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ABSTRACT 

Cosmetic companies play a ke · r le in th K nyan economy. They are major employers of 

the Kenyan population. Th pr · k r"nd market for different products to act as raw 

materials at the differ nt . m thl prodll 'lion procc s and a source of revenue for the 

government in th 

o 1 :41 hin , lh 

. I hl main nspt;Ct of any company or firm that produces 

k, t fo tis ·om modi ties. This goes along with finding ways 

tions and seeking appropriate ways of distributing and 

1 clients. 

finn· in 

atmed at investigating the distribution strategies adopted by variou 

1r m e and di tribution of their products. Particular attention wa paid to 

· ~metic mpanies. The objectives of this study was to find out the variou di tribution 

trategies adopted in marketing of wares and the factor influencing adoption of uch 

trategies. Research design adopted included descriptive de ign. Through the urvey 

method. populations of 10 respective respondents were elected fr m variou co metic 

companies. Primary data was then collected u ing a emi- tructured que tionnaire. The 

questionnaire were personally delivered to marketing manager of the vari u c rnetic 

companies under the study and later collected. 

The finding of the tudy re ealed that, rn t f the firm ar y t t rnbra trat gi 
marketing and di tribution way tn rd r t 11 th ir pr du t and ub u ntl • 1 p 
marginal profit . Th ch i f hann 1 i Pram unt in n urin high 
r urn and distribution o th id d pt 
m ern t th pr du t . 

an u du fc uri pr du t to 
ill urn. 
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CHAPTER ONE: INTRODUCTION 

1.1 Background 

Globalization of world 

unpredictable way 

n mt . h. :' rtsult d in high environmental volatility coming in 

, 1 > • • I n mmmcntal changes such as technological and 

ulation and de-regulation and consumer behavior 

ns in that organizations have been forced to enhance their 

urvivc m an environment which has become increasingly 

anizations are therefore undertaking strategic changes in 

trategies to the environment thereby matching the resources 

an rganization to that environment. Globalization and liberalization of 

has intensified, competition through: widespread of computer , faxe , 

m bile ph nes. introduction of the internet and e-commerce (Hewlett 2002). Globalizati n 

f c mpanies is continually growing in response to the changing environment of 

international trade. The accelerating trends are a result of global con umer convenience in 

ocial economic demographic characteristics, habits and culture (Intriligator, 2001 ). 

The new capabilities unleashed by the digital and information age have led t ub tantially 

new forms of marketing and bu ine e in the new global economy (Gupta and Khanka 

2003). The ramification of globalization ha e al played an im rtant r 1 in haping th 

polic formulation among national g ernm nt . Bu in 

gl bal cale. Thi global bu in 

thin . hum peter 1 942 om titi n nc\ 

the ne\\ ur 

n. 



that disruptive technologies are challenging every business; and that business must adapt to 

the empowered consumer". 

Due to intense global m ntt n, most organization have adopted various strategies 

aimed at achieving a 

improvement in pr it t,, ,,..,..,, 

)mJ ditiv advantage. These strategie range from 

1ui. ithm/ mer ,crs, strategic alliances, partnerships and 

( 0 ) Many organizations now consider the pursuit of 

n d1 tin t benefits of cost reduction, improved quality, better 

down. izin • t ) 

•lohal 

lhilit n and increased competitive leverage (Johnson& Scholes, 

r hin and Rangan (1995), firms must constantly innovate to forge a 

e must develop new capabilities in areas such a technology 

d v 1 1pm nt. manufacturing processes, marketing and distribution in order to gain a 

c mpetitive edge. In a competitive environment, the first priority of an organizati n h uld 

be to reach its customers effectively (Guirdham, 1972). Libin (20 6) indicate that for 

channel members to push a company's product successfully, they have to be motivated to 

undertake their selling duty effectively. 

1.1.1 Distribution Strategy 

Cateora and Graham (1996) assert that distribution relate to the flow of g d and ervic 

from the producer to consumer. A di tribution trategy i intended t e tabli h a d mmant 

po ition in the geographic market erved by firm . Th f an ppr pn t 

di tribution trateg} i a maj r det rminant f an r anizati n nd di tributi n 

mmitm nt than d 

tan nd 

m 

r in lu mmi i n 



Ryan (1985) hold that distribution channels evolved through the utilization of national 

resources contained within an area of trade. The need to move the resources to other areas 

where they were in demand brought b ut th need for distribution channels. 

According to Rapop rt Ll • t h.rnizntion of di 'tribution services is becoming crucial 

in promoting domc~ci · n J lllh n s. and supply capacity, especially given the 

, t r. In most developing countries there is a prevalence of non­

h tnbution activities, which provide many employment 

a · refuge for people in the lowest income groups. At the same 

face challenges in gaining access to international markets for the 

eir g ds and services, often because of a lack of competitive access to 

int mati nal marke and also because of bottlenecks in the distribution sy terns. 

intermedtation 101 

stt u ·tut · I 

>pp l( t Ulll II 

The main market players related to distribution are consumers, retailer , whole aler and 

other intermediaries as well as suppliers of goods and other services (Thomp n and 

Strickland, 1993). Policy reform in the area of distribution service impact n each of 

those different groups, and flanking policies need to be considered by Government . The 

process of reform in distribution services often raises socio-political concern which need 

to be addressed (Vishal and Basiliere, 2007). In most devel ping countrie ref! rm call f1 r 

an active government role including the adoption of complem ntary me urc m 

particular to addre market failure , to as i t mall and medium- ized 

and to addre po ible employment impact . Major and immediat 

n ume who en all ha a " id r ch ic qualit ' r du t 

am tim maintaining fair r mp titi n in th m 

in th di tributi n 

b n fit 

uld 



will mean increased flexibility and tighter linkages among suppliers, manufacturers, market 

distribution systems, and the cu tomer. 

