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(vi) 

The survey for the study reported here done 

between 7th April and 24th May, 1987. The study 

sought to determine executives' awareness of the 

societal marketing concept, their attitude toward 

the concept, and the extent to which implementation 

of the concept has taken place. 

The population of interest included nlJ 

mnnufncturin~ and distributing orF,nn'zn ions 

employing more than fifty people in Nni ob· . ThP 

information sought in this stu y wnn co11c>·t..<'c1 unin~ 

a structured questionnaire. Fif y x u iVPR f nm 

vnrious firms completed th~=> ques ionnnirr> 11 

the information used in i. re o 

The f:indin 5!J o h h. 

in lnr n ll 

c 

0 

0 

rov i. d r>d 

cu v (', 

i z on 

h 



(vii) 

Regarding executives' attitudes towt=~.rd the 

societal marketing concept 9 the executive:::> sbo·w'l8cl 

fairly positive attitudes tow~rcl the concerto The 

executives were found to have a very positive attjtude 

toward the customer orientation a:>pects of the 

concept. Further, the executives ht=~.d fairly positive 

at t i turie toward societal orientation and "profit 

direction" as advocated by the societal mRrke t; inrs 

concept. 

Con c p rn in g t h imp m n , A. t i on o f h n . on c p t, , 

it was founcl th:1t all firm h0.cl ·mrl mf"'nt;""ct ~t: 

least some of the n.spectso A ain ,it \'/ ~> ound ll'l 

most o r;{lnizCJtions had im. lcmen d ho'>e n~pP. s f 

he concept that rela e to us oner · · iP ~c ion. 

In cone l wion i · :n Oll1l 1~ h 

c ri in 

v y on 
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CHAPTER . ONE 

INTRODUCTION 

lo 1 Background 

The development of marketing is influenced 

by the development of the society and its 

economy. Social and economic conditions largely 

influence the direction jn wh'ch ma k tinp; 

evolves. Hence, marketing must cont·nuourJ 

make the adaptation n c sary for it . h nl hy 

survival. The societal marketin cone p · 

emerged as a res onse to calJ~ for ~oc··l 

responsibility in busin s . 

The ocie l 1"1u i Con i 

hilo.,o ,by o n 

11 

0 
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customers, but also on all those affected by the 

firm's operations such as all those affected by 

pollution resulting from the firm's manufacturing 

activities . Regarding the extended time dimension, 

consumer satisfaction and profit able business .a re 

viewed as goals to be achieved in the long-run. As 

Wanjui (1986) has pointed out regarding diRtorted 

or deceitful ·advertising claims and misleading 

product labels,. ''t;tdvertising may sell " bad product 

once, but it connot sell it a in". D c ~t'vc 1 'mn 

nre , therefore, every bit as domnging to th 

in the long-run as to the consum r. • lf a omr n 

prospers in the long ·un, it must be doing n ood jo 

of sntisfying its customers' curr n. "'OCin nntl 

economic demands (S nn on, 1 gt ) • 

'l'h_ Y.:e n 0 0 

Cone .t r 6 u· o )l\ 1\ n1 

1 c' n 

on n 0 

u n 
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Business today is . confronted with a wide set 
1 of demands of s6cietal concern. The problem of 

environmental pollution arises frequently in product 

policy decisions. It is increasingly being realized 

that almost all products have some impact on the 

environmental system either at the point of produc-

tion, consumption or disposal (Feldman, 1971). 

According to Dawson (1971), marketers may feel more 

comfortable in focusing on the question, "Cnn 't b 

sold?" However , as 10inted out by 

th re will be ~ncre a ~·.Ln l at\en t ion to 

11 Should it be sold? Is it wort.h its co to 0 r.oc 

A product that has received much tt. n ion Pf"nrd · np; 

its effects on the environment ll h ~0 i y in 

eneral is the DDT Chemical. 2 

So 1 0 n !" min 

mo r v·nt 0 i 

h 0 0 

n 

0 h v 0 

n 
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Because marketing is at the 'cutting edge' of 

environmental change, the marketing manager will 

carry much of the overall responsibility for 

answering questions regarding social issues (Gelb 

and Brien, 1971). 

Social issues are crucial issues but they do 
' 

not draw major attenl i.on and interest witbin the 

marketing discipline. As Dawson (1971) points out, 

'outri ght hostility' is oft n di cted to tbon 

who would encourage market rs to becom mo · cone rn d 

with the social relevance of their prof ssion.~ 

The challenge of marketers to ny is on o 

serving the consumer without doomin~ h businc..,~ 

nvironment (Broffman, 1 71) . h ' nli h n d 

m rket r' nccordin 0 0 1 1 72) , w·u h 0 l'" 

n hi w 11-

n o 0 1\ 

n o 01 u 
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1.2 Statement of the Problem 

The importance of the Societal Marketing 

Concept may be appreciated from the point of 

view that it incorporates societal and 

environmental considerations in decision making. 

The executives, level of awareness/know

ledge of the Societal Marketing Concept may 

indicate their. intere t in the concept . 'rh 

attitudes of xecutives tow · . thi.; cone pt. 

have implications on th kind of d ci ion h('y 

are likely to take regarding mark in oncl 

societal issues. 

Benefits th t mny be r.al·7. d y i m 

that hrwe a posi iv t u o ·nc1 ld"' 

cone_ >t , ·nclu 

0 

v 

on -1 

Ol 

o . L . 1 y 

nl 
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delivered. 4 
There have also been many complaints 

from the Kenya Bureau of Standards and the society 

in general. Government intervention has been 

particularly in the a · ca of environmental protection 

especially in matters regarding air and water 

pollution5. Thus the Kenya National Envir.onmantnl 

Secretariat was established in 1974 by the government 

with the aim of harmonizing development objectives 

with environmental considerations. 

Th apparent 1 ck of concern fo on -run 

consumer and societal w lfare may b du o ln k 

of awar ness of the conce t, ne tive a itud 

towards it or problems o im lemen ion. 

0 
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The author is not aware of any research 

effort in Kenya that has been devoted to the 

study of societal orientation in marketing. 

The present study wi~l, therefore, address 

itself to this area and thus contribute to 

knowledge in this field. 

1.3 Objectives of the Study. 
' 

Th- thr e objectives of this tudy nre: 

a) To determine the extent to which chi f 

executives and/or mark tin x cut:iv 

in manufacturing and istributing r·rm f\1' 

aware of the basic dimensions of h 

societal market conce 

) To deter inc h X cu v ., I i ul~ 

tow r vh . 0 k in on ; :10<1 

c ) 
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a) To the business community, it will 

hopefully contribute to increasing their 

awareness of the importance of concern 

for long-run consumer and societal welfare. 

b) The study will also be of significance 

to the government especially to the agencies 

and institutions appointed to act as consumer 

and society watchdogs such as the Kenya 

Bureau of Standar s. 

c) 'ro the academici n , tb tudy wil b 

important as an addition to kno·.1l c1ge. 1 

is hoped that it will stimul t 

into other as ects of the societal mnrk in~ 

concept. 

d) For th consum rs 

the s·u y may cot 

0 ' t 

0 

u 

so n l 

o in con n 
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Chapter two gives a review of the literature 

pertinent to the study area. It is in this chapter 

that the concepts, principles and previous research 

on the marketing concept and the Societal Marketing 

Concept are reviewed. 

The third chapter deals with the research 

design for the study. That is, the relevant 

population, sampling procedure, ancl th dntn 

collection method are discussed in this chnpt r. 

The fourth chapter ives a discussion of t 

analysis and interpretation of the resu L s. rrhe 

final chapter presents the summa y and con lunionn 

nnd also highli hts the limitations of h . wl, • 

Finally, the author iv s s 0 u ll 

s a ch at t n 0 . i 
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CHAP'rER rrwo 

LITERATURE REVIE~ 

2.1 Introduction 

The literature review in this chapter· 

tries to discuss various aspects of the Societa~ 

Marketing Concept. It ·consist ,s of an overview of 

the m~rketin concept and a conceptunl framework of 

the Societal Marketin Concept wh,ich includ. . , 

"'Ociet 1 orient atio?, long-run con sum ·1t i f 1 ion, 

long-run profit orientation an int. r t d k t'nr,. 

