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B TRACT 

Strategies are important and can be fl und 1 • 11 k "Is or the organization. All types of 

enterprises need business strategi lhl'm dirl'c tion and purpose. They need strategy to 

deploy resources in the most 'f[i · m. nnu . . w II ns ·oordinating the stream of decisions 

made by difTen.:nt tucmb 1 '·' i1. tt<)n Without strategy an enterprise is like a ship 

wi thout ntdar to •iv · dit I anu in th Jive-;tock industry operate in highly competitive 

ht h th y operate arc crowded and majority of other players 

11mlar live tock and livestock products. Despite the gloomy 

111 li e t ck ·irms arc locally owned. This indicates that they have 

:trat ·gi · in 1l1 ·, f 1 lh ir Uf\ i al. The study set out to investigate the specific live lock and 

promotion strategies they use. The study als s ughtlo investigate the 

chall IU! '~the liY ·t ck and li ·e tock products export Firms encounter. 

I h' cr · ·- · tiona! p pulation survey design was used to collect data. The survey wa used due 

lt: the ·j, of the ditTerent categories of exporting Firms and need to make com paris ns at ·a me 

P int in time. The findings found that Firms in the livestock and livestock products c. ports usc 

'uriou · pr m tion trategies such a personal selling internet, sale promotion, advertising and 

lh 

h 

ommuni ation. h finding further indicate that the c. ·porting firms operate on a 

h major chall nge i the liYcst ck di ca c c ntrol in Ken ·a. 'I his has 

nne n hi \cmcnt of optimal h lth anita[)' ·tandurd required lt 1 romote 

~ un ut th t th r n 

all h 

nd n n- an b. rri r to th k mi 

th 



CHAPTER 1: INTRODUCTION 

1.1 Background. 

1.1.1 Strategic. and chall n , ·n l h ·t : t'cn :ll F.. pen-t Promotion. 

f•:vcry product II. d l l t 1hl, a1tlnlion of the market place and itS benefits 

idtntilit:d. Ptoutoliou l ion th<J1 secures understanding between a Firm and 
its ru ·to111 ., huying action and achieve a long lasting 

1 l he firm and the product or service it provides. Promotion 

h uld be designed to keep the product in the minds r the cu tomer 

t - imulate demand for the product. The challenge is that resources arc 

i- immense international competition. Currently global competition is 

d) n•uni' and f re\er changing and it is no longer possible to compete with the 

' m till\ e t l that belonged to the past, but to innovate (Paliwoda 1993 :25). J\n 

int rnati nal promotion trategy helps to segment and position products in different 

g ~ographi al region . The International promotion strategic objective is to have a 
"'eographical egm ntation and po itioning strategy that fit ne another. 

lnt m, ti nal mark ting and promotion trat gic direction need to addn.:~.· envir nmt:ntal 

fr m nc untry to another a \\t:ll a di crcnt m rkcts 111 the . amc fordgn 

rat 110\ • gr \ h in mark t har due to Vt:nturin ' into 

r ultin 

hi h firm 

II nti II 

ilr , u tom r l a 

ilit t 

t n • i 



International trade further increases job opportunities, besides adding experience to firms 

by virtue of exposure to several prom tion y tems that firms usc. This ensures wealth 

creation to the owners and further en ur . firm"' snc"ss. 

International promotion 

Economic, Political 

varyin, rroul dirl'el Ill 

IHllll · 111 tt k ·t th 111 in ' 

lulh:np '~ brou 1ht about by differences in, 

ultm,1l indudin 1 Rdigion, Technological barriers 

\tntri :s . It's <:asier to understand buyer needs in the 

unless one has a local branch in the foreign market. 

lu d~1111 · ti · m 11 k ·1 . rmliar with the extent of' political risk, the nature and extent 

or 'ln' ·•nm ·nt p )li l ard the business, human resource issues and products 

:laud.tri I ·quit d unlike International trading (Paliwoda 1993: I 6). J\.n example or this 

Y<lri 1ti1..1ll i: Franc "here' holesalers don't care to promote products. They just ask their 

r~tail 1 .. \\hat the~ ' ant and deliver it. Therefore if an American firm builds its strategy 
around th Fren h holesalers cooperating in promotions, it is likely to fail. (Kotler 

dYerti ing and promotion regulations can hinder global promotion. ultural 

ditY ren e· could make similar messages to be interpreted or perceived differently as 

each nation ha it O\ n values. customs, and taboos (Kotlerl988:385). Market life cycles 

·t ge maturit~ an al o create difficulties in global promotion. Local commitments to 

mpaign might b low as the people might not be keen n the foreign products as the 

rn : ha\ n attitud of 'not-produc d here.' 

Thl mp tithe itu ti n may cau high c p nditur tn the or' miz tions 

r m ti tat c ntr 1 o ' r h~.: c nt nt nd onn ol 1 n motion 

m ti Hl I d' 



in trade, procurement policies, export ub ide and incentives, customs administrative 
rules, valuation systems, anti dumping rule., d um ntation requirements, standards, 
import supplementary duties and b rd r l • i('£. This stud \) ill mainly address promotion 
strategies and challcng s of liv t k . ml h\ u,tod~ pmdn ·ts international exports with an 
animal health standard p r in Kln .1 , 

'I ht liv · Ill k m ' world is growing at a rate of up to 7 per cent per 
n ultural sector as a whole and by 2020 it is predicted to 

rt nt u - ector in terms of added value (Scoones I and Wolmer 
in li e tock and livestock products constitutes approximately one 

gricultural trade. Livestock and livestock products lor export in 
f li\e animals and their products, namely; live cattle, their milk, meat, 

hid·· and th r ·p tiYe proce sed alue added products; sheep and goats for meat, skins 
and milk. from dair: goat and poultry for meat and eggs. ther livestock and livestock 
pr du t, in ·lude am l for meat. milk and hide ; bees for honey and " a ... and fish for 
m • t. th other ''ill not be included in this study. 1 he trade is demand-driven and is 
prim rily . purr d by gro\\ ing human population, urbanii'lltion and incomes in the 

pin ' orld erry ct I 200- . Barrier to the c:port trade include 'I ri I rami non­
non-T riff health an it, ry r I· ted barrkr the World 'I t<.k 

nit ry 

5 1m t minimizin th 

llll 

unju tifi i h lth 

int m ti n I lth 



facilitate livestock export trade; these effort haY not been properly documented. The 

study aims to establish and document th tr 1 g1 and hallcngcs in promoting livestock 

and livestock products export trad n nimnl h ulth (sanitary) perspective. 

Consequently this will help "n inll rm. lion that will be used in strategic 

interventions to promote and r 

1.2 Statcmcut of tit · Pruhl • . 

FnHn th · lllid SO' . I )II m1c liberalization, the livestock sub-sector has 

• ' Pl'l'l ·n · · i 11 • • tth · n i l gr ~th. Despite the high livestock population, exports of 

liv ·~1\J~o:k md th ·i• p uc ( re below 5 % (Perry ct al 2005). This scenario has been 

nllribul ·d l1rg ·I} t la k f trategies in addressing animal health issues, necessary in 

1 rom )tinr. intemati nal exports (Perry et al 2005). An example of this challenge is, 

d~ ·r it ~ redictable di ease outbreaks like Rift Valley Fever, which broke out in 1997 

during El • in rain . and currently December 2006-February 2007 the Middle I:,ast 

c untri · banned liYe tock and livestock products imports from Kenya. According to 

\frican ·nion -International Bureau of Animal Resource (report 2001 Kenya lost an 

·timated "-o- -oo million C D due to ban on li estock c. p rt to 'audi rabin and 

Y men. The urrent outbr ak has resulted to a imilar ban ace rding to I ircctor 

\ t rin r. D\ 21 07 reports. This ha pos d criou challcn •c to am n' 

teat 1111111 • 1 n (K 1 ). '1 he much intern· tionall 

d Ken t ck th t i \\ithout artificial fcc I .tlliti\c 

d trimcntal to hum n health rc till not pr 

th r or n to c 

h . It i im rt nt t fin ut th 

r m ta n ul 

tl m 1 rt n lin 



of optimal health (sanitary) standard requir d to fa ilitatc promotion of international 

exports. Though a lot of studies in Jiy k industr. hav~ be n conducted, these studic 

have been mainly studies on plannin nd I r du 'tion prn ticcs within the livestock 

sector. Among them includ Kim . 11. h. \ Wtm) and K Taneda (2005). (Perry eta\ 

2005), (Scocmcs I and \\' kliht, Y. 2002), There is virtually no 

(i) 

h firms in Kenya towards promotion or 

1 If . 'J his -study aims to fill this knowledge gap by 

of promoting export or livestock trade from an 

c rch questions in the study arc; 

in the livestock industry usc in promoting exports or 
., .. 

uc . 

do firm in the livestock industry face in promoting c ports or 
li'e ·w 'k and li\ e ·t k products? 

1.3 Re ·earch Objective 

ti Id ntit~ -uategie that firms in the livestock indu try usc in promoting c:ports or 
liYe tock and live tock product'. 

ii E tabli h the chall nge that firm in the li\·estock industry face in promoting 

·p rt ofli\ 't k nd li\c tock product 

1.4 .Ju tifi tiun of th tudy 

y r \\ lth an l·mplo)m nt r ti n 

f 



lands (ASAL), which comprise of 80% of K n:an land area where low input natural 

livestock production is suited, it contribut q:oo of the li lihoods in these areas. 

