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ABSTRACT

Promoting and advocating for the use of long lasimsecticidal nets (LLINS), otherwise
known as treated bed nets, is of great importamoee sthey have the potential for
protecting human beings against mosquito bitesicgusalaria. The objective of this
study was to determine the influence of marketing om consumer buying behavior of
Long Lasting Insecticidal Nets (LLINS) in NairobioGnty. This study used descriptive
research design. The target population of thisystaanprised of all household in Nairobi
that shop in the ten major supermarkets in NairAdist was obtained from the Nairobi
City Council Department of Licensing which revesigpermarkets operating in this area.
Due to the homescedasticity of the target populatie study adopted a sample size of
10 consumers in every supermarket. This gave alsasige of 100 respondents from the
study. The study used questionnaires in order leatadata. The questionnaire had both
open and close ended questions. The completed iguesites were checked for
completeness to ensure consistency. The study lisked that the brand name of
insecticide treated nets influences the customeicetof the net they purchase. Majority
of the respondents also agreed that the durabilitiie insecticide treated, the insecticide
treated nets manufacturer’'s reputation, the populand the strength of the mosquito
treated influenced their choice of decision. Thaelgtalso established that the majority of
the respondents view price of a product is a rafiacof its ease of use and status, its
usefulness, its performance, its durability and status. The study concludes that
pproduct influences the behaviour of consumers gpeat extent. The study concludes
that the quality, packaging and the brand naméefproduct influence the consumers’
behaviour. The study also concludes that the nétygbdurability and strength of the
treated net influence the consumers’ behaviourl@nprice, the study concludes that
there is a significant relationship between thegof the net and the consumers’ choice
of behavior. The study concludes that consumer®wethe price of the net before the
purchase and that the associate the high pricéstitquality. On distribution, the study
concluded that there is a significant relationsbgtween the distribution and the
consumers’ behavior. The study concludes that coessl will purchase nets that are
locally available, widely distributed across theuotyy, well displayed and those that are
well established in the Kenyan market. The studgchales that the display of the
mosquito treated net, advertisement on radios/bilkbard, sales promotional offer and
recommendation from friends influence the consumgesision to purchase the nets.
This study recommends that the various mosquitatdce nets in the country should
ensure that there mosquito nets are of high qusditgs to give them leverage against the
consumers. The study also recommends that the coegptake up advertising through
increased television advertisements and billboards.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Consumer behavior refers to a series of activdiescted toward the acquisition, use and
disposal of goods and services occurs (Salomom)2@ds a decision making process of
an individual physically by engaging in assessimgying and using or disposing the
goods and services. Consumer behavior is to urasher$tow a consumer makes decision
to buy a good using the available resources sudhm&s money, and effort for buying,
using, and disposing goods and services. It fataéig a better understanding and
forecasting not only of the subject of purchaset d&so of purchasing motives and
purchasing frequency (Schiffman, 2004). Marketegthe term is commonly understood
today, was developed initially in connection witmetselling of consumer—packaged
goods and later with the selling of industrial geodhe Committee on Definitions of the
American Marketing Association (AMA) defined markef as the performance of
business activities that direct the flow of goodsd &ervices to the consumer (Alexander,

1960).

The marketing mix is the combination of the fountrollable variables—product, place,
promotion, and price (the four Ps). These fouraldes help the firm in making strategic
decisions necessary for the smooth running of aoglyct / organization. These variables
are product; price; place and promotions. The frsklates to product in terms of the
product itself, quality, how different it is fronther products among other features. The
second P stands for price which refers to the denation foregone by the customer to
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acquire the product. The third P reflects placéerms of where and when the product
can be found while the fourth P reflects the praaroin terms of creating and promoting

the level of awareness among customers of the ptodu

The market place was changing radically as a reguttajor environment force such as
technological advances, globalization and deregulgiKotler, 2003). It is not news to
even the most casual observer of the financialieesvndustry that these are challenging
times for financial institutions. The pace of charand the growing complexity around
are breathtaking. The information technology retioly globalization, increasing buying
sophistication and significant demographic changes driving forces behind these

changes.

The study is anchored on two theories includingnoggstems theory and the resource
based theory. The open systems theory arguesrifjatinations are open systems which
require inputs from the environment and dischatggrtoutput into the environment.
This therefore means that organizations are enwiesrtal dependency (Salomon, 2004).
The resource-based view (RBV) as a basis for tmepetitive advantage of a firm lies
primarily in the application of a bundle of valualthngible or intangible resources at the
firm's disposal. To transform a short-run competitiadvantage into a sustained
competitive advantage requires that these resoamegebleterogeneous in nature and not
perfectly mobile. Through availability of resourcéisms will be able to execute the four

Ps successful for the competitiveness on the mat&ee.

Promoting and advocating for the use of long lasimsecticidal nets (LLINS), otherwise

known as treated bed nets, is of great importamoee sthey have the potential for
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protecting human beings against mosquito bites itgumalaria. Their benefit to
individual users at household level and to the theséctor and society as a whole has
been verified by various large-scale bednet int&tige programmes in malaria endemic
countries of sub-Sahara Africa. LLIN is one of tkey malaria control measures in
endemic countries in order to reach the MillenniDevelopment Goal which targets to

reverse the incidence of malaria by 2015.

1.1.1 Marketing Mix Variables

Watkins (2002) points out that marketing is a vienportant function in an organization
in that it focuses the management attention onoousts and what they want. Ensures
that the management concentrates on satisfyinghéleels and wants of the selected,
specific target markets and it also helps in theiem@ment of business plans by
providing customers with tailored solutions andstlgiving customer satisfaction. An
organization will only be effective and efficient its marketing activities meet the
perceived and desired benefits of its clients. Titigscritical for marketing and senior
management in organizations to be well endowed wm#keting to continue to adapt

and align its resources to the ever-changing enknent.

Kotler and Keller (2006) noted that the market pléan't what it used to be, that is it is
different as a result of major interlinking socldtaces that have created new behaviors,
opportunities and new challenges. They pointedtlmeifollowing forces to the changing
environment: Changing Technology, Globalization, rddgilation, Privatization, and
Customer Empowerment. Need for greater profitgbilihd heightened Competition.
Payne (2004) points out that marketing, in this petitive marketplace, has become a
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key differentiator between corporate success aitdréa In addition to competition he
has mentioned other forces in the market placesesgdlation and privatization. He has
further pointed out that the market place is evanging and its dynamism results to

new opportunities and threats that require a stroatketing ability to manage them.

1.1.2 Consumer Behavior

Consumer behavior shows the relationship betwediniduals, groups, or organizations
and the processes they use to select, secure, @pdse of products, services,
experiences, or ideas to satisfy needs and thecintpat these processes have on the
consumer and the society at large (Kuester, 20Mt2js not just the buying of
goods/services that receives attention in consurakavior but, the process starts much
before the goods have been acquired or boughtoéegs of buying starts in the minds of
the consumer, which leads to the search for alteesabetween products that can be

acquired with their relative advantages and disathges.

Consumer behavior is a complex pattern and sopatsti understanding for marketing
research. Simply stated it is the study of psyofickd, social and physical actions when
people buy use and dispose products, servicess ided practices (Solomon, 2006;
Blackwell et al., 2001; Peter & Olson, 2008). Basdiea behind the consumer research is
guestioning of buying reasons. However researchax® to go deeper and also ask
people how and in which circumstances purchasecandume (Blackwell et al., 2001)
Consumer behaviour consists of ideas, feelingsemapces and actions of consumers
with additional environmental factors like advensices and comments. Furthermore,

consumer behaviour is a dynamic process, becautiee afontinuous changes in ideas,
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perceptions and activities of consumers as indalglwr in a group (Olson & Peter,

2008).

The search for alternatives involves internal artermal research which informs the
decision-making process for purchase and use of gbeds by the customers.
Organizations also need to understand the posthasecbehavior which is important,
since it gives a clue to the marketers whethermptioguct is a success or not. Consumer
behavior seeks to understand what the consumekstlmhthe company’s products and
those of its competitors; how the product can bprawved according to customers, how
the customers use the product; what the custoraéiitade towards the product and its

advertising is and the role of the customer infaimsily.

