr::cl feel:ir n;s ar;c·ordinr, to :-;t.udj CG nv 11 il.'lble. 

Some ~ave ArGued th~t the Africnn cun~1mer given a qu~lity 

product, priced •·lith:i.n hi~; fillnr:r:ial ·dli.1ity, i:; :J. 

11 cu::;tom~"r with unprr-c•:dent.cd rlcr;rPE~ of bw.nd loyalty" (see 

for exnmnle Omn.nn, 196'5. 1' C' -:;, 19(;1) • y,.. , ~lunn ( 19G(i) 

writinF about thP Ni An cot ; ll'lCr : rr.;u d 

i3 f r. "'ncnne;rou'" .• it •,.,tt IH.l ll 0 l n 1',.. .. poor,. 

'rhor 1 :i on he o he , w 0 t u 'l t ·• nd lo~ '\l t.. 

not trorw nmonn; he rh'l 1 f: · c~n onr.; 1·n r . !hi chr. "" r 

posi ion s cl ! 

.f'i' R lly i t i t h r c d •. cu • ·on 

that the · rly 

g n rnlo T 1 h vio r 

of h 

\ 



study Airf> "XF1minPd r;n'l~;urnPr :1tt~·t:ndf'!c, lowarrl product:,; nnd 

their markctin{~ in <.1 dcvclopin~ ·r:ono:ny , Pip;r.-ri:.l. 

Qucstinnnnirs w8r~ a~ministere~ to '•~O rospnndPnts 

rcprescntln~ a cro~s-section of socio-er:onomic cl~sses. 

Besides , R sect.:ion of th~ re::;pnndents \'Tere int0rvicwe~ to 

get elRbor:1.tions on questionnaire responses. Among ether 

thines, respon(lents were a[,kcd to indicate their sat.lnf~ction 

or disappointment 1ith the proriucts they had bought and 

v/hethcr they int.cnclcd to ,. Pe< t mr • u n::, 'Phr rr·~;ul tr; were 

m·xed. Con:>iderablc S'ltisfacti n w s h wn w · l "omc 

u ni urc, <1 terr;~nt'3, F.o· po, 

nd bcvcrar;c· . On th oU of 

ons mor i.atisfaction ~:1.s al~o no~ 0 hf ro tc roup:· 

that included ti"X iles, 1~ ic u r-n , • 

f, a II ruinr;i 1 o Air 10 'nd'c wh th r 

t 1 e r t i ::; f c ti on " 
t t men • 0 h 

h 

p o uc• c 0 

0 

v 



were ratin;; one \~ouJcl tell ,,•l.iclt pr·oducts, to Nif~er·i<wH were 

importe<.l products), other studit~.-; ht\VC al:-;o conclut.Jcd lar~cly 

that locally raade pt·oduct.s' qual i t:y i.;; usually lo1.cr th<J.n 

<.'X!>CCted (see J.'or CX<tl'llJl<.', \,aruingi, 1U79) o For c.xarnp le 

27 
\iaruinL~i, in his t'evil:\v of cotlpl<dnt lcttcrr-; that the 

Keuya consumer~ have ,,ri t t('Jl to the press, has rt>portcd 

cor.lplaints nh •• ut a \•lid" range or loc;,J ly made pt•orluct.s. 

An l'Xat:l >lc wa:-; <lt•awn ft'OIII a cniot· {,O\<!l'llllll'nt. official who 

.. 
In tllc~'ecll~· c ic11 thcCJ,icf ·lll'.llf' ()l 'f icet· .. lid th 1• 

foJlo\t"iu., ahout )OCtll J>'O<Uct ... ttualit · : 

Sic 

f,ul 

.It • 

clai 

"o•o'1'hat in 1977 tilL' .iri 
$ 37fi,OCO \111'th of unifnr 

.. tl 

cd t I ! t tl I Ul 

tl • f tcr th I tJ r 
,. 

h OJ' not th 1 

c 

I .. 
1 

Jlenl11! IIIJlOl't•d 

ial nitt>J IH•ing 
i l •• c.."')~ 

n•.rn .uJ • n • l' 1 i .1 1 ' 

0 d t l n. 
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Ho\Jever~ brsidcs such di .,;.;yt:i_ nf'1cl ion w:i. th th0 qu11li. ty 

of lacally-made product~, H~wkins ( 1?~~) h~s rrporlcd the 

distrust with v1hich the hu:..~in~sG r.oPttmm it y is view~d in 

developinc countri.Ps. In his sttdy of th e dL.tributi.on 

:;ystem of mainl~nd Tan~nnia, u~~kins altribut~s the distrust 

to the practice of hareaining whereby the customer usu~lly 

'vJhile b~rr,ainin, mir>;h hP resT'lon::;illlc for rol'lc i 1-·.:ill 

to\-larrls busine ::; ·n d · 0lorinc r.O\ n ·rif's , WH\y 0thc r 

rl· .... 0 tent 

\-I i t h m rk e t ill r; rnu:.; o l)n fo·r~o +~ ). II. '!W ·,ludi G .,hnll 

J, f co t u 1 e d h r · f! f' 1 y n t h o 1 owinc; .;f' 'i or • 

v/.s A: 

ThP rcr.~c i r r· '> c o h ur "> th rt'l tr· 

uzd b h v our of h fr"cnn 'l ri h ono,. ~ 

c rc t n ... Cf' •• U 'I 11 'l' 

co d . 0 , 

n 



2.8 .. 1 'I'HE PROtllCT: 

As reflcctcrl in thP. C'lr;e of Ut0. Chief i~•tn>ing Officer 

quoted ~bove (',lc~;ldy HeviC'\·1, 1<)??), thr- KenyCl:::' consnm~r 

cloes not feel comfort.qble with th<: cpalit.v of some of the 

products offer8d in the market. Several complaints 

have heen forw~rdort through letters to the press and 

through other journnls like the consumerG 1 s Di~est. 

VJaruingi ( 1979) ~ revie\iing co:~: >lain t let lers tha l consumE>rs 

in l(enya h"ve written to the 'rc.·s , l r1s report d sur.h 

complflints about H wide rane; of lor.'\ Jy mnd pro<luct<; 

.ucho a, brc· d, butter, chePse, ··up; r, r'lilk, 1.rli. ll oi ,,
9 

·· e leaves, cofee ·md m· ny oth r • Th c ''"orluc :, h 

found, were l· r~ ly ad~l cr~ ~ n 



of mercury over and above vJ}nt 1n cnf0. ." 

Short-weir-nt.::; e1nd prod11r:t H"l""tY h<"~ve not onl:J been 

ezpo:::;ecl b~y this sinrrle stutiy or \'larnin~i. Criminal Cnses 

are on record wi. t"l-t rl'),,.,rd to .shor+.-\t~i P:hb;. ~t'!n i.or Government 

Hinisters and officers, rt::!sp0ctiv~l::, h<tve been 'l_Uoterl in 

tl1c press tryir:1: to nnsv:er to continiou.s concern hy th0 

co'lsur.:er public about the safety of r-om ..... rrodncts sold in 

Kenya . Th~".se cnr.ec shall he rP.v· w d as follows: 

Lookin _, throup;h the files of the \Jei(~htr. :mri M ':\:> lres 

!J1•pnrtrnr·nt of tit<• !:,iuiclry of Comm ·rc h1. fol OH i. g c :>~n 

regarding uhort-wciR'lts can b itied: On ,J· nu ry, 15th 

1982, T.t J.!akr1d·r· court Il::d o i, t csr Ctnrl c:: n •t.•l 

John Gich"ru 1ere jointly c ~~r 

less 1uan i y of roods thn1 

contr ry o S" t'o 1~ of 1 

Th 

? . • 0 

,. 

( d I 0 h C" ld l 

h cl , 

,. 



E.A. lir.dtcd war; r.lwrr;cd vlit.h 11<V1nr; in their possesr·Jion 

contrary to r11le 9 of th~ weirht:s ann me~.s·1rcs (Riles .qnd 

IJo.bcll:i ng of Goods) rulcA, marl~ un~~r s~ction 46 of th~ 

Weiehts and Mrnsures Act. 

The ~ccused comnany was found in possession of nrcp 1 c~ed 

A;jA.X Mnchine ·~·/nnh which w·ts pac~ din r500 rrnm.s pncks . On 

tecting the content of the r·-tckcts it '1' ~; fonnd h1t mo t 

of the p'1Ck t::; \11'1:> lr.sa ~h·m h rt .eel <Juant. i ty of i v 

puwl rcrl ,.,.,. 

c,ooo.oo. 