Records exist of past intervention 

livestock sub sector. 'I hesc 

1982), the National D·lil) D 

rt 1 \\. r is hnrn 'SSin) of this high potential of the 

K n .1 Li csto ·k Development Project ( 1968-

nt IH)'t:ltntn' (19R0-1995), National Poultry 

tlw lnt 'r·ttcd Small Ruminant Programme 

n:. hampered by among others; inadequate 

DcvelopnH.:nt Pt ogt 'Ill n 

(I 991 I <J<JX). !low 

nuuk~.:tin • inft t ttu·lut • 

in ·n · ·th · li 

U\,;\.;\,;~;o, to crcdtt, high cost of drugs and other inputs, 

nimal health service delivery systems, lack of private 

in tratcgic areas for case of marketing, poor transport systems 

ror r,\1 i i · t1 1 'ti )n n marke ing of animal/products, inadequate water, predominance 

or •en tic.lll) inferi r traditional livestock breeds, weak research-extension linkag~.:s 

r '-'1 1n:i' ' t 'Ommuniry needs. recurrent droughts, insecurity and ine!Tcctivc policy and 

legdati' • m ir nment . lo t of the past interventions focused on production. 

l.uketing ::md in particular export promotion, despite indicators or an intcrnationall 

'ompetiti\ advantage of Kenyans livestock and livestock products have h~.:~.:n 

inad 'quately addre~~ed. hence the justification of thi study. 

1.~ Importanc f th tudy 

1 f) littl infi rn1 tion i , v il bl on th tr tcgi 111 live to k c:1 1rt promotion 

li 

I li 

u try. k hold r in th 

in lin nu nt 

lllJ iri 1 

nn li n 

ptimiz 



CHAPTER T\:VO: LITER.\TURE REVIEW 

2.1 Concept of Strategic Manag m nt 

The core concept of sttat ,j m m nt bi st tat ' 1y. A stntcgy is a choice among 

others and c..:ach option h 1 '1 f d. . It is f'oundamcntal in the planning process 

sin <.:<.: sit all..: •k d d i(l11 J r ·rtli min' organizations to the environment. 

whit· t • ·pon iin' 

fin tmtcgy in terms of its function. They assert that the 

ide directional cues that permit achievement or objectives 

rtunitic . threats in the external environment and strengths and 

w~ukn · · · in h, int mal en ironment. Ansoff (1965) while writing on the concept of 

:trat ·g~ · ·e · .·trateg~ th the common thread in an organization business as wel l as 

th' produ ·t mark t ·cope of an organization . 

. \ ccording to Jua hand Gluek (1984), strategy is a unified comprehensive and integrated 

pl;.m that relate the trategic advantages to the challenges of the en ironment and is 

de ·igned to en ure that basic objectives are achieved through proper execution. Strategic 

management in ·implicit]• i then the busine s of evaluating where the organization is. 

\\her )OU \\ant it to b and how to gel there within a giv n time frame. good stratc' · 

fl r thl: tim1 \\hile p or one ma: '''P out the organiz tti n. tmtc •ir..:s an.: 

riti al cl m nt in in tituti n, I fun ti n. 

t H lajluf 1 th bu in th Ill 

r 1 m. th Ill 

ur ll ti 

in h 

nt 1 mt I 1 

n 



According to Ansoff and McDannel (1990) trnt gic management IS a systematic 

approach in managing change. The chang pr e nsists or positioning a finn through 

systematic management of resi tan urin iJ strntL' 1 i ~ implementation. Johnson and 

Scholes (1 999) however look t tr t _ i m, n. )(.'m nt !'rom the perspective of what it 

includes. According to th m st t 1 m. n. pt nwnt in 'ht I 'S stn tcgic analysis, strategic 

underl yin • brt i •uidiu • 

~<:lt~: t i n • l'nlln 

~ t n t t •il· 

l' llVil'Ot llll 'II( l 

to it · ·If md th em 1r nmen. 

choice in volves understanding the 

ncnthn' strategic options for evaluating and 

analysis is concerned with understanding the 

ni7..ation in terms of its bo th internal and external 

competenccs and hence achieve reali sti c expectations 

P an: ' and R n 1997) define strategy as large scale, future oriented plans for 

int ra ting \\ith the ompetiti e environment to optimize achievement of objecti cs. 

trat gic implementation is concerned with translation of the strategy into the 

organization· action plan through organizational structure and design, resource planning 

and manag m nt of trategic change (Pearce and Robinson 1997). tratcg is therefore a 

coherent. unifying and integrative pattern of decisions, engage· all the hierarchical levels 

of the finn. and d fine the nature of the economic contribution it intends to make but 

\\her a mo ·t or~anization have good trat gie . u cc ful implementation remain n 

ru, · r hallcn~ l:. hi au a th notion imph:mcnt·ttion mi •ht 

uit tion i a 1r mm • omJI 

um·. 

n r 



The issue of industrialization, advanced tran p rtntion, globalization, Multinational 

Corporation and outsourcing, all ha a maj r impn t n int rnntional trade (Paliwoda J, 

1993: I). In both the past and th pr nt tht: on ept of gt~mdnrdiz d products is adhered 

to through specifications of m, nu 

travel abroad they may tak 

imports tlwm from kuo\\ n 

they O\VII ·d th<.; I 1 to• 

Sl'L'(I(lll' {lf' imlll '( j J! 

'\l!H nt prn 'lice today is that when p ople 

mparativc advantage to the point where in some 

mpetition, which exists, is global rather than national. 

n ·: uupl · i · lh · • n pute r automobile where the sourcing of components and 

u '-'L'mbli · , i multinational activity (Paliwoda S J, 1993: I). Ilome markets 

ar~ no ion!! ·r ri ·h in pp rtunities. Various new firms arc aggressively entering other 

countri • · '' ith th ir pr du t . Firms that stay at home in order to play safe might not only 

loo ·' in th ·ir e't chance to enter other markets but also face losing in home markets 

(Kotl~r. 19 -). 

\b · lut ad\'antage "hich i traced back to Adam mith showed that trudc would take 

plac b 't\\ e n t\\ o nation each having omething the other wanted to buy and could not 

pr du c Pali\ oda J. 1993: 2). Adam mith m d it clear that nation hcncfitcd more 

b ' c. p rting wh t th in producing' hilc importing" hat they \\cr n lt •ood 

t pr u ti 

it p 

h n t 

n hnthr' 

m nt f m ntili m b 

umul 

o th~.: I ic rdo th ·o , o 

Ill 

till 

m II 



1. Globalization, which Porter say , decouples th firm from the sector endowment 

of its home nation. 

2. Factor pools of many nation h w !"\;, 'ih. l ''rtain comparability and he sees 

comparative advantag in t m1. f . t It r Lt :\ts ns only temporary. 

3. hl .llpllLS that when hbour cots arc too high 

up 'tlld ·d .'' I ) (K )tl 1 I 

Ot'lkr t~) ·un h ·." 

1 I mat •rial~ prove too expensive cheaper 

of udvantagc to be "relentlessly broadened and 

.. ot all countries need to enter into foreign markets in 

1ov~.:rnm~nt u· , := r to help companies but while Porter (1990) finds this Government 

hdt to b an ad\ 1tage. he further argues that it is better where the firms arc sclf­

·u·taining and comp ting independently. Government intervention may include antitrust 

or mon p ly ontrol. Porter sees the Government help useful in terms of public image 

\\herl:! it an h~l\e deci ive effect in stimulating industry, taxation inccnti c for Grecn!ield 

im C' tment and policie de igned to cater for the ocieties of the future. 'l o achieve 

optimal international trade planning is es entia! and the proc ss of planning will logically 

take place in all lev l of the corporate organization. urrent e idcnce \\hich c.· ists. 

h \\ th t tim1. planning at the dom tic al more than int rnational ales 

n rally f: il d t k p p e ith th th 
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2.2.2 Foreign Market Selection and Entry 

In deciding types of countries to nt r ther fl: li\ l: mod s of entry into foreign markets. 

It is important to ensure that th [I ret n m.11ld i~ lhl' b 'St match for the linn. orne 

models can be used to h 'lp r h 1 th~. ll. t f(m. ipn market. ood selection models 

require incorporating S \ '( 1 in thl 1.: nluation process. These models include 

competitive stm~nt , G~n~ral Electric model and B G 

t • t i 1 usc· more than one model. This is because 

ult to harness and by use of more than one model you 

uring the best. 'J he best approach would be to take one that 

qualiti · ·in ·.1 ·h l fth, fi ur m del . 

The im~ortant d ci ·j n o make here are to know what proportion of foreign to local 

tnde i · r 'quir d. Iarketing in one country or another will mainly be dictated by cost· in 

market entr~. pr duct adoptions costs. population and incomes in initial countries as 

compared to targeted countries and the type of dominant foreign firms, which can 

e ·tabli ·h high barriers to entry. Modes of entry include indirect exporting, direct 

· ·p rting. licen ing. joint \'entures and direct investment. 

2.3 International Trade in Live tock 

trat d t nninc \\hich ountri g t a c mp titivc advanta c and th~.:rclor r~.:·tp the 

pr 

pr ti . t • 

tren of d m nd nd upJ ly or d o n·ttttr tlly 110 iu d 

K titiv I· ' A ri n k 

r 
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It is argued that Africa, Kenya included can and hould capitalize on its enormous wealth 

in livestock, gain access to new market p nin up in cia and particularly the relatively 

• n i L . ports to Europe and North America 

uld l ~ th ' k 'Y to the much-needed growth 

affluent and nearby Middle Ea t 

(Scoones I and Wolmcr W, 20 l ht. 

impetus for stagnating agri uhu 

Up by many I t:CCIII p >Ji 

lkvr lopnlt:llt ( 

ill'<:t.:s · nr 1d th~· 

n llllt • I his positive promotion vision is picked 

.md ini tiatives. Partnership for African 

tmcnt in rural infi·astructure to underpin market 

mcnt of livestock. In thi s context, the African Union 

d ·s~· rib l· · liv · ·tll k unri c ector'. More speci fi c assessments of the African 

lh l:slo ·k · · ·t~lt h n hlightcd the need for a pro-poor livestock development locus 

( \ ·hi·~· 00 : ILRI : PelT) ct al. 2005; Heffernan et al. 2003; IFAD 2004; wen et 

al. -00:) r ·luing t the increasing emphasis on the role of greater market access for 

agricultur,ll produ t fr m the developing world as a pathway out of poverty (Perry ct al. 
-00 -). 