1.1.2 Cosmetic lndu try in n. · 

The cosmetic indu try in 

Johnson, Beier dort ,Uml 

fn)tn lh 1960s when multinationals - Johnson & 

ara Lee first entered the country and 
' ' 

th : t• lllllll 

r lf .lllll.. hnv now become established and contribute about 

lei c ·m tics, 2007). This lack of direct representation within 

mpanics with the opportunity to grow and market their 

1 I , which has contributed to industry growth and more favorable 

ith natural themes continue to appeal to Kenyan consumer , example 

l du · c ntaining plant and botanical extracts such as shampoos, facial cream , and 

hair ·are products. The industry was given a substantial boost in 1999 through the 

liberalization of the economy. This led to an improvement in ocial and economic 

c nditions in the country and rising disposable income, all of which ub equently boo ted 

demand for cosmetics. According to the Kenya Association of Manufaturer (KAM), the 

co metic industry is composed of ten main player . The organization i the voice f the 

industry and premier representative for manufacturing and value added related ector in 

Kenya. KAM has approximately 600 member drawn from 99% of fonnal ect r indu tri 

compri ing of mall, medium and large enterpri e . The as ciation pr ide an e entiat 

link for co-operation dialogue, and understanding with th trad and in tm nt and 

r pr enting member's iew and concern . 

rdin to 

m t dynami 

In 

rid in car and w r th 

n 



skin care salons to mention just a few. Each market segment also has its own sub-sectors 

with unique best prospect . \\'bile mo t market cite anti-aging, skin-lightening, and sun­

screen and sun-care produ t a the ce t r. with the be t overall sales prospects, other 

strong sectors are said to b b d. !'I cnt~ for und 'r 13-ycar olds, baby toiletries, depilatory 

products, and men' 

Cosm ·tic di tdbuh 1 • • n l <hvid d into five channels: general distributorship, 

..;trat gi 

. n tttntJC nal, and other (the last includes the huge but officially 

t r . The largest of these distribution channels is the general 

hich products are distributed to cosmetics stores, variety shops, 

di e h p . homes, convenience stores, and drug store . Market entry 

from market to market but most require the appointment of a local 

di tribut r agent to hand e the registrations and execute the be t marketing and elling 

trateg) to uit local conditions. Although official, detailed, and reliable market (including 

import and export) data is generally unavailable, Kenya's cosmetics market i e timated to 

have registered growth of?% in 2006 following 5% growth in 2005. 

In Eastern Africa, however, U.S. cosmetics and toiletry product face tiff competiti n 

from products manufactured in surrounding countrie uch as Egypt and the U .A. . It i 

therefore crucial that U.S. exporters clearly identify their pr duct if po ibl "Mad in 

the . ... Al 0 , it is best to modify pr duct nam and p kaging t uit I al d mand, 

appropriate. For example. a pr du t m d for "\ hit ning 

c rr t for u e in the 

produ t [I r lightening 

than 'light nin produ t 

lin, t nd t b 

kin' rna · n t be p 

pli it nd 

vi 

th 

liti ll · 

uit 

r-unit 



effective distribution networks. Local businesses also enjoy government support and their 

locally based factories give them acce s to opportunities and the ability to fend off threats 

at very low costs. In addition, leading lo 1 ompanies, such as Interconsumer Products, 

Haco and Buy line Comple m u tur 1h ir own products that are of a similar standard 

to those ofmultinationa in t • 1 llllli1 nnd packaging (Morgan, 2006). 

1.2 tatem ut o b ruhlt n 

1 in the Kenyan economy. They are major employers of 

al o provide ready market for different products to act as raw 

nt ·tage in the production process and a source of revenue for the 

•ov nun nl in the u rm of taxes. 

The manufacturers and importers of cosmetic products in Kenya face stiff competition. 

cc rding to Prisecki (2004), when the Kenyan economy was liberalized in the early 

1990 . several major industries that had operated as monopolies suddenly came face to face 

with unexpected competition. According to Kenya Association of Manufacturer (2008), 

there are ten players in the cosmetic market which has re ulted in reduction of market 

shares of older companies, their sales revenue and ultimately their level of profitability. 

The competition for discovering new distribution trategie and bringing them t work i 

extremely high. Competition between exi ting players in an indu try incr ed vari u 

co metic companie positioned them elve u in mpetiti 

their pr duct to the cu tamers and retain th m. High c mpetiti 

pr ur on pnc margin , h nc . n pr fit ilit 

p m tmp ti 

p uil m m r 

n 

d li r 

m 

th 

m 19 

thctr 



seconds. In a discontinuous and surprise environmental turbulence, management process 

should be flexible, dynamic and entrepreneurial ,o as to allow timely response to novel and 

unexpected distribution i ue . mp m - nn . c k way to partner with the distributors 

so as to put more empha i m 11m.., th t produ 't and outsourcing the retail function to 

improve on numerical di trib. 111 n 1t tull'h as many con umers as possible. 