According to Peter and Olson (2008), consumers ldhba analyzed by looking into
three objects; affect and cognition, behaviour,irmwment and their relations between
each other. Every single element can affect otleenents or it can be a reason to realize.
So, all elements should be considered when decidingharketing strategy (Peter and
Olson, 2008). Affect represents person’s emotiargerning a product like admiring or
hating, while cognition can be explained as meatélities such as learning, interpreting
and evaluating. When people are exposed to stirthdly have the image of objects,
situations, people or experiences in mind. Everdividual has own way of
understanding, perceiving and explaining of theaurdings in his own environment. In
some degree these specialties can be common dagesrdcommon attitude and beliefs.
Affect and cognition are connected to each othemsively however they are originated

totally in different ways as feelings and thouglister & Olson, 2008)
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Due to the various explanations of consumer beliaviBeter and Olson defined this
term as overt consumer behaviour that means comsagtieities which can be analyzed
by quantitative and qualitative methods. Succes$esarketing strategies pass through
not only changing of this behaviour of the conswsmeut also affect and cognition.
Although a person likes a product, it can be pdedhmt s/he does not purchase it (Peter
& Olson, 2008). Consumer environment is the surdings and out side effects. All
consumers are exposed to social pressure, culfameily, personal influence and

situation effects (Blackwell et al., 2001).

Consumer behavior patterns are quite related to ether, specifically in the aspects like
quality, pricing and decision making (Kumar, 201%aharudin et al. (2011) found that
the business firms must precisely the relationstith regard to price, the buyer’'s own

self concept and ownership position in a purchasestn. A deeper understanding
regarding the quality is very important for evergnketer. The customer satisfaction and
quality products are parallel in relationships wptiice, expertise, timeliness, service and

the physical environment (Lacobucci, Ostrom & Goaysl995).

Zeithaml (1988) found that perception of consunwrguality change over a time as a
result of added information, increased by changmpectations and completion in a
product category. The consumers base their purmasdiecision on information

indications and signals like product name, desigad price (Samiee, 1994). The other
major factors influencing buying behavior are baljc cultural, social, personal and

psychological.



1.1.3 The Retail Sector in Kenya

The Retail Sector is comprised of establishmentgaged in retailing merchandise,
generally without transformation, and renderingvie®s incidental to the sale of
merchandise. Retailing is the final step in therdigtion of goods to consumers. In
addition to retailing merchandise, some types tdilexrs engage in the provision of after
sales services, such as repair and installationv Mechines and equipment dealers,
supermarkets, electronic and appliance stores arsgical instrument stores are included

among this group providing products and service.

Supermarkets started in upper-income niches inelanges of Kenya (Nairobi and

Mombasa) and then spread into middle-class and plo@mer consumer markets, and
from large cities to secondary cities to towns witKenya. Supermarkets have then
spread from Kenya to poorer‘and less urbanized tcesn like Uganda, Rwanda and
South Sudan. Within these countries and also inygesupermarkets are now slowly
spreading to secondary cities and small towns. HBhigly concerns itself with the

mainstream Supermarkets. The mainstream Supermardst defined as those
supermarkets that employ more than fifty employaesheir day to day operations

(Njenga, 2006).

Supermarkets have also revolutionized the prodbetg offer and are rapidly penetrating
urban food retail in Kenya and spreading well belytreir initial tiny market niche into
the food markets of lower-income groups (Kiumbu&03). Having penetrated
processed and staple food markets much earlierfaster than fresh foods, they have

recently begun to make inroads into the fresh dridhd vegetables category. The



important changes in their procurement systemsgbsignificant opportunities and
challenges for small farmers, and have implicatiforsagricultural diversification and
rural development programmes and policies. Supdehadevelopment in Kenya is
currently in the medium stage where changes aiaggkace fast. Kenya is the second
most advanced country in terms of presence of sugrets in sub Saharan Africa, after
South Africa. Kenya has over 406 supermarkets &nldypermarkets (Economic Survey,
2010). In the last ten years, the formal food aadessities retail sector has undergone
massive transformation, with traditional retailems¢cluding small shops and public
markets, losing a significant proportion of the kedrshare to supermarkets. There are at
least six big Kenyan owned supermarkets, includitadgumatt (which is the largest),
Uchumi (which has just come out of receivership)skys, Naivas and Ukwala which is
the smallest of the giants. Kenya's advancemestpermarkets is evident from the fact
that it's top five cities (Nairobi, Mombasa, Nakuildoret, and Kisumu) have at least

165 supermarkets and 13 hypermarkets (Economie$u2010).

Supermarkets are quickly diffusing into small tovamsl secondary cities to target poorer
consumers in Kenya, while expanding to other caestwithin the East African region.
Uchumi and Nakumatt are now operating in Tanzamd dganda in an attempt to
broaden their annual turnover. The pattern of egiganin Kenya is similar to that of
South Africa (Njenga, 2006). This pattern of fipgnetrating upper class urban market
and then moving into lower income and rural-townrkets shows that there will be a
steady and rapid increase in supermarkets in EdstaA There used to be few
supermarkets in Kenya, but their number is increagjuickly. All bigger cities and

many smaller towns have them. Their quality is Uguwguite high, and higher than other
8



countries in the region. Next to Kenyan and otlegianal brands, many Western brands
are lining up to compete for the Kenyan market &.\his study therefore aimed at

investigating the strategic responses the sucdelssfie and medium supermarkets in
Kenya are engaging in to counter the challengesdbrioabout by changes in the external

environment.

1.1.4 Large Supermarkets in Kenya

The retail sector in Kenya is dominated by a fevgeéasupermarkets and many small
scale retailers. Traditionally, supermarkets assveid as markets for rich consumers. For
a long time, they were only found in large citidstioe developed world and middle
income countries. Nakumatt, Uchumi, Ukwala and Tmsk the country's biggest
supermarkets in terms of branch network and shgppiffic — have in the past few
years expanded generously in a tight race for strspfhat has wound up in areas
initially dominated by traditional channels likeagls, kiosks and small supermarkets in

small towns.

In Nairobi, the wars for market share have takemsteeam supermarkets from the usual
commercial areas to residential places, where #reysquaring off with newer and
smaller entrants like Chandarana, Stagematt, E#tsamd Naivas among others. With
Kenya being the more affluent market in East Afritsiretail sector is more developed,
but nearly hitting the slow lane, and the big pfayare looking beyond borders —
exporting their wars to neighboring countries. Berfance in the Retail Sector has
relatively muted in the later part of the decadeov@h in retail trade was limited to less

than 1% through 2008.



1.2 Research Problem

Consumer behavior is defined as the behavior thasumers display in searching for,
purchasing, using, evaluating and disposing of pectsland services that they expect will
satisfy their needs. The preferences, choices astdd of individual determine their
purchasing behavior. There are other differentoiactthat determine the consumer
behaviourssome of which marketers cannot control, such dsiral, social, personal,

and psychological factors.

Supermarkets in Kenya have generally been enjay@mgendous growth in recent years.
In the same vein, the environment has continudtignged bringing more and more

challenges to the players (Cofek, 2011). Variouanges have been witnessed in the
legal environment, competitive field, consumer reeadd also in the area of technology.
Responses have been seen such as acquisitionsetamgnpegionally and changes in

culture. In general the retail sector in Kenya basn undergoing significant growth both
in countrywide and regional presence. These dewsdops are an indicator that these
institutions have engaged in designing strategpaases that are effective in countering
the challenges brought about by the external enmemt. Majority of retail customers

purchasing insecticide treated bed nets purchase supermarket establishment making

it a better place for this study.

Booth and Shepherd (1988) argued that cultural es@homical factors, consumer’s
personality, attitudes, values and emotions, affectsumers’ decision making process
regarding food selection. Internationally, GilaainiTaleghani and Azizi (2013)

examined marketing mix and consumer behavior in &t hey indicate that consumer
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behavior analysis is an important domain for a retny manager as it gives insight into
a number of factors which affect sales and relatigrs that are not in the control of a
company. Haghshenas, Abedi, Ghorbani, Kamali anddta (2013) reviewed consumer
behavior and factors affecting on purchasing densiin Singapore and established the
interest of the buyer and its relationship with tdoeporate marketing mix, opportunities
for buyer’s orientation from the perspective of somer behavior can be obtained using
this technique. Roy (2013) also examined the eféécgreen marketing on consumer
behaviour — a study with particular reference tetvigengal (India). The results from this
illustrates that companies need to increase thl@mneunication with the customers for
going green, and that attributes like price and liyuaare more important than

“environmental responsibility

Locally, Musyoki (2012) examined the factors urghcing consumer buying behavior of
General Motors East Africa’s saloon vehicles andl#@ished that the level of income
influences consumer buying behavior/ repurchasiogvgs of the customer on the
automotive of choice. Ng'ang’a (2012) researchedtlo@ generation y consumer
behavior and its influence on the economic pillaKenya vision 2030 and concluded
that most respondents would consider to a largenéxhvesting in a business, buying a
mobile phone and buying a laptop when they haveedsh. Maiywa (2013) did a study
on the impact of green marketing on consumer bupgaviour in major supermarkets
in Nairobi County. The study established that soaekets endeavor to achieve some
competitive advantage over their competitors in diggamic business environment by
using different marketing strategies that influesoasumers to purchase green products

and services. Green marketing strategy is oneetthcial strategies that cannot be left
11



out by competitive organizations. Social respotisyphas become the drive of any

successful organization in the global market. it ba concluded that, product strategy,
pricing strategy, promotion strategy and distribntistrategy of any company should
emphasize on green marketing practices. From tbgeabtudies there is none that has
concentrated on the relationship between markedutyities and consumer behaviour
thus creating a research gap. This study soudfilt tbat gap by seeking answers to one
research question: what are the marketing mix blginfluencing consumer buying

behavior of insecticide treated bed nets in Nai@iby County?