I he \\ orld Bank - \\ith support from the World Animal I Icalth rganit.ation ( IE) and 

th ~ Food Agri ultural Organization (FAO) Animal IIcalth Division ( 1 II) - has 

launched the Afri an Live tock Platform (ALive) which is geared at promoting the 

·ector '' ith a particular empha i on animal heal h both for the reduction or 

P \ ny , nd fi r th~.: fa ilit tion of regional and international trade of animal and animal 

link d in turn to a m,jor cllt rt to control · 11 1 

lh-1 A II 

m antim • 

In 
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Tariff barriers in health and food afl ty tandnrd are increasingly being used as 

alternative means of restricting free and fair trade (P ~tT ct al 2005). This is because 

developed countries dominate th \\ T n j the stnndard setting bodies. Effective 

participation by the developing umnc t.' 'l r limit ·d ·md as a result the rules and 

standards emanating from th n Ill n ln.1'k d in t:1vom of the developed countries 

interests. 

'I his Ill 'll lilt.: 111 ~ lh It th n beef trade excluding intra European Union (E ), 

a year business mainly ends up benefiting the 

c al 2005). Developing countries, Kenya included find it 

dit'lkult tu \lli ·f} U1 t ndard due to the high investment costs. Example· of this 

chalknc.c · in ·lude:: "hen cholera broke out in Mozambique, Kenya, Tanzania and 

c.anda in I the European Union (EU) citing the protection of human health to limit 

in1( ort · of fi h product filed an urgent measure with the P' committee of the ( II ·). 

'·ing pr viou pecific import trends the above countries lost $332,217,415 for the 

Y'ar 199 to _oo_ (A. LKimbalL K-Y Wong &K Taneda (2005). 

hom the mid o· . following economic liberalization, the live tock sub-sector in Ken a 

ha c. pericn ed a negative trend in gro\\th. This resulted from the unprepared ness or the 

Pri,at t:tor to take up function ceded to it by the government. In addition th • 

0\ emm nt did n t prO\ id~.: th ncce . ary nabling cnvironm nt or the priv· tc 't:tor to 

thri . Th f: ilur~.: r ult~.:d in am ng other thin . th in ilit; to t: I r ctivcl , contr ll 

0 th 

n 
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source is imports of milk and milk products from both th Common Markets of Eastern 

and Southern Africa (COMESA) region and ur p". Th untrics export to COMESA 

region is only 10 million metric ton a y r n "mrently none to Lurope. 

fn 2003, Zambia a potcnti l nurk t I r thl I ' nya n mill rejected and returned 

24,000Iitrcs of Kcnyau udlk ilir un . tisf.l 1< ry sanitary standards particularly the 

mf ) which were 500,000 in the Kenyan milk as 

lie lth ( rganization (WIIO) limit of 200,000 coliform 

mbian sanitary conditions include regular medical check 

ups ltw 111ilk h mdl 1.. nd urce of milk to be from di sease free livestock zones. This 

n:j~ction ·rir 1 1 d th Zambian market that had only been in existence for two months. 

Bn:~d on the tw examples of milk and meat above, lack of achievement of ·anitary 

·tandard impact greatly as a challenge in promoting international exports of livestock 

and Ii, e to k products and this has resulted in livestock producers falling into abject 

P vert · and there i need for a strategy to address the same. 

In astern frica alone there are an estimated at 1 19.8 million cattle, 86.8 million sheep, 

9" ·" million goats and 10.7 million camels in 2001 (Belachew and I Iargrca c 200 ). 

Through formal trade channels the region exported 2.55 million she p.8 0 million 

g at . 70770 camel· and "331 0 attic in 2003 Be lac hew and II rgrcavcs 200 ). In the 

pa t . ·port promotion . tratcgi \\ r centered on larg - calc stat -h::d I fort im ol •in , 

r om and indli j nt marketing b ard and aulhori it: . \ cr ' ottcn lhcy dismall_· 

Afri . from l thi ia t r lin r ·I' ith th rdk 

d n I n 

li tm nt IJl Ill 

Ul lik Ill 
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A major hurdle to meeting ambitious promotional e. ·port related objectives is attaining 

international standards. These standard ar et primnril b the importing country and 

usually guided by the Sanitary and Phyt nit:1r. ( .. P ') n )r' 'mcnt of the WTO (World 

Trade Organization). The animal h . hh :-.l.md:wds within the SP agreement being 

determined by the World 1\ninul II .lith q 1:llli:tntion (OlE) and food safety standard 

arc determined by the 

Orga nization) and WII 

lim nl riu j<)intl mana 11.XI by FA (Food Agricultural 

r :mization). The OJE puts an emphasis on the 

li t of serious trans-boundary animal di seases 

conwwnlv ktHn\ n. until ntl. a the List A diseases (OlE terrestrial code, 2005). If 

national n 1 ii ·,1 il)ll i e feasible then the OlE advocates establishment of ei ther 

di:~as' rr ·c Zl1n ·.: or mpartment of production that arc free of disease e.g. a poultry 

unit ccrtiti~d fr~?e of a gi,en di ease - the overriding principle being that no disease 

l11can · no ri ·k. to trade and hence easier to promote the international exports (0 11:. 

tcrr' trial code. _oo -). 

Freedom from di ease is determined according to criteria and pathways stipulated by the 

OlE and importing country inspection teams. This in turn require a major emphasis on 

the urveillance of uch trans-boundary animal disea es. ' ith a re-cnginccring of 

v lcrinary ·en•ice provi ion to meet eradication and control objective . 'I his i hccau c 

live to k • rc imp rtant in highly diver e ctting~ aero · Kenya and no one strall.: • · will 

fit all tting . \\ ith mpha i h in increasingly toward market orientation di ·ca c 

m ication nd 111 ting c:p rt tan lard - trat gy hould put c ntml mph· on 

lllr·t nd m tin f: 

f r th in ilit/ li lih 

rt) re r initi th 

• I nt rn ti n 1 p ornoliun 
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provides direction on type of promotion, in luding th promotion m1x. International 

Promotion has been made easter through th I cnt of ommunication, which has 

eliminated geographical distanc ommum . ti :m h Ips th' linn to cope with change. 

Types of international promotion Ill luI : 

1. Personal selling 

2. hxhibition 

3. Public 1 ·latiou 

4. Sal ·-: pn1m~>th>u 

lh ·rti in • 

(> lnkrn ·t r 1111 ti n 

2·-4.1 Per ·onal cllin(J 

Per ·onal ·elling i particular!_ useful in high valued industrial goods. Sound product 

kn \\ledge and the ability to relate to customer needs are paramount (Pali' oda , .J. 

199..,). Proper training is crucial to success. It is necessary to identify members of 

··o' i ion making unit"" within one domestic market. The problem of identification 

become great in foreign trade. In the foreign situation the aim i identification of buyers, 

decider . u ·cr ·. intlu nee and gatekeepers. Thi i made dillicult a it mean tryin , to 

identify individual. \\ ithin diffen.:nt in titution '' ho have influence on the pun.:ha c 

d i:i n. 

In int m ti n I m rk ting th\.: u f flying 

I i 

p r n 1 

m 
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high demands on the use of personal selling. Th ost may be high but so are the 

potential rewards without which no company\\' uld l;nter (Paliwoda S.J. 1993; 311) 

2.4.2 Exhibition and Trade Fair 

Some associations usuall , ts nnu1l 

For · agncultuntl produ ·t , uutu&l t 

ht:·lv'l 1 • 
' t Y allen( t:d t • th · umu 11 R al 

, nL main! practice exhibition and Trade Fair . 

he :.; :n a comnwn feature. Among the usually 

\ ' ricultural Show in London. Specialists in global 

tompt:lititlll m · · · ·11 ttl r l gcthcr in uch fairs for the duration of the show to gather 

wh,lt lht:ir t:t1mp ·tilt1t • 11 mg. he International exhibitions provide some degree of 

una 't: luilding tt) th • p 1rticipant the value of which usually exceeds the actual sales 

uchit:\'t:d during the . hibition (Pali\·vodal993: 311 ). 

Trade enquirie, are u 'Ually turned to sales in such exhibitions. '1 he problem here is that 

th' expen ·e f exhibition has to be set against the cost of not exhibiting and the problem 

\\'ith trade fair i the co ts are high and returns uncertain (Paliwoda 1993:311 ). In the 

Ken~ an enario agricultural shows are annually held in different regions in the country 

'' ith ·airobi and fombasa attracting international participation. 

2·4·3 Public Relation/Publicity 

Publicity promotion i · defined by (Kotler I 9 a non p r 011 ' 11 timullti n of 

d m nd rvic r bu inc unit b. planting mm r ially ignific · nt n \ ' 10 ut it in ., 

nt ti n it u n t r 

n t I l ui 1 i n 



and acceptance. PR provides internal and external ace ptance for the organization. 

Internally, PR functions to provide inforn1ati n throu h internal publications (e.g. 

newsletters and intranets), whi h h lp r . 1L 1h~..: appropriate corporate culture. 

Externally, PR in multinational rp 1. l)I1<.'L rn d with building a global identity 

to build sales, product and role in crisis 

management. 'I he ruajot 10 1l r<.: I. Ilion are; news, speeches, events, public 

ll:ltphont inlhrn1 tlillll 

build cn:dibrlitv. m 1 

Promotion co ·t, ( Kl)tl ·r 1 

l ...... Sale · Promotion 

isual material, corporate identity media and 

major objective decisions arc to create awareness, 

·ale force in dealers and in so doing reduce other 

ale· promoti n i defined by (Kotler1988: 587) as short-term incentive to encourage 

~ urcha ·e or ale of a product or service. It relates to the so called 'below the line' 

acti\ itie · ·uch a point of sale display and demonstrations a well as lea11ets contests 

Premium . couponing. sampling premiums, education and demonstration, point-of'­

Purcha ·e and direct mail. ellers use the sale promotion a incentive type pr motion to 

attr t new trier ·. to reward loyal cu tomer and to incrca · the rcpurcha c rate of 

'otlcr 19 :646 . 'I he cu to mer rc ogniz li adition·tl •tics promotion 

it ntitl them to a comm1 ion. he important tratcgic d ci ions in ~a ! 

Prorn ti 11 ill rz of in nti\ c onditi n fi r parti ip. ti n. di tributi m ' hi I for 

Pr rn tr' n. timin pr m ti n n th bud t. 