Suffice i 

.. ,~ ... 
Oth 

to 

7h 

r 

n. ., 
~ ' 

.:l.C UC d 

case; 0 th'o 

5 ,._ . .arkP.ti.n 

dcubt 1 f t.}F' onR' r r to ) mo 

m rkct inf·. 

An nstoun .·n c i 

on r co in ol 

1 

nd w r r. tl cl 

f c co d br• c'tnd . 

(., 1) rnc c ., no 

n I 0 u ·pil~iou · of 

0 0 y i ound 



~1ost of the cnuntr:i er; thr\t h'IV0 banned t.hcr-;0 cherni C:ll 

pesticides do not hnvr> rrstri cti o:1·; for t:hd r export to the 

Third ~/orld. 

Recently~ th~ local preGs h~s exposed thP d~neerous 

1 erbicirle r;r.,;noxone (or "par·11u::1t 11 as it i<> r>ometirnes 

cnlled). The concern for most neople over th0se herbicide 

was the security and quality of their health ~nd that of 

Ht~Ji r en v·i ronm n t from bci nr: oi r;oncd. 

The rexyan pco le do not h~vP t mit for adrlitionr\l 

inform:1 ion on Lhc llnzardG of J;t•atto ·on • j n or r t.r> h"n 4t ... ~ . ' 
when it t s al endy known cl""C'tJ! r · r. th WO! d h t.hc 

chemic"'l is t.h ···orst poi o , p ob h y 11 xl o 

Ap ~rP t y, 0 ,t of fo i n '1(\ 

danverous p r.ticidPS 1 J e n il on 

decin'on nd o1i~· k r n 7 'un"u 

J • iy k · , h n 0 h 

c 
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- .. 
he r<·t~isL<'Ped f'CJI' u:~e in I:c~n~·;t.·'-

us the head o.r the Kenyan Dclct~·ltion to 108~ tJ:\,:!>~ 1 

Countries not 1 o he used af~ <lut.li;i'IL5'' ground for toxic 

~ubstances inclttding pet>ticidc:, banned els<'\ihcrc 

bccau~c of J>rO\'en hazardous effect!; on the environment 

33 
and human health. 

\1hile it 1:; lcn<J\.n th.d . .sonc ineid<·ncl'S o{' gra111oxonc 

poisoning arc intcntiunal, to COI'II..it suicide , tht> list of 

v'ctilll- of <:it cnmstanc ·s, i;;uo •, nc •, ;11 d ;tccidl'nts \ i 11 

C<;ntinuc to inc1·cu · •. ~or1• d •at h ·, !Htlt icul.tt·l~ in the 

rural areas rro ulnoticcu. l~t'll 'U C<.Ul 110 t .1 !' fol'<l to 

continue us·r::; p icidc ntl tth•r u fc 

product·:. on th one hand an n the otlw1 h.tnd .1. t-illite Lho~t. 

tl li 1 · o[ h tl h u it.· 

nt.. 

II \,b)P h•lo, 

I • II • 
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CU~JNUN 'l'lL-.U •' NH~IE.S CLM;:~ 01•' CUMPJ\N 'i CUUN'l'HIES 

Cllt:HICAL IN Kl~NY. C 11,~:-II C L J NV<., LV ED BAN !\JED/ 

N1\illi.: HE..>TinCTI.:lJ 

ALDHIN ALAl\DiaN: 1'\': lGA ( li:) : CML\DA 

NOVA-ALD1UN fn;.;'•'t:CT lCl.!Jg .Shcll-IIOEST: \: L~>T GEWIAi~Y 

ALDlUN ~llJUl'llY CPL; U.S •. A. 

1>. J. '£ DlJH I C• 
' 

'1'1. I Ci.'\ : TlrJ<iA c,, .\D,\ 

DU'I'; :~. .... J\ ~II H. <; ,•.It f. t Y 

1 'LC" IC l) • Hal .. u.·· •. \ . . 
' 

,J, P.' 1 

DIH B, ll j 

')..., .... ) ,, ... ..., 
I o) Cll'; 

tl \ y 
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~1any of t.ltc local r·ural farmer. 'ho usc them at·c 

unaware of th<.>i.•· hazards and :-;jdc r•f1ect:.;. N o i n f o rrn :.• li on 

and adcq Hi te ad vi cc i .s <1.!.' f err d to ih i.s 1 ig nor ant 1 f ar·mc r ~ 

on t.he u.se an<.l application of these pesticides. !\either 

·u·c they informt•d of lhc potential ; lt.Prnat.ives a •ailahlc 

ror· them. 

Indeed, the rcnya ~~ovcrnmc•n should I'C\'iP\i all the 

pc.; t icj de.; av,1.i 1 af,I on h • 11,11' ct j n 1 < nya and, i r 

po. sj dt!, withdr·at aJJ th 

of.fc· t;'f.uhJc alt·rn·i.ivc fOJ its con tiHCI' pub I i 

'Jiu· foJlu\ in,. It•' llf'f II Ct Ill •tl 1 ) l' Jll c 

• 

C C 11 U m C l' f 1 b CHI t pI j C j I 1 •n. ld h ro • up 

•IIIII llC ' l ('vii n - I l I ll 

ro. n 

n 

1 I I I I 

• 

' 



ordinnry us~r.s h<W~"' comn.l:1.incd tint. rlt"' b~ud'it::o of 

reduction of price of oil has ot h0en p~rsRd o~ to th""ma 

They hr.tVC cons~fpir>ntly decried he f~ovr-rnmnnt t0 interv~nP 

~nd force those m8.nufacturt.:rs not volunto.riJy v:illing to 

recJqce prices to dn .so. l'p,~e£', ;tllhour~h it i:; not ''Xplir:it 

as a rP.su] t of rnducecl pri r;f~.S of p~"'trole•tm pron•1r:t.s :is ~ 

pointer thAt prices ~.ntthP m~rk~t asks for itr. nro~u~ts 

arn 1ot f~vournblc. 

"'ome conn .lf"'~"n h::tvc come ht;) n 1 ~o ch ll enr;c 

t)l<) lJr C~':> of GOI!Jf• p'1d.icul; r p 'Od I(; :r, . ''I ,r from 

fo CX'll!lf)l , 0"" CO 



not only fro1.1 1 lw puh l.ic b1 i also ft·om .SPII i or· t•;ovornmcnt 

officials. \:aru i. 11gi (1979) cat-ri<•d dUt a R-urvey 

research on at t.i tudes towar<l par U cul ar as pee ts of 

advertising. .\.1-d\ed whether or not advct· tist•f'tents they 

sec, rc.1d and hear, JH'esctd a true picture of the products 

offered in the market, respond0nls str<mgly agrec<l that 

advertisements dicl uot J>l'Psent a true pit·cturc pf pruducts 

offct·cd in the madwto Thi~• f inrling F>upports the view 

expreHsecl by l't•nya. 1 Vice Prc: · iclcnt, h·. 1·1wai Kihaki. 

In hL~ add•·~· ~ . to th· h 11 ,, l, .s, ocintioll of ~1, 111 uf',u:tur 1:t·. 

the Vice Prc. · idcnt d •,·ct·ih d . omc \t<h'~>l'f i:--i 111~ in l~t·r 1 ·n 

the puiJ I ic. <JUO 

" ' ,c ha\'<• 

I 1 11 • 

n 1 

JH'oltlt•r, .tnt! it 
\ u 
u h 

I ; c) ) 

I II 

I I 



On the quesUon of r,Jor'<' govcr·Jwr<•nt. regulatio11 of 

advertising, \\aruillf~i's sluuy reported mixed feclings 0 

Some respondent:.; advocated self-r·egulation of 

advertisinG; otht!l'S cal.lctl for stiffer controls by the 

government. One of the leadin~ advocates of self-

regulating advc1·li.s in~~ is l·h·. \:anjui , Chairu1an, Cast 

Af1·ican IndusLries- a leallill'i indu.sLrLtl concern 

:,;pecializc<l in consur.rer products. 

In a speech to the l~cnya ~;onsur1c~r· Or•t;anization in lD7R, 

~lr. 1.' an.i 11 i al'glll'd t !Ia 1. LhP i;ov<' 1'11111 'n t ,;hould not he- t't~<tll •~-,;t<~d 

to interfe1'e •. o much 1d Ua \."lt,d, I:C ~·houl d 11 r •ad, .· '(! ll' lmH~" 

as thi~:> could 11 CVPntually i utPr f 'l'C 1 i th h11111au J'ight:·" 

(contact, June 1U78). 

i ndu. tl".' in 'en; a. I c po'nt d rut iu hi· Jll'(' h th.d t'l 

.JarJ·eting 'oc'ety o J ·ny in th II 10t'llltl,1inr 

n ucl • •r' j l( c uti o pr l JlOO th.at l no~ 

tl • h 1 t ll Ill ( ll I { • I 

,,ncloll cl o 

lt II 

t 



••• ls it nol t.imc• jH't'!lap:--: tlt.tt thc• [';ovet·nnlc.'ni 
prescribed certain norms within l>'ltich the 
advcrt .b;ing profession jn this countt·y must 
IJe practiced? .Such tl()l'!ns could cov~r, amo 11g 
otlwt' :.;uhjects, such areas as: ad\'ertisin~ 
,,·!t ich goes against medical advice; unvarified 
advertising claims; cxploi ta ti ve adverti si fl(!; 
antl others (Nairobi Times, :JOth, ,lpri l, 
1U~U). 