1.3 Research Objective
To determine the influence of marketing mix on aoner buying behavior of Long

Lasting Insecticidal Nets (LLINS) in Nairobi County

1.4 Value of the Study
The study would be important to several stakehsldecluding the management of
companies involved in the business of Long Lastingecticidal Nets (LLINS)the

Government of Kenya policy makers and future redesas and scholars.

The management teams of Long Lasting Insecticidais NLLINS) as well as other
dealers in insecticide treated bed nets would ladgsefit from the findings of the study as
it would provide a better understanding to the ngan@ent on business activities

influencing consumer buying behavior of insectisitieated bed nets.
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Government agencies and policy makers could alsahss results to formulate positive
national policies on a framework that is relevant aensitive to the market forces

influencing the insecticides treated bed nets itrgtus

The study provided information to potential andreat scholars on the business
activities influencing consumer purchase behavitiis is because the study contributes

to the already existing knowledge on consumer hiebaand market activities.

The study also extents the application on the teeaf open system which explained
organization-environmental dependency and the resobased view theory which

argues that resources play an important role initipfementation of an organizations’

strategy.
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CHAPTER TWO

LITERATURE REVIEW

2.1Introduction
This chapter summarizes the information from otlesearchers who have carried out

research in the same field of study. It will dississues listed below.

2.2 Theoretical Perspective of the Study

Systems theory provides managers with metapharsjrtelogy and explanations about
how organizations function. It has dominated asaanéwork for managerial behavior
and organizational analysis (Peteraf, 1993). Thierral systems perspective focuses on
structure as a significant tool for the efficiemhaevement of organizational goals. It
emphasizes the role of management in deciding strelttures and determining the
specific goals that are to be achieved. Hence,fdbas is on formal structures, the
specificity of goals, and the formalization of miland roles (Wernerfelt, 1984). Open
systems reflected the belief that all organizatiaresunique in part because of the unique
environment in which they operate and that theyukhbe structured to accommodate

unique problems and opportunities.

Environmental influences that affect open systears e described as either specific or
general. The specific environment refers to thewoet of suppliers, distributors,
government agencies, and competitors with whichisaness enterprise interacts (Grant,
2002). The general environment encompasses foluemtes that emanate from the
geographic area in which the organization oper@feprak & Karademir, 2010). The

open-systems theory assumes that all large orgemgaare comprised of multiple
14



subsystems, each of which receives inputs fromrathbsystems and turns them into
outputs for use by other subsystems. The subsysteensot necessarily represented by
departments in an organization, but might instems@mble patterns of activity (Dharanaj

and Beamish, 2003).

The Resource Based View RBV originated from redeattat acknowledged the
importance of organizational specific resourcesfitlm success and was developed
further by Penrose (1959) and Demstez (1973). Buntbsearch has made significant
contribution to its development (Barney, 1996). TResource Based View (RBV)
suggests that sustainable superior performance@amgetitive advantage of any firm is
the result of the accumulation and utilization esaurces, managerial choices, factor
market imperfections and strategic industry factiisfsi & Ganthier, 2003). Firm
heterogeneity instead of external environmentalofacare considered relatively more
important determinants of the performance and coithgeposition of a firm both in the
local and international market place (Barney, 19B8eng et al, 2007; Lu et al., 2010).
The Resource Based View (RBV) views firms as a doatton of skills, resource and
capabilities. The acquisition, integration andizdifion of resources and capabilities are
expected to influence the performance of firms.SsEheesources are expected to be rare,

inimitable, valuable and unbundable (Grant, 2002).

2.3Influence of Marketing mix on Consumer Buying Behaior

Payne (2004) points out that marketing, in this petitive marketplace, has become a
key differentiator between corporate success aitdrda In addition to competition he
has mentioned other forces in the market placesesgdlation and privatization. He has
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further pointed out that the market place is eysanging and its dynamism results to
new opportunities and threats that require a stnmagketing ability to manage them.
Most organizations are now embracing different aetgpef marketing activities so as to
remain relevant in the industry. They have devealogdéferent products to satisfy the
different market segments. Kotler and Keller (20B@)hlighted the need for businesses
to come up with different products that are sugafior both the upper and lower end of
the market. Price reductions due to competitiorhiwithe industry, has seen increase in
sales and customer base due to low pricing strat®iyer people often influence a
consumer’s purchase decision. The marketer neektsol@ which people are involved in
the buying decision and what role each person pkyshat marketing strategies can also

be aimed at these people (Kotler et al, 1994).

Strategic marketing management formulation involsekecting a specific target market
and making decisions regarding the crucial elemehtsroduct, price, promotion and
distribution so as to satisfy the needs of custenreithat market. They are designed to
provide total integration of efforts that focus ashieving the marketing objectives
(Ferrell et al, 2002). Companies aim at choosimg“tight” activities from among many
possible alternatives. These possible strategeslegpendent on the nature of product or
service and also create a guideline as to whictketiag activities the company should
focus its efforts on (Majumdar, 1996).With marketistrategies in place, any challenge
that a company comes face to face with can beddakasily by applying those that are
appropriate for the situation. This ensures thahmanies are not caught off-guard.
Varying situations call for new survival techniqu@fie marketing strategy must fit the

needs and purposes of the selected target mabest®alistic given the organization’s
16



available resources and environment and should ddso consistent with the
organization’s mission, goals and objectives (Kotl2003). A marketing strategy
identifies customer groups which a particular besgncan better serve than its target
competitors, and tailors product offerings, pricéistribution, promotional efforts, and
services toward those market segments. Ideally, sthetegy should address unmet

customer needs that offer adequate potential plulity.

2.3.1 The effect of Product on Consumer Buying Beleor

With the increase in competition and faster difbusiprocesses, this results in the
shortening of Product life cycles hence new prodaanches have to be thoroughly
planned, test marketing becomes popular and alskagang plays an important role
(Majumdar, 1996). Product strategies may includeceatrating on a narrow product
line, developing a highly specialized product orv&e, or providing a product-service
package containing unusually high-quality servigéso emphasized are innovation
strategies, coming up with a range plan to createyct variety as well as branding of

products to differentiate them from competitionKidson & Wilson, 1996).

The quality of the product you produce, that wetdl to a successful outcome in the long
run for every in the world. In business there ave fmost important dimensions which
make a successful business and these are serviabtyguangible, reliability,
responsiveness assurance and identification (Azad&hahbazi & Teimouri, 2011).
Also Satya (2011) found that it is compulsory foe tfirms to maintain their quality
because people are more conscious of quality thime.pMost of the Asian country
consumers would want to have European or Americadygt to have better quality, so
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they always consider the “MADE IN” in their buyirlgehavior (Abedniya, 2011). The
assessment of consumer on a product based onygsaliery essential characteristic in
purchasing processes and consumers are consciapslity difference of all products

(Nugroho & Wihandoyo, 2009).

The consumers sometime go for better quality bratiter than considering of the price
factor. The consumers are most likely to purchaseotis but better quality brands in the
market instead less known brand they also reagwaychigher prices for renowned brand
(Boonlertvanich, 2009).Business goals will be etmswachieve if service quality can be
treated as a construct different stages so unaelish and assurance are the most
important in service quality (Fogarty, Catts & Roy12000).An effective business to
business relationships for many firm service qualg more significant rather than
product quality, these unique challenges achievetocter satisfaction (Rossomme,
2003).Quality is the major concern in every fielfl libe, whether you buying some
product or services. Tsiotsou (2006) found a peesitiirect effect of perceived quality on
purchase intentions. The literature suggests tatetis a significant role of product

quality in buying behavior but it may vary from tuuie to culture.

2.3.2 The Influence of Price on Consumer Buying Belvior

With the growing competition in the market, comganmore often than not opt for niche
strategies to serve specific areas in the markejuividar, 1996). They need to make a
price-quality trade off to choose their consumditse right price strategy is crucial for
maximizing total revenue. Generally, higher prioesan lower volume and vice-versa;
however, small businesses can often command highieres because of their
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personalized service. Some price strategies mayadimcreasing a company’s share

growth or for market penetration purposes (Atkinsi896).