It also highlights th~ problems o he mnrk in~ 

concept, some of which led to the formul ion 0 h 

societal marketing concept. 

rising from th societ l 

revi we • in lly, t o r 

0 

roblems nd op o tuniti . 

cone 

w. 

nlno 

u<t'on 

nl on m 

h O l ' 



Production 

orientation 

• ll 

Sales -1 Marketing 

orientatio0orientation 

- Social 

responsibility 

and human 

orientation 

Each of these stages corresponds to a philosophy of 

marketing management. These are the production 

concept, the selling concept,thc marketing concPrt nnrl he 

societal marketing concept. It has been point cl out, 

how ver, thnt many firms are still in th n 1 i r 

staf,eS and only a f w s yet have the mnna 1 I'in.l 

philosophies ancl practices cha acte is ic of thr> 

most advanced develo mental perio (Kotlr>r 1 8 ; 

S t anton , 1981) • 

The evolution of mark , n, ar look tl 

s a con inuou p oc G • 

As Y. · h put 
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The Societal Marketing Concept is a philosopy 

of marketing managem ... nt that arose to challenge the 

earlier philosophies of marketing including the 

marketing concept. Just as the selling concept asserts 

that sales are all i~portant, and the marketing concept 

asserts that consumer satisfaction is also important, 

the Societal Marketing Concept has emerged and asserts 

that long-run consumer and societal welfare is also 

important (Kotler, 1972)o Societal and cnvironmenta] 

concern led to the formulation of the nocictnl 

marketin concepto 

However, the validi y and act qu:1cy of h mnrkr> i. nr, 

concept have been challenged. F ldmnn (1971) n n s 

th3t the societal marke ing con aros from 

qu~stionin whether he ur m rkc in cone p 

cons itutes an a c u in 'ln ' 0 

~ nv i on _nt 0 0 ' 
h 

p opu 1 11 

0 
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2.2 The Marketing Concept: An Overview 

The marketing concept is a management 

philosophy based on a customer orientation 

backed by integrated marketing aimed at 

generating consumer satisfaction as a key to 

satisfying organization goals (Kotler, 1983). 

Customer orientation in thP marketing 

concept impl·e that instend of mnrket rn tt~in~ 

to sell what the firm cnn mnk , th y mu"'t try 

nd find out exactly wh...,t th0 cun om0r wnn ~ nn(l 

make it. It calls for o company o foe 1!1 · n 

attention on eople and th0ir nP d. nnd wnnts. 

The concept also stresn s lt·~ jmport:nnee of 

consumers and emph sizes thn 

activities st rt and m i h 

1' r 1 , 1 80) . 

0 u 0 

ou 

0 

m rk tinr; 

h m ( rid nn<l 

\) Ill. 

l 
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marketing concept calls for identifying these 
changes early so that the company's resources 
are directed to meeting them in the most 

profitable way. 

Integrated marketin~ is another tenet of 
of the marketing concept. This implies that 
the company should integrate and coordinnte 
all activities that will affect customer 

satisfaction. Integrated marketing involvr. 
coordin tion of the interes of nch fn t. f 

the business and the uni fi cat ion of market. i tiP' 

and other functions to a hieve a common purpo 

(Foster, 1972). 

On custom r natinfac ion h ffi;) k in 

concept r ui · u..,in 0 nl ou wh:1. 

cu om s' n 
' t 

( t1 

mr~ t h 

0 0 

o .. 
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and Ferrel (1980), there is a limit to which a 

firm can satisfy customers needs for a particular 

product. It is ~ifficult for a firm to determine 

accurately \vhat customers' product needs are. 

Furthermore, even if they are determined accurately , 

there is still a problem of actually developing a 

product to satisfy the needs. Satisfying short 

term needs when ignoring long term considerations 

ultimately may cause customer dissatisfaction. 

Another problem ·s that by sntir;fyin on~ 

s gmen t of soci , ty, a firm some tim s on ri 1u 

to the dissatisfaction of other s .p;men s. l-1:1in ni

ning the morale of em loyees du inp; hf> r sLruf' 1rinr; 

that m0y be requi e o coo linn ac ivi i s of 

various dcp rtments wy lso c 

n 

0 

th 

a ro lcm. 

m l m n 

r • r -

ll 
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institutions are principal targets of consumer 

complaints; yet these industries are among the 

'elite' of modern marketers, leaders in marketing 

research , new product developments and innovative 

methods of marketing. Dawson (1980) specifically 

criticized the marketing concept for considering 

people only in their role as consumers or buyers. 

He clo.ims that the concept is "severely limited 

nnd one dimensional in character". He al o nrgu s 

that "more is better" solutions o.re 1 s nee tabl 

in a world full of ch ngin values nd h r h 

r minders of growth limits. 

According to Fe ~ an (1971), th ci y of 

material resources and he thre 

rcsourc s such as land, ti 

comb in wi h lim·t 

u s "'.n . u 

0 1 • 

h 

on nvi onm nt;al 

1 n iT nn:l wn 

i l·v·dual 

· v · lu 1 

h ll 

0 1 
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consumers in the short term period but which 

ultimately hurt them in the long-run if consumed 

in excessive amounts. 

These examples illustrate the fact that catering 

for consumer satisfaction does not necessarily 

create sati?fied consumers (Kotler, 1972). 

The marketing concept has also been cri tic;i7. d 

for inhibiting innovation. It is nr ue th t du~ to 

the av rage consumer's inability to 

nnd wants for goods and services th 

r;ically and functionally advanced, 

nnrlo~tplace choose the pro ucts to 

wenkn~sses. It is also cl imP th 

to adh0-re to famili r ro uct one 

rn ny "me too pro ucts". T mn k 

h r o s. icl to hav con 

{) ['\.l r ov· · n ( 

D. on , 1 0 ; 

rticulnt n ,e 

t re t chno o-

let in the 

be dev lop ll h 

conf'um rs ' nd 

1 e mlin 

i I' 

c l ? 
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and tactics of the entire organization. Levitt 

acknowledges the persistent fOgic of the marketing 

concept but concludes that; 

"There i s not and c annot be, any 
ri gid and l asting int e rpr etation of 
wh at the marketing concept means". 
(Levitt, 1977, p. 111). 

I n th e call for s ocie t a l ori ent ation in marke tin g 

Daws on ins i s t s th at 

"new marketing parnd · gms mu t b 
i ndisp ns bl to a h um~n~ rut 1r i n 
wh ich quality is s i m ort an t o..; 
qu antit y , r .ople are not rcgnrde 
j ust as customers and mo ' P i~ no t 
necessarily better" ( Dawr·on , 1980 , p . ?c) ) 

He poi nts out that a system that depends on th 

mnrketing concept as a guide to mark in oli is 

outmoded and must be br ~ . n d o i clu1 so i a l 

ori"ntation . 

? · '' 
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The societal marketing concept is a more socinlly 

responsive philosophy of management when compared 

with the "pure" marketing concept. Dawson ( j_969) 

refers to it as the 'human concept' and states that 

it transcend8 the narrowly defined marketing concept. 

by emphasizing the social responsibility of th~ 

business firm and requiring a balancing of pecessary 

corporate profits with achievements of R f nuine 

internal and external :;ocin.l purpose within thP 

ultimate environment. H hns given the foll win~ 

definition of the ' human cone pt': 

"A mann eri 1 philosophy centerP.d UT' n 
the continuous search for An evnlu o ion 
of opportunities for -hP. wbili z. n i on, 
utilization, and cont ol of otal orpornt 
effort in: 

1. achieving a 
purpose in 
members to 

?. 

0 

nuine in 
dev !! l o 

ir ull 
on 

n inl; 

0 
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the basic mission of business because the society 

still expects businesses to provide economic goods 

and services. The concept seeks to secure the 

long-term survival of an enterprise by achieving 

a balance between its profit making responsibility 

to the shareholders and the firm's social responsi

bilities to its employees, customers and society 

at large. 