Mn>., llacltulcia he lievc!s that tnoi 'C 1~overru .1ent invoJ.vcmPnt 

is needed because of llu· n..tture of the countl'y 1 s ~:>ocicty 0 

:;he argues that 11 lliih Ltl'{;ely an illit~·.·atc, or semi-

literate, un.·l)pllistic.~ted. oci ct ,\· H!lic.h can hP easily 

j 11 v 0 l v 'd i ll i l s 1' e r u J ,t( 1 () n. 

~11·.·. Gacllul.L1 clo 'H not t tnd a lor'' i 11 ·.til i tl" fm· 

strourcr regula io1 of acl•crt' in iu I •n .1. Con IIIII I' l' 

h.t •c:, on the otheJ' h,u rl, .tl a P ~>ith 

c f-rc ;u Lt n ~ ad c r· i .in • 

1~79) \h tlwr . ou h • \ " 1 

c n h ' r 'llll i n 1 f1 turn•tl cu 

JILlC d 

II I I 
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Cnse Number 1111/8 1 K ~'< A self-selection Sto rP lld. were 

che1rc;ed by '.veichts ~n·l Me:laures, [lairobi for r;ivinr; an 

indication th~t ~oods wrre bein~ offered at a nrise leGs 

thnn tlll\t <~t \lhich th8y were infact bnin 1: offcrPrl cnnt.rnry 

to sect ion I+ ( 2 ) as read w i t h. sect i on 1 5 o f t h c · , T r n. de 

Dcacriptions Act 9 Cpa ~05 9 Laws of Kenya . 

'I'h~ p;-.. rticu1.ars of the cn:sr:: 'H!re thnt. by mcons of,.. 

prcwo ndvcrtir.cm~nt they G· ve nn ·!Hiic iion likely t() be 

tAken as nn inclicaiinn hHt r;oodn , nil ·lv Hew A.im~ 1+?.0 m .. 

Di IJh - 1/ a Gh in p; L'quicl ',o/'1.~ l,e nr; of c t' ri or· lJ;I 1 nt. 1/ .. orr hn 

norm 1 price wh t> rnrt s l W'lS bP llf .. 0 (> "'f d a 2c:, CPfl ... .. I') r 

the .orm~l p'~"i.ce 0 
~ 

i{ . ;)h G . iO . t;Q., He e ,.. 
had COM " 

mnrked the "'aid roor :-; I' -~h!J . 1.00 orr'' I irh h~,, i l"it>r) • 1 

it WD fi Sh- . 1 . 00 0 f h~ r com d d c . On .:. lV G i on, 

it wns found t~t · wn or.] y w n - i ~"' c 0 

recom~end d '~"ice. 1 '1 Y n 

I :i 0 v t) 

0 

w 
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Studies are l~ckin~ in ltternlure rc~~rdi~~ the 

di0trirmtion of r;oorls 3nd s0rvi ces in Ken:yn.. '.:.'hr> only study 

available ':IJ.s carried out by Sorcorr>n and 'l'yrr-11 ( 197S). 

They carried out a survey aimed nt detcrminr; co~sumers' 

feelings about rural shops where they make their purchases . 

Most consumers apnrov"rl of the friendly ::;ervicf' U10y rP.ceived<J 

but openlline hours and the availability of credit fC~ci}ities 

survey rcsultc indic'ltc<l th· tin- l' de <>tock~ . nd dirty 

r:onrlit:iorn were thl' wnrst 

08 Some cotGHmcrs 

"t rc• • 

1 e · ) "'O o sc rv ( 0 d , r. 1. 0 I, h . 1 g , 

and shcl cr ;1re ·roo.,. hP bTts' c h• ~'ln llP.Prl• nn ... 
p im· ry riu :r of th" r;o '~"' rnm n o v '1 h m to h l onl 

··c h i.mpor n c 

of vi a h) ,1 d r c t · i ri l io cour ry 

to ens r ~ h t h~'> c ch 'l 

on 
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th0sc arn reflectnrl in the prices pnirl for by thn ~onsumPrso 

3!) 
While in theory~ cow .. n m0rc, c·ut cien.l di rcc tly with 

the manuf:-tcturerG thu:; rl.VrJirlinr; the mj drllenan 1 s profi tFJ, 

in pradtice it is nnt possible due to v~rious reasons 

nuch as the !oration of most m.~nnf.,cturr~r.s , be!tinr, in the 

urban '1reas and n:>jority of the consume.,...s are in the rual 

areas hence trrl.vclJi..n.tS to obtain the F,Oods would m"'ke them 

more expensive . 

However~ the ~ovcrnn nt in tryi 1g its bent to ba fu •uar~ 

the in terer;t of thl'! consur:1e r··. It · o vi r: il ·• n o n h t 

manufacturers'~ w IOlC(i'llc.:-s, and r ·1i .rn, ·mrl o nsur h; t 

conS'lmers clo not r ·1y 0:>:ho i · n . ·ic": 

locally mnn facturerl ~oods is con rol c e ·1 f c ory 

1 •vel while o h~rr, ar~ co1 t oll J f· 

and retail levels . 

Th con urn r 'gh , nr u u 

u'otrib ion 0 ic li 

r:ood. n 

i n 

( 



49 -

possible for the upcomin~ 

their stocks easily. 

Finnlly ~ since independence, th~ l~enya Government h"'ls 

encouraged KenyRns to enter the commerce sector throu~h 

vnrious me"'lsures. flot,qble amonp; these me::\sures is 1')67 

Trnde Liccndin~ Act th~t Bave power to th~ ~overnmcnt to 

crnbH.rk upon R prngt·n!Tl of Kcnyani?.ation by limitinp.; the number 

o f t r n d c 1 i c rm r: c::; g i v 8 n to non- c i t i :~cr.::; ·w <.l ,.. n i r; i :> r; t h" n 11 r1 be r 

of th~ Kenya trnderA. 

P~rtly s ·1 rr·r.;ul t of hi" 1\c mo t I; h,.. "n t. i r, 

di~tribulivD trade 'n th~ ru , 

ln n·tjor tom~, h J"Vcr· , no l-ei 17. n r· r1" ·:, 

n.:::·e .still rn:'lny. 

Accor in'j o h I inir. r:r o C 

trnde lice c:in~ RS n Dt:>c b r, ·1 

rnd 5;.~1 non-d izcn in ol 

nd 199 f 
.. n- i ?. 

;G 

n 

b 

nnd 
c of 

1 i z •n :. 

d i:~ d 
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They should fi nrl nut v1h 'It cnn :.um~'>rs t:h ink u.l-Jnu t t hei. r 

profits and justify the need for thci~ middlcmanshipo 

All in a)J, j t is ho11Cd th11t the cur-r0nt otudy will 

enable us to u~rl.erst'1nd the basic "public" perception of 

and satisfaction with marketinf establishment in this country, 

I~enya. This should be achieved through the resUlts as to what 

attitudes consumers h.<-tve tow11rcl rJo.rl<einp; prncti.ces in 

r;en cr::~l an '3 p'1 rt i ~ul 'lrly, to\vCI rd each of thP m, rketi ng mix 

vnrinb)es of nroduct, nr'cp, prorno ion and nl11c (distribution) . 



fll 

HE'l'liOW .ry; Y 

It is ide~l in n survey of this kin~ , for one to s~mple 

the entire natio•·:.~l 'concnmF;r ' nopul:1tion of the ccnntry . 