According to Kurtulus et al. (2005) the influenceconsumer psychographics on their
tendency to purchase retailer brands, that mustl@ and reliable so the consumers are
more price conscious and prefer and purchase eetaihnds. Most of the consumers
need convenience and quality products that strongiyivate them to buy the same
product more frequently in the future (Ahuja, Gyg#aRaman, 2003). Ahmad and Vays,
(2011) found that the pre decision time of consumerchasing behavior recognized
solid link with the desire purchasing Behavior loé tonsumerslhe product price factor

is always been an important factor in customer/oores buying process in every
context. They always examine price and brand narfegmation differently when they
are making judgments on the dimensions of quadi&ge of use, usefulness, performance,

durability, and status (Brucks, Zeithaml & Nayla000)

The marketing managers have to think broader te lmavommon on two factors such as
capability control and strategic dynamic pricingliges (Moe & Fader, 2009). The
customer must be facilitated with some packageproducts. Bie and Chiao (2001)
found that the marketing managers should highligatprice fairness in total consumer
satisfaction program. According to Chang and W(i98) the price has its significant
influence on perceived quality when it is the omhformation indicated available.
According the study of consumer prefers to havei@pather than technical aspects in
durable goods. In purchasing process consumer fookthree main things prices,

convenience, and recommendation by someone (Rehmane 2011).The basic
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marketing tool of attention is price and the vabfepricing can be measured into the
effects of costs, markups, and side payments (&fumita, 2002). As previous studies
also found that certain demographic groups suderaales, married persons, old people
and home workers are more responsible to examineafad use, price information
consciously. The literature suggests that price ¢r@at impact in consumer buying
behavior very effectively. Every consumer needsarawareness regarding the price and

fairness in price in the shape of packages anaudirgs.

2.3.3 The Role of Distribution on Consumer Buying Bhavior

The manufacturer and wholesaler must decide howdigtribute their products. As
competition becomes fierce, retailers and wholesaléll be wooed more assiduously.
Loyalty in trade will go down. This calls for reqaqaisal of the existing distribution
channels and development of new channels as wegivaghought to development plans
and strategies (Majumdar, 1996). Working throughaldshed distributors or
manufacturers' agents generally is easiest forlsnmatufacturers. Small retailers should
consider cost and traffic flow in site selectiospecially since advertising and rent can
be reciprocal: A low-cost, low-traffic location nmesaaspending more on advertising to

build traffic.

Distribution (also known as thgace variable in the marketing mix, or theP$) involves
getting the product from the manufacturer to thtemate consumer. Distribution is often
a much underestimated factor in marketing (Majumd866). Many marketers fall for

the trap that if you make a better product, congameéll buy it. The problem is that
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retailers may not be willing to devote shelf-spax@ew products. Retailers would often

rather use that shelf-space for existing produatehhat proven records of selling.

2.3.4 The Influence of Promotion on Consumer Buyin@ehavior

Promotion strategies play a vital role in the deatof mutually beneficial exchanges
between producers and consumers of goods, servicedeas. To be effective, the
promotional strategy must be guided by the margetioncept such as focusing on
consumer needs and integrating all activities ef dhganization to satisfy those needs
(Engel et al, 1991). Such strategies include atbregt and direct customer interaction.
Good salesmanship is essential for small busindssesuse of their limited ability to
spend on advertising. Good telephone book advegtis also important. Direct mail is

an effective, low-cost medium available to smabkibess

Sales promotion is media or non media marketinggue applied for a pre determined,
limited period at the level of consumer, retailemanolesalers in order to stimulate trials,
increase consumer demand or improve product avigyatiKotler, 2003). It is also a key
ingredient in marketing campaign and consists divarse collection of incentive tools
mostly short term, and designed to stimulate quickegreater purchase of particular
products or services by consumer or the traderl¢Kd003). According to Churchill and
Peter (1995), sales promotion is designed to p@duick results that will not only boost
sales in the immediate future, but will translateldyal customers in the long run.
Consumers have become more and more sophisticatgdllbas marketers in their bid to

persuade the consumers and increase market shtwepnoducts and services they offer.
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This persuasion comes in the form of discount® {ifts, bonuses, free air time among

other sales promotional activities.

Adcock et al. (2001) assesses that when a purctl@sision is made, the purchase
decision can be affected by unanticipated situatidactors. Some of these factors
according to them could be directly associated with purchase, for instance the outlet
where the purchase is to be made, the quality todoght, when and how to pay. Most
instances, firms remove the need to make this idecksy either including the essentials
in the form of sales promotion tools like coupodiscounts, rebates and samples. The
additional benefit whether in cash or in kind offérto consumers through sales
promotion is highly likely to influence their purase behaviour or decision (Ngolanya, et
al. 2006). After considering the possible optiotise consumer makes a purchase
decision and the consumer’s choice depends iropatie reason for the purchase (Kotler
et al, 2003).According to Kotler et al. (2003), tensumer may act quickly, especially if
sales promotional tools are used or the consumer punatpone making any purchase.
Whenever the consumer makes a purchase, they findlwat products and services are
available, what features and benefits they offérm wells them at what prices, and where

they can be purchased (Stanton et al., 1994).

The firms and its sales team provide consumers thighmarket information whenever
they engage consumers in efforts to inform or pEsuin an attempt to communicate
with them. Sales promotion therefore provides dabie link by providing consumers
with samples of the products for them to test thersmall quantities as well as provide
consumers with most needed information concerriegoroduct (Ngolanya et al; 2006).
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According to Davidson et al, (1984), purchase degisnay be between objective or
emotional motives; nevertheless, in all cases, ghle is made or not made in the
customers mind and not in the mind of the sellepréduct is not purchased for its own
sake but for its ability to satisfy a need. The assome of these promotional tools helps
in determining the use that consumers are likelpub the product into and therefore
guide them towards the right product (Cox & Brita#®00).The consumer is therefore
provided with the relevant information, get the ogipnity to try the product and get to

know whether it satisfies their needs and alsoyeajprice reduction.

Sales promotion is therefore used to draw consuntetbie product and they end up
making an impulse purchase as a result of the gitrieof the sales promotional tool
(Ngolanya, et al, 2006).Berkowitz et al. (1994) gwsed that, in the purchase decision
process, at the recognition and the informatiomcéeatage, the sales promotional tool
that is most effective is the free samples bec#uselps gain low risk trials. According
to them, consumers will be more likely to take tlek of trying a sample rather than
buying the whole product and being disappointeceyTfurther suggested that, at the
alternative evaluation and the purchase decisiagestcoupons, deals, point of purchase
displays and rebates are suitable sales promotiool because they encourage demand
and repurchase of the same product by the consdrhey. finally proposed that, at the
post purchase stage, the best sales promotiowtmald be the use of coupons, as they

encourage repeat purchase from first time buyers.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1lIntroduction

This chapter sets out various stages and phasewé¢ha followed in accomplishing the
study. Procedures and techniques that were usdtieincollection, processing and
analysis of data were discussed. Specifically tregpter covered: research design, target
population, sampling design, data collection inskeats, data collection procedures and

data analysis.

3.2Research design

Kothari (2004) defines research design as the geraent of conditions for collection
and analysis of data in a manner that aims to coentglevance to the research purpose
with economy in procedure. This study used deseeptesearch design. According to
Gatara (2010), descriptive design is appropriateabse it is less expensive and can

enable the researcher to examine data from a wi@erwithin a short time.

A descriptive design provides qualitative or nurnekescriptions of trends, attitudes and
perceptions of the population by studying a sangbl¢hat population (Kothari, 2008;
Best & Khan, 2003). Since this study was interestedetermining the influence of the
independent variables on the dependent variableowitmanipulating any variable, the
research design was suitable since it focused ®wrulrent phenomenon in regard to the
influence of marketing activities and consumer hgybehaviour of mosquito treated

nets.
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3.3Target Population

Mugenda and Mugenda (2003) define target populasthat population the researcher
studies, and whose findings are used to generaifige entire population. Population is
the entire group of individual's, events or objedtaving a common observable
characteristic. The target population of this stedynprised of all household in Nairobi
that shop in the ten major supermarkets in NairAdist was obtained from the Nairobi
City Council Department of Licensing which revesigpermarkets operating in this area.
This study used a census study where customerl tifeamajor supermarkets will be

used to determine the problem under investigation.

3.4Sample Design

Sampling involves any procedure that draws conohssibased on measurements of a
portion of the entire population (Ethridge, 200Axcording to Connaway and Powell
(2010) a sample is usually drawn because it is ¢esfly and less time consuming to
survey than the population, or it may be imposstolesurvey the entire population.
Mugenda and Mugenda (2003) indicate that a sanfil®-80% of the target population
is considered adequate provided it is scientifjcaletermined. However due to the
homescedasticity of the target population the stadgppted a sample size of 10

consumers in every supermarket.