Robin nnd Rei~enback (1978) hnv oin cd out 

hat there is a l ck ··t' involv mont in ocin 

responsibility at a str'atef,·c lev l in spi of 

the reco~nit ion of the need for i A guin ha 

11 weal h m8ximization and soci l invo 1 vemen ~rc no 

contradictory concepts" h~y ci m lo~ 

welfnrc , support for mi.no iti s, co 1"' m ' sa i!"' n. ion, 

community i prov men n 1 v n l o ' i.on 

a~ Gom s of bu 'n 01 

? • ,, • l 

n .-
1 i 

• 



21 • 

In applying the socit~tal marketing concept as 

a guide to marketing policy businesses must 

consider not only short-run immediate ne eds but 

also broad long-run interests. 

As noted by Pride and Ferrel (1980), bus inesses 

mus t try to s atisfy cur r ent needs of con s ume r s in a 

manne r th at wi ll not p roduce ad ve r se l ong-run e ff ec t s 

which cause st r ong consumer d i s. :-tticfnct i on i n t he 

fut ure . A. s s uch, t h m:Jrkctlng . yntPm iR xpnc ed 

to produce goods and services t hnt re sntisfyi n ~ to 

h e consume r as we ll as l if -~nh nncin • 

'rhis is not alw ys th") c;-~ne ;-~n<1 n 

consumer may be pu posefully micole , m ,v h inn<lc-

quately informed , ~ay e o f rr (' 1 ic d hoi (' 

of • 1 t "rna t i v c s o · 0 f n 0 l l C • 

I co n o l o ( ) r l v 

n 

0 v 0 
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4. 

5· 

~2 • 

Shoddy or unsafe products- It is 
argued that some products lack the 
quality expected; other complaints 
concern whether o~ not some products 
deliver any benefit and whether product 
safety characteristics are taken 
serious ].~· enough. 

high pressure selling - salespeople 
in certain indu s tries are accused 
of applying high-pre ssure se lling 
techniques that induce people to 
buy e;oods they had not thought of 
buying . It is oft en said that 
encyclopedi as , insurnnce and jewelry 
are " sold not bought''· 

planned obso l escenc - pro~u ers jn 
certain inclust ies 1 e accu .. d or 
del iberately c:Jus Ln EZ; thP.jr rod.lr ·n 
to become obsolete br>forc Lhny :~c un1ly 
nCPd plac ffiPnt. Thr p YfP or 
obsolescence n e i stin u · h~"'tl. 'rh !1 

re plan~ed style o soles r>n , 1 lnnn d 
functional obsolesc n e nn~ plnnncrt 
material obsole~cenc • 

These criticisms are 1 indic ion of onn11m r 

is faction wi.th h m k in V'' ·.) m. 1l1hP T in 

no point in imm i s 01 l t r on 

at rliss tic c Q . 0 II 

on 1.1 
( v d 

0 
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Kotler (1983) states that current products 

can be classified in one of four ways usinp; thP. 

dimensions of immediaV! satisfaction and 1 ong-run 

consumer interests; 

1. Desirable products - those which 
combine high immediate satisfaction 
and long-run benefit, such as tnsty 
and nutritious breakfast foods. 

2. Pleasing products. 'l'ho sc which p;i vc 
immedinte satisfaction but which mny 
hurt the consumer in the long-run, 
such as cigar ttes. 

3. Salutary products - Tho., which h·wr 
low app nl but which nr nlno hi~hly 
beneficial to the con;,umf'r in th~ 
long··run, such as low-phosphat 
detergents . 

4. Deficient products - 'rhos v-1h i h h :w 
neither imme\ia eal nor Pnlu Rry 
qualities , such tas · inr a nt 
medic)ne. (Ko 1 r, • ; s) . 

The istinction i..., as sho •n in ur l low. 

igure l 

11 

u· 

) 
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Kotler conclude s t~at the product opportunity 

is therefore to formulate some alterations of the 

produc t th a t ,add salutary qualities \vithout 

diminishing any or too many of the pleasing qualities. 

The ch a llenge posed by salut ar y pr oduct s is to add 

s ome p le Rsing qu alities s o th at they will bec ome 

more de sirable in the consume r s ' mind s . 

? .4. 2 Lon~-run Profit Direct i on 

The societal m ~rk ting concept impli8s no 

lessening i n t h e need to gen er te profits , bu Lh 

traditional profit -m~king purpose will h·v to 

reconciled with the or ~nization ' s r spon s i ili to 

society . Dawson (1969) has referr to h~ rrofi 

direction in the societal m rk in con nR 

11 nli~ht~ned profit m:1ximi7, ion" \h r in r o ,nit. ion 

:i !1 iven to some s oc i llv d i n "'h 

.l mn 1m m c n 

n 
,, 
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profits in the long-run . has been given greater 

emphasis. In some cases short-term profits are 

foregone because they might invite government 

regul ation or public; <~ t'iticism that wil l in the 

long-run tend to reduc e profits. In some cases it 

i s s u(5g es ted that busine ss should a im at "s ati s ficing" 

profi ts , that i s aim at wh at i s go od enough unde r 

prev ai ling circumstances . 

As Kotler (1983 ) puts it , n co ne pt of 

" C' nlighte ncd marke t in1.5'' gro ws out of cone p 0 r 

" enligh tened cn.pitaiism". Profits n P u~;ually h ip;h 

where needs must be met . As resou ces move n costs 

ar brought down through healthy camp ti ion . Th 

mnin problem is that the system an h e a us d whcr 

strict profit ma.ximi7. t·on is b 

firm . Compani~"'s ..,h a t o 

rni ~ b~r i ~ rs co 
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performance of the system. 

Thus, in the sod. \~tal marketing concept profit 

is viewed as a necessary but not sufficient condition 

for the survival of the firm. The concept calls 

for balancing the company's profit direction with 

consumer and societal welfare considerations. Profits 

s hould be viewed as a result of lon g-run consumer 

satisfaction. The profit EOals of the firm should 

also be d .fined in long-run term~~ 

? . 4.3 Societal Orientation 

All institutions are tools of soci t · • 'rh y 

are established by society and continue to xi t in he 

long- run with the consent of the society (Ghosh 

8 nct Kapoor, 1985). Each institu ion is vi w 

nocial asnet for erformin some u po u) 

constructive rol • As S a n ( ) l in. d 

ou , m rk nr, v 0 0 

.1 o on l n n 

0 

0 0 
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Organizations are now and again being reminded ~ that 

they should consider and satisfy the needs of 

individuals whose lives are affected by the company's 

activities . The societal marketing concept has 

societal orientation as one of its tenets. This 

implj es that marketing decision makers, while still 

pursuing their profit goals, they will also have to 

consider the human and environmental aspects of their 

decisions . The alert businessman will put soci tal 

welfare into consideration at all 1 vels of product 

plannin, pricing, promotion and distribu ·on rn thiR 

can have implications for the uccess or f "Jur of 

a product . 

Some of the Docietal expecta ions of h 

business firm are th,t i should u 1ply h d ~ir.d 

qunlj y or goodD , p ov an u O.'m nt:, 1' 'l 

"mnloy s f,;Jir y ·nd •o 

An iRo · l > h v ou n 

1 in , 0 

h 

ll 1 u 
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element with which the business is directly 

involved is pollution. As one of the primary 

'polluters• of the environment, business is expected 

to work in the interests of the larger society to 

avoid polluting both its products and its production 

me thods. Busine s ses are al s o expected to show concern 

f or the cons ervation of our n atural resources. 

(Mazis and Gre en, 1971). 