Accordtn • to K >tl 

tht.:lt t II • 

• m.t rt( r us numerous tools to elicit desired response from 

thcs tools is pJacc. osmetic producers need distribution 

t, remove access barriers and increase perceived benefits 

lumila (2004), conducted a study on distribution strategies 

u · :d by h llili maintenance organizations in Kenya and found that most firms were u ing a 

' mbinati n f, arious di tribution strategies to reach their patients in varying extent . 

yaga _QOQ conducted a tudy on factors influencing the choice of pr duct di tribution 

channel for small scale manufacturing firms in Thika. The finding of the tudy 

indicated that cost consideration and availability of the middlemen wa a critical 1 ue 

in choosing the different channels of distribution. The finding could not be generalized 

to distribution strategies of cosmetics, given the unique nature of the indu try and the 

political. legal, environmental and economic factor involved. It was therefi re nece ary t 

conduct a study to determine the distribution trategie in thi indu try. 

1.3 The Objective of thi tud 

The tudy was guided by the following bj ti 

D terrnining th di tributi n trat · 

ii) t bli hin th a tors th t influen 

.4 Import nc of th tudy 

tu u t th 

by m mpani m n 

no th 

pi . 

in lh 



CHAPTER T\VO: LITERATURE REVIEW 

2.1 Distribution 

The distribution proc 

of title and the bu in 

mix, pia · · ( li tut uh 

(Kotl ·r, 

in lu . thl ph ~i 11 hnndlin) and distribution of goods, passage 

nd -.dlm. • Ill.'< h:lt ions h 'tween producers and middlemen and 

atumt and raham 1996). In the theory of marketing 

wh r th product will be sold and how it will get there 

an ( 1985) hold that distribution channels evolved through 

urcc contained within an area of trade. The need to move the 

\ ere they were in demand brought about the need for distribution 

annel t di tribution comprises a set of institutions, which perform all of the 

a 'ti\ itie' utilized to mo e a product and its title from production to con umption 

Kogan ( ... 00 ) Distribution channels may not be restricted to phy ical pr duct alone. They 

may be just as important for moving a service from producer to con umer in certain 

ectors since both direct and indirect channels may be u ed. Hotel , for example, may ell 

their services (typically rooms) directly or through travel agent , tour operator , airline , 

tourist boards and centralized reservation system Church, 1999). There have al 0 been 

orne innovations in the distribution of ervice . For example, there h be n an increa 10 

franchi ing and in rental service - the latter offering anything fr m tele i i n thr ugh 

tool . There has a1 0 been orne evidence of ervi int grati n with rvi linking 

together particularly in the tra 1 and tun m r amp! , link n w i t 

between airlin hotel and car r nt 1 b n nt 

in r tail uti t orth uti 

cr wdin ut diti n I m m J r m ~um 

uti n 



wholesaler for example, is now mainly used to extend distribution to the large number of 

small, neighborhood retailers. In Japan the chain of distribution is often complex and 

further levels are used, even for th impl • t of onsumcr goods. 

Kogan (2008) assert that ~ts' of distribution, which they refer to as the 

' channel length', (K t1 t, . 1. ( : id d another structural element, the relationship 

bctwc n its rn n l n H n. 1 or fr ~ flow ~ This is the usual, widely recognized, 

chanu ·I with l nne til men' passing the goods on to the end-user, Single 

trau: 1 ·ti )II h· nne!' may be set up for one transaction; for example, the sale 

· i engineering project. This does not share many characteristics 

with 1tl el tran actions, each one being unique and vertical marketing system 

( 1 ) - In thi fonn; the elements of distribution are integrated. Many of the marketing 

prin iple and techniques which are applied to the external customer of an organizati n, 

can be just as effecti ely applied to each subsidiary's, or each department' , 'internal' 

customers (Church 1999). .In some parts of certain organizations thi may in fact be 

fonnalized, as goods are transferred between separate parts of the organization at a 

'transfer price'. To all intents and purposes, with the possible exception of the pricing 

mechanism itself, this process can and should be viewed as a normal buyer- eller 

relationship. The fact that this is a captive market, re ulting in a 'monop Jy price' h uld 

not discourage the participants from employing marketing technique at ra and raham 

(1996 . 

Loui 6 many of the theor ti al argument a ut chann 1 und 

co t. On the other hand m t of th p ti I with 

m 11 mpany h 

f them but Jar r, m n 

int th 



Urban and Hauser (1993) Distribution arrangements tend to be long term in nature. 