This gave a sample size of 100 respondents fronsttigdy.In statistics, a sequence or a
vector of random variables is homoscedastic ifraidom variables in the sequence or
vector have the same finite variance and thus palitray the same characteristics

(Chandran, 2004). The respondents were selectetbmay and thus each had an equal
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chance of being selected. Simple random samplichntqgue was used because it

presents every member of the population an equeadashof inclusion in the study.

3.5Data Collection

The study used questionnaires in order to collett.dKirakowski (1998) defines a
guestionnaire as a method for the elicitation, rdiog and collecting of information. The
guestionnaires were used because they are inexpei$ie questionnaire had both open
and close ended questions. Qualitative data wdsctedl from open ended items while

guantitative data was collected from closed entirds in the questionnaire.

The closed ended questions made use of a five pikett scale where respondents were
required to fill according to their level of agreemb with the statements. The
unstructured questions were used to encourage ebomdents to give an in-depth
response where close ended questions were limifing.questionnaires were designed
comprising of two sections. The first part includdde demographic characteristics
guestions designed to determine the profile ofrdspondents while part two dealt with

the identified independent variables.

3.6Data Analysis

Miller (1991) notes that in order to analyze caiéstdata, a researcher needs to have the
following information about the statistical dataafsis tools namely: descriptive,
inferential and test statistics. The completed tjoesaires were checked for
completeness to ensure consistency. Qualitativa dats analyzed by deductive and

inductive approaches while quantitative data wi# Bnalyzed descriptively using

26



Statistical Package for Social Statistics (SPSS2V.0) to determine the Marketing
activities influencing consumer buying behavioiredecticide treated bed nets in Nairobi
County. The findings were presented by use of tabled Graphs. In addition, the study

used inferential statistics that involved multipbgression analysis.

The regression equatio¥:= o + B1X1 + B2Xo + BaX3z + PaXs + &

Whereby Y = Consumer Behaviour
X1= Product
Xo= Price
Xs= Distribution
X4= Promotion

¢ = Error Term
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CHAPTER FOUR

DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction
This chapter presents the findings of the stud flidings will be presented in tables

and charts.

4.2 Response Rate

The study targeted a sample size of 100 respond@htke targeted 100 respondents, 69
filled and returned their questionnaires. Thisegawesponse rate of 69%. According to
Mugenda & Mugenda (2003) the statistically sigrifit response rate for research

analysis should be at least 50% as shown in Figdre

Figure 4.1: Response Rate

Source: (Research Data, 2014)
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4.3 Respondents’ Profile

4.3.1 Gender

The study sought to establish the gender of theoratents. The findings are shown in the Figure
4.2:

Figure 4.2: Gender of the respondents

Source: (Research Data, 2014)

The findings show that 52% of the respondents Vieneale and 48% were male. The

study involved both genders in the study althoughféemales were the majority.

4.3.2 Age Categories

The respondents were asked their age. Table 4vissihe responses

Table 4.1: Age Categories

Frequency Percentage

Up To 20years 12 17
21-25 Years 8 12
26- 30yrs 15 22
31-35 Yrs 5 7

36- 40 Years 14 20
41- 50 Years 11 16
Above 50 Years 4 6
Total 69 100

Source: (Research Data, 2014)
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The respondents who were aged below 20 years 1véte 12% were aged between 21-
25 years and 22% of the respondents were aged éet2& 30 years. The respondents
who were aged 31-35 years were 7%, 20% were agdd 3€ars, 16% were aged 41-50

years and only 6% were above 50 years.

4.3.3 Level of Education

The study sought to establish the respondents! thaeducation. The findings are shown in table

4.2

Table 4.2: Level of Education

Frequency Percentage
KCSE Certificate 11 16
Technical Certificate 15 22
Bachelor's Degree 16 23
Master’'s Degree 10 14
Other 17 25
Total 69 100

Source: (Research Data, 2014)

The respondents who were KCSE certificate holdeesewl6%, 22% had technical
certificate, 23% had bachelors degree, 14% hademsadegree and 25% said they had

other qualifications.

4.3.4 Frequency of Purchases
The study sought to establish how often the respatsdpurchased in their respective

supermarket.

Table 4.3: Frequency of Purchases

Frequency Percentage
Daily 38 55
Weekly 20 29
Monthly 11 16
Total 69 100

Source: (Research Data, 2014)
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From the responses, the respondents who shop iatstipermarkets daily were 55%,

29% shopped weekly while 16% shopped monthly.

4 .4 Influence of Product on Consumer Behavior

The respondents were asked the extent to whichapeed on the statements in table 4.4

on the influence of product on consumer behavior.

Table 4.4: Influence of Product on Consumer Behawr

Mean Std. Dev

The quality of insecticide treated nets is a ketedrinant in my|} 4.652 | 0.001
purchase of a mosquito net

The packaging of the insecticide treated net imftigs my decision3.987 | 0.213
to purchase a mosquito net

The brand name of insecticide treated nets inflasmay choice of 3.665 | 0.542
the net | purchase

The value of the products | more important thancibst 4231 | 0.158

The reliability of insecticide treated nets inflaermy choice of the4.562 | 0.962
insecticide Mosquito net to buy

The durability of the insecticide treated nets keg determinant of 4.772 | 0.333
my decision on the net | purchase

The color variety of insecticide treated nets iaflues my choice3.421 | 0.145
of the mosquito net brand | purchase

The strength of the insecticide treated nets imiteés the brand 14.015 | 0.452
purchase

The popularity of insecticide treated nets influemeny mosquitg 3.776 | 0.662
net purchase decision

The insecticide treated nets manufacturer's refutabn thel 4.011 | 0.174
market influences my decision on the nets

Source: (Research Data, 2014)

On whether the quality of insecticide treated nets key determinant in my purchase of
a mosquito netthe respondents strongly agreed avithean of 4.652.Kotler and Keller
(2006) cited that it is important for companiestone up with products that are of good

quality and thus suite the need of the consumeh& fEspondents also agreed that
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packaging of the insecticide treated net influenogsdecision to purchase a mosquito
net with a mean of 3.987 and also agreed that ttasedoname of insecticide treated nets
influences my choice of the net | purchase witheamof 3.665. According to Atkinson
& Wilson (1996), companies should provide produchose packaging contains
unusually high-quality service. He also emphasized branding of products to
differentiate them from competition. Asked whethlee value of the products | more
important than the cost the respondents agreddantean of 4.231 and strongly agreed
that the reliability of insecticide treated netdluence my choice of the insecticide
Mosquito net to buy with a mean of 4.562. Theatdlity of a product is one of the
important dimensions that make a business sucdggsfadavar, Shahbazi, &Teimouri,
2011). On the durability of the insecticide treated netsai key determinant of my
decision on the net | purchase, the respondemsgiragreed with a mean of  4.772.
The respondents were neutral on whether the caaety of insecticide treated nets
influences my choice of the mosquito net brandrtpase with a mean of 3.421. The
respondents also agreed that the strength of gecticide treated nets influences the
brand purchase with a mean of 4.015 that the pdpulaf insecticide treated nets
influences my mosquito net purchase decision witmean of 3.776 and that the
insecticide treated nets manufacturer’s reputatiorthe market influences my decision
on the nets with a mean of 4.0lso Satya (2011) found that it is compulsory fioe
firms to maintain their quality because people e conscious of quality than price.
Thus the quality of the product you produce, théitlead to a successful outcome in the

long run.
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4.4.1 Extent of Influence of Product

The study sought to establish the extent to whiaidyct brand influences the consumers’

choice of purchasing he findings are shown in table 4.5.