As a r .s ult of ch nn ng cons um and Gocj t y' 

at ti tudes about ecolo y , sign i f ican n.dj u ~ tm n t 8 

mus t be made in the manufacture and mn k ting of 

products . The total product h as a erva i v social 

dimensio n. As Gracco and Rostenue (197 ) h nv 

argued , the 'tlhole soci ty is aff~ct o r ·im nn 

pHce by the productiol , mark tin nd consum ion 

of any given product . T o uc o i olv h 

nlloc, ion ,of sc c 
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needs and wants. Environmentalism is an organize~ 

movement of concerned citizens Rnd government to 

protect and enhance people's living environ~ent 

(Kotler, 1983). Environmentalists are tnus concerned 

with forest depletion, factory smoke, litter and 

with the increHse in hP.alth problems due to bad air, 

water and chemically sprayed food. 

They are not a~ainst marketing and consumrtion, 

they simply want them to operate more r sponn'bly. 

They insist on the importance of a ood nviJonm nt 

(Kotler, 1983). 

It is important to not th t h socif!tn l 

values held by consumers arc detcrmin d 0 l rp; 

cxbmt by the values of ·he '"'OCi • ro h f":X nt 

hat society's v lues chan h ?.:1 ion must 

djust s tho s of 0 on . mou 
.. 

ns w rl v'o I 0 

ov r h 
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itself being influenced by political und/or cultural 

acceptance rather than by mere consumer preferences 

or technical product improvements. 

In the case of cigarettes and alcohol, forces 

emanating from the government, the medical profession 

and concerned citizens continue to raise thP.ir fears. 6 

It should be noted here that consumer orientation 

alone cannot help in eliminating the major threat 

to ther-e industries because the threat doe~ not 

emanate from consumers. Kotler (197?) states that 

the consumer movement in America su~~ nts an 

important refinement in the marketin cone pt o 

take into account societal tenets. 

2 .4.4 Integrated Marketing in the Soci 

As in the c se of mark i r co h 

soci tal markc inB nc coo inn i n 

of all activ'ti s o ac v a co n u J o 1 • 
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The societal marketing concept is viewed as a 

philosophy for the entire business and thus all 

activities must be coordinated with the aim of 

achi eving company profits. · This : is done through 

providing products th at create long-run consumer 

sati s f action and which are also in agreement with 

s oc i e t a l v alues. Integrat ed marke ting implies that 

various d epartm ent s in a comp any recognize th nt the 

ac tions t hey t ake may h ~ve a profound eff c t on the 

company' s ab ility to pr o vide l ong-run co ns um P. r 

sat isfac tion. 

I n ~dditio n there should be clos coordi tFl io n 

of al l the elements of the marketin mix o n ili t ate 

achieveme nt of company objectives . In · ~ a m~rk i n p; 

is importan t because ~ ~ 

the ~P rtments of h o 

on h , custom r . 

in . j u i r 

c n 

l I ' 

s i ossi 1 . fa nl t 

z i on o ann n . a 
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person (VIP) whose opinions and tastes are pivotal 

to business and inrrustrial success and whose attitudes 

inevitably shape that society's economic development. 

2.5 Problems and Opportunities of the Societal 

Marketing Concept. 

As noted earlier, the societal marketing concept 

is a broadening and not a replacem0nt of thP m~rketinf, 

concept. In the societal mnrketin concept, n firm 

must still rrev lop a marketing pro ram to plan, 

nric , promote, anr1 clistribute products und .... ervic' '"' 

to satisfy consumers' wants. But the firm mn , t nl. o 

consi,le r the societal consequences o hi~ m·n k in 

program~e. As such, there are rna~· trol lPms a~ din 

implementing the soc i t l m ketin on n whi h rn 

. imilnr to tho s e fac in t h on p • ln 

t;his s c ion w sh 1 co l C r u i rpt 

prob o h 1 

on p • 

1 o lon -
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present decisions on the future welfare of society. 

Another problem is that of conflicting goals. The 

consumers have not abandoned their desire for many 

things, but have camp :; i_cated their wants with social 

concern. As it has been pointed out by Kotler 

"the dilemma of the marketer is that 
he cannot go on givin~ the consumer 
only what pleases him without considering 
the effect on the consumer's and society'3 
well being. On the oth•r hand he c~nnot 
produce salutary products which the 
consumer will not buy•• (Kotl 'r', 197?, p. S'1 ) • 

Similarly, Stanton has stated the dilemma in a v ry 

dramatic way arguing that consumers are still human 

beings with all their attendant contradictions on 

self interests. 

Thus he asserts that 

) 

'1.' 11 

h 

0 1 
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prices will have to be . increased to pay for these 

activities (Stanton, 1984). 

One marketing educator argues against the societal 

marketing orientation claiming that if it is taken 

too far, it would divert marketers from the stern 

and difficult ~edications to identifying marketing 

problems and their solutions (Luck, 1969). This has 

been countered with the argument that responsible 

marketing calls for adaptation to the changing need 

of current society. 

It can also be noted that the rofit facto 

makes it difficuJt for business to ta kl societv 's 

problems . Profit is still an absolu ely s .. n inl 

c1ement in a company's existenc • I is no lon r 

the only guide for m n m nt bu i. ill n. 

n ccssa y on • In 0 bu·· · n 

0 )1 an no 0 v w 

out 
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?.5.2 QQP.ortunities for Marketing 

Many organizations do not realize that each 

time social forces cause significant chan~es in a 

market, an opportunity is created for an offering 

to the new need, effective enough to crystallize 

the developing market into a new pattern others· 

will be .forced to initiate (Stanton, 1984).Drucker 

clnims that societal problems must be recognized na 

prcscntinf, opportunities. He contenns thnt: 

"Cons umeri sm actuall;> hould e, mu.,t 
be, a nd I hone will be the op ortunit.;y 
of marketinG,. This i s what we in 
murketing have been waiting fo " (Druc; 'k. r, 

196 9 ' p • 6'+) 

There are many opportunities of creatin npw J ro(lu s 

that will satisfy the new requireme s . For xnmpl 

h~re are many profi v le bu"'incs . ., o or uni i !l in 

ll lln·ion nha .m.n . 1a k ti i 1 n ' t. 

v 1 op n 1 
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should be seen as an op~ortunity as well as a 

challenge. This point is clearly brought out by 

Kotler when he states that 

nconsumerism is not a setback to 

marketing but rather points to 

the next stage in the evolution of 

enlightened marketing". (Kotler, 

1972, p. 55) 

The societal era suggests areas of new 

opportunity and profit for alert business firms. 

One current challenge for the 'corpor te citiz n' 

is to understand , adapt , and contribute to 

environmental improvement. 

? .6 The Situation in ·enya 

Marketing influences buyer behaviour through 

the manipulation of the mark t · n mix 1 .rn nt. • In 

developed countries obj ct·o !' 0 h W'l, mm k r 

m la th s v ill 

Ot' h I' nc 0 con '1 ' 
h cl o' c 
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often ineffective due to illiteracy problems.? 

The situation in Kenya is here reviewed by 

looking at consumer complaints and government 

expectation of business as seen through consumer 

protect ion. 

For effective consumer protection, practical 

response of three parties is a must. These are the 

business , the government and the consumer. First 

the business, that is ihe producers and distributors 

muRt regard consumer interests as prim ry and ~i v 

clue regard to the same in policies . It i impor· nt 

to ensure that whatever is produced reaches Lho 

ultimate consumer in time and at reasonable prires . 

such activities as blackmarketin and hoarding 

followed by distributors adversely affect h consum s . 

of 
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2.6ol Consumer Complaints ; 

According to Wanjui (1986), great social 

and economic changes have taken place during the 

years of Kenyan independence. Part of this change 

is reflected in new consumer awareness of consumer 

rights . The Kenyan co!lsumer now forms opinions, 

makes appraisals and expresses complaints on matters 

which were of scant concern to him during the colonial 

period . 

As noted by Waruingi (1979) people react 

differently to identical experiences with ood· 

8 nd services . Depending on circumstance of purchas 

and use, expectations and personali y factors , th 

re~ctions of different individuals o exactly he 

same purchase situation m y v ry rom a hj h 1 v l 

of satisfnction to ext 

·r nt ·n vi u 1 

of 

0 

0 

n 

0 

0 

0 

c on Li ~· wi. , 

1 

n 

0 



• 39 • 

seven per cent of the r~spondents also expressed 

a strong desire for more government regulHtion of 

business . This is an :i ndication that the Kenya 

consumers , though apparently silent, are not 

necessarily satisfied. 