Because of this time horizon, channel de i ion are u ually classed as strategic, rather than 

tactical or operational one . Thomp. n nnd tri kland (1993) Channel decisions have a 

direct effect on the re t of th flm1 ·: m rl-.ding n ·tivitic . For example, the selection of 

target market is affi t . I '" tum afT 'Is, channel design and choice. Similarly, 

dcci. ions about iw.ii\idu In. kltin' mL lll m nts (e.g. pricing) must reflect a company's 

channel choi · . )u o ompany's channel system may be difficult to change, 

anne! are not impervious to change and new channels emerge as 

channel fade, few companies are able to change their channel tructure 

with th arne ease of frequency as they can change other marketing mix variable like 

price or advertising strategies. Because channel arrangements are likely to change lowly 

over time. manufacturers need to continually monitor the distributive environment and 

reas ess their existing channel structure in an attempt to exploit and capitali e on any 

change. However, they should be aware of development that are taking place, as not to 

be caught off guard. Thompson and Strickland (1993) Nowhere i thi more true than in 

the case of the speed of development of the internet as a direct retailing medium, that h 

caught many traditional distributors off balance. An important con ideration for marketin 

management in formulating channel policy and the number of mark ting int nn diari 

u ed is the degree of market expo ure ought by th mpany fi r it pr du t . 

Mattila ( 1979) three distribution trategie r ultin in varyin d gr f mark t 

e po ure can be di tingui hed. 

2.2 Di tribution trategie 

di tribution hann l lin th manu u p •ith the u i.e.:. th 

K 



number of levels that exist between the producer and the consumer. In deciding on the kind 
of distribution strategy to be u ed, there are arious considerations to be kept in mind -

considerations on middlemen, u t me" produ t, price, etc. The middlemen should have 
the necessary financial capa it t • . out th task effectively and customers should be 
able to get the produ t ~l )an 2008). Product features to be considered 

include durability, t u ht I h t n of the product also requires consideration in 

1 . m t that h n 'ntermediary levels. It consists of a company selling directly to 

' 1ll'W 1 H . reg are sold through personal, face to face (salesperson to customer) 

U\ a · m fixed business locations. In most cases, direct sales people are not employees 

f the finn they represent but independent contractors working for themselve . In direct 
elling. only the consumers market is served. Although direct selling has grown 

significantly in recent years, it is not without some problem . Firstly, many potential 
customers luck on awareness of direct selling as an alternative. Secondly a significant 
portion of potential customers have a negative impression towards direct elling in 
general. A third concern of direct selling is the lower availability of con umer at home 
sales calls and parties which is brought about by the fast paced life tyle of the working 
class. There is also a perceived risk indicated by con umers toward buying pr duct 
through direct sales which is high in compared to ther m de of h ppin . 

The main advantage of thi m d of di tributi n th unt pp d mark t t nti 1 
n umers and the opportunit pr id b th fth \1 rking ar 

quit m mar et ariable m up and 
ln 

num 0 d tim r 

llin ht 

n 
I 



Both giant and small compames, as ' ell as those with modest versus high financial 

capabilities use direct selling channel . If th finn require a high degree of control over 

how a product is promoted and ld t its fin 1 users, the direct selling channel should 

be given serious attention. I propri. tt: intcrm "diorics at the variou levels are not 

available, direct llin 1i~ hi pt 11.11 d. There arc al o quite a number of 

environmental varia d cutin on direct/indirect distribution. In regard to 

economic uvi1om harm Is may actually be strengthened during tough 

cannot be ignored and is u ually beyond the 

lch and Belch (2004), with the changing technology, pr duct c mpanie 

rated e electronic marketing channel distribution. The mpany u c the 

int me make products available so that the target market with accc t en blin 

techn logies can shop and complete transaction for the purcha e via int ractive clectr nic, 

means. This ·a the company has been able to lower ale and di ·tri uti n co t ·, interact 

\ ith customers, through email communication and al o to expand gl bal c p and reach. 

Devlin 1995) the use of the internet i no,. an imp rtant di tributi n meth d D r 

manu fa turers and a ource of pr due for bu in and c n urn 

area are mputer hardware and 

tr ni . T hnicall e- ut it uniqu 

il bility o vari t ctin .lhwc cr 

i n w r 1 in 

num 

r 



which they will eventually be sold. where there may be a "cross-docking" facility whereby 

the goods move from one ide of a di tribution facility and out to the other side within 

hours of being received. Al o, in u h fi ilit , th "rc may be an element of customizing or 

final assembly before di tributi n t th r"1, iln. arc 'n ond Krieger ( 1993) the retailers are 

becoming fewer, and th 

toward fewer but extr 

r~: tlm1. nnd <)St - ' ·fficicnt. Wai-Mart epitomize the trend 

i~.nt H,t:lll r.· wh<) have led the way in term of upply 

Iemen arc mvolvcd in between the producer and the ultimate 

ediaries perform numerous channel function . Middlemen either 

me point or actively aids in the transfer f wner hip. ftcn but n t 

alw · . middleman takes physical possession of the product . 

\ illas-Boas (1998) Industrial goods manufacturer tend t u ·e direct elling and ften 

deliYer direct to the user/customer, although in some ca e whole ·at r r 'fact r ·' nr 

used. Consumer goods manufacturers tend to u e a netw rk f marketing intermediarie 

because of the dispersion and large number of p tential cu t m ft n, 

manufacturers will sell to whole alers who. in turn br ak ulk dd n m rk-up nd ell 

to retailers i hal and Basiliere 2 with th ed IZ and p wcr of th 

large food multipl them and th p rf nn their own 

who! aling function. \Vh th r 

th 1m rtant point i th t th 

int 

p 

n th 

•h h v the 

men r ultim 11 

ilit in tl 



association between a manufacturer, whole aler or service organization (franchiser) and 

independent business people (fran hi ee) ' ho buy the tight to own and operate one or 

more units in the franchi e ) tern. 