·4· <h rti in • 
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product (Kotler1988: 619). International adverti ing hould address standardization of 

adverts. This allows firms to maintain a on i t nt image and identity throughout the 

world, minimizes confusion among c n umt.:r ' ho travel frequently, allows a singly 

coordinated advertising campaign t ss lHil:r nt mark ts. This results in considerable 

savings in media costs, adv rti in t •• ltld :ld rtising illustrative materials. Products 

suitable for standardiz · I 1 h · ti in in lud ILL ury products, high-tech products and 

untr) im 'c. Planning promotional campaigns should 

b~ar in mind th tt th · t 11 n c promotional campaigns aiTect more than consumers 

who pun: has· th · 1 r 1du ~ r ice. It also affects suppliers, intermediaries, government, 

locul conununity. banker and creditors, media organizations, shareholders, and 

cmployccs 

De i i n- laking uthority is important and vanous options include cntralized or 

decentralized d ci ions about ad ertising. Centralization has va lue in the scale, synergy 

and con i ·tency. Decentralization has value in proximity and flexibility. crall 

organization goal is to continually improve advertising quality at all level oordinatcd 

dec ntraliz d approach to pan-regional ad ertisement campaign improve tr ng central 

control du to knm\ ledge of local markets. There is need of mea uring of ad crtising 

ctTccti\'cne · u 'ing typical ef[i ti\'ene s-te ting technique . 'I hi in Jude pre-testing of 

copy ~ ppcal. br nd r ognition p t-t ting ol product r brand recognition and 

m unn amp i n · impact on lcs. 'I h sal m un:s include ales in rl:asc.:s and 

m on urn r awnn.:n , n:call. intc.:ntion to buy nd 

pt d p r m t ot mc.: 'l ur mcnt an 
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and the time-spent surfing. The high cost is slowing down the take-up and if e-commerce 

businesses are to succeed, the home p n trnti n rate of Internet access needs to increase 

with reduced costs. Another issu 1 th t m .1 hom'S arc linked to modems of low 

kilobytes. As the growth of pcopl i •nin • t n-lin' )rows the acces speed slows down. 

The future seems to b with n '" t k .. ' hi ·h will sp<.:cd up access to the Internet 

dramatically at affordahl · 

marketing mi- str tl · • 

inl(nmatiotl on pn1 iu ·t 11 

' nin .1 w hsitc is a now a crucial ingredient to the 

r ani ation. 'onsumers can now obtain instant 

l aid them in their crucial purchase decision. 

2.5 lnh.· nmtion til r nHlti nal ' tratcgie 

sm::c '·sful 1 rodu ·t r · nice means nothing unless the benefit of such a service can be 

conununicated clear!~ to the target market. It has been argued that coordinated plans and 

·trutegie · are the hallmarks of the truly global company. Every country in the world is 

trying to get it bu ine firm to internationalize or at least to start exporting (Kotler\998: 

"78). Promotion policy is the key factor in foreign trade. The type of promotion will be 

related to the distribution systems available in the foreign markets. Promotion policy is in 

it elf a trategy in foreign trade and works within the structure of the marketing mix. 

Promotion policy applies to each of the countries to which the firm wi he to exp rt. 

International promotional strategie need to address local em ironmental determinant ·. 

!'he ·e include cultural nvironment. economic condition'. legal conditions, compdition. 

adverti ·ing infra tructun.:. con umer profile and country of origin image. Inkrnally the 

fimt n d t con ida it em ironment determinant . Included hen.: ar • managerial 

ch ra t rp rat· trnkg ' internal culture. decision-making authority and 

nd n tur o pr luct. Au knc\.: char tcri ti m.: 

imp rt nt in rti in nn th tr t y i t r h th int n d t·1rrl t tu i ' ith th~.: 

minimum f 

Ill n uti n num r m 
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benefits are the firm's association with the foreign customers that gives the firm a 

positive image as is seen to express the organiz tion 's social vision and support for a 

planned long-term social policy. 

2.5.1 Product Promotion , ' tt·;H · h·, 

Straight c tension of' th · lu 1 quir ·s introduction without any change. Ilere one 

tnkt:s the pwdud · t · 

ulkrin , th · pn..1 iu ·t t m' 't I 

lind the customers for it. Product adaptation involves 

al conditions or preferences and finally there can be a 

compkt · pn.1ducl im enti n. ' hich involves creation of something new (Kotler 

1988: 96). The ' mplete invention can take the form of backward invention or forward 

invention. The ackward invention involves re-introducing the earlier version of the 

pr duct that happen to be well adapted to the needs of the country while forward 

inYention involve creating a brand new product to serve a need in another country. 

2.-.2 [ega larketing Strategy 

1ega marketing approach strategy is defined as the strategic co-ordination of economic, 

p ychological, political and public relations skills to gain the co-operation of a numb r of 

partie in ord r to nter and /or operate in a given market (Kotler 199 : 3 5). ca-cola 

fac d a pr blem in th Indian market and wa a k d t 1 a c. Pepsi- ola saw th 

OJ p rtunit.. in th Indian market and to ca entry Pep i-cola agr d t hdp market 

lndi ' pr du t in a volume that \\Ould mon: than giv~.: th st of 

tmp rtin P p i furth r tgr d t to d \\ 11 r 

tr tc , " h r ' .. 

u 

uil in h 1 in Ill 
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2.5.3 Message and Media Strategy 

In developing the promotional me ag ther i" n c i to know customer habits and 

motivations. There is need to kn w ' h~11 arl consumers really need. Factors in 

developing the message includ liflu i n l C th pn)dtl ·t or service into the market and 

the criteria on which cu t >m 1 ., tlu.ll~o.' 1h\. p10duct. This includes the product's 

nnd position ·d th · un 

int~:nwlion · tl · mb 11 · "i h 1 

m int nwtional brand that is manufactured, packaged, 

int rn. tionally. The other strategy is to localize 

n I or country area themes and personalities. 

n t.:fft.:clivc 'tmmmni '.lti n ampaign should comprise of a well thought out message 

slralcg ·. Th · m • · ·ag ·h uld reinforce the benefit of the product and should also help the 

company in d ' loping the positioning strategy of the product. International media 

·trat 'gy include print publications providing global coverage with regional language and 

content editi n . Thi makes use of Pan-regional, radio, television and the Internet. 

Imp rtant international media characteristics include target ability client-compatibility 

and to achie' e them editorial quality is an asset. Airline, financial service , 

telecommuni ation. automobile. and tobacco compames mainly advertise on global 

media. 

1edia trategy refer· to how the organization i going to deliver their m~.:ssag . What 

, p ct f th~.: pr m ti nal mi. · ''ill the company u ~.: to dcli,·~.:r th~.:ir mes age strateg ·? 

Wh r ' ·i ll th y pr ? learly th corn pan. · mu t take into account the rc. dcrship and 

ha ur ir tar I cl th ir tm:dia llatc •y. Wh tt 

th ir t rg t m \\ 1 t 1 programm d th ir tar • t m rkl:t 

t r tin th ir m mp ' n uld th m n • n lu l 

tu r 1 



including advertising, personal selling, and direct mail. The product is pushed onto the 

retailer, hence the name. A pull strategy i bn d around the manufacturer promoting 

their product amongst the target mark t t rc. tc i 'tnand. onsumers pull the product 

through the distribution chann I fo1 m • th ' hoh. ~al r and retailer to stock it, hence the 

name pull strategy. Otganiz tti ,n t n I h u. t I <)th push and pull strategies to create 

'.ll mdustry uses the push strategy through its 

distribution nl'lwotk ''hil· 111\ 1 n ni nee goods usc the pull strategy in the fight 

ngainst l'Otllp ·titlH · h11 r tailer's shelves (Paliwoda 1993:315) 

Pull Struh.• •y Push StratCb'Y 

\\'h le ·ale 

R tail 

Con umer 

Figure 1: Pu h and Pull tratcgic 
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When a product is launched the first goal i to grab ntt ntion. The firm needs to use skills 

to do this. This can be achieved by using well-kn0\\11 p L onnliti s to sell products. Once 

the product has grabbed attention th fim1' promotion need to hold interest, through 

promotion features, clearly statmg th b n lit thl" pmdu ·t has to offer. The third stage is 

desire, and the firm requit ·s h trtit • 1 tt.lll 11 that mal cs the product desirable to the 

stra tegy th l: ll th · t tt , ·t u 1 111 

2.5.5 Pronwthm thr'(lU •h th • P l'o du t Lif ' clc 

s produ ·v mov~ thr ugh the t ur stages of the product lifecycle different promotion 

·tratcgi • · ..:hLuld b empl yed at the different stages to ensure the healthy success and li fe 

of th ' l r duct. Foreign market offer domestic manufacturers a strategy to extend their 

pr du ·t lif, cycle after domestic demands are saturated (Kotler 1998: 379). As "Many 

produ t g through a trade cycle during which a nation like United tates is in itiall y an 

. ·porter. then lo e its e. port markets and may finally become an importer of the same 

pr duct (Kotlerl998: 380)."' 

Different promotion trategie are employed at anous product liD cycle stage . 

introduction ''hen a product i new the firm' objective will be to infi rm the target 

udi~.:ncc of it ntry. T 1 vision. radio, magazine, coupons ct rna · b used to push th~.: 

pr lu t thr ugh th introdu tion t g~.: f th lifi c ·clc. Push and Pull .'tr.ttcgies will be 

u ial th~.: target market ucccpt the pr duct the linn 

ill min in 

ing br, nd :mar n 
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Promotion through PLC 

Gro'4 rth 

Sales 
I 

lntf'<JdUCtiO I l 

Time 

Figure 3: Product Life Cycle trategy Model 

ource:" vw. learnmarketing.net 

2.6 International Promotion Challenges 

The main challenge is that of psychological or 'psychic' distance which may be felt to be 

great b tween two neighbouring countries. Some countries have psychologically reduced 

the di tance b) entering in trading blocs. There has been a multiplicity of ties between 

·om countrie, e.g. Britain and Countries of the ommonwealth like C\ Zealand and 

anada and lately the ·uropean 'nion ( .:. ). In attempting to ell abr ad a compan , ill 

t ce many trade re~triction .g. tariff' either de igncd to nusc n:vcnuc or pr teet 

I me ti market . I... ·porter can al o face a quota that ·eck how much it can sell at u 

h tl 1r 



Cultural environment vanes from country to countr and this poses a challenge in 

international promotions. Each country (and e\ en r gional groups within each country) 

has cultural and business tradition , pr f r n ~.:s • nd 1nboos that the promoter needs to 

study. 