There are, however, a number of consumers who 

tnke action when they are dissatisfied with a product 

or service . According to Waruine;i (1979) The actions 

consumers take include the followin, ; 

( 1) Grambling to friends and family and w n · ng 

them about the product or service . 

(?) Mnking a trip to the sbo where th . produ t 

wns purchased to re~ister the com laint . 

(3) Writ~ng a letter to thP 0 0 

u of 

nm n 
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Consumers in Kenya complain about a wide range 

of products especially through the daily papers and 

the Consumer's Digest Magazine. There have been many 

consumer complaints in the press about adulteration 

of products , shor~eights and low quality of products. 

For example, there have been complaint concerning 

i'!hpurities in beer and bread; half-full matchboxes, 

and bedsheets that are shorter than indicated size; 

and the poor quality of batteries, bulbs, toilet paper 

oatmeal and nails.8 

2.6.2 Consumer Protection in Kenya 

The government has been involved in th 

dynamic relationship between businessp ople 1d 

consumers in various ways. The passing of consum r 

protection law is one of them 

iR said to represent .h most 

'g n r n p 
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Consumer protection has been defined as 

consisting of: 

"all those instances where the law 
intervenes to impose safeguards 
in favour of purchasers and hire · 
purchasers ---and those measures which 
contribute directly or indirectly to 
the consumer's assurance that he will 
buy goods of suitable quality, appropriate 
to his purpose, that they will give him 
reasonabl e use and that if he has just 
complaint ~ there will be means for 
redress".lO 

From this definition, certain facets of consumer 

protection are highlighted. Firstly, in England or 

Kenyo, there are instances when only the law cnn 

provide remedies for consumer complaints. S con ly, 

there are other instances where public control or 

extra-legal activities may contribute to con~umer 

p rotection. 

The main objective o consum r IO c ion 1 w in 

Y.eny is to rot c ain t; 

( ) Un 0 uc 
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. 
competition or excessive prices. 

Various Acts have been enacted to take care .of 

11 
these problems. 

There are many problems that face the Kenyan 

consumer, most of which are based on social and 

economic factors. Some of the problems relate to 

consumers • lack of a'lf treness. One problem arises 

from th~ advent of mass production. This has resulted 

in mass consumption of goods ranging from mach·n ry 

to food products. The result is that ther is n 

information gap between the consumer and th roduc r. 

This leads to difficulties in judging the qu lity of 

a product resulting in discovering def cts wh n it 

is too late to seek legal redress. 

ll . S e for xample: L 

Th s 
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The advance of teqhnology has meant th at 

products are more complex. Expert knowledge is 

required to judge or appreciate the features of 

many modern products which may fall below consumer 

s t andards. 

A large number of consumers are i gnor ant of 

their legis l ative r i ght s o ~ are un ab l e t o purs ue 

them because of fin ancial l imitations . One g neral 

feature of priv ate law is t h at it is no t selr-·mpl -

menting. Cons umers must , therefore , taketh 'ni t in t ' vp 

to enforce their legal rights . 

Due to the inadequacy of private ln.w h, 

government has had to resort to ublic 1 w in ord r 

to make more effectiv the rot ction of con urn rs . 

This public 1 w is i t o m o b o . n u ,, . nn 

fo ur os o o · n o 

nd o n ' o 
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are the BuF.eau of Stalldards Act (No 17, 1973) and 

Food, Drugs and Chemical Substances Act (Cap 254). 

Provisions in other Acts may be found which also 

c ater for consumer interest. For example, the 

Traffic· Act provides for quality of vehicles. The 

Act makes it illegal for motor de alers to supply 

unro adworthy vehicles or de f ective and un suit able 

s:pnre parts . 

The broad s t atutes whose major objectiv i 

consumer protection compell business s to manuf c tu r 

or market products to obtain specific st ndRrd in 

composition , performance and durability . 

To the consumer stand rds rovi 

of quality and safety . St n a liz 

nmp oy s by cn~ur · n 

co nd · · i oq,.., n rn· uf 
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measures. This calls for periodical verification 

and inspection of weighing and measuring instrumentso 

The control also ensures tl:lat grading and labelling 

of quantity is accurately done. 

Consumer buying decisions can be greatly 

influenced by the mAnner in which products and 

services are described. The Trade Descriptions Act 

(No. 9, 1977) prohibits persons in the cause of 

trade or business from supplyjng any falsely 

described goods. In Kenya, the government h s adopt d 

measures to ensure that consumers are able to secur 

reasonable information about goods and 

outlined in the Kenya gazette. 

rviCE' oft n 

The price of goods is 0 c n ral co c rn to 

c onsume n . Tc> ensur . t o .um 
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zation which was sta.rte.d in 1953 and was then oo.lled! 

the Kenya Housewives' organizationo Its : primary 

function is that of a consumer complaint handling 

mechanism. It gives consumers advice and fowards 

their complaints to the relevant authorities. B~ 

following up consumer complaints, the body saves the 

consumer the problem of wading through the legal and 

bureaucratic machinery~ In order to perform this 

function properly the Kenya consumer organization 

liaisee witb the relevant government departments. 

2.7 Attitude Measurement 

Attitudes are an import ant in 

The attitude normally eomes b for 

and affects the way the erson w·Jl 

object of th attitud • 
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These are the cognitive component, the affective 

component and the action tendency componento 

The cognitive component is also called the 

knowledge component. People bas e their feelings and 

actions on their knowledge of a particul ar object. 

It is therefore important to learn wh at they know 

about a t op i c s o as to e ff ectively d et e rmi ne their 

Attitudes towar~ it. If t hey h ave never h enrd of it, 

there i s no reason to ask for t h eir f ee l i ngs or 

actions (Alreck and Sett l e , 1985). 

The affec t i ve component is sometimes refP.rred 

to as the feeli ng component and refers to the f lings 

or emotions attached to an attitude obj ct . . o le 

are s e ldom completely neutral ou . any hin if thy 

n.re a\orare of it . They oft unc on ~ · ou., l OIDl) I'H 

what h know or b v O l o p · ~ w h h · 

O H 
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s ame knowledge about the topic of an attitude and 

share much the same feelings-; they may behave 

dif~erently toward the topic or object (AlrP.ck 

and settle, 1985). 

Atti t udes are not o·pen to direct observation. 

Their exist ence and their strength must be inferred 

from what i s ob servab l e . Tradi tion ally se lf-repor ted 

beliefs , f eel ings and int ent i ons to act wi th respect 

to an object have been used as t he primary basis of 

infarence ( Summers , 1970). 

Alreck and Settle (1985) have given th 

follov1ing guidelines for measuring attitudes . 

(1) ro measure knowledge compon .n , on should 

begin by me surjng war n s . On w y to 

g~t the knowl co on n o n a i u 

to a o qu n• 

0 h 

( ) 
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positive/negative spectrum and the level 

of intensity of feelings. It is important 

to know whether the respondents like or 

dislike an object and how much they like or 

dislike it. Having respondents rate how 

strongly they feel a.bout their evaluation 

provides a d·irect measureo 

(3) The most popular method of measuring 

the action component is to measure past, 

present and intended futur b h nv ·our 

toward an object. Specifyin a s t of 

hypothetic conditione and askin~ que tions 

about how the respondents would ct under 

those circumstances is another way of 

getting information about he ac ion 

tendency. 
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CHAP'.rER .THREE 

RESEARCH DESIGN 

3.1 The Population 

The population of interest in this study 

consisted of all manufacturing and distributing firms 

employing more than fifty people in Nairobi. Generally 

speaking , organizations employing fifty or more p ople 

~re considered large by Kenyan Standards . 