Franchise system ar n nn H~ . . (; ll'" .l)tn' uniqu product or ervicc, method of doing 

busine .. , trad nam , 1. '' nt that th fi·anchiscr has devel ped. Th mp n and 

. f ar11 ulatly ·t tivc role. crvice provider range from 

hyp 'lllluk t , up rmarkcts and convenience store to "mom and pop 

·uppli ,, ·. 1 h 

d 

calc to mall-scale operations, from high-value and low­

to low turnovers, and from modem to traditi nal and informal 

e product-franchising method where it grant franchi ee the 

products. Through this strategy the companie , have been able 

te the marke . limit its overheads and gain acce ' to ready market, a well a 

·reating emplo ment opportunity to the host country. According t Needham et al (2 02), 

Franchi ing is a fonn of licensing in which the franchi er provide a t tal marketing 

programme. v hicb involves the brand name, product, meth d of perati n and 

management training and advice. 

c ey 1960) in designing a di tribution y tern, a manufa turer mu t mak , p lie 

choice between elling directly to cust m and empl yin I p pi 

intermediari i.e. elling through I 1 

initial! , i ion i u u ll b ed 

fun ti n o : th num of tr t r 

di \ ith tl 

2 

I 



makes its kitchen and bedroom units.) The integration can also be by franchise (such as that 

offered by McDonald's hamburgers and Benetton clothes) or simple co-operation (in the 

way that Marks & Spencer o- p te. with its suppliers). Alderson (1965) vertical 

integration is a strategy, wru h is st pursu "d nt the mature stage of the market (or 

product). At earlier tag tt n 1 •· 11 • clw • pro fits. lt is arguable that it al 0 diverts 

attention from th real f 1h( c T} :lniz:lt ion. 13ucklin ( 1965) Supplier rarely excel 

tl 1:1il ·r. should locus on their sales outlets rather than on 

Spencer, 1or example, very deliberately provides 

·i tancc to its suppliers, but does n t wn them). 

1 , 1 ..,""",1 .....,. are ·contractual systems', often led by a whole ale or retail co-

th· . d · mini tered marketing systems' where one (dominant) member f the 

di.:;tribu n chain uses its position to co-ordinate the other member ' activitie . Thi ha 

tmditi nall . been the fonn led by manufacturers. The intention of vertical marketing i t 

gi\·e all tho e in ol ed (and particularly the supplier at one end and the retailer at the 

other) 'control' 0 er the distribution chain. This remove one et of variable fr m th 

marketing equations. 

2.4.3 lultiple Channel Strategy 

Kotler 2001 asserts that thi a trategy wher a firm u tw r m r di tri uti n 

channel to reach one or more customer egm nt . In thi trat mark t mu 1 

gmented that ea h n a pr du t r ervi it 

includ complem ntary 0· 



larger countries) a second level, a wholesaler for example, is now mainly used to extend 

distribution to the large nmnber of small, neighbourhood retailers. In Japan the chain of 

distribution is often complex and furtl1er le · Is are used, even for the simplest of consumer 

goods. 

whl(;h type o uu 

Ji:trihuti m tlllC • 

ii 'hi1Uii 111 , 

n w. h:ll rol 'S has to be assigned to di tribution within 

' , h ·J h r direct or indirect distribution i better and 

u l. Next, the company must decide on the intensity of 

an micidlcm<.-11 will be used at the wholesale and retail levels of 

cr can oft<.--n achieve intensive retail coverage, elective or 

c ~ rdmg to . IcCarthy et aJ (1990), offering customers a good pr duct at a rca nab! 

price i important to a successful marketing strategy, but it' n t the whol t ry, manag r 

must al 0 think about place, i.e. making products available in the right quantitie . Thi 

direct structure eliminates the challenges of designing an appropriate channel tructure in 

terms of length, intensity and type of intermediarie at each level. H we er all f targ 1 

market issues associated with channel design mu t be faced. The e includ wher lo ate 

the facilities how large the facilitie hould be rn t demand and wheth r u 1 icnt 

numbers of customers will be within rang of en•ice, as well when h , nd wh will 

u e the mice (Ro en bl m. 1995 . 

2.4.4 Inten i e Di tribution trat 

P.r uct . wh n vi wed b in their t 

p 



use intensive distribution strategy to distribute its products. The company places the 

cosmetic products to as many outlet ru; possible to increase their market coverage and 

sales. Most of the company' p du L re sold through supermarkets, retail shops, and 

wholesalers and through di tri ut 

retailers (Belch and Belch, -

nd c en go "S out of its way to attract even the tiniest 

2.4.5 

limit the number of intermediaries handling their 

d vclop a high quality brand image (Louis, 2006). Exclusive 

fficial distributors can enhance the prestige of the product. 

i e or oJus) distribution is a po1icy of granting dealer exclu ivc 

ri "'l , t 1 di~tn ute in a certain geographical area. 1t is often used in c njuncti n with a 

lie) f e. clusi' e dealing, where the manufacturer require the dealer n t t carry 

c mpeting lines. Car manufacturers have such arrangement with their dealer . With the 

arrangement goes a stipulation by the manufacturer that the di tribut r i able t uph ld 

appropriate repair service and warranty handling facilitie . By granting exclu ive 

di tribution, the manufacturer gains more control over intennediarie r garding price, 

credit and promotional policies, greater loyalty and m r d termin d Bing th 

com pan · s products. 