Table 4.5: Extent of Influence of Product

Frequency Percentage
Very Great Extent 33 48
Great Extent 28 41
Moderate Extent 4 6
Little Extent 1 1
No Extent At All 3 4
Total 69 100

Source: (Research Data, 2014)

The respondents who said that product influenced thehavior to a very great extent
were 48%, 41% said to a great extent,6% said tmdenate extent ,1% said to a little
extent and 4% said to no extent at all. Majorityttté respondents said that the product
was a great influence to their consumer beha@uomlity is the major concern in every
field of life, whether you buying some product @mnsces. Tsiotsou (2006) found a

positive direct effect of perceived quality on puase intentions

4.5 Influence of Price on Consumer Behavior

The respondents were asked the extent to whichapeed on the statements below on

the influence of price on consumer behavior.
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Table 4.6: Influence of Price on Consumer Behavior

Mean Std. Dev

| review the prices of insecticide treated netleeteciding 4.611 0.005
on which brand to purchase

| associate higher prices with high quality of ictsgde | 4.231 0.214
treated nets

| use the prices to determine which insecticidatae nets to 4.031 0.114
purchase

Price differentiations are key determinants of mgecticide 3.441 0.251
treated nets purchase decision

The price of a product is a reflection of @ase of use, , and.051 0.632
status

The price of a product is a reflection of utsefulness, 3.456 0.224
The price of a product is a reflection of jiisrformance 4.141 0.621
The price of a product is a reflection of dsrability, 4.354 0.452
The price of a product is a reflection of stsitus 3.985 0.334
There is need for pricing controls and policiesimsecticides 4.687 0.224

treated bed nets

| prefer to have a price rather than technical eispe durableg 2.114 0.362
goods

Source: (Research Data, 2014)

On whether the customer reviews the prices of iigde treated nets before deciding on
which brand to purchase, the respondents agredd avinean of 4.611. According to
Majumdar (1996), companies need to include strasethat will serve specific areas in
the market by offering price-quality trade off thkoose their consumers. The respondents
also agreed that they associate higher prices hign quality of insecticide treated nets
with a mean of 4.231. On whether customers useptiiges to determine which
insecticide treated nets to purchase, the respondgneed with a mean of 4.031. The
respondents were neutral on whether price diffeagahs are key determinants of their
insecticide treated nets purchase decision, wittean of 3.441. However Kurtulus et. al
(2005) cited that most customers are price consciOn whether the price of a product is
a reflection of its ease of use, and status, tepamdents were neutral with a mean of
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3.051. On whether the price of a product is a céifbe of its usefulness, the respondents

were also neutral with a mean of 3.456.

Asked whether the price of a product is a reflectd its performance, the respondents
agreed with a mean of 4.141 and also agreed thatribe of a product is a reflection of
its durability, with a mean of 4.35&rucks, Zeithaml & Naylor (2000) concluded that
consumers always examine price and brand namematan differently when they are
making judgments on the dimensions of quality: eafsase, usefulness, performance,
durability, and status\sked whether the price of a product is a reftectf its status, the
respondents agreed with a mean of 3.985 and alsioghy agreed that there is need for
pricing controls and policies on insecticides tedabed nets with a mean of 4.687. The
respondents disagreed that they prefer to havaca pather than technical aspects in
durable goods, with a mean of 2.114. These findargsconsistent with those bfoe &
Fader (2009) who cited that marketing managers tatl@nk broader to have a common

on two factors such as capability control and sgiatdynamic pricing policies

4.5.1 Extent of Influence of Price
The study sought to establish to what extent theepaffects the consumers’ choice of
product. The findings are shown on Table 4.7:

Table 4.7: Extent of Influence of price

Frequency Percentage
Very Great Extent 23 33
Great Extent 34 49
Moderate Extent 7 10
Little Extent 3 4
No Extent At All 2 3
Total 69 100

35



The respondents who said that the price influettogis purchase of product to a very great extent
were 33%, 49% said to a great extent, 10% saidnoderate extent, 4% said to little extent and

3% said to no extent at alLhe basic marketing tool of attention is price dmel value of
pricing can be measured into the effects of costarkups, and side payments

(Chintagunta, 2002).

4.6 Influence of Distribution on Consumer Behavior

The study sought to establish the extent to whioh tespondents agreed on the

statements in table 4.8 on the distribution of comsr behavior.

Table 4.8: Influence of Distribution on Consumer Bhavior

Mean | Std. Dev

| purchase insecticide treated nets that are readdilable 4542 | 0.152

| prefer purchase insecticide treated nets whioh wardely| 4.231 | 0.412
distributed all over the country

| prefer purchasing insecticide treated nets thet well| 3.445 | 0.221
displayed

| prefer purchasing insecticide treated nets thet well| 4.023 | 0.162
established on the Kenyan market

On whether consumers purchase insecticide treagtslthat are readily available, the
respondents strongly agreed with a mean of 4.54&tribution involves getting the

product from the manufacturer to the ultimate comsu Majumdar (1996) cited that
companies need to ensure that there is a cleaibdisbn channel so that all the products
can get to the consumers. On whether consumersrpefpurchase insecticide treated
nets which are widely distributed all over the doynthe respondents agreed with a
mean of 4.231. Asked whether the respondents peefgrurchasing insecticide treated

nets that are well displayed, the respondents neugral with a mean of 3.445.
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On whether the respondents prefer purchasing icgéettreated nets that are well
established on the Kenyan market, the respondgneed with a mean of 4.023. There is
need for organizations to consider cost and trdlifiv in site selection, especially since
advertising and rent can be reciprocal: A low-ctsty-traffic location means spending
more on advertising to build traffic. This will amg that the products are widely

distributed and easily accessible across all mardajumdar, 1996).

4.6.1: Extent of Influence Of Distribution

The study sought to establish to what extent admésof the product in the market
influences the consumers choice of the product.

Table 4.9: Extent of Influence of Distribution

Frequency Percentage
Very Great Extent 29 42
Great Extent 27 39
Moderate Extent 6 9
Little Extent 5 7
No Extent At All 2 3
Total 69 100

Source: (Research Data, 2014)

The respondents who said that distribution inflesrnihe consumer choice to a very great
extent were 42%, 39% said to a great extent, 9%htsad moderate extent, 7% said to a
little extent and 3% said to no extent at all. Timenufacturer and wholesaler must decide
how to distribute their products since as compuetitbecome fierce, retailers and
wholesalers will be wooed more assiduously and ltgyan trade will go down

(Majumdar, 1996).
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4.7 Influence of Promotions on Consumer Behavior

The study sought to establish the extent to whietréspondents agreed on the following
statements on the influence of promotions on comsurahavior. The findings are shown

in Table 4.10:

Table 4.10: Influence of Promotions on Consumer Betvior

Mean| Std. Dev

The display of insecticide treated nets has a gnflaence on my 3.625| 0.004
choice of the brand to purchase

| purchase insecticide treated nets that | havedhadvertised on 3.421| 0.231
Television/Radio/ Billboard

| purchase insecticide treated nets because oadvertisement 3.628| 0.145
run in the media

The advertisement run in the media makes me pugchagiven 4.022| 0.662
brand of insecticide treated net.

| purchase brands that my friends have recommended 3.621| 0.135

| purchase insecticide treated nets that are oesgadomotional 3.014| 0.621
offer

Source: (Research Data, 2014)

On whether the display of insecticide treated hets a great influence on my choice of
the brand to purchase, the respondents agreedwitban of 3.625. Promotion strategies
play a vital role in the creation of mutually bew&fl exchanges between producers and
consumers of goods, services or ideas (Engel ét9#1). Asked whether customers
purchase insecticide treated nets that they haaedhadvertised on Television/Radio/
Billboard, the respondents were neutral with a nefan  3.421. Asked whether
consumers purchase insecticide treated nets beadue advertisement run in the

media, the respondents agreed with a mean of 3.628.
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On whether the advertisement run in the media me&esumers purchase a given brand
of insecticide treated net, the consumers agreddavmean of 4.022. These findings are
consistent with those of Engel et. al. (1991) witedcthat customers should include
strategies such as advertising and direct custamenaction since good salesmanship is
essential for businesses. On whether consumechgee brands that their friends have
recommended, the respondents agreed with a me&621. On whether consumers
purchase insecticide treated nets that are on pedesotional offer the respondents were
neutral with a mean of 3.014. Sales promotion igiener non media marketing pressure
applied for a pre determined, limited period at flegel of consumer, retailer or

wholesalers in order to stimulate trials, increasasumer demand or improve product

availability (Kotler, 2003).

4.7.1 Extent of Influence of Promotions, Price, Dtgbution and Product

The study sought to establish to what extent Prmmst Price, Distribution and Product.
The responses are shown in the table below.

Table 4.11: Extent of Influence of Promotions, Prie, Distribution and Product

Quality Rank
Price 1.231
Product 1.452
Distribution 2.315
Promotion 2.513

Source: (Research Data, 2014)

The respondents said that price and product wezat gnfluencers to the behavior of
consumers with a mean of 1.231 and 1.452 respécti@a distribution the respondents

said it influenced their behavior to a moderateepixind the promotion influenced their

39



behavior to a little extent with a mean of 2.518yiie (2004) points out that marketing,
in this competitive marketplace, has become a kiffgrdntiator between corporate
success and failure. Strategic marketing manageifoemulation involves selecting a
specific target market and making decisions reggrdine crucial elements of product,
price, promotion and distribution so as to satibfy needs of customers in that market.
They are designed to provide total integration férées that focus on achieving the

marketing objectives (Ferrell et al, 2002).