3o2 The Sample 

From a list of 286 firms obtained from the c ntral 

Bureau of Statistics , a sample of ei hty firms was 

selected using strati fie ran om sa 1 · n m tho · 'l'b 

list from the cto y o n 

th t 04 

tl 

0 

0 

ty 

h n y 

n 

0 



0 51 • 

time and only 50 questionnaires were analysed. Out 

of these, 35 were completed by executives in 

manufacturing firms and 15 by executives in distribu

ting firms. 

3.3 Research Instrument 

The information sought in this study was 

collected using a structured questionnaire (see 

Appendix A2). The questionnaire, Accompnni y not 

to the respondents (see Appendix Al), con.ist d of 

multiple choice questions and Likert-type seal . 

containing statements of opinion pertaining to 

various aspects of the societal marketing cone~ • 

The questionnaire ~on aine s c ionA, 

each pertaining to ~a~m~~~~~----~w~~~u~dy . ln 

nrt 1 a ~ ries o · u i c d 

us 0 
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In preparing the questionnaire, reference was 

made to the relevant literature and discussions with 

experts in the area of study. The initial questionnaire 

was pretested on a sample of ten executives and relevant 

modifications were incorporated into the final draft. 

The revised questionnaire (see appendix A2) was then 

presented to chief executives and/or marketing 

executives in each of the selected firms. The 

administration of the questionnaire was by the "drop 

and pick up later method. u 

3.4 Operationalization of the Study Variables 

The three dependent variables of this study were 

awareness,knowledge, attitude and behaviour/implemen

tation. 

a) Awaren ss/kno le g - T war n . /knowl 
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To determine the respondents' level of 

awareness/knowledge of the societal marketing 

concept, an index of awareness was used. This 

consisted of the number of correct statements 

a respondent checked from a list of true-false 

statements given in Part 1 of the questionnaire. 

The highest score a respondent could get was nine. 

b) r . Attitudes - The attitudes variable refers to 

che respondents' feelings toward the societal 

marketing concept. Tt> measure the attitude 

component, a Likert type Scale was used here w'th 

five intervals ranging from strongly agree to 

strongly disagree (Part 2 of Appendix 2). 

To determine the respondents at itud s 

toward the societal marketing concep ' 
ro or ions 

of respondents agree in or disa r e'n w h ch 

stat m n were c lcul u 0 

abl 

w c 
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Behaviour/implementation - The behaviour/ 

implementation variable refers to the respondents' 

behavioural readiness to respond to specific 

aspects of the societal marketing concept. 

To measure this component, a series of true/ 

false statements relating to some aspects of the 

societal marketing concept were provided in Part 3 

of the questionnaire (Appendix A2). The proportion 

of respondents checking off each correct statement 

was calculated and presented in tables • 

.. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

The data in this study was summarized and presented 

by use of frequency distributions and graphs. The 

main methods of analysi:s were mean scores and percent-

ages. The analysis is presented in three stages. 

The first stage presents data on awareness of the 

societal marketin~ concept, the second presents 

data on attitudes toward the concept and the third 

stage presents data relating to implementation of the 

concepto 

4 .1 The Executives' , ·vareness of the Societal 

MarketinB Concept . 

Generally, th · s on nt w ou 0 

w r of 0 0 ·h m k ng 
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The graph below (figure 2) presents the number 

of respondents obtaining each score. 

Figure 2 Histogram of Number of Respondents Obtaining 

a given awarenus s Score. 

4 6 ' '1 
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Th figure c show h t h m jori y of 
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Table 1 shows the scores obtained by respondents 

in relation to the number of years they had been in 

a management position. The column at the extreme 

right gives the mean score for each class. 

Table 1 Awareness Mean Scores and Number of Years 
in Management. 

Years in Mean Sco 
Management 

1-5 6 .? 

6-10 5. 6 

11-15 6 . 

16-20 . 
-

0 

0 

0 0 

0 

0 0 • 

n 
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Table 2 shows the awareness mean scores obtained 

by executives in manufacturing and distributing · 

organizations. 

Table 2 Awareness Mean Score of Manufacturing and 

Distributing Executives 

Type of firm Mean Score 

Manufacturing firms' 

executives 6.2 

Distributing firms' 

executives 5-3 

The t bl cl a 1 in h h u iv a in 

mnnuf cttVin o n . o 

(6 . 2) t n x 0 on 
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Table 3 Awareness Mean Score of Executives of 

Organizations in Relation to Ownership 

Ownership Mean Score 

Classification 

-

Executives of 

foreign ovmed firm's 6.1 

Executives of 

locally owned firms 5.6 

Executives of government 

owned firms ( parast at als) 6 .0 

T blc 3 show~ t t x cu v 0 0 own 

irms nd thos o 0 0 

h co ) l1 

c 0 oc 0 0 

co 0 . . 
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various aspects of the societal marketing concept, 

proportions of respondents agreeing or disagreeing 

with each statement were computed and are presented 

in Table 4. The attitude index in the last column of 

the table was calculated by substracting from each 

attitude statement the percentage of respondents who 

disagreed with a statement from the percentage of those 

who agreed. The neutral score is ignored for the 

purposes of this calculation. A positive attitude 

index indicates a preponderance of a reement wh'le 

a negative index indicates disagreement. 

Needless to say table 4 presents th findin s 

relating to the second objective of the study an 

indicates executives' attitudes to\vard speci ic 

aspects of the societal marketinG cone p • 
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Table 4 reveals that the executives• attitudes 

toward the societal marketing concept were in general 

found to be positive with most attitude indices 

ranging between 56 and 74. It was, however, noted 

that there were clear differences of attitude toward 

different aspects of the concepto A brief discussion 

of the executives' attitudes toward each tenet of the 

concept follows. 

ll-. 2.1 Customer Orient n t:; ion 

On the whole the executives wer found to hnv n 

very positive attitude toward the customer ori nt tion 

tenet of the societal marketing concept as indic ted 

by attitude indices ranging from 60 to 80. Th 

executives were in overwhelming agr m nt th 

marketing management shoul ai lon 

r n consum r n X .. 

m· rk t shou n 

co co 

• ? ); 
on 

• 

0 

? ) 0 
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to societal issues (index = 20). There was slight 

agreement on the call for business to show concern 

for the preservation of natural resources (index = 44). 

There was also general agreement that wealth maximi

zation and social responsibility are not contradictory 

concepts (index= 74); and that the call for social 

respons ibility of business is not too far fetched 

( i ndex = 62 ). 

4 . 2. 4 I nt e5rated MarketinB 

There was a clear d i sagreement wi th t he 

sugeestion that the market' ng department shoul b 

responsible for coordi nat ing the activ i t ies of oth r 

departments (index ~ - 14 ). However , majority of 

those disagreeing were executives in manufactu~in 

firms (63%) . I n actual fact only 27% of x cu iv s i n 

distributing firms dis gree with h s n m n • 

T b1 5 b _lo s o h c v \.H ow d 

. ) ci c p c 0 h 0 n on 

0 i 
h 
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t · ... udes Toward the Societal 1\!arketing Concept by Tyne of Firm 
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=esents ~anufacturer = 

Strongly 
agree 
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1'7% 

67% 
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Agree 
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26% 
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Neither Disagree 

agree nor 
disagree 

11% 

33% 
6% 

6% 17% 

Strongly 
disagree 

20% 
34% 
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88 

- 13 
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100 
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Mean Score 

3.1 
3.8 
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for consumer satisfaction while only 75% of those 

in manufacturing firms agreed. 

On the issue of current profitability about 47% 

of the respondents in distributing firms agreed that 

it is a sufficient condition for a firm's survival 

but only 14% of those in manufacturing firms agreed. 

On the soci.tal ori ntat'on tenet it was noted 

that respondents in manufactu ing f'rm 

a more positive attitude than tho~ n d · .· r· nr; 

firms. A majority of the respond nts ·n distr'huL'nf, 

firms (80%) agreed that askin a business to con ribu 

to social issues is asking too much whil only I of 

those in manufacturing are d wi ·h he s • Simi] ly, 

73% of the res onde ts in d', r u in it~s 

with the fit t m nt hould on 

onsibl l1 h 

0 

0 

n u n ...,. h h 

I 
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Table 6 shows the proportions of res pondents 

ch ecking offeach activity. On implementation of the 

soc iet a l marketing concept all respondents .indicated 1 

th at at least some of the activities had been implemerltedo 

Table 6 Proportions Implementing Some Aspects 

of the Societ al Marketing Conc ept. 