2.4.6 electi e Di tribution trate 

Kogan 200 Selecti' e di tribution i a poli · that li 

JU t d cribed. Th manuti turing firm m Y n t ha 

influ n th of all th int nn diari 

it 

m wh r b tw n th t . r m . 

r 

uti t • it 



displayed in a functional way to reduce o erheads and the final price. Selective distribution 

is used where the facilities, re our e or image of the outlet can have a direct impact on 

customers' impressions of the produ t. An e. ·runpl" here is 'up market' brands of perfume. 

2.5 Factors Affecting h i 

through which a ' 1 

choic · <>f lt 

(lth '( . 

isf il ufiou Juumcl 

r t<) its buyers, but al o provide the mean 

:ltH)II. lcmunt of its marketing trategy. The final 

IMm J cfcp(.,-nds on several factors that often interact with each 

1 f l iddl m 

at the type and nature of the product influence the number and type 

e chosen for distributing the product. Product f l w unit value and 

c mm n use are genera ly sold through middlemen, as they cannot bear the c t f direct 

elling. On the other hand expensive consumer good and indu trial pr duct are . ld 

direct! · b • the producers. Perishable products like vegetable , fruit and bak ry item have 

relatively short channels, as they cannot withstand repeated handling. d , which are 

ubject to frequent changes in fashion and style are generally di tri ut d thr ugh h rt 

channels as the producer has to maintain clo e and continu u t uch with th mark t. 

Hea and bulky products are distributed directly to minimi7e handlin c 

tones. etc .. are some examples. Custom-mad and n n- tandardiz d r du t u u lly p 

through hort channel due to the n fi r dir nt t t n th pr du r nd th 

consum while tandardized and m -m d d di tri ut 

middlem n. 

ti n in Jl tit n 



According to Aaker (1992), the nature of the market is a key factor influencing the choice 

of channels of distribution. If the product is meant for industrial users, the channel of 

distribution will be a short one. Thl i" b use industrial users buy in a large quantity and 

the producer can easily e tabli h m~·~1 ont. "1 with them. But in case for goods meant for 

consumers, retailers may h · t "' mdn(hl in the channel of distribution. When the 

number of potential 

area, direct tlliu i 

who! ·.-ul ~Js aud 

' . n): 11 ( r th mark 't is geographically located in a limited 

, c nmm al. rn case of large number of cu tomer , use of 

m nccc sary. Direct selling is convenient and economical 

in big Jots as in case of industrial goods. But where the 

m alt uantitie , middlemen are used to distribute uch product . A 

111 1u · , e different channels for different types of buyer . He may ell directly 

t big t '1 t res and may use wholesalers to sell to small retailer . The cu t mer buying 

habi like the time he is willing to spend, the desire for credit, the preference f per nal 

attention and one top shopping significantly affects the choice of di tributi n channel . 

According to Drucker (1990), the cost and efficiency of di tribution depend largely up n 

the nature and type of middlemen. When middlemen as de ired ar n t available an 

entrepreneur may have to establish his own distribution network. 

middlemen may arise when they are handling comp titi e pr duct 

handle more brands. Middlemen who do not like a firm mark ting 

n-a ail ility f 

th d n t lik to 

handle its products. For instance orne \ h le al rs and r tail demand 

or a guarantee again t fall m pri th 

financing 

d ler wh tTe . th gr 

ft r mparin th 

th num o middl m n ul r d !h u 

h mh 



outlets and the choice of its transportation methods. Dmmelly ( 1992) adds that firm's 

human and technological capabilitie greatly affect channel choice. Firms that are unable to 

employ a sales force might u e manuf: turer'. gents or selling agents to reach the buyer . 

If a firm has multiple pr u ts r p rti ~ulnr tor ct market might prefer using direct 

selling methods. Some f(;.r to keep as much control as pos ible over 

policies surrounding t 1 of contr I achieved by the eller i 

1h · -h:ltl1l J (I onnclly and Peter, 1992). 

, a company must also consider its competitor channel . In 

may want to compete in or near the same outlet that carry 

. Th , food products want to be displayed next to the competitor 

companies want to avoid the channels u ed by c mpetit r e.g. Av n 

d oompete ith other cosmetic products and in tead et up a pr fitable d r-

t -d r elling programme. 

Finally. en 'ironmental factors such as economic conditions and legal fact r affect channel 

design decisions. For example in a depressed ec nomy pr ducer want t di tri ut their 

good in the most economical way , using horter channel and dr ppin unn ded 

en· ces that add to the final price of the go d . 0 nnely 2 furth r y. that ri 111 

employment level among women dt urag lling th t ar r r ly fi und 

at home. Deregulation of the nan ial ervic indu try and th d\' 

gr tl) ffe t thi 

2. ummary of tb 

lnt t h \C d 



The distribution strategy must be careful} integrated with all components of the marketing 

program. 