4.8 Multiple Regression Analysis

The researcher conducted a multiple regressiorysisao as to establish the relationship
between independent and dependent variables. mtiedis were tabulated and discussed

under this section.

Table 4.12: Model Summary
R R Square Adjusted R Square Std. Error of thentedé
797 .628 592 4.161

a. Predictors: (Constant), Product, price, Distidoy promotion
Source: (Research Data, 2014)

From the model Summary above, 62.8% of the totabmae in the dependent variable
(consumer behaviour) can be explained by combine@pendent variables (Product,

price, Distribution, promotion).
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Table 4.13: ANOVA

Model Sum of Squares df Mean Square F Sig.
Regression 1225.625 4 306.406 26.9623 000
Residual 727.312 64 11.3643

Total 1952.936 68

a. Dependent Variable: Consumer Behaviour
b. Predictors: (Constant), Product, price, Distiidoy, promotion
Source: (Research Data, 2014)

The ANOVA table above shows that the model fits dlaga as p-value is less than 0.05
(Sig. = .000). Further, the null hypothesisp that there is no significant effect of
marketing mix on consumer buying behavior of Longsting Insecticidal Nets
(LLINS) in Nairobi Countyis rejected and the alternative hypothesis) (fHat there is
significant effect ofmarketing mix on consumer buying behavior of Longsting
Insecticidal Nets (LLINS) in Nairobi Countg accepted instead.

Table 4.14: Coefficients

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 3.447 4.849 2.773 .008
Product 329 257 .370 1.27]7 .042
Price .636 199 .891 3.206 .002
Distribution .569 .262 .009 2.13b .003
Promotion .240 110 .286 2.176 .03%

a. Dependent Variable: Consumer Behaviour
Source: (Research Data, 2014)

Y = Bot B1X1 + PoXo + PaXz + PaXst+ €
Becomes;

Y = 3.447 + .329X+ .636X% + .569X + .240X%,
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From the Coefficients Table 4.11, for every unitrgase in consumer behavior, Product
0.329, price contributes 0.636, distribution cdnites 0.569 and promotion contributes
0.240. When all other variables remain constantsaemer behavior remains at 3.447. All
the contributions of the independent variables thiedconstant are statistically significant

since p-values are all less than .05. The regressjaation;

4.9 Discussion of the Findings

The findings showed that majority of the respongeagreed that the quality of
insecticide treated nets is a key determinant inpemgchase of a mosquito net and that
packaging of the insecticide treated net influenmgsdecision to purchase a mosquito
net. Kotler and Keller (2006) cited that it is inmant for companies to come up with
products that are of good quality and thus suigentied of the consumers The study also
established that the brand name of insecticideedeaets influences the customer choice
of the net they purchase. According to Atkinson &lséh (1996), companies should
provide product whose packaging contains unusuligh-quality service. He also
emphasized on branding of products to differentilagen from competition. The findings
also showed that the majority of the respondentseajthat the value of the products was
more important than the cost. On the reliability infecticides treated nets majority
agreed that it influenced their choice of the itisete Mosquito net to buy. . The
reliability of a product is one of the importantréinsions that make a business successful
(Azadavar, Shahbazi, & Teimouri, 201Majority of the respondents also agreed that the
durability of the insecticide treated, the insadtctreated nets manufacturer’s reputation,
the popularity and the strength of the mosquitatee influenced their choice of
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decision.Satya, (2011) found that it is compulsory for finms to maintain their quality
because people are more conscious of quality thae. @rhus the quality of the product

you produce, that will lead to a successful outcamtée long run.

On the influence of price, the study establisheat that majority of the respondents
review the prices of insecticide treated nets leefteciding on which brand to purchase
and that the majority associate higher prices wigh quality of insecticide treated nets.
According to Majumdar (1996), companies need tdumhe strategies that will serve
specific areas in the market by offering price-gydtade off to choose their consumers.
The findings also showed that the majority of tagpondents use the prices to determine
which insecticide treated nets to purchase and pnate differentiations are key
determinants of my insecticide treated nets pueltigsision. Kurtulus et.al (2005) cited
that most customers are price conscious. The silgdyestablished that the majority of
the respondents view price of a product is a raflacof its ease of use, and status, its
usefulness, its performance, its durability andstetus. The findings also show that the
majority of the respondents strongly agreed thateths need for pricing controls and
policies on insecticides treated bed n@&sicks, Zeithaml & Naylor (2000) concluded
that consumers always examine price and brand mafiorenation differently when they
are making judgments on the dimensions of quad#ge of use, usefulness, performance,

durability, and status

On the influence of distribution, consumers purehassecticide treated nets that are
readily available. Majumdar (1996) cited that comipa need to ensure that there is a

clear distribution channel so that all the prodwaa get to the consumers. Majority of
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the respondents also agreed that they prefer thpse insecticide treated nets which are
widely distributed all over the country and welspliayed. Majority of the consumers said
that they purchasing insecticide treated nets #natwell established on the Kenyan
market. A low-cost, low-traffic location means s@elg more on advertising to build

traffic. This will ensure that the products are &hddistributed and easily accessible

across all markets (Majumdar, 1996).

On the influence of promotions, majority of thepesdents agreed that the display of
insecticide treated nets has a great influence prthmice of the brand to purchase and
that they purchase insecticide treated nets thaly thave heard advertised on
Television/Radio/ Billboard. Promotion strategidaypa vital role in the creation of

mutually beneficial exchanges between producerscamdumers of goods, services or
ideas (Engel et.al. 1991). Majority of the respormideagreed that they purchase
insecticide treated nets because of the advertisemm in the media and that the
advertisement run in the media makes them purchaseen brand of insecticide treated
net. Engel et. al. (1991) who cited that custonsdreuld include strategies such as
advertising and direct customer interaction sino®dgsalesmanship is essential for
businesses Majority of the respondents also agttesdthey purchase brands that my
friends have recommended and that they purchasetiosle treated nets that are on
sales promotional offer. Sales promotion is medianon media marketing pressure
applied for a pre determined, limited period at fkegel of consumer, retailer or

wholesalers in order to stimulate trials, increasasumer demand or improve product

availability (Kotler, 2003).

44



CHAPTER FIVE:

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter presents the summary of the key diatbnfys, discussion of the findings,

conclusion drawn from the findings highlighted ardommendation made there to.

5.2 Summary

The findings showed that majority of the respongeagreed that the quality of

insecticide treated nets is a key determinant inpemgchase of a mosquito net and that
packaging of the insecticide treated net influenmgsdecision to purchase a mosquito
net. The study also established that the brand rdnmesecticide treated nets influences
the customer choice of the net they purchase. ifdenfys also showed that the majority
of the respondents agreed that the value of théugte was more important than the cost.
On the reliability of insecticides treated nets onidy agreed that it influenced their

choice of the insecticide Mosquito net to buy. Miyoof the respondents also agreed
that the durability of the insecticide treated, theecticide treated nets manufacturer’s
reputation, the popularity and the strength ofrttesquito treated influenced their choice

of decision.

On the influence of price, the study establisheat that majority of the respondents
review the prices of insecticide treated nets l@efigciding on which brand to purchase
and that the majority associate higher prices wigh quality of insecticide treated nets.

The findings also showed that the majority of tagpondents use the prices to determine
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which insecticide treated nets to purchase and fhate differentiations are key
determinants of my insecticide treated nets puklgggision. The study also established
that the majority of the respondents view priceagiroduct is a reflection of its ease of
use, , and status, its usefulness, its performatscdyrability and its status. The findings
also show that the majority of the respondentsnglso agreed that there is need for

pricing controls and policies on insecticides tegabed nets.

On the influence of distribution, consumers purehassecticide treated nets that are
readily available. Majority of the respondents atgpeed that they prefer to purchase
insecticide treated nets which are widely distedoutall over the country and well

displayed. Majority of the consumers said that tpeychasing insecticide treated nets

that are well established on the Kenyan market.

On the influence of promotions, majority of thepesdents agreed that the display of
insecticide treated nets has a great influence prchoice of the brand to purchase and
that they purchase insecticide treated nets thaly thave heard advertised on
Television/Radio/ Billboard. Majority of the resptents agreed that they purchase
insecticide treated nets because of the advertisemm in the media and that the
advertisement run in the media makes them purchaseen brand of insecticide treated
net. Majority of the respondents also agreed thay ppurchase brands that my friends
have recommended and that they purchase insecticéd¢éed nets that are on sales

promotional offer.
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5.3 Conclusion

Product influences the behaviour of consumersgieat extent. The study concludes that
the quality, packaging and the brand name of tredymt influence the consumers’
behaviour. The study also concludes that the néitjgbdurability and strength of the

treated net influence the consumers’ behaviour.