Howc'lcr, O\-linp; to time co.1;;trnint anrl oU1er mnjor conctraintc 

ouch as fin~nc~, such n procedure was not fe~sible. Hence, 

the cturlJ vmc conccntr·ttcd on t.h concumer:· tlr:t·m from the 

ciL.v of tl: irohi, a pt·ofil of wh· ci-1 is l'P,. nt~>d hl'lo•t~ to 

1r; f t lt" • 'Hnn l · f "1 ct ion 

proc durc th'lt ~~:ill fo lo·.,., 

A ... trikin fe·d.11r. o l'·lirobi w1ich i... of .... , r;·· 

:;ip:ini icnnce in lt i (i ') dy in th ion It" 1 0 n n 

ict"r ct.ivt. s c ons. rh .,. .. 1 in hn . 
rc"'irlcn ial ·e'lc; n• 0 0 no i c b)~ 

lc nci. of h col r or 
of K nv 0 

' 

II 
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AfricDns nno 1\r.ian:> h·we hrr;un t.n occury \tousrs in this 

areo.s , it remains the arC'(\ wh~re m·1.io r·i ty of Eu rone~n.s reside . 

Clor.e to i.t 9 huL not ntdctly within, upper Hairohi is the 

area of Muth~iga, generAlly considered to be th~ most 

prestigeonr3 rr>sidcntir:~l sAction of H::1irohi, con::;i.r;tinr: of 

heads of Diplomntic Missions as wP.ll as the most affluent 

businessmen a 

In marked contrnr.t to the r:tttr~ctjve utonc homPs built 

on npacious v1ell-wooc1ccl plots in upper Naj rohi nnd i1uth:tir,-o 

.:lrC the prcdomin:tnt.ly A ric~n v1o k"nr;-r.J:H~fi n~ctinn nf 

J:nriokor., Pum· .. mui, ~~im· tlti, J dcho, :1morw ot.h •ru, loc;ntf"ri 

in the ea::;t of the c~>n r:;l l Ufl:i • ecs di --t ·i r; n Hl no· .h of 

the indu~trial area. T h i. s pre d o i n F.t n • 1 y A i c r.t n ., r n 

by far t 11" mor.t 

densely pop•1l, ed ar u of th city ( H 1 m n nd lto n, 

1967). 

The • i rd v 

on r c. n 4: 

to no o 

o v ry 
r 
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resultinr; in thr- 'lhovr- r0sirlr~nLi·1l t.l:rur:l11r~ 0f' tlniro~1i to 

correspond tn upp(' r so cj o-econor1i c cJ. :1.r;r.; ; Ln-.10 :;0 do-ec onomic 

It in , 

however, necessary to mention that l~tely , some estqtes 

h·~ve emPrr;eti in C;}<::h of thcne distinct residr-nU1l d'visions 

of Nairobi which do not necess~rily conform to the socio-

economic cl~sses m~ntioned nhove . For exr1mp1Je 9 in Ects 1.1 'lnds 
9 

eut;1tes fiUCh as Buru-Buru (Phases 1 to 5), Sunri ~c, Donholm, 

only to mnntione n r~w, Go not confo~m to the lower a0cio-

P.COnomi c cl:J.SGo citeti from he two 

other divir,ion., . 

From he prC(;I'I din r nr·of · crocr·-n, cl. f) l d ... tdy 

of N· irohi co,.r•tqt~"!'S ·o 1 I t :IV(> b I!Q"II'V~'t' , rl Ul 

to tho fol c··l.i ng re·tFO R , only he M • rlcll r-ocio- r:or. '11 f; 1 nt 

-.rnr, chos n ns t w o •tl ion o 

· r'lt, h~rc 0 • h roj c-

y '3 0 b n n 

cro 0 • 
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possi.b) e to tr:msl ., .. ~ thr' rl..,t; ro] J rctio:1 inslr11ment 
t[1C 

f.com Enr:l:ish to K.i.r;·,l::lhi.liLl..,•lf""llnr:e th'1t v!"ls f,"l.irl.Y u n'lP. r,..toorl 

c:ooper: li v~ 9 ~nrl \·lho 1'1'1ir~ly r,o'\'1 ri r;cd of 'hf" eli t~r, forml')rl 

pUTP<'::; C'.; 0 f th i ; n ll ly. 

?.2 

A list: ( f 31 e;.t'1LCS co. fo ,.,·.l to + l ..,irlrll n .• ocio-

economic cl· s w·1r. c0r1 d f o. l l 0 !" f . '::(' 0 t• D · r·" c I. n r 

of City l·m .in · :md ·inr. , d 0 

il 1 d ny o hr'r "· '1 (" r) 0 

en "or 0 or 

1 

r 

l 
• 



t'!chniqul'! . 

1r1 hom t h e 1111 e G t:: on !1 n i r c w t.H> -"! rl rn i 11 i ,c; t. ere r 1 • 

u:>inp; the 'drcp methorl' but <iue to prer:;sinrr tirne .,:td .sloH 

A tot·1l of P.o 'lllestio. nr:~ires WPre ~Pturned 

duly cornpleteri. 

; •• ) DA'l'fl COLLt:r;1'l Otl ·1 N ~)'f'fWii I.f!'I' : 

Appendix A show Lhe u r onnn i r'n · l(''ll, h l we 1 (\ 

pt·c •• n t" 0 h~ ;.;Jt'r lc of c·o I •• ,, 0 cn ... u 1 h" .. n t i ud r; 

tow· d r.111rk ire vi· h c r I u r m n j 0 r e l M t ·~ 0 r;l in cr 

r cticea 1 test"! f ur ~" nrori s we~~ "ll • d () nn I 

rrJughtl.r o lH' ou · CO'!l on nt n.,. \C nn kr ' i 

im act on colslmcr~ . Promo on h 

ad •cr i inr: ~ on 'ln Lo 0 11' . ms, 

f1om he '"1. 

Th 
r· 
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consi.stcd of L.i 1r(!rt ·~type ,. l: ·• t '"'1 ,.. n t --
2 

.. ) \ . _,., , •0 t h 'I l w r r r~ r ·• t. r> r1 

by resnonrlents on Cl five TJOint ,:;c·1l.P, for r>xnmr·lP., from 

Attitufln T;1r\0x :mrl pPrc~nt'1r~"'G vJPrc used to .,n~l.yse the 

nq;;1ti ve · t•dP/. "'~'>'HlG d • • :1(':rr.<'ml't t.. 

)C n ur.cl be ore (s•l') f''r CX"l Tl , K·, oru 0 nl ., 1 ?1; 
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Data in tlds study is summari ?.f'cl and presented in 

tcJ'OIS of percenLq~es and attitude i wl ices. The index is 

obtained by substracting from <ny given attitude statemen t, 

the percentage of rcspo11dcnls \~llo (lisap;recd from the 

total of tho.sc who ngreed. ,\positive index indicate\a 

pl'<'pOndc•r<UlCe Of' <l/:!,"l'CPillCill, a JlCI~at ivc illdt•X IIW<li\H 

d isag-recra<'llt • 

'l'he d, ta anal~'!H's aa·< Jlf'C:-;<•nt •d in fin• . <'clions. 

'fhc f j rS l f OUt' S('C t i OIU:, }lll'RCII1. f l nd ill~ 01\ tht> l'C. pOilllCII (. t 

< t t, i t.utles 1 OI'Ul'f) 1 h<• four· rna1·1 ,, t i n1~ \H' '" ,. i z: l't·oduct 

qua it•; P1·icP of pr·o.tucts; :111\'PI'tif.•int~ oJ protila and 

ret a · I i ng or s • I 1i n •. 

' Ill' l . t h ·p · t ion )II'< nt. 1 i 11 11 • nn t ht t'P po11dt>11 t 

1 tj tu1lc · tol'' I' I 1 n. in 1 • 

h l ll 

t 1 11 • 11 I• cl 

d I I •H}U 



Statcoent 

1o The r1uali ty of ITIOSt 

_;:;r·nduc ts I buy is as 

[:.OOd as can be expected 

') I am satisfied \';i th most -o 

of the products I buy. 

3o .·!os t vroduc ts I buy 

1.ear out too quickly 

4o Products arc not made 

<1..::0 1\e 11 as they used 

t.o he. 

5. :.;.oo man.· of the products 

I buy arc defective in 

s or.~e way. 

6o The COI:l~anies that make 

products I buy don't 

care enougL about hO\\. 

l>e 11 they pc rform o 

7., The quality of products 

I buy has consistently 

'> :- o' 
-. , ) 10 

3.75% 

8. 75~~ 

5.0"~ 

ir.~ ~roved over the years. 10 .. 0~~ 

33.:-- ;)6., ~)C :.!0 

37 . 5" ~1·-' 

7G.- -roJ . , 

30.0 

.4 ( • 

1 0 - r' . -· ;:) 

• I ndcx = 5:, of saPJjJ lc .tgrec i ilg r.1inu.:- c' dis a reei ngo 

1,., --· 

3. -u, 

1, .o 

... - . 
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importance of each of the four m"l'iwt i llf.!: arl'as t.o coll~ltlllcrs, 

respectively, shall also be used to pt•esent th<• findings 

in thiF; area of nwrlwting. 