Some companies opera! · a ,1,1 11 ir lu 11 k . \ hkh Port~r (I 990) defines as " industries 

in which the stmt · ,il_; po iti 111 lllJ titm in major •cographical or National markets 

nn: l'und(llll L' Ilt all · df· 1 I I th ar crall global position", e.g. IBM must organize 

globull . Bu ·in· · nm Ill i an ther challenge that firms face in international 

promotion '. Nlll and h.n i ur •ary from country to country. i\n example here is 

Fran~~: wh 'r, "hLI, ·ul r d n t care to promote their products. They ask their retai lers 

what they want and deli' er it. If an American company builds its strategy around the 

Fren~h \\hoh.~·aler co- perating in promotions, it is likely to fail (Kotler 1988 : 358). 

Pricing i another challenge to international promotions and firms have to way between 

etting unifl rm prices el ewhere or setting a market based price in each country (Kotler 

19 :"77). Promotion can either use the domestic market or change from local to 

international by fir t changing the language. Also change colours to avoid taboos e.g. 

purple are as ociated with death in Latin America and jungle green " ith sicknes in 

l 1alay ·ia (Kotler 19 :402). Varying local regulation may prevent or limit the types and 

u e of ale pr motion . Produ t adv rti ing rc triction arc a chalh:ngc and dcsigm:d to 

addrc~ national c n um r protc tion regulation and special rules in certain mark ts 

al ultural ' lu s. 'I here ' ill b c nfli t in the u c of mega-a •cncics. 'I his 

int rc t \ h n t o mp tit rc r pr nk I by the me 



CHAPTER THREE: RE EAR II METHODOLOGY 

3.1 Research Design 

According to Cooper. D. I , I 111 r \\ , 1 < C) ) n rl!sl!arch design is a framework of 

sckcting til· ()\II • • · 111 It p 

t\1 I 's variables and it starts with a plan for 

in < nnation used to answer the research question. It is a 

c ure from the hypothesis to the analysis of data. To 

l'ul!ill th ·obi ·eli' · 1f thi ·tud~. a cro s-sectional population survey method was used to 

~ plor~ th · promoti n ·trategies and challenges in export of livestock and livestock 

product· in k.cnya fr m an nimal Health perspective. This type of design was suitable 

b~c:nn~ the ·tud~ "a c ncerned \ ith obtaining answers to the same question for several 

linn in ame indu tr) at once. Cooper, D. R. Emory C W, (I 995) recommend this type 

of re ar h de ign for tudies carried out at once and represent one point in time and this 

tudy fell in thi category. 

3.2 tudy Population 

he target population \\a Firm dealing with livestock and li estock products exports 

rom Kenya. n e in luded commercial Firm with a ltv tock production or livestock 

product ing c< pa ity for c. ·ports. 'I h y needed to be currently rcgist~red in the 

untry in the t g ri ~ of rc..:gi t red c ·p m ab ttoir for cattl . • hcep •ont • p1 •s 

n n nd kin in ludin , t mn ri milk 

u t an ull • 

h m th mini try 

rtin mn , 

r 



raw and pasteurized milk can't be exported du to perish ability only 30 firms that 

process exportable products fell within our populnti n of study. 

3.3 Sample Design 

Identification of Livt to ·k pc' lu li n l irms who arc exporters of livestock and livestock 

products iu ·lud ·d ·ith ., l·i11n r major livestock producers (commercial ranchers 

and small :··II· 't111ll1\ ., ·i I r du cr ).1 his was identified with the help of Department 

or Vtkrinury . ern·· · 0\ ). inistry of Livestock and Fisheries Development 

(Ml FD). Livt!.:tock larketing Council (LMC) or Ministry of Trade (MOT). 

ldcntilication of LiYe tock Trading Firms involved in export of livestock products (live 

animal·. meat. milk. chevlons. mutton. poultry including poultry products, hides and 

kin ) \Ya · identified 'ith the help of the DVS, LMC and MOT officials. A li st was 

prepared for u e as the population for the cross-sectional census survey study. 

Identification of Live tock Export abattoirs firms was identified with the help of OV 

For the purpo e of this study. population survey census was used. 

Table 1: ample ize 

5 5 

21 

2 

u 



3.4 Data Collection. 

The study used pnmary data coll 't d thr U•1h n qu stionnairc in Appendix 1. The 

questionnaire was drafted by us I .mt litl ratm r 'Vi 'W and personal intuition. The 

study used a questionnait · '' ith > n n k I .111d · los~..:d questions. As implied by (Aosa 

1992) and (Kmcmu I<)() ). tit T h in • th survey method of data collection it was 

nc<.:essm to dHH> · : tit · lllP I d ta II ction 

Tlu:n: ar · ~ ·ury ·~ d 11 ..: llc tion modes. Personal interview, telephone interview and 

mail int 'lYil:\\ ll ara u aman 19 6). Tull and Hawkins (1990) add the computer to the 

li ·t. Per.:t nal inter\'ie\\ - are more resourceful, save time and cheaper in costs but poor in 

controllinb inten iewer influence over the respondent. Mail interview is good in 

c ntrolling inter\iewer · influence but poor in handling complex questionnaires. 

Telephone inten iew are excellent in offering high degree of sample control and fair in 

high amount of data ( osa 1992) and (Karemu 1993) but they are expensive in co ts. 

Ihe choice of mode of data collection is dictated by the objectives of the research, 

urgency of the re ear h and the required data achmia and achmia , 1996, Tull and 

lltm kins. 19 0 . lull and Ila\\kin add that re ource allocation is important. !though 

p ~ onal int nit.:\\ dd highest quality and quantity of data compared to other mod~.:s 

II 

utu 19 " di upplcment it with dr p and pick lall.:r ml.!thod . 'I h~.: 

n u d in imil r tudic in cny, (1 1j u un I 9 nd 

ill , I pte I th r p nd pi 

th 

ptu th 

nd \\here 

n p1 

\ hil t tl Ill 



3.5 Data Analysis 

The data collected was edited for u 1 y. uniform it , 'onsistcncy, and completeness 

and arranged to enable coding un t tbul.ui n ll r()Il' final analysis as recommended by 

( 'ooper and Schtndlet, 19JS). lh· l.t.1 "·' t.lhHlat·d and then classified into sub -

populations m:l:ordin • 

c -port in • I· inn . I lid· 

Turke ~. B ··I 

< mmon ·lnractcristics such as live animals 

rtin ' firms, Pigs and Pig Products, hicken and 

azzctcd Slaughterhouses, and finally Milk and 

apture and analysis was carried out using SP S software. 

facilitate basic statistical analysis and descriptive statistics 

such a· fr ·qu ·n ·y di ·m uu n. means. standard deviations and percentages. The analy is 

and de ·crii tiY ·tati tic ''as undertaken to characterize strategies and challenges in 

promotion of e p rt of li\e tock and livestock products taking into account the animal 

health tandard requir ments to facilitate the export promotions. 



. 
CHAPTER FOUR: DAT A L Y IS AND FINDINGS 

4.1 Introduction 

Data collected was aualyz ·d u in' :-i1.ltisti ·s. Frequency, percentages, means 

and mean standmd d ·vi tti 111 t I ~.:l:n . tcnsivcly used to draw conclusions on 

promotion stnttr •i ·s l the c. porting l·irms in the livestock and livestock 

ha been used to capture and analyze data. This 

n one captures demographic profile of the exporting 

firms. section t\\ o 'Ul tm-e · the promotion strategies and section three captures the 

promotion chall 'Ill!' 'nc untered by the firms. 

4.2 cction One: Demooraphic Profile of Firm in Livestock xports 

Thi · dem graphi protile was undertaken mainly to enrich the study by getting a profile 

of r~ p ndent Firm . I ue such as' hether they are currently or anticipating exporting 

and what they con ider to b hindrances to effective promotions strategic were dealt 

with here .\dditionallv the information in the demographic profile wa used to ascertain 

the\'< lidity of there ult and to provide different per pectiv to enrich the study. 