Activity 

1 . Conducts marketin res arch to 
determine consumers needs . 

2. Provides a channel for consumer 
complaints . 

3. Ensures that advertising is 

4 . Responds romptly to consum r 
com laints . 

5. En•>Ul' s th 
of n h' h 

6 . 

7· 0 

u hful 

Proport ' on 
implr>m nt i np; 

7 % 

72X> 

) 

t L& 
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The table shows that the highest proportion of 

respondents (86%) indicated that their organizations 

ensured that the products they marketed were of as 

high quality as expected. Only 3~~ of the respondents 

indicated that their firms took measures to avoid 

polluting the environment. Seventy-six per cent of the 

rcnpondents indicated that their organizations 

conducted marketing research to determine consumers' 

n f'ds . 

Regarding the issue of concern for consum r 

satisfaction , it can be noted that th majority of 

the respondents indicated that they ensur d hat 

advertising was truthful (84%) and tha hey res ond nd 

romptly to consumer compl · nts (??%). How v r, only 

5L1% o th rcspondcntn indic t h . · 1 vic < 

a c n ne con~um 0 

0 n 

0 

0 

0 

I 
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Table 7 shows the proportions implementing each 

activity by organization type classification. 

( 

\ 

Table 7 Proportion Implementing some Aspects of the 

Societal Marketing Concept by Organization Type. 

? 

0 
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The table shows that 71% of the respondents in 

manufacturing finnsindicated that their orf,anizations 

to 
took measures 1 ensure that activities of the firm 

had no harmful effect on society but only 13% of the 

respondents in distributing firms indicated the same. 
I 

Ninety-one per cent of the executives in manufacturing 

firms and 53% of those in distributing firms indicated 

that they contributed to societal activities. 

While 94% of the respondents in manuf ct urin 

firms indicated that they ensured that ro ucts 

marketed were of as hi~h quality as xp ct , only 

67% of distributors i ndicated the same . ThiR mey c 

attributed to the common feeline y so~~ dis i u or~ 

that they do not have much cont ol ov~=>r ro uc qu0li y. 

The t-t st w~~ us 0 w h h p 

or arm ac ,tn 11 :v 

n • v ( • or h 

c ? 

C) 

u 0 - . 75 0 c 
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is no significant difference between the extent of 

implementation by manufacturing and distributin~ firms. 

In summary, the findings of the study have high

lighted a number of points about executives' awareness 

and attitudes toward the societal marketing concept. It 

was found that the executives who participated in this 

study had a moderately high level of awareness/knowledge of 

the societal marketing concept. However, it was noted 

thnt many executives were more knowledr,able with resp ct to 

the customer orientation and profi direction tenets of 

the concept than with respect to the soci tal ori n on 

and integrated marketing tenets. 

Most executives were also foun o hnv on iv 

nttitu es toward the concept , but as in h cnn of 

awa eness , hi h9r indices wer o in l o h us om r 

or nt ·ion asp c s . Most ) 

h m n n"m 0 .ho lon l-

J co 

On h 0 l ' 1 

0 
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CHAPrER FIVE 

SUMMARY AND CONCLUSIONS 

This chapter summarizes and discusses the 
f indings of the study in relation to the main 
quest i ons raised in the objectives of the study. 
Also i nclud ed in this chapter are conclusions and 
management implic ations, limitations of the study 

' and suggest i on s for fu t ure r ese ar ch. 

5. 1 Summary 

Three major questions were raised in tbi study . 
First , the study sought to determine t h extent to 
which executives i n large distributing and mnnufnctu
rin~ firms in Nairobi were aware of th differen 
tenets of the societal m rketin cone t . s ondly , 
it sought to etermin th t u 0 ,ho u iv 
t 0\'1 d ·he f>oc e 1 m k con 0 
d~ min h nt h h 

h con h 

0 

0 

!'\ 
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were well aware of some aspects of the societal 

mar keting concept. Only one respondent was found to 

b e compl e tely aware of all dimensions of the concept. 

But on the whole, majority of the executives were well 

aware of the dimensions related to consumer orientation 

and profit direction. There was an above ave r age level 

of awareness by most of t he re spondent s ( 68%)o The 

executives wh o h ad b een in a mana~eme nt positio n f or a 

long period ( 16- 20 years ) were found to h ave he 

bi~hest level of awareness . I n addi t io n, t h x ocu t · v en 

in multinational fi rms were found to h v e h ip;h r 

level of awareness of the concept than thos in loc l l y 

owned firms with mean scores of 6 . 1 an S . 6 r s ec t 'v ly . 

As far as attitudes toward h soci nl m~rk ti n~ 

cone ept are concerned , it " o n th 

in 1 r i~tribu n ann 1r n 

'rly po 't'v 

v 

0 0 

h . X 

h 

ll 

v s 

• 
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f airly positive but those in manufacturing firms had 

a more positive attitude than those in distributing 

firms as indicated by mean scores of 3.7 and 3.2 

respectively. Again,on the question of integrated 

marke ting most executives in distributing firms showed , 
I 

a positive~attitude (mean score= 3.9) while those 
' 

in manu fac tur ing firms h ad a negative attitude (me an 

sc ore = 2 . 2). 

Concerni ng th e qu es t i on of i mpl mont t' on, wn. 

found that most firms had implemente t h o. !> t 

of the societal mark :;ing concept t hat r d · c l y 

rcJ atcd to customer satisfaction and s l s . 

5. 2 Conclusions and llanagement lmplica 

The foregoin n n h v ou h , 0 1 i h 

numh ;. of s VI 

h 

X n u in 

• 
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The f act that the executives have shown a low level 

o f awareness and a less positive attitude toward 

the socie tal aspects of the concept may be due to th e 

lack of a direct relationship between societal 

orientation and sales or profits. 

As poi nted out in the literatu r e r eview, 

participation i n soci et a l i ssue s requires th a t s ome 

company r so urces be committ ed to soc i etal n~t' vi ti es . 

' 'ocictal issues s uch as pollu tio n co nt ol nrl /or 

reduction , and co n t r ibution to social act' viL ' are 

l ike ly to increase the costs of doin usin ss 

may lead to higher prices . Owing to comp titio n and 

the fact that consumers may not in vour of 

n i r;her prices , the executives ay find h mn lv s in 

di l - mma an to how be 0 <lo 0 i al ID:'l k t' OR 

o r i n ~ on , nl in m· l : v 

m · b ·w 0 p •• ( n 

o 1 n • 
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management but the adoption of the same may have 

proven very difficult. 

Another implication of the study is that, 

although the societal marketing concept may be viewed 

as the ideal guideline in formulating a management 

policy for a marketing organization, the key factors 

involved have to be weighed carefully against each 

other before a decision can be made on the appropriate 

policy for each organization. No one ol"cy of 

mana~ement can be appropriate for all o nn·zntion , 

at all times and under all circumstanc s . 1.'h r for , 

considerations regarding the four ten ts of the 

societal marketing ~uncept, the natu o th 

organization and the circumstances in h 

in Hhich the firm is o ratin h<1v o b 

b for a ivin at o c 9ui 

appl"c l J to l v 

n 

0 0 

j rvlustry 

c n id r 

1 ncl 

0 
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and collect all the questionnaires. In addition, some 

respondents were not very cooperative and others 

misplaced the questionnaires. All this made it 

difficult to get data from all the sample units 

forcing the researcher to reduce the sample size from 

80 to 50 firms. 