It shou I d be no ted, howev('r, tlw t the j ndex that 

appears ill the last coJlltun of l;l[)l<! 1-1 was calculated 

hy adding, for a r;iven attitude question, thr> pcrcpnl;tl~e 

r 
of the respondents who agre<•d, and sttbstr·actinr~ from 

the total the percentage of t..hP rcspo!Hlf'nt R '"ho dil·agrccd 

or .strong .Y !lisal~t·ecd. \. posi li v' i n<lc.· i ndi c.t tc, a 

cl i s.q;l'<'<'lltCill Iii l h tl~<• .·tat 1'1111'11 I'" 'jle ' ( j \'C! ly • lip II · l' 1 

the index a11d the lndiviclual fz •qtwncy fiulling· in 'J'ah l ,. 

'1-7 and 4-B, r•spec ivel, ·ill h• u.Pd to Jll' ·c•nt tit" 

I i nd i fll~· •• 

Lool ing at 'It h c 1-
' l ) ntl•nt h.t ' hu "'''ith a 

II' rati 'C i ncl •• of 7.fJ) Ill' i l' 'II I d 11 l' ll l t h 

h· tat nt hnt nu }U li t hu . 
i •• go <I ol .tn h p tl' cl II 

(.~ 

Jl th 

I I h .'' 

h. t 
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course, show1:; .some I< i nll of ru1 mma lly and this may l>c due to 

the fact that Ill OS i of 
I 

the f indin1~s aboNe arc 1~0 ncraJ ized . 

Another stu ely may give different ,.,, ~-: u l ts. llow,.ver, the 

i:~lplication one may draw from the above findi n~s is that 

consumers at-e fairly skcptic<.tl aiJ•lUt the qual i t.y of most 

products offer·cd for sale in the market. No specific 

cxplat <· tion for such feelinv,s \were sought by lllis study, 

llo,.,.cvcr, a strong; agreement \vi th the statement that "most 

products I !Juy \vcar out ~oo ft:dcl·ly" (Jndcx = +ve G1.2G) 

may indicate ,,•hy there i:-; hit; 1 nc;.;ati ·' at.titudl' tPndcncy 

towanl products' qual.i ty. 

"too many or the products thPy buy arc cl •J\·ct ivc in som way 

above stat rent)o l'h•y disa~r d that th· "•IU.dit: of 

mo. t ;u·oduc t.· h.tve consi t ·nt l llJII'O •d OVI' th • ) al' 11 

( i ndcx :: -~'Z. 7v). 'l he fi mli tW , n a r 01 t> rPn r·.d not , 

itHiicctt t.h l Oil SUI C l'S l i fiPtl ith thc- qualit 

of 1•·oduc bu •. 

-7 n ... I t' 

1tnlll t I 

h h 

h 

h I 
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not ·gciwrally fc~cl .salisficd \vi.ill the quality of most products 

they buy. 

Again from 'l'aule 4-8 (appendix ll3), we sec that most 

rcspondcnls considered the quality of most products they 

buy extremely imporlani. lienee, perhaps becau~e of this 

high quality orientation that has not been \Wll met in 

most of the produc is they huy • the respondents ha \'C highly 

sh0\¥n a ncr;ativc (H'<'J)()ncJar,,ncc to Jlrocluct quality. 

'l'ahlc 11-:! .untJ.tat·izc.s th• finding. ahc1ui <.'.onsum<.'l' 

attitudes towanl JH'JCc of products. Tab lc s •l-7 nrHl •1-R 

also surnl.r;.tr• .i zc the frcq ue ncic 

had 

for 

they 

tha 

JH'ohlcm \~ i tit OJ' co 

tJI'<H}UC tS they hu • 

ust pa, arc 0 

·r· hl 4-::! hu 

prodt t th 

th 

l I til C 

plain 

an<.lt of 

ll, l 

of ho• oft •n COli lll!ll' J' hav • 

s about lw pric H 1 Japy ply 

ho i m po r· i.111 t t h • pd .• 

Jl l .. 



Statement 

1:> .·.o~t products I huy are 

O\'erpri ced. 

!.l usi rwss could charge 

loKcr prices and still 

be lJrofitablc . 

'-'• :lost prices arc reaso

nable considering the 

h i~h cost of doing 

bus iness. 

4. L:om ctition IJctl;cen 

c onpani cs ~.ccps pri ccs 

reasonable . 

G. CoQpanics arc justi

fied in charging the 

pri ces tlcy charge. 

6 c :~ost prices arc fairc 

7o In gencr~ l, I am cati

.::ficd L'i th the prices 

I pa:· . 

0trongly 
.1g-rce 

- ~-r 
t.) • I J ,V 

3 

"l of 3 I 

- ~) - I 

( - · ;:) 0 

G2 

1- - I 
I o 

1 G.- -r' 

l 

o.o 

10. ( 



r •·• 
- v.J 

dissa ti sf i cd w l th the pr i CC'.s o I' 1uos i procluc is. 

of the re.spondent.s showed general dlF";satisfaclion with the 

price or most prouucts. 

Looking at Table 1-7 (appendix D2), it is evident 

that the majority or those int<:rviewed, ahout G1 percent, 

have had more problems with or cor.1!1laints aiJout prices 

they pay at~ainst only 38 percent who have scluom had 

proulems with or com 11lainl.s about the prices they pay. This 

high frequency S'lpport.s the ";en 'ral f.indi ngs of high negative 

attitude tendency tC\vat•ds pric of products as indicated 

ahove. l'cl·llajiS the f',lCf. t.h,ti COJlSIIIJil'l'f• (inc! lh1• Jll'iC 

they mu.·t pt~y for the pt·otlucts the' lmy • t.n•nu•l · i11tpoz•tant 
1l" L. may ('·plain the ahov • c JHfH\ 1 faction with pr i '~'• 

'l' a h 1 c 4-B , i t i notice: Jl th.l t 

pct·ccnt of tl10 ' ho fel t h .t t h C JH' i •. t h • y J H\ \ II t I' 

omc IH t ir port.wt, only 1.::! ... pc1 n t ou ml 1 •· i ( not 

very i p rt, n:t. 'h c of h p nd n Ill nc • t• I t 

th.t t h 

t 
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of this report. 

(lenerally speal· ing, the price or Jlrodut:t.l-', like the 

<tuality of the sa:ac discussec <)hove, twed be impr·ovcd hy 

those concerned if \.'hat 1hc above findings indicate ifi true . 

Alternatively, the marl<etin£~ practitioners may IIC'N.l to 

iuform the respondeuLs a little mol'<! on product <tuality 

and the rca. onability of tlw price::; or product:-; th.~t they 

(respondents) mu:,t pay for th • products 1 H'Y buy. 'l'lli s 

I 
may change the r·cspt11Hlcnts p•otluct tpw.li1y and lH'i<:C' 

'Xpe<· tat.. i ou~:>. h•rhap:, t..hel-'c F:L<'Jl·· uta ht>lp in tt> torin• 

the ''mage' of tlwsc ll\'o area. of mar·! ctiu~ IH'acti 

'l;aiJJp 1-3 Hlll.llll,lJ'lZ '•' h' I' ll} f1 J 1'01 t.ltl' ut l j ltad • 

.t.tt mcnt that imcd at IJ a uJ in•• ho • : clv rt i i ug 

"do.i.ug" in he t.h • con u1 •t pul 11 J t i. 

notc\ort.ty 1 10 th 1 h 'II 

ontrov h II 

l' i in h11t 
t h It 

11 It 
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"image" of atlvcrtisinl; from the rc:-:pondents' pr>int or 

viewo Item by item analysis of the findings in Table 

'l-:1 1vi II ht>lp lo iltis Ptld. \lt;o 1 t.hr· findillJ',H about th<! 

f rettucncy of prol.J lcms or complaints al.Jou t the advertising 

consumers read, sec, and lwar will he lligltlightcd. These 

arc contained in Table 4-7, Lastly, but not lc•ast, the 
on hm11 

findings L important advertising read, seen, and heard 

to consumers shall also be hi ghlightcd to su ppl iment 

the gcru.•ral fin<linrs tltat 'l'.dll<• ·1-:1 contains. 

From 'l'ab I c •1-~ it. can h <.'<. n t.hni rcst>ondcntR 1li<l not 

think that advcrtisint; provide th•m 1dt.h s<.•ntial 

info1·mation (index= -\'C 11.7.>). 'l'h': finding is 

sur p r .i s i 11 •• a on c '" o u 1 d c x J> c c t t h .t t on o 

goal· of adv •rtising s n Jl'O •ill inlurm.ltiuu to llu ('r 

a!J out the pr·oduc ts they buy. hi .info r.M t ion i 

to guid<.• hu r• t in o. rul< ( 01 Jlt>lldittu • of 

Lhcir ou y. 

u 1 h t ht 

II 

h 



Statement 

1o :'10st advertising provides 

consumers ~ith essential 
information . 