4.2.1 Rc pon Rat of th Liv tock and Liv sto k J>rodu t. I: port Firm 

t t I pul tion of 2 r i t r I liv tock and li\ c..: to ·k products 

' rc i tribut d m ng t the )2 n u li\ to k 11 1 

li nd 



Category 

Live Cattle, Shee --
JJides and skins 

Milk and Milk Product · 

orters of Live tock and Livestock Products 

o. of Firms (n) %response 

5 

16 

J 

27 

2 

9.26 

29.62 

5.56 

50.0 

3.70 

1\buttoir l'tH' Pi , · 
~~~~~~~~--------~-----

1.85 

Totals 54 100 

Source: n•sc~trch data 

-4.2.2 On ncr,' hip of Firm 

Re ' ult indi at d that 79.6 percent of the livestock and livestock products exporting 

Firm, in Kenya are locally O\\ned \ hile 9.3 percent were foreign owned. Further findings 

indicat d that 7.4 percent of the firms were joint venture and 3.7 percent were 

go\'ernment owned. The e findings are presented in Table: 3. 

rt 



4.2.3: Branches in Kenya and outside Kenya 

When firms were asked to indicate th numb"r r brnn h 'S they have in Kenya, results 

indicated that 43 Firms representmg 7 . p r ~.;nt )f' th' li cstock and livestock products 

exporting Firms had no branches "hi I ll.l Jlr ' 1. nt had on' branch. 3.7 percent had two 

. 7 p 'J ~Ill four branches in Kenya 

Tuble 4· Bnuu:ht.·s uf I• purl hrm' 
r-

:_: 

Brm ·h m ·n a Branches outside Kenya 
1-

l 1 >f 
1- • r-:- -

No's of Hnmchc" Percentage No of Percentage 
I· inns J·irms 

0 4: 79.6 52 96.3 

l 6 11.1 2 3.7 

2 2 3.7 0 0 

3 1 1.9 0 0 
4 2 3.7 0 0 

'---
Total 54 100 54 100 

ourcc: rc earch data 

Table: 4 furth r ho\\ that only 2 firms representing 3.7% of the livestock and livestock 

produ t exp rting Firm have branches outside Kenya. 

~.2.4 Firm Ia ification of Export y tern 

According to 'I abl : - re ult revealed that 16 I·irms n:prc cnting 29.6 percent an.: 

urr'ntly n t .·p rting but \\crc anticipating c.·porting \\hilc 6 l·irm~ rcprc cnting ll.l 

n ith r t:, ·p rting n r anticipating. 2.6 p 'rccnt of the I· inns consid n:d 

rt y tcm \\hil 9 I inn r pr ntin 1 >.7 1 rc nt \ r in 



4.2.5 Firms Current Hindrances to Exports 

Demographic analysis of current Hindran - t T i . to I and Livestock Products 

Exports indicate that the main r ' n ' h. th~? , r~ urr 'ntly not exporting though 

anticipating exporting as pres nt 

57.4% of the exporting l·irn 

representing . ()<}1, we cutt nd 

and (> rcpn:sL· rrt in, 11 . 1' 

govl:l'l\lllL'Itl pl)l i · )JI th •i 

l: ·porting but anti ·ip llin ctu 

ur-rcnt llindt·ancc · 

' hkh rt..v 'nlcd that 31 hnns representing 

• 1\l l 1111 ·nt ·onstraints to exports, 13 firms 

1 rtin' hut antici pating due to lack of resources, 

n l c portin' hut anti cipating due to unfavorable 

hilc only 4 firms representing 7.4% are not 

mpctitivcncss of their export products. 

·umber of Firms Pcrccnta rc 
31 57.4 

4 7.4 

6 
13 
54 

4.2.6 Rc ourcc Related Rca on for ot E. porting but nticipating. 

According to 1 abl 7. 12 ·irm rcprc cnting 22.2% of firms that arc current! not 

.·p rtin but nti 1p ting an.: constrained by financial rc ourcc ''hill: on! · 4 111 numbl:r 

r pr ntin 7. % r c n trained from c:p rtin b m tcriaL. 

\nticipating. 

r rr tl n 



4.2.7 Hindrances for Not Exporting and ot Anticipating. 

According to Table:8 the main reason why m Firms nrc currently not exporting and 

not anticipating exporting were a foll " : rim1s -t n .. 'pr'scntin 1 7.4% cited unfavorable 

government policy as the constraint \\hit 1 it ms t<.. pr 'S 'nting 5.6% have transformation 

of the business as the reason of n 11 1 rtin' .md not anticipating. Firms 42 representing 

77.8 percent indicated th ·• · " 1 n 1 

Tahlt.· H: llindr an ' \' li hy Ftnn, f, r 

Typt.• of h ii :.:H:.:.:Ir:..:· ::.:n:.:•~:..:· ·------t-...:...._u:......:m:......::......b...:.c-:r-:::o...:..f...:.F_'i_r_ms 

No ronslraint 42 

Compdit iwnr_· ·_ 2 3.7 

Health standard: of I 1.9 
~~~~---;-----~4~----r-~7~.4--~ 

1 1. 9 

3 5.6 

ther minor i ue for the firms not exporting and not anticipating exporting include 

unforc ·een lo a! d mand and high health standards of products required for exports. 

4.2. Firm . 'o t Exp rting and . ·ot Anticipating Due to Lack of R ourc : 

'I he bigg . t n:a n by · im1 for not c:porting and not anticipating a pre ·cnll.:d 111 

'lab! :9 i financial \\hich affect < I·irm rcprc cnting 14.8% and material alll:ctin, 

onl.: .?Yo. 

ot Ant icip a tin ~ 

h m n 



4.2.9 Employees by Firms in Livestock Export 

From the respondent Firms, it shows that th ~ mplo l'LS in Firms engaged in export trade 

of livestock and livestock produ t ran J ftl m {() I 00 r 'presenting a mean of 146. 

From the Firms surveyed a ·um 7 · 7 Jt l)J k hns )ainful employment from the 

business of export of' liv · tu k nlli\ 1 k JIOd\1 Is. 

4.3 St.•dion Two: Str tt • •it·' 111 I n nH ting Li cstock and Livestock Products 

Exportl'. 

Thl: lirst r ·s ·;u ·h obil:di\ e - ught to identify the Promotion Strategic Tools employed by 

linn· in th~ lin~ ·t d. indu ·try towards their export of livestock and livestock products. 

!'he ·~cti n pr 'ide · re ult · for the objective. 

-t.3.1 General Promotion trategic Tools used by Export Firms. 

Table 10 ·h w Firms in the livestock exports most used Promotion tratcgy is 

Per·onal elling repre ented by a mean score of 3.06. It is followed by Internet 

Promotion trat gy repre ented by a mean score of 2.27 Mega marketing followed by 

Advcrti ·ing are the lea t u ed promotion strategies by firms in the xport of li cstock 

and li' e ·tock product . 

u 



4.3.2 Response to Specific Promotion Tool by atcgorics 

According to Table 11 a total of 

Promotion Strategies. 'I he least u. d i 

1m1: rq resenting 6 1.1 percent usc Selective 

ommunicntion Strategy category where 15 

firm s representing 27.7 perc ·nt u ·it. \ numl1.t of' IS Fi rms representing 33.3% have no 

Mass Communication StrHI · · "hit I Hr ms r pr~.!scnting 57.4% of the livestock and 

Firms' 
Rc ·pon ·c 

I 
Firms 

32 
6 
16 

4.3.3 cncral Promotion Budget 

nc p ci ric media promotion strategies. 

Selective 
Promotion Promotion 
Strate strate ies 
No. % No. % 
of of 

Firms Firms 
27.8 18 33.3 15 27.7 
3.7 29 53.7 18 33.3 
29.6 7 13.0 11 20.4 

JCn~.:ral Pr motion Budget rc ult a pre. cnted in 1 able 12 indicates that 27 Joirm. in the 

. ·p rt 0 li\ 

pr m ti n bu 

nd li\ t.: to k produ t rcprc. nting -o% do n t have Qcn~.:ral 



4.3.4 Specific Promotion Budget by Category of Promotion Tools 

Table 13 below indicates that most Firm in th~.; lihsto 'k and livestock products exports 

do not have specific Promotion Budg t f r p.wti 'nl:w '~l t 10ri~s or trategic Pronwtion 

Tools. The hi ghest category of "ith .1 SJk 'i fi' Promotion Budget is Personal 

Communication but \Vith onl I ' finn 1 1 H: ~.:ntm 1 11.3 percent. 35 firms have no 



T bl 14 M d' P a e : e aa f S b St t . T I romo 10n u - ra egaes 00 s 
Strategic Tools Mean Standard Deviation 

Radio 1.50 0.94 

Billboards 1.68 1.17 
Magazines 1.86 l.I: 
Te.lcvision 1.56 I. I 1 
Direct mai.l 2.47 I.T2 
~ 

Transit 1.71 1.32 
f fot Air Balloons~ 1.00 0.00 

~ ,~ 

1 ,00~ Theatre 0.00 

~ky writin • 1.00 0.00 
~ 

,~ 

1.72 1.25 ln hous(.; n 'L'IItl ·s 
= 

Othrrs 1.37 0.90 

N=54 

'ourcc; research data 

4.3.6 Per'onal ommunication Sub- Strategies Tools. 

Table 15 analy es of the Respondents Firms through filling a weighted five point's scale 

que tionnaire. re\'eals the extent in which the Firms use the Sub Personal Communication 

Promotion trategies. It indicate that Firms in the livestock exporting use Word of Mouth 

mo t in the Per onal communication Sub- Strategy with a mean of 3.13 

nun· · r t: nh tl. t l 

I r m tit n ll 

u h •llin fi 

u 

m n 



This was followed by point of purchase displays with a mean score of 2.34. The least 

used in this category Sub- Strategies i v;eep tnk with a m an score of 1.17. 

Table 16: Sales Promotion 
Tools 

--,----..,---:-~ 

Coupons 

Premiums 
---~~ 

Contests 

Swecpstakts 
--~~= 

Samples 

I hers 'l ceil~) 

N=S~ 

ourcc~ re ·carch data 

1.11 

~.3.8. las Communication Sub-Strategy Tools 

Re ult of an analysi of the Respondents Firms through filling a weighted five point's 

· ale que ·tionnaire, the extent in which they use the Mass ommunication Promotion 

. ub tratcgie indicate that Electronic mail was the most u ed Mass ommunication ub 

tratcg) \\ ith a mean core of 2.3 and a standard deviation of 1.33 as indicated in 

Tab!, 17 b low. 

OlJ 



. 
4.3.9 Selective Communication Sub-Strategie 

Results of an analysis of the Respond nt Fim1 thr ugh filling a weighted five point's 

scale questionnaire enquiring the :t nt in "hi ·h thL us' th ' , elective Communication 

Promotion Sub Strategies indic tt th ll 1 it t nuil IL'pr 'S 'ntcd by a mean of 2.61 is more 

used in Selective Communi tti m ul thou 1h Telemarketing is fairly also used 

with a mean scorL' ol' . \I . I h 1 tabulated in Table 18. 

1.55 

1.79 1.44 

ource; re ·carch data 

4.-t ection Three: Profile of Challenges in Promoting Livestock and Livestock 

Product Export . 