Generally, theJ •, are limit at ions of m n.sur mPn t 

which nre common to all surveys . In any 

given situation or time horizon, a study of Lhe thr r 

components of attitude by the exclusive us of s lf

reported beliefs , feelings and action tend ncies is 

a volatile oneo Respondents may iv bins cl o d · sho nest 

answers and also their attitudes mny chan ov r im .• 

; .4 

0 m 

c v 0 w 

l \ 

nl • 

0 1 
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Nairobi~ perhaps a study of the awareness/knowledge 

and attitudes of executives in firms employing less 

than fifty people could bring out different results 

and highlight othe1· important factorso 

The extent to which implementation has taken place 

may also be different in smaller firms. The study 

could also be broadened to cover organizations in 

Kenya as a whole. 

Secondly , a study to determine the awar ne nd 

attitudes of executives in the servic indu r~ mny a 

well be useful. Further, a study tha includes 

consumers' attitudes toward the manner in wh'ch th s 

organizations carry out their bus'n ss could mor 

useful for d cision mak· u o 

Ou'n 0 .h ,. u l, ' 
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Appendix Al 

NOTE TO RESPONDENT 

Dear Respondent, 

, This questionnaire has been designed to gather 
information regarding your opinions on the 8ocietal 
marketing concept. This study is bein carried out 
for a m~nn~ement project report as a r quir ment 'n 
partial fulfillment of the degree of Master of Busin ss 
and Administration, University of Nairobio 

Your responses will be treatPd in sl ic 
confidence and in no instance will your nam 
your organization be mentioned in the re or • 
cooperation will be !! · ghly appreciatedo 

Thank you . 

Yours sincerely, 

H I l 11 

or thA.t of 
Your 
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Appendix A2 

Quest i onn aire 

Part 1. \.Jhich of the following statements are true 
about the Societal Marketing Concept 
(Socially responsible Marketin~) 
(Tick the true statements only) 

(a) 

(b ) 

If there are some that you consider true 
but which have not been included, please 
wr ite them in the space for "others ••••••• 

II ................ 

Focus is on maxi · tiz ing prof i ts 

----Concern is shown for environm ntal effects 
of bucincss act ivities 

( 

( 

~ 
•' 

) 

(c) The key goal is to satisfy consumers ' n ds ( ) 

(d) Advertising is not acceptable ( ) 

(e) 

(f) 

(g) 

(h) 

(j ) 

( ) 

( ) 

Focus is on long- run consumer satisfact·on 

Concern for good working environment 

Business is expected to be cocialJy 
respons ible 

P ofit s e vi w 
s t i f ac tion 

0 1 

0 ( 

0 

h ou 0 1 ~ um 

0 1 u 

0 

) : 

u 

( 

( 

( 

( 

) 

) 

) 

) 

( ) 

( ) 

( ) 

( ) 
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Part 2 . Indicate with a tick in the appropriate box~ 

the extent to · which you agree or disa~ree with 

each of the following statements. 

Strongly agree neither disagree strongly 

agree agree or disagree1 
disagree 

5 4 3 2 1 

a) In my opinion 
marketing should 
aim at satisfying 
long-run consumer 

0 D D [j 0 
needs 

b) Business activi-
ties have no 
influence on 0 
society 0 0 0 0 

c) Products mnrkete~ 
should be life- 0 
enhancing 0 0 0 D 

d) The marketing dep-
artment should be 
rc:.nonsible for 
Coordinating th 
ctivi ·ies of 

, 1 ·}L' U ) . -
0 0 0 0 

) 

0 D 0 

) 

0 0 0 0 0 

) 

0 
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Strongly Agree Neither Disagree Strongly 
agree agree or disagree 

disagree 

5 4 3 2 1 

~ ) Consumer comp-
laints need 
not be taken 
too seriously D 0 D D D 

i) I n my opinion, 
current profit a-
bility is a 
sufficient cond-
ition for a 
firm ' s our vival 0 0 D D D 

j) Asking a b usi-
ness to contri-
bute to soc i al 
issues is 
asking too much. 0 0 0 0 0 

k) I1arketing res -
:1rch should be 
used to deter-
mine consumers ' 
needs . D 0 0 0 D 

1) was 

0 0 
) 

0 0 0 
) 
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Strongly Agree Neither Disagree Strongly 

agree agree of disagree 
disagree 

5 4 3 2 1 

o) Societal good-
will does not 
lead to incre-
ased profit abi-

D 0 0 0 0 lity . 

p) Money spent on 
social issues 
is money wasted D 0 D 0 D 

q) Long-run 
profitability 
results from 
consumer sat is-
faction 0 0 0 0 0 

r) 'vie in business 
can correctly 
e;uess what 
consumers ' needs 
are . D D D D D 

s) D _ c e p t i v e Ad v e-
r,i~ing claims 

d ing to 
c 0 0 0 0 0 

) 

) on-

0 0 0 
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Strongly Agree Neither Disagree Strongly 
agree agree or disagree 

disagree 

5 4 3 2 1 

v) The call f or 
social respons i-
bility of bus i-
ness is to o 
fnr fetched 0 D D q 0 

w) Health maximiza-
· ion nnd social 
r csponnibility 
nre not contra-
d i c tory concepts . 0 0 0 D 0 

PD. t 3. 1 . Which of the ac ti vi ties liste 
indicative of what your company 0 s h 

(recess of producin~ or m~rketin i s ' ? 
Tick in the appropriate spacP ( ) 

(a) Conducts m rketin r se rch 0 d rmi nP 

consu!llers ' needs ( ) 

(b) Provicl ... a ch nne l o r con um . 
compl in ... ( ) 

(c ) Ens u es v n tt l ful 
( ) 

( ) H 0 on m 
) 

( ) ( ) 

( ) ( 

( ) ) 

) 0 0 
( ) 
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( i ) Contributes to societal activities ( 

Others (please specify) 

2 . Would yo u say th at your company acts in a socially 

respo nsible manner? 

3. 

Yes 

No 

Don ' t kno w 

If you ans\ver to 2 
with a tick in the 

0 
D 
D 

above is ' No ' pl [l n 
appropriate box which of 

following yo u would say are the reasons for 

acting in a socially responsible manner : 

Lack of money ( ) 

Lack of interest ( ) 

c t 
t he 
not 

) , 
I 

Lack of a\-1 ene s s on how b s 0 0 i 

n ' 0 olving 
0 y 

0 h ( ) 

I n 

0 

- I I 

0 
I 

0 

( ) 

( ) 
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2 . You are a: · 

• 

Male 

Female 
0 
D 

3. For how long have you been in a management 

position? Years. 

L!- • Your company has been operating for 

5. Would you say the principal busines of your 

comp any is: 

Food 0 

Chemicals [] 

Motor v ehic l es [] 

Petroleum [] 

Plastic Products [] 

Other (please specify) 

.. 
6 . Is yo u 0 ny 

0 
c ) 

0 1 • 

Years 

I 
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_______ A-=p'-'p"""e_! ~di._x __ .B_:.. ___________ _ 

Percentiles ~f the t Distribution 

df to .!O ro.9s lo .!H Co.99 '0.995 

1 3.078 s .313e 12.706 31 .821 63 .657 

2 1.866 2.9200 4.3027 €; .965 9 .9/48 

3 1.638 2.3534 3.1825 4 .541 5.8409 . 

II ~ .533 2.1318 2.7764 3 .747 4.60.t1 

5 .• 1.1, 76 2.0150 2.!J70G 3.365 4.037 '1 

6 1'.440 1.9-1 32 2.44 6~ 3 .143 3 .7(;.".1 

7 1.415 1.894& 2 . 3C~6 2 .998 3.4 SJS 

P. 1.397 1.859C> 2.3050 2..89!> 3 .3554 

9 1.383 1.833 1 2.26 22 2..821 3.2498 

10 1.372 1.8 125 2.2281 2.764 . 3 .1693 

11 1.363 1.7 959 2.2010 2.71 B 3 .1058 

12 1.3SG 1.7323 7.17 P.I3 2.681 3.05t.5 

13 1.3SO 1.7709 2.1 GO·\ 2 G50 3.0123 

1-\ 1 .3·\5 1.7613 2.111 4'3 2 G24 7.9768 
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APPENDIX C 

Formula for determining t value: 

+- s~ -

1.-/h r>r D r,s n , 

n 

0 
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