On the price, the study concludes that there igrdfieant relationship between the price
of the net and the consumers’ choice of behavibe 3tudy concludes that consumers
review the price of the net before the purchasethadthe associate the high prices with
the quality. The study also concludes that theepoicthe commodity is a reflection of its

usefulness, performance, durability and status.

On distribution, the study concluded that thera isignificant relationship between the
distribution and the consumers’ behavior. The stedyncludes that consumers will
purchase nets that are locally available, widelgtritiuted across the country, well

displayed and those that are well establishedarkgnyan market.

On promotions, the study concludes that promotiofisence the consumer behavior to
a great extent. The study concludes that the dispfathe mosquito treated net,
advertisement on radios/TVs/ billboard, sales priional offer and recommendation

from friends influence the consumers’ decisiondocpase the nets.

5.4 Recommendations

From the findings the study concluded that Prodinfluences the behaviour of

consumers to a great extent. This study therefremnmends that the various mosquito
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treated nets in the country should ensure thaethmrsquito nets are of high quality so as
to give them leverage against the consumers. Tty siso recommends that companies
come up with new technological innovations thatl wehd to the making of durable

materials since durability of the product influeadbe consumer choice to purchase the

product.

On the price the study recommends that mosquitatede nets manufacturers should
review their prices so as to cater for the diffénearkets in the country. The study also
recommends that companies adopt price-quality todfistrategies so as to ensure there
is more sales from the high priced nets that thesemers perceive to be of higher

quality.

The findings revealed that there is a significaglattonship between distribution and
consumer behaviour. The study therefore recomméradscompanies that manufacture
mosquito treated nets should ensure that they tiaae distribution and logistics channel
that will ensure their products are widely disttdxul across the country. The study also
recommends that companies should increase theimebf manufactured products so as

to ensure consumers do not ensure shortages mahest.

On promotions the study recommends that manufecufrenosquito treated nets should
carry out promotional offers for their productstieir clients so as to increase their sales
volume. The study also recommends that the companiee up advertising through

increased television advertisements and billboards.
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5.5 Limitations of the Study

The study faced the following limitations.

Foremost, the study faced time constraints sinedithe within which the study was to
be conducted was limited. However, the researchentered this limitation by carrying
out the research across the department and managéewel in the organization to

enable a generalization of the study findings.

Secondly, the study faced a limitation posed byrepgnsion by respondents in the initial
stage who appeared restrained to accepting tocypatie freely in interview geared
towards data collection. In some instances thestaigspondents referred the researcher
to other different departments who then referred tgpthem, a fact that took time before

finally accepting to give data.

Thirdly other respondents complained of having ireE many requests from different
researchers from different institutions and herpygeared to be in a hurry to provide data
quickly so as to be through with the researchehniwia short time. This kind of approach

can easily compromise the findings of the studiéfresearcher is not diligent enough.

5.6 Suggestions for Further Research

This study concentrated on the consumers withirtehemajor supermarkets in Nairobi.
This study cannot be generalized for all consunam®ss the country. This study
therefore recommends that in the future a studycdweducted on the influence of

marketing mix on consumer buying behaviour of itisetes treated nets in Kenya.
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The study also recommends that in the future anuatian be on the influence of
marketing mix strategies on the performance of tis1. This study will be of
importance in investigating whether adoption of keéing mix strategies influence the

performance of the organization and how effecthayton improving the performance of

the firm.
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APPENDICES

Appendix I: Questionnaire

SECTION A: DEMOGRAPHIC INFORMATION
1. Kindly indicate your gender
Male [ ] Female[ ]

2. Indicate your age bracket
Up to 20 years [ ] 21-25years [] 26- 30yrs []
31-35years [] 36- 40 years [] 41- 50 yeafd
Above 50 years [ ]
3. Level of education
KCSE certificate [ ] Technical Certificate] ]
Bachelor's Degree | ] Master's Degree [ ]
4. How often do you shop in this supermarket
Daily [ ] Weekly [ ]
Monthly [ ] other specify [ ]

SECTION B; INFLUENCE OF PRODUCT ON CONSUMER BEHAVIO UR

5. Listed below are statements which are expectedntiuence the purchase of
insecticide treated nets product on the consumeawber. Kindly rate the extent to
which you agree with the statements on a scalemfwthere 5= to very large extent,

4= large extent, 3=moderate extent, 2=small exfierrip extent.

1 2 3 4 5

The quality of insecticide treated nets is a key
determinant in my purchase of a mosquito net

The packaging of the insecticide treated net imftes
my decision to purchase a mosquito net

The brand name of insecticide treated nets inflaghc
my choice of the net | purchase
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The value of the products | more important thandibst

The reliability of insecticide treated nets infleenmy
choice of the insecticide Mosquito net to buy

The durability of the insecticide treated nets ikey
determinant of my decision on the net | purchase

The colour variety of insecticide treated netsuefices
my choice of the mosquito net brand | purchase

The strength of the insecticide treated nets imibas the
brand | purchase

The popularity of insecticide treated nets influeneny
mosquito net purchase decision

The insecticide treated nets manufacturer’s rejaurtan
the market influences my decision on the nets

6. To what extent does the product brand influence gboice of purchasing?

To a very large extent [ ]
To a large extent [ ]
Moderate extent [ ]
Small extent [ ]
Not extent [ ]

SECTION C: INFLUENCE OF PRICE ON CONSUMER BEHAVIOUR

7. Listed below are statements which are expectedfiiweince of price on the consumer
behavior of insecticide treated nets product. Kindke the extent to which you agree
with the statements on a scale of 1-5, where 5#etg large extent, 4= large extent,

3=moderate extent, 2=small extent, 1=no extent.

| review the prices of insecticide treated netsobef
deciding on which brand to purchase

| associate higher prices with high quality of ictsgde
treated nets

| use the prices to determine which insecticidataée
nets to purchase

Price differentiations are key determinants of my
insecticide treated nets purchase decision

The price of a product is a reflection of #ase of use,|,
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and status

The price of a product is a reflection of itsefulness,

The price of a product is a reflection of jitisrformance

The price of a product is a reflection of dsrability,

The price of a product is a reflection of ststus

There is need for pricing controls and policies |on
insecticides treated bed nets

| prefer to have a price rather than technical etspm
durable goods

8. To what extent does price affect your choice ofipiat?

To a very large extent [ ]
To a large extent [ ]
Moderate extent [ ]
Small extent [ ]
Not extent [ ]

SECTION D: INFLUENCE OF DISTRIBUTION ON CONSUMER BE HAVIOUR

9. Listed below are statements that are expectediteeirce the shopping behavior in as
far as distribution is concerned. Kindly rate théeat to which you agree with the
statements on a scale of 1-5, where 5= to verglaxgent, 4= large extent,

3=moderate extent, 2=small extent, 1=no extent.

1 2 3 4 5

| purchase insecticide treated nets that are neadil
available

| prefer purchase insecticide treated nets whiah| ar
widely distributed all over the country

| prefer purchasing insecticide treated nets thatveell
displayed

| prefer purchasing insecticide treated nets thatveell
established on the Kenyan market

| prefer purchasing insecticide treated nets that
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10.To what extent does the accessibility of the produthe market influence your level
of choice of the product

To a very large extent [ ]
To a large extent [ ]
Moderate extent [ ]
Small extent [ ]
Not extent [ ]

SECTION E: INFLUENCE OF PROMOTIONS ON CONSUMER BEHA VIOUR

11.Listed below are statements that are expectedflieeince consumer behavior in as
far as promotion is concerned. Kindly rate the eite which you agree with the
statements on a scale of 1-5, where 5= to veryelagtent, 4= large extent,

3=moderate extent, 2=small extent, 1=no extent.

The display of insecticide treated nets has a great
influence on my choice of the brand to purchase

I purchase insecticide treated nets that | havedhea
advertised on Television/Radio/ Billboard

| purchase insecticide treated nets because of| the
advertisement run in the media

The advertisement run in the media makes me pueghas
a given brand of insecticide treated net.

| purchase brands that my friends have recommended

| purchase insecticide treated nets that are oassal
promotional offer

12.Please rank the following insecticide treated meislity in the order in which they
influence your purchasing decision with 5= to véayge extent, 4= large extent,
3=moderate extent, 2=small extent, 1=no extent.

Quiality Rank

Price

Product

Distribution

Promotion
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Appendix II: List of Major Supermarkets in Nairobi, Kenya

. Buruburu mini-supermarket
. Chandarana supermarket

. Continental supermarket

. Karen supermarket

. Muthaiga Minimarket

. Nakumatt Holdings Ltd

. Tuskys supermarket

. Ukwala supermarket

© 00 N O 0o A W DN P

. Uchumi supermarket

10. Naivas supermarket

Source: Nairobi Supermarket Directory (2012)
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