Data in thi ection \\a mainly analysed using mean scores a and mean standard 

deviation though the trategie and challenges evaluation data wa analysed using 

frequency di ·tribution and p rcentages 

4.-t.l lajor hallenge to •. port 

., h bj ti · ' ·a t tabli h the hallcn I· inn in I ivc lock und 

ult rc 111 

lu m nit r th li 

tr l an n 



Table 19: Challen es in Livestock and LiYe tock Products Ex orts 

Mean 
-.7 1 
2. 81 
2.00 
2.42 
2.62 
2.06 
2.35 
1.94 ....__ ____ 1-

~:...;..;:.._-----~:-:----1-;..__:_j-1. 81 
2.77 
1.60 
1.42 
1.06 

ource~ re ·earch data 

4.4.2 Top FiYe Challenge to Live tock Exports 

... td Deviation 
1.55 
1.59 
1.3 1 
1.50 
1.63 
1.3 7 
1.53 
1.34 
1.31 
1.68 
1.03 
0.87 
0.3 1 

Re ·pendent \\ere asked to fill on a five points scale. v here 1 cry great challenge, 2= 

great challenge. '"'= moderate challenge. 4= little challenge and 5 no challenge: the top 

ti'c hallengc· in th ir .·p rt ofliv tock and li tock products. 

A hi 'ing th r uir d intcrnati nal animal h nlth tandards to cnabh.: firms to the ~::port 

th k n liv ha the gr ate t challen •c to c.·p rtin • firm \\h1.:1 • 

nte by th I a t m t· nd rd 

Ill k \hi h 

nd 

m n 

I h Ill m n .I . 



Table 20: To Five Challen 

Challcn es td. Deviation 
~C~u~Jtu=r=e~~-------------------r~~~ 1.64 

Le al issues 1 ·-9 

Political issues I JO 

Government policy --------t __ 1.4 

ffcalth 1.16 
---·~t==::~=ii~-

Tradc restrictions 1.15 
1.83 
0.54 

,;....;..;:.....;.;....;;.._ __ ~~-t-~~-- 1.45 
lnl'rustnKturL' 1.25 

------------------~~----~--N=S-t 
Source; rcscurch d~tta 

The lea ·t challenge i- in the organization and management structure of the exporting 

li\e ·t ck firm-. Thi i-con i tent with the demographic findings in the exporting firms. 

-tA.3 Evaluation of trategic Promotion Tool and Challenge . 

To under core the Firm performance in promotions the responding firms were asked to 

indicate '' hether their firms evaluate their strategic promotion tools and challenges. 'I he 

re ·ult · are indicated in Table 4.4.3 

hallcng . 

fim1 ntin 7. Yo th li rtin • finn 

lu 
n t m ti n 



CHAPTER FIVE: CO LU TON 

5.1 Introduction 

This chapter concludes by looking 'tt th . umm.lr , dis ·uss ions and findings from the 

research study and highlights th limit Hi n .ll d H.'l ()mm •ndations lo r further research, 

policy and practice. 'I hi i (H nt in ' 11o' 111 otdl!r or sections. Section one sought 

to identi fy tlt t.: d ·m<} •• •phi 1m1 in the livestock industry involved in export 

or liv<.:s t<H.: k uml liv · ·t} c tion two which is in line with research obj ective 

on<.: sou •ht tt) id ·ntif) th 11 m tion tratcgics employed by firms in the livestock 

industry lt1\\ ard · thct 1 m f li'c lock and livestock products from an animal health 

I crsr ·c t in~. S • ·ti 111 thr e \\hich i in line with research objective two sought to identify 

promotion ·hallenge · ·uch exp rting firms encounter in the export of livestock and 

li\ e t d .. product . 

5.2 ummary, Di cu ion and Conclu ion . 

The demographic profile indicates that firms dealing with livestock and livestock 

product· are regi tered with the regulatory authority in the Ministry of livestock and 

Fish ric·. Thi i a legal requirement. For those dealing ' ith meat from all pccics the 

requin: li en ing and rc__i tration under the • 1cat ontrol Act hapter 356, for th sc 

dt.: ling with Hid and kin~ they n:quir~..: licen ing under the IIidcs and 'kins ct 

h pt r 59. F r th t.: \\ith ilk nd 1ilk pr duct . th y require liccn in, b · 

th 1 il') rd th r ulat ry uth rit_: c tabli h d un I r haph.:r 2 the 1 airy 

t. 

'th rt li 

ut 



Kenya. Firms not exporting and not anticipating exp rting, cite unfavorable government 

policy and transformation of the business a th main on traint . Competitiveness of the 

products, required health standards and unf r n l , l demands c!Tccts though there are 

mmor. 

Objective one sought to id ·ntif pr m ti n 11.11~: 1il:s h firms in the export of livestock 

to rdutl: to ru · t~)m 'I n · 'i 

rangl:s from Iilii · u · 1' • n U1 

industry most used promotion strategy 

g , sound product knowledge and the ability 

t m unt (Paliwoda S.J. 1993). The extent of usage 

ing moderate usage of promotions strategies. Most 

strutcgil:: standard d., i~ni n L greater than one indicating a significant variability. IIalf 

of thl: Firm: ·urvey ·d th ugh ha\ e a general promotion budget, majority have no pecific 

category of Prl moti n T I· Budget 

Finn in the liYe'tock exporting use direct mail most. There is no usage of IIot air 

ball n nor Theatre and In-house agencies. Word of Mouth was the most used Per onal 

communication ub- trategy. ellers use the ales Promotion as incentive type 

promotion to attract new triers. to reward loyal customers and to increa e the rcpurcha c 

rate of occa ional u er (Kotler 1988:646). In sales promotion ub- trategie , amplcs 

had the highe ·t u age followed b: point of purcha e di play f·lectronic mail " as the 

mo t u · d rna · communi ation ub - trategy. 

It i u ually nee ary to identify m mb r o 

m rk t. h pr Ill id ntifi ati n 

itu ti n 

Ill 

di n 

II 

If 

m king unit'' \\ithin on~.: 

t in [I rd n tra I . In th 

nti ' ithin 

trn il 

u 

in 
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livestock disease control in Kenya. Challenges of Infrastructure and government policy 

range from between little to moderate. The lea t hallcnge is in the organization and 

management structure of the exporting li st \... and li sto 'k products firms. This 

agrees with the demographic profil th \l 111 h . ll I lmm·m resource a not a challenge 

exports. 

5.3 Limihations uf stutJ 

Time and litHIIl ·i tl 1 ·s )lll ' 1 1\ l cnc u h for cxhausti vc study as the firms are 

he data base provided by Kenya dairy Board had 

ra ion. The researcher had anticipated hundred percent 

tud '. However, some institution in the milk and hides 

indu ·try d .;pite l ·r ·onal 'i it refused to fill the questionnaire as they considered the 

·ubjcct matter c nfidential and for that reason, they refused to give adequate information. 

SA Recommendation for further re earch 

It i · gcneralty trui m that no research is an end to itself. Therefore, what this research in 

·trat gie and challeng in promotion strategies and challenges in export of livestock 

and Ji\ c tock product from an animal health perspective though can onl be con idcrcd 

to rcquir further n.: ·earch. From the in ights gained in the course of investigation, the 

n.: e, rcha ffi r the following uggcstion which hould act a direction to future 

ith 

n d t tudy mdh d employed to evaluate progress towards tratc 'ies 

k and live to k products and to ce ' hethcr they arc 

rly ' aming. 1 1 1:1 i n d to und rt k rurth r 

firm . ·1 o thi en I 1 cro -

k nt rpri 

p mun m 



associations with other products has not helped gr at! ' in th pa t.. This study focused 

on promotion strategies and challenges. Little fo u wn. put on tratcgic planning process 

itself. Further research is therefore recomm nd t ~.:stnblish the actual firms planning 

process rangmg from livestock produ 't nt q ri:->L'S thuns 'lvcs to implementation of 

strategies. 

5.5 nccommcndatiOillol for J'oJi ., Inti 1'1 :ldU'( 

Finns should lir. t ~1r til link ud' t and strategy should be used as a tool for 

resource ulhH.: tli~1n , 'I hi " ' b iou in the study as some firms did not indicate 

clenrly the dir, t r ·I Hi 111 ·hii f indi idual promotion strategic tools to budgets. nly 

tifly percent or th~ Firm· ·un e_ ed had a gross budget for promotions. I· inally the firms 

need to reYi '\\ peri dically if the trategic milestones are achieved. nly about 60 

f '!'Cent or th' li\ e 't d, and liYe tock products exporting firms evaluate their promotion 

trategie, and challeng ·. There is need to encourage more firms to monitor and evaluate 

their promoti n trategie and challenges. 

n challenge . the tudy recommends that firms in the livestock industry dealing with 

e. ·port, of live tock and live tock products should be more proactive in developing 

promotion ·trategi . Firm hould in one way or another anticipate challenges and 

thcrcforc durin~ f rmulation of trat gi they hould try to idcntif the like! · internal 

and . tcrnal h llcng that might affcct the promotion tratcgics. 
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APPENDICES 

Appendix I: List of Livestock and Live tock Product E. 'porting Fimts 

No. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

14. 

I -. 

16. 

17. 

I 

20. 

21. 

Name of the Firm 

Spin Knit Dairy Ltd 

Dclamcrc I fold in •s 

Afrodttrt · h)od lu lu 11 i · 

Sunpow ·r Pwdu ·t · 

>risnlnl1.1 Ltd 

Silent V ,11l 'Y r amane Ltd 

'Oln Dnirie Ltd 

1. Jau , 

Eldo\'ille Farm Ltd 

Linov Chee e Limited 

Pau·ick gugi Kiuna T/A Happyland Ent. Ltd 

Cottage Farm (R. H. Mcclellan) 

Cecal Investment (Evans Achieng) 

1rs. L Limb 

Jonathan Philip . ·ann T/A Three Dee Dairy 

\Vangari l furiuki arolina 

amucl Kamau , fathinji 

1r n Dream Ltd 

Lt I 



Appendix 1: Continued 

Number 

24. 

25. 

26. 

27. 

28. 

29. 

. 0. 

. t. 

4. 

5. 

6. 

37. 
, 

"9. 

40. 

41. 

4_. 

7. 

Name of firm 

New K.C.C - Cheese Fa t r; 

Supa Duka 

Quality Milk Shop 

Kabianga I h11 ' I t I 

Bn>(>k ·id · I tit 

m.mmr I uirie · 

''llh r lndu ·trie of Kenya 

Bata h e Co. (K) Ltd. 