2o :.:ost advcrt.ising is \·cry 

annoy in.:;. 

3o :.ost advertising makes 
f · lse c lail.ts. 

-±o lf most ad\'ertising was 

eliminated, consumers 
~ould be better of. 

~o I enjoy most ads. 

6o ndvertising shou ld be 
more closely regulated. 

7 o ~lost advertising is 
intended to deceive 
rather thLJ.n to inform 
consumers. 

66 

Percent nsreeing 

Strongly 
Agree 

2L.25~ 

15 .o,~ 

38.-5~ 

17.5 ..> 

36. 2-~ 

~6 .~511~ 75 . 0,1) 1-. r.c 
I 

2 ,75 ' 37.5% 1 .75 

i 4 .J . or 7 • 15C' I. 5t'' 

* Index= % of sam 1, le s trong- ly a greeing or agreein~,; \· ith s tat m nt inu 

or disagr e eing. 

1 
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.1\l though the same rcspond<•nts did not \vani to Hf'(' moRt 

advertising eliminated (inucx = -ve 33.75) they, however, 

strongly agreed with more rct~ulation of advcndtin1•;
0 

ThiR 

is indicated with a high poRitive index of G5 to the 

sLatcmcnt that "aclvcrti.sing should he mol'c closely 

re~ulated". Perhaps one reason for this need for more 

rcf~ulation of advcr·tising on the part of consume,-s is the 

fact that "most advertising to them, .so far, make~=; false 

claims" (index = +ve 62. G). 1 hey would think that the 

government, could at least cn.sur that orne ruthfuln s· i. 

"fcJ<I('d" to 'rno, · t adV<'J'tis.itw <·lairu or, at l •:u>f, c•tH.III p 

ih.t i alive rt i:,;c I'S hac I up p r· o clu c t c 1 a i m., ,,. i t h r a · t s 

ahllut pct·forrnancc. 

Moreover, mot respond•n 1 that rna t all 

is intended to cleceivc r. t1 •r· th.lll to in os·m (ind • 

+ vc 4 (.). ~5) 0 1t i 110 ond th. 011 \1 I 'l' on i d n t 

in advcr·tisitw arin,. ou n u th 1 

•enc r. •U 

'1' hl nil n • 

011 
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retailing and sellinr ' , the i •o distribution aspects that 

this study examined, among other~-;. ~lo~:;t respondents 

intcrvie\ved generally ngreed \vl th the statement that "most 

retail stor£>s serve their customers well." This is shown 

by a high positive index of 63.7So ·llso respondentR did 

not agree that ·~nost of their shopping was unpleasant 

because of the w.1y retai ler.s treated them" (index = + ve 35) • 

They, in addition, found most retail salespeople to be very 

helpful (index= +-ve 2:>.7G) • • nd l!lore generally, the 

rcspon<.lents .indicated a strong satisfaction with the. lling 

eontl.itions at r11o:..l of lh<• 1 ol'"· at \.'llich thPv huy Jll'tHltl·t· 

- (se 'fal.JIP •1-G, Appcudjx Bl). 

Besid•., n ·can he nol<•d fr'<ll•t '1'.1hl • 1-7 (~pp•tHlix U:.!), 

re.·pond nt. int.trvje,· d (nh 1 U s- J 1c•n) di<l not ·"<Ill to 

have frcquPnt prol>Jcm 

at ·:dch th y buy. 

•i h 01' COiljJ} in : hout th • t ur· •. 

th 

of them ·on ill J't d th 

nt hi h I ' ' IJ I ' l'J: 11 ll 

B3L ' 
n o 

II 

hu 

h 

i , ()\l'l G7 JPI l'lll 

oadi on lo 

h t 

l Ol t 

di 

th. t 

ntl, 



Statement 

1. Most retail stores serve 

their customers well 

3. 

, 
•t 0 

5o 

6. 

7. 

Because of the way retailers 

~reat me, most of my 

shopping is unpleasant. 

I find most retai 1 

salespeople to be very 

helpful. 

:•iost retail stores provide 

an adequate selection of 

marchandise. 

In general most middlemen 

make exel:isive profits. 

\;hen I need assistance in 

store, I am usually not able 

to get it. 

~·lost retailers provide 

adequate services. 

* 

Percent .~recing 

Stron~ly 

Agree 

lO.O;'o 

G. 255~ 

10.0/ 

22.5% 

7. 5~~ 

7.5% 

I A ree 

- - I 
f • ~.o 

30.0% 

7.5% 

33.75% 

G9 

T. BU: 4 - 4 

Total 

50. 0~~ 

58o 73 I 

!32.5~ 

15. o,~ 

41.25% 

ILl l\C, Utt 

Perc en 
lie i 'thc1· 

13.--

30.0~ 

... 3.75 

16.2-

32. sr• 

21. 25, 

2!!o 5,' 

11.2 

Index = o' 
/0 of sample strongly a~recing or agrcci n·~ \d h st. ten nt. t i nu 

or disagrceingo 

r 1 



70 

As a whole, the above f i rul i nr;s a;~ree wit lr tlw 

finuingfi of Coreot·;1n anti TyreJ 1 ( 1!)7!"i). I n their rc port 

of a FHII'VCY cat'l'i.ed out in Keuya to tletenrinP customcn.; 

fccli ugs ahou t rural shops where thL'Y make their purchases , 

most customcJ·~ approvcu of lhc friemlJy services they 

rccei vcu c ... ccpt for the open in;~ hours an1l the av ai lah i li ty 

of crcdi t tlta t \~as ccp1ally cri ticiscd and appreciated, 

respectively. 

Th• coHRUIIICl'h al:-:;o a:·;reed, l,'nerally , with thP 

pl'O •is.ion of aclt•quate ~H·leetion of mc•r h;uulit-H' hy nrof.t 

r·ctail sto1cs. A po•-dtiv(• ind.-x rJf 3f.71) indit:atc tllis. 

l 1erhaps thif' may c.·pi· in the r· •a. on ,,·h ·on. um ',. · s 't'lll 

happy with rnosi r •iai 1 stor • or sc 11 in~· JH.) ni • at '-'hi ·h 

they ohtain good • It i usua ly di L1J>Jlllin i1 r to ·nll 

.from one s ore to a no h ·•· n11l • to find t h t \\'h•• t Y' u want 

is ina ailaiJ 

;, ti u I • i' t n h nt 

h. t. 'I h•n l n d I I no 

hlc 0 
II 

t 
... 

• f 

th tt " 
II • h 
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~· . . (' 1 1 ~·•arltctlllg 111 .Jenera • !•lost respondent~.; inlenriewcd we•·c 

that "mo~.;t husi.nesscs operate on 

the phi loF;ophy Lha t the consumer i ~,; ahvays ri t;h t 11 ( i ndcx 

1"71 'l'"') ::: - ve ~ ..... ~ • They aGreed that dL•spite hhat is frequently 

said, to the contrary, let the buyer beware" if-> the [!;uidin~ 

philosophy of most IJusinesse:-; ( i nd x = + ve 10) . Indeed , 

in the literature reviewed in chapter tlvo, llawldns (1!)65) 

underscored the wnount of .tistruBt that. consumt>t's have for 

1!10h1: husi lle.S!:-.IIIClle Pet·haps it i.s h(•cau:-;P of tl11• above 

indication~:> Lhat r:1osl bu. ines c. tlo not talt• s•t·iottsly 

CCJilHUIIICl' 11'ighfs' :tlld lhai thP Cllll'llln'l' !:1\'1• to 

'o 'onde1, most r·r> ·ponc.l nt · fc t h,d t~oRt h11s1" • rn n 

art• }H' i mar· i 1 y ·one e 'IIC tl ' i t h 

cxpen c. l t i · po. r-ibl ·, iha tl ' r·c pond •nt . h' . 

ra's cd som fatJt j 0)101 t n () h i J j wi h 

llltl'k ting in rren r.l IJut, ll t Jndin I \' t 

•r ' I 'llUilf h t I U II Ill Ul f llt 

o r t.or 'c 

1\1 l 

j I J 

1 



TADL 4-5 

L ( 

Percent 

State r:,{'nt 
. ei th r 

\gree r g ree 

1o Host businesses operate on 

the philosophy that the 

consumer is always right. .25% 11.25% 17.5% 1- _, I 
..J of iJ 

-.-
• i -o. 