The nature of the product ' ·heth tt i:- t ulk or p"rishablc for instance as well as the cost 
and efficiency of the dt tn 1 t- .l tYtt, o1h r 1':1 'tors that have to be kept in mind while 

Jhl n :tr:lt ius nuud to be reviewed from time to time to 

: ncl c1 sh\:d distribution services. Reviewing market 

1111vc strategies to expand market share. Studies carried 

11n a (2000), Odondi (200 1) and Muiruri ( 1998) focused on 

m con umcrs ' products and the problems facing them. Mase e 

dy on factors considered important by large uperrnarkct in 

up rers of merchandise and the findings of the tudy were financial 
.:; · 111 • ad ption of new technology and merchandi c uitability and nfi rrnity t 
.., eclficanons and deli ·ery time. Thus the study aims at determining the trategie ad pted 

b co metic companies in Kenya. 

l 



CHAPTER THREE: RESEARCH l\1ETHODOLOGY 

3.1 Research Design 

The study was a descripti :> • ' A" t)tdin jo Umn ckaran (2003), a de criptive tudy 

is undertaken in ordt 1. m : nd h ahl ' to describe the characteristic of the 

variable. :umcd 1<> d t rmine the distribution strategies used by 

co meti · ll :net 1hc factors that influence their adoption, which fits into 

tlti 

iation of Manufacturers (K.AM), there are a total f I 0 c metic 

, 1m ani in en •a. Given the small number of the firm a ccn u w carried ut [! r thi 

tudy. 

3.3 Dau Collection fethod 
Primary data was collected using a semi-structured que ti nnaire. The que ti nnaire wa 

personal} delivered to marketing managers of the variou co meti mpanie under the 

tudy and later collected. The que tionnaire wa divided int two 

contained aspects of bio data of the company ' hil · ti n B contain d qu n 

di tribution trategies adopted by co metic mpani in K nya and net that influ n 

their d ption . 

• 4 Operational Dim n ion of i tribution tr t 

i tributi n t t h nn 1 . 1r h 

to-

li ti n 0 



1: Operational Dimensions of Distribution Strategy 

,\TIONAL DIMENSIONS OF DISTRIBUTION STRATEGY 

f-::-. --slons of distribution Extended Relevant Issues Relevant 
definitions questions ~-
Personal Selling Use of sales vans 

Face to face within premises 

I Face to face outside the premises 
Product demonstrations 
High quality products 
Unique features 
Need for high product information 10 {i-ix) 

Internet Using technology in selling of products 
Payments through the internet 
Online catalogues and promotions 11 {i-iv) 
Delivery by courier 

Telephone Contact customers through the phone 
Direct contact with the customers 
Inbound calling 
Outbound calling 12 {i-iii) 
Personal contacts 
Wild calling 

Trade Shows Organized by the Industry 
Use of booths 
Once or twice a year 
Display products in this booth 13 {i-iv) 
Targets both existing and new customers 
Organized to last a few days 

Franchising Trade mark lease 
Use of third parties 
Receive form of license fees 14 {1-iv) 
Little control of the production process 

Intensity 
Selective Concentrates on few promising outlets 
distribution 

Limited control over distributors 15 {i-iil) 
Cultivated brand image. 

Exclusive Uses one Or limited number of Dealers. 
distribution 

Wants to develop high quality brand image. 

l Does the dealer sell competing products 16 (1-iv) 
Have high dealer control 
Low geographic coverage 

l 
Intensive Sell to as many outlets as possible 

23 



distribution 
Maintains high place utility 
Big geographical coverage 17 (i-iv) 
No control over the outlets 
Brand im g is insignificant 

Vertical Integ ation L oil ctlons of independent distributors t-
h dl tributor eeks to maximize his own profits . 

N t1. nn I m mber has control over others 
ht . mp ny owns a member of distribution channel 18 (i-v) 

i1hurtl 1 contractual agreements with channel members 

Multiple ChaMOis Use more that one distribution channels 
These channels are competing channels 19 (i-v) 
Little control over channel members 
Large market coverage 
Main objective is to lower distribution costs 

3.5 Data Anal sis Method 

The data collected was analyzed using SPSS software. The bio data is analyzed through 
determination of percentages and frequencies. The second section of the que tionnaire i 
analyzed using mean and standard deviation. 

The cores ot at all and " mall extent" repre ented di tribution trategie ad pted by 
companies to reach the target market that are regarded as ' ot applicable \ equi alent t 1 
to 2.5 on the continuou Iikert cale 1 < A5; 2.5 . Th or of ' m dcrat 
repre en ted di tribution trateg1e · ad pted by 
wer re arded m derately apph 

5;3.5 . 

di tnbuti n trnt g1 

. Thi w uiv 1 nt t 

mpani r a h th tar t mark t th t 



CHAPTER FOUR: DATA ANALYSIS AND FINDINGS 

4.1 Introduction 
This chapter present analy i nd findings oft he rc carch that was carried out to determine 
the distribution trategie pt~ 1 h u)Sm 'ti ' companies and factors affecting adoption of 
these strategies . Fin in ... tn tht . l h:lpt r have tried to fulfill the objectives of this study. 
The total numb ·• n tl nt . that were involved in the study was 10, where survey was 
don · tht ou ~h 

fiJ 
'1 h 

1 
,file the respondents I.e. number of employees, distribution of branches, 

·ututi n fa marketing department and number of years of operation were analyzed in 
rder t get insight of the general categories of respondent companie . 