Ea t frica Hides Ltd 

Zingo Inve tment Ltd. 

ew Iarket Leather factory 

bubakar Sharif Sali 

Islam Iohamed & Sons 

Ruambuzi Ltd. 

frican Leather Ltd 

Alpharama Ltd 

a Trading o 

. am imp',· (K) Ltd. 

Al· b. ·p rt Ltd 

Lt 

lnt 



Appendix 1: Continued 

Number Name of firm 

52. Global livestock traders K n . n lin1ih.d 

53. Fina Fran Ltd Ngonu l n·h 

54. Agricultural D ·v ·lopt t ·nt ( ra1ion 

55. OlpHjl'IU I 1111 ·h 

56. I uk · ·id · I' 111 ·h 

57. I mba a 

58. llurlinghmn 

59. l 1m asa 

60. Fm·mer Choice 

1. Tightingale 

6_. Kenchic 



Appedix II: Questionnaire 

PRIVATE & CONFIDENTIAL 

Questionnaire No.: 
Information in this questionnair will o lf'i • h. I ()nlid~.:ntiall y and will not be used for 

any other purpose oth<:r than ac td ·mi . 

Uc:mu •r a plu ., 

Section 1: Firms dttuil ' 
l . Nmm: o!' Finn:----~~~-----------------

2. l o~ation: PHn inl' • ------------ District --------

Divi -ion -----------------Location 

Date f Inc rp ration (When operations started)-------------

4. \\11er hip: 

6. 
7. 

( ) Foreign owned 
( ) Joint V nture 
( ) Lo al owned 
0 e the Firm have any branches or associated Companies? 

( ) y 

( ) 0 

Ifyc. how man:? InK nya: ------- ut ide Kenya 

Meat ) h vlon 

rk pr duel ) Br 

r rt tern? 

rtin but mi ip tin J 

mi ip tin 

) h1tton ( 

( bll ( ) 



10. If lack of firm's capacity in resources which one of these is it? 

( ) Human 

( ) Financial 

( ) Materials 

( ) Others (specify) 

11 . [f currentl y not exporting wIn >t uti it .ttin 1, v hat arc the current hindrances? 

( ) 

( ) 

('(l lltpetitiv ·u · 

Sani l trV ·ttnd 11 l in th rt of livestock and livestock products 

( ) U nl tt V~>ur 1l1l ' ' rnmcnt1 !icy on export 

( ) n r~n ... ·n 11 ' tl demand in export of livestock and livestock products 

( ) Tran..; formati n f the business enterprise 

( ) L1 ·I-. of organizational capacity in resources 

L. lflad .. of re · urce . which one of these? 

( ) Human 

( ) Financial 

( ) 1aterials 

( ) Oth r ( pecify) 

' cction 2: trategie in promoting live tock and live tock product international 

c. port ·. 

2.1.0 )'encral Promotion tool 

_,l.l. !·or each of the foliO\\ ing trategi u a fiy point calc to indi ate the c:tcnt to 

, hich your tim1 u c.: each trategy to promote its live tock and livestock products in the.: 

int rn, ti nal mark t. Th , le rate.: from 1 to - a folio\ : 1 = 'o u a • . 2= Little.: u ag 

= r t u = ry rc.:at u 

2 

rti in 

lin 



2.1.2 Does the firm have a promotion budget? ( ) Y s () No 

2.2.0 Media Strategies 

2.2.1 Does your firm usc media Promotion tr t l • ) "S ( ) No 

2 littl e usngl', 

to promot<..: its livestock and livestock 

.tl 'mt ·~ from I to 5 as follows; l = No usage, 

1 cat u age and 5 V cry great usage 
,-

I 2 3 4 5 --
l Indio ( ) ( ) ( ) ( ) ( ) - ( ) ( ) ( ) ( -) ( ) 2 Billboard: 

---:---
Magatinl?S ( ) ( ) ( ) ( ) ( ) 

4 Tclevi 'ion. ( ) ( ) ( ) ( ) ( ) -
Direct mail ( ) ( ) ( ) ( ) ( ) 

1- -
Transit I ( ) ( ) ( ) ( ) ( ) 

7 llot-air balloons ( ) ( ) ( ) ( ) ( ) 
8 Theatres ( ) ( ) ( ) ( ) ( ) 
9 SkY \\Titing ( ) ( ) ( ) ( ) ( ) 
10 In-house agencies ( ) ( ) ( ) ( ) -~ ~ 1 1 Others (sp~cify) ( ) ( ) ( ) ( ) 

2.-."' Doe your firm ha\'e media communication budget? Yes ( ) o ( ) 

2.3.0 Per onal ommunication 

2."' .1 I o your finn u e Per 'Onal communication promotion? 

2 .. 2 l·or ea h f the oliO\ ing pa onal communication trat gics usc a live p int s ale 

t 

li 

·t nt to \\hi h )OUr tirm u :; a h trate y to promol it li\c tock ·md 

ro lltm . l -

nd - \ ry r ·tt u , • . 



2.4.0 Sales Promotion 

2.4.1 Does your firm use sales promotion m int rnntionul 'P rt of livestock and 

livestock products? Yes ( ) To ( 

2.4.2 For each of the following al s Pr m til n ~trnll.: 1j s usc a live point scale to 

indicate the extent to which 'Out linn u l,l h . t1at • 1y to promote its livestock and 

livestock products in th · int ·tntti 111 lm rk t. I h s al rates from l to 5 as follows; 1= 

No usage. 2 littk us·, •-. . 4 Cm.:at usage and 5::.= V cry great usage. 

l 2 3 4 

l Coupons ( ) _(_2 ( ) ( ) --
2 Pr ·miums ( ) -- ( ) ( ) ( ) 

Conte ·t · ( ) ( ) ( ) ( ) 
4 m:q ·takes ( ) ( ) ( ) ( 1 
5 'am pies ( ) ( ) ( ) ( ) -

6 Trading stamps ( ) ( ) ( ) ( 2 
7 Point f purchase displays ( ) ( ) ( ) ( ) 
8 Rebates ( ) ( ) ( )_ ( 1 rg . t- ~ 

( ) ( ) Others (specify) ( ) ( ) 

_.4.3 Doe the fim1 have a budget for sales promotion? Yes ( ) No ( ) 

2.5.0 Ia · · ommunication 

2.- .I Doc your firm u ·e rna· communi ation as a tool to promote the international c. port 
of lh to k and livt: to k product'? (Tick one) 
) ' 0 ( 

-·- .2 l·or en h of the fi 11 'in pt:r onal communication trategic~ usc a five point sca le to 

each tratcg 'to promot it live tl k md 

rat a folio" · 

u - littl u = 

lJ I 

5 



2.5.3 Does the firm have a budget for Mass promotion? Ye ( ) No ( ) 

2.6.0 Selective Communication 

2.6.1. Is selective communication applied in y ur firm t) promot the c. port of livestock and 
livestock products? Yes ( ) ) 

2.6.2. For each ofthe following personal ommunt .111 )11 ~tt:lk'p,i 'S usc a live point scale to 

indicate the extent to which your li1111 u ' t h 1 .11~ '' I<) JHO!l\Ot' its livestock and livestock 

products in the intcmatioualnnn k 

usage, 1 Modcmh.: 11 a · ·. I 

mtrkc.:tin' 

·t mail 

·s (.·pccit)') 

I I Tclct 
2 Dtn:l: 

I 

( 

( 

( 

rom 1 to 5 as follows; I No usage, 2= little 

Vc great usage. 

2 '3 4 
- (> ) ( ) ( ) 

) ( ) ( ) ( ) 

) ( ) ( ) ( ) )thet 

2.6. Doe· the linn ha\ e a budget f, r Selecti,·e Communication? Yes ( ) No ( ) 

cction 3: hallengc in Promoting Live tock and Livestock Products Exports . 

. 1.1 F reach of the foliO\\ ing promotional challenges use a five point scale to indicate the extent 

to" hich your firm i atTe ted by each one of them in promotion of livestock and livestock product 

e\.ports. The ·cale rate from 1 to -as follows· 1= o challenge, 2= little challenge, 3 Moderate 

challenge. 4 Great challenge and 5= Very great challenge. 

2 3 4 
( ) ( ) ( ) 

2 ( ) ( ) ( ) ( ) 

( ) ( ) ( ) ) 

) ( ) ( ) 

5 

( 

( 

( 

) 

) 

) 

5 

( ) 

( ) 

( 



14 Number in order of importance the first five promotion hallenges that your Firm 

faces in the international livestock and livestock produ t .'port promotions. 

culture r __ ], Legal issues [ __ ].Political i u _ [ _ ], 1ovcrnmcnt Policy 

J,Achicving promotional (hcalth)sanit·\r) , und.lrdsi __ ]Trndc restrictions _ I. 
(Jcographical distances J, 01 • mi1.11i n. nd 1 tnn:l<~ mcnt structure 

!Livestock discn"e co11twl! II nit 1 11 ~~~ 1111 I 
EVALUATION 

I. Docs your linn ·v tlllll • th · di! ·rent pr motional strategic tools in influencing the 

intcrnntionul t.: ·port or liv · ·t 1 ·k und li e tock products? Yes ( ) No ( ) 

2. Do~.:s cur linn ·valual the different promotional challenges that influence your 

International e ·pert ofliY t ck and li estock products? Yes ( ) No ( ) 

TH rK YO FOR YO R CO-OPERATION. 



Appendix III: Letter of Introduction 

May/June 2007 

Dear Respondent 

IH I 1.. EAI II I RO.JI~CT 

This qucslionnuir · i: int·nd ·d t gather information on strategies and challenges by the 

Kenynn !inn· in th~ liv' ·t ·k indu try during exports of livestock and livestock products. 

This ·tud) i · bein~ canied out for a management project paper as a requirement in partial 

fultillment of the degree of masters ofbusiness administration, University ofNairobi. 

our re pon e \\·ill be treated strictly confidential and only used for academic purposes. 

Your cooperation is high! appreciated. 

Your' inc rely 

I r. Petc.:r !, in lth n ka 

tu nl 

Dr. 1. rtin gutu 

p f\'IS r 