2o Despite \vhat is frequently 
. 

said, "let the buyer beb·aref' 

is the guiding philosophy of 

most businesseso 17.5% 25.0% 42.510 25 0 I 7. - .o -· 

3. ~lost businessmen' seldom 

shirk their responsibility 

t.o the consumer. 17.5% 28.75% 46.,::!5?~ :it.25/ 0 I 

4. !·:ost businesses are more 

interested in making pr ofit~ 

than in serving coasumcrs . t15.0 : 31.25~ 6. 25,~ G ·>- , 7 7 . - .7 
· -;.)jQ 



All in all, the fin<linr;s above ituli<!,dl' that marketing 
pr<lCt i tionct·s and lnu.,;j lleesmc·ll in gcrwr'.t l, have LJ'l!lllentlous 

1 puhlic 1
o l'hey need io improve on lhe quality of most 

produc1:-:; they offer to the consurnPr··, and t.(j charve fH'iccR 
that consumers feel arc fairly 1 rcasonable'o lf not so, 
tllcy have an impor·ianL tasl~ of CtlllVincing thP con.sur.wrs 
that the quality of mo1;t pro1lu<.:t.s arc upto standard and 
comensuratc wi lh 1 he pr·ic<·s I hPy <~t' • a:->ld~(l t.o pa,v. 

Hcsidl's, mar·kctinl-!: pr·actitiotH'l'S and husine.s.snH'Il 
in ~etwr·<.d, ll<'<'d lo l'iud nut \l' hal r<•aJly interPr-.ls t•on:.;ufllet'H . in advert is i ll/~o Thi .~ ,,. i 11 ~~o a I on~ , .. ~· 1.'> improve the 

f ·' , .• The .. lll~(·<l to al.so put nor•e 'fr·uth' in th•ia· 
adverti ncme nt s and hacl up pr·olluct claim 1dth e\ ici•Jlcc of 
perf ot·rw nee. In t.h · cu. , n•l '< ·t isi n \ ' ill . <'I,. i 1. 
pur J>O c: of Jlt'OVl d i n•r c ith nt 1.11 in m·m 11 inn. 

,\ 1 t.I1UII ,h • 11 I It 

t IIi h 1 n 
h 'I l 

n "'' ( Jli'Utlll 1\ II J 1\ 1\ I t' t 

,. r t a 
"·' l 

( ' u I 1 
l 1\ ' 

( h 
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I ' 
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of the L~cncral role ol' mar·heting. 'I' hey JIIH~ t cnah lc the 

consumer.-; to n~.d i Z!: that m;u·l•<'ti ug carp~,; for them and 

not. that t.ltcy have Lo 'hclvarc' ol' \\hal mat·k<'tinl~ offers. 

lt is hoped Llwl the~e findings 'd ll, hoh•cvcr·, he useful 

to those in marketing }H'acticc to he able to plan lhcir 

marketing activi tics in the hest po~sihle \fay to the 

hcncfit of uoth the consumer and til(• organization, as 

t,•c succccdi ng sccti on cmphasi zer. 
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CIIAPTEH lHV1~ 

5: 1. Summarv 

The primary objl"!ctive of this r;tudy wnG to i~lver;tie.q~e , 

in p0nerAl 9 attitudes of ccnsumers tow.qrd m~rketinp. 

Specific objectives were to examine th~ extent to which 

consuMers' attitudes tow'lrd mRrketinr; pr;:~r.tiees were 

favourable or unfnvournbJc; and to rl~t~rmin~ whnt nttitudes 

con sum e r p, h n o on ~ n c r o f t h c f o u Y' m ~ r lt <' i ,, r; rn i x v " r i , b 11':! s o 

'l'hiG w.:1:> achieved hy m(!.:umring consumer n titunf':s owlrd 

nduition, con~;·1mP.rs' t i sf~c ion, in g n r I o/, I th~ 

'vl'h · ch co 1..111 l Pr 

h'tV~ hacl robl.Ms, wit}} the proouc 5 h y bu. ; l r i c ,, 

*:h y pny ; the ·tti ve r i'"'irr; h y ,.., , rf'~1 "\ll I f'"l ~ 'lll l lh"' 

stores at w ich tl. buy . .,q C' 1 0 i ) ] y , h 

inmo ·t nee of '\Ch of four of ~ \~ 0 OlS m 1 

l(l[) • 1. 0 rr. 0 (' 

Cs 

,. 
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th0 products thPy buv is not RG ~oori nn c~n b~ nxnr>~tcrl . 

'l1hcy t~lrorwly :1rrr~0d th~lt r~o1;t Tlroduct[·i t.h~.Y buy we;lr out 

too quickly (Jn clex = 61 . 25). They nJso did not q~rcP 

thnt the quality of mo::_;t of th,., rrodud:::; lh0,v buy hnc 

consistently improved over tho ye~rs . 'I' h e s e f i n d i n g s , 

omen~ other~, indicqte h~t consumers are largPly 

<lissntisfied \-tilh the product qu"l1ity . 3incP not "'ll 

consumers m~y openly complnin n ~lt th~ir rlics"ltisf"lction 

'1-Jith nrnduct.r; th~'y buy, busitlf'ss fi ... r.;. in Kcry;) ">'1011lrl not 

nr.dcrcstirnn e .h imn"lct of privat0 a~tions th~l conRumers 

rnRy rr>so rt o ( r-11 h 'I h "lnrl mr' ch · nr: 

•• ~.,. . ' 0 f n~r icu · • nro'luct n qu' inl) . would 

conFUJ'lOrs hi 1k o,. fPel "lhr ut '1 1 ·o d u .. "~ 'l ! , , o · , 

rn ci fi cr1ll ·, • o 'lkf' i.n '1 an · · t "f"' ''11 

nart o th ir f'o , io 
t uc 1 d c· v 

o f :in k nr, r.1 n f" n 0 i... u tl i rl 

• 

Co r ., y 
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ndv<'rti ni11p; helrl hy conGtlmers. 

they wo11ld not h b0tter off if r10 ;t 'Hlv"rti:;inr:; .,.,'\13 

elintinnted, they .;xpressed dotth s n.bout somP of i L.~ m'l:ior 

functions. They did not hcliev8 thnt most ndvertisin~ 

provides con snmers \·li th es.3f>t' 1
• i nl i. ' 1 +'o rrn·1 t ion . 'l'hey 

that it i.s intended t;o rlcceive r·tther than to inform 

consumer:=; • Hence consumers would ra th0r they h <l 

.:-tdvertis'nr, more r:losr•ly l"(:r,u1 ... "d. 

h~ mor(\ cautio. 

corwumers. 

'' I "' ' • '' r\ , ' rl j t1 

S C ion 4: 11, CO l ,...U G, PXCe fo h 

ret ilers 1H'lk (>' pr> r'lll .. o l 0' d n v ry ,.. l i . nr1e. 

mhey annred r1 d 1'1 "l ,.. 
()II of rch Fl!'l 

..,,. 

rovid d by mo-.; r '1 ' 1 Th l ') v of 

h r. In 

r 

l 
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5: 2 t-L\N AG ER I J\L H1PL T C tl'riC"~fl S 

apprehension t'l-)us expressed Rb0ut these four m'1rketinr; 

areas in ~~"nf'rnl, anri morn r'lrticulnrly, ah6ut f!rorhr.t 

of the promotion, 
qu.":llity, priceLnrodnctG,L"l.nd ,br,ut !'W.rketinp; in r;~ner:"ll 9 

should iniced constitute an im ortnnt message to most 

hu~.ines::; firr:JG "'lnn more r;o to "'r'~bl np; P.X<>cnt'vnc-. It 

or cunr;umer nnli~l\.lcL'<Jl , \-.:h 1 ir fnc , :1 ny con: 1!!1 p; tlly 

•I ,.. 
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\·rill t<1ke more "l.dverti.slne to accomplish th0 snr.1e nmoW1t 

of communicntiono l)usi11<"SS 1 hOWE'VPr, r~na sti.l t ci.O ~ 

lot. to imnrove the :im·'l(';e of nclv~:rt.ining . 'l'hr> nri m11 ry 

s t e p '" o u 1 d b e t o p u t m o r e " t ru t h " :i n n r1 v E' r t i s :i r. p: an ct 

bnck up prot!uct r:l:1ir1., \-Jil.h faci.s n'Jnut n"rrorm·l.rlCf>o 

Some firms mny ~ll'P.n need to conduct rese.,rch to fi.nd 

out what consumPrs wish to know 8.hout nroducts r~ l'f""!r 

than "feeainf!'" cnn:o;um~rs vrith \vhat th(' firMs thi•1k th<>y 

Th~ o~~rnll imprnnsion Lhnt on" "' . ' . ~; from th i r, . llriy 

., 1 rl r o r · '' c I i VI) 

net: ion . '""'T·r; jr" •t., 

first obl·r.~ ion i it i.-; to r·ow artl "h rr·"ph. Th 

enlir,h t ~ned mttrke int"' ·actit.io '·• 
,.,. 

0 P \t · -..> r: 

consur,cr 'ln nhflnc his/n ::- 0 1 in 0 h~ 

". ssu p ion" 00 ~ 1 0 n, r 

0 rl for 

,. \ 

h 
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rcspondcntr:; systcm'"\tic.,lly renp(m in 3 m:-~n'!er the~' 

believe is exper·terl by thn rec.eilrch~r); 

generally accepted l:lwt there need be no relationship 

(Stokes 1973; Asr,~el , 19~1). lienr.e attitude measures 

alone are noor in~ic~tors of hehavinur . 'fh +' th" ere. ore, . 1.s 

Gtudy , like n.ll other sur,rey f'hHli~r , sharP the 'lhove 

l"mitnt:irmso 

Ho\o/CVP.r, thr ) : t, h l no 1 enr , nnd r>rh :, the mnst 

i r:ll•orl.·nl t l i r11" t.'l on o 

sturiy, w 1;) ·,,· cd to nc ,..nc'o- r.c•101'1.;,. c:lr. n 'r tl1itohi 

co umers du t r] Me f c 0 • .,. .... l~" n 

•• ocio- conomic cl'l c'ln r [\ m f h" 

1'1 ional ll ll· li'> • he fin of u l 1 n 

c in lo o • h r u_+s 

of i i.s ro 0 h rt 0 o-

co. ic h II n 

0 

I') 
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The effr~t of su~h 

to rive a cl~ar picture to ~~rk~ting practitioners of 

wh3t posslhle actionR constmers rna~ resort to for 

:w t. i sf a c t ion •:d 

necPR'"a y 1"or "rlCh o · he fou ~ \T'01lr, I vdlJ C l 

, L ·1 turlr>::; to I rd ·n·irl:o in. ru; 'I hi , 

...,tudy . 

'.i'l i I • m wh 1 l i it. 

·.d·nr. rl 0 \I 
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D \TA C0LLI·:CTION INST!W~lfo'N'l' 

APPENDIX A 

A. Listed be LO\v arc seven or so Rtatcmcnls partaining 

to each of the four marketing areas. There is also a 

fifth section labelled "Harkctin~ in Gr•nPral" that 

contains four statements. 

For each statement, please put an X in the box which 

best describes how strone;ly you a1~rce or disa~t·ce with 

each statement. For i nL tance, if you ".Stron~~ly a~ree 11 

the quality of 111o.·t products today is a l'oocl ns an h( 

cxpcctccl, put an X in th · 1\l; · ·P StrtHI!' I~ box. ~:iirnilarly, 

if you "Str<H bly disa;"rc ·" th · cptal it' <lf mot t pl'o<luct.H 

~' i~ a good a· can be • p • tPc, tiH•n Jlll ,,n in 

th' J)i. a rJ'( 
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1:'...- ~ e 
• ..,t.,.. !': 

, . :::ke 

excec3ive ~refits . 
D 

usua~ly no: nble to ~: : t . L] 0 

1 . ~~ost busi:1esses onr2~c 0: .• ·.e .i oso '1y 

th~t the consume r s is always r~-hto D 

2 . ~esnite wh~t is fre~ t~n lv . . 
f" -... :. 

buye r be \.fare ' ' is h.q E" , :.::r <.~:cso· n.· of 

0 

res~onsi~ility to tho co::s 

Lt. !:o c:t i: 

D 0 
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C. Listed below are four questions which ask about how often you h pl 0 t 

you buy, the prices you pay, the advertising you re d, ee, nd nd 

you shop. 

After each statement, there are five nu.ber from 1 0 h r 

have experienced the problem more often. J•' or each qu ti on p 

closest to how often you have e.·pcrienced the rohl 0 1 

question. 

\'ery 
Seldom 

1 2 

1. How often do you have problems \ii th 

or complaints about the products 'OU . 

buy? IJ u 0 0 

2. How often do you have problems ,.i th 

or complaints about the prices you pa ·? 0 D 0 0 0 

3. How often do you have problems ,,·i th 

or complaints about advertisin!;? /J D 0 0 

4. How often do you have problems \ •i 1. h or 

complaints about the stores at ,·hich 

you buy products? L7 L7 L7 0 
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D. ?lease tick the box \.-hich best desc!"" ·bes ho"'· import nt eucl 0 t c f r 

For example, if ~-0.1 fed the {'Uali t -
! • of ost pro due "t avuil ble to 

then tick the ''ex trer:1e ly impo1·tant" b x. - i o i l ar 1. · , lf ou e 

available to buy is not import. nt 11, t.lCn tick th. " .• o t ' t • 

xtrco ly 
. 
cr.· 

i:!portunt I port. n 

1. ltor.· iMportant to you is the quality of 

oost products? /.7 0 

') J; ow important to you arc the iJri ces ·ou 
"'• . 

oust pay to purchase the products 0 0 0 I 

3. !io\-.r important to you is most of the 

advertising you read? 0 0 0 0 

4. II OW important to you is most of the 

advertising you sec? 0 /J 0 0 

5. liQ\•; important to you is most of tile 

advertising you hear? lJ 0 0 

G. How important to you is the selling condi ti on.s 

at most of the stores in h"h ich you bu ·? 0 0 0 0 0 



Statement 

1 0 The quality of most of the 

products available to buy. 

ry The prices of most •o 

productso 

3o f.lost of the advertising 

you read, see and hearo 

4. The selling condition 

at most of the stores 

\\hi ch j·ou buy products. 

\'cry 
Satisfied 

'> - c 
-o ~,\J 

o. 0°o 

'> r-c ' 
-• V ,J 

.75% 

* Index = Percent .Su.tif:fied minu 

- 90 

T..\BLB 4-6 

55.0% 

10. 0°' 

25. oc' ,.,-_, 0 

15.0% 

c' 

Percent 
ei her 
ati ied 

U! 

13.75 

-to .. 5 I 0 ·-
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APPE:'DIX n
2 -

-----
110\i Ol"'l'Ei~ CON:)t'l io:il:) ll iV II All "•WilLi:'.J.; \•.ITII 

Tim PiWDCC'i'.') 'I'JILY llliY: TIL·: PHJCJ•,:) Tlli·.Y P·\Y; 

AND TilE ~TOIU~S AT ln!JCii TII~Y BUY. 

Statemen t C.\TUiOHI ES 
--~~----~------~ 

1 • II 01>' () 1' t (.' I I d () y ()II h <I • (' 

pruhJems wi t.h or· cnmp d rlt.•l 

Ill! hll.) 

2. llow ol'ten do you h 1, 

prol1 •m. d l h or c• mp-

lnin .IIJotr t, Jll j •(.•,· '( U 

:.. IJ(I 0 lt ll flO 011 ft 

. t l 

, ? 

• 

OftP. 

5.0 

~-lore 

OftP.n 

(). ( 

• 

Very 
Often 

... , 
•J • I 



~it a!.t'ltii'Ht. 

1. llml" i lll!JO r· t ant 

s the quality 

mo•.t. pz· c clu <' t.s '! 

... 0 llo ,. iln(IOI'f.anl. 

a r•t' t " (. pd l!C', 

\ f; p: ·? 

'1'.\lll.l•: 1-11 

IW\'i. 1 · l'Oll'l',tN'I' I•, \Cd 01•' 'I'll!-: l• (ilJI! 

to you 

of 

to ~· <)JI 

011 

ExtrPmPiy 
Itrlpor ant 

H • 7!i" 

:'5 I • :.!!i(l~ 

V P t·y 
Important. 

Soul<.'\~ II at. 
TmporL•nt.. 

"\ 0 11 mi i rn 1 o r· 1 a n I. f o yo t 

you rcncl? 1;,. ) -s.o , 

•1 . lo> 'mportan o nu 

. ( 

\ot. too 
Jr. por tant 

' . I"; I 

- • 7 

Not at a 1 L 
Important 

0.07~ 

0.(1', 

tt. :.!r-~ 

I 1. ,, ')/ 
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SOCIU-ECOt\U~IIC CL,\S:;- N\llWBI CITY 

(The st.; t' ( •) indicates the C'l-d,ates th t wcr<' random l y 

drawn from tlw total and 1 here the fiPlcl slu<ly \vas 

c a n· i c d o u t ) • 
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