4.2.1 Tumber of Employees 
This section of the study was done in accordance to the quest of under tanding the 
relativity of the number of employees hired by various cosmetic companie . After tudy the 
tabulated report was accomplished. 

Table 2: Distribution Of Employees In Cosmetic Companie 

o. of employee Frequency Percentag 

100-600 6 60 

Over 600 4 40 

Total 10 100 

Sourc : R earch Data Findmg 

11 m ni h ,. m r th n 

n 
1 

h nth untr) 

11 an 



Figure 1: Distribution of Companie ' Branches in the Country. 

Companies branches 

One 
80o/o 

One • ma~~ 
ource: Research data findings 

From this section of the study above, it was found out that mo t companie had limited 
number of branches countrywide; majority of companie urveyed had only one branch. 

4.2.3 1arketing Departments 

The obJeCtl e here was to get msigh 

department . 11u ' done m the lin 

mpan -mar tin trategi . 

further on wh ther th firm h d mark tin 
f ttin a tt r und ·tandin f th ari u 



4.2.4 Ownership of the Company 
In order to determine the m:vn hip f the ompany, the respondents were asked to indicate 
whether they are locall , fi reign joint venture. The results are as follows. 

Figure 2: Owner hip th mJ . n . 

10o/o 

50°/o 

Locally owned • Foreign owned o Joint venture~ 

Source: Research Data Findings 

A rdmg to the infonnation analyzed ab ve, it i pparent that, m t mpani ar 
1 call owned. Fifty p r nt of the urv yed r p ndent agr n thi . Th t 1 % 
th mpam ntur . 

.2. urn r of omp ny h n in 

ut th nwn r th 
tu • th 



Table 4: Number of Years Compan has been in Operation 

Years Frequen y Percentage 

6-10 1 10.0 
11-15 4 40.0 

16-20 I 10.0 

Over 21 y dl 4 40.0 
f-

10 100.0 'I otul 

S<n~r · ·: r · ~~()rc:/1 dm t fimling 

rified that after the study was finalized, most of these firms, 40% of them had 
{; r m re than 11 years. This can be seen from the information summarized above. 

Wh re th e that had been in operation for 11-15 yrs and over 21, year were represented 
b the majority response 40% respectively. Those that had operated for between 6-10 year 
and beh een 16-20 years occupied the lowest percentage. 

4.3 Channel through Which the Products Reach the Customer 
This study section was directed at finding out the main channels through which firm 
market their commodities. This was in the scope of surveying the marketing and 
distribution strategies adopted by various co metic firms . 

Table 5: Channel through Which th Pr duct Reach th u t m 

n nn it und ut th t 11 mn u 

hun r th 



4.4 Extent to Which Aspects of Personal Selling Are Used In Distribution 
Given the idea that almo t all firm. that have commodities to market, there is a specific 
mode used to reach the n urn -, Th id a of study in this section is to find out the extent 
to which the firm u m tlh: llri u a pcct of personal selling to reach their 
consumer . 

able 6: 1 of I crsonal elling Are Used In Distribution 

Mean Std. Deviation 

3.40 1.075 

2.60 1.350 

2.50 .972 

2.20 2.20 

2.10 .994 
Perceive the firm products to have unique features 1.70 .949 

1.40 .5 16 
Face to face selling using firms people 1.20 .422 
Sell to consumers within firm's premises 1.20 .422 

Source: Research data findings 

The abo e table how that the percei ed need to pas pr duct informati n and th need t 
po ition th company' pr ducts as of high quali was highly ad pt d. h tw 
had a mean of 3.4 and 2.60 r p ctively. Pr duct dem n tratt n an 

d pt d ,-.ith m an of 2. . H w r. f: t u in firm ' 
pe pl and llin t c n urn \\ithin firm' pr mi wer n t p li bl r th r u 

tent d m 1.2 . 

' hi b In l tributi n 

di ri ut 11 



Table 7: Extent to Which Aspect ofTechnology Are Used In Distribution 
Aspects of technology Mean 

1.30 

1.00 

1.00 

1.00 

Std. Deviation 

.483 

.000 

.000 

.000 

apparent from the concluded survey that use of technology is very 
·li •hlh u · in the pr uct distribution. 1t had a mean score of 1.30. Payment through the 
Lnt m t. nline catalogues and promotions and use of courier in delivering products to the 
c n ume all ere not used at all. The three aspects of distribution had a mean score of 
1.00 each. 

4.6 E tent to Which Aspects of Telephone Are Used In Di tribution 
This sub study sought to investigate the extent to which firms u e telephone in the proce 

of distributing their products to the consumers. The results are as follow . 

Table 8: Extent to Which Aspects of Telephone Are U ed In Di tribuhon 

A pects of telephone Mean 
----Customers contact the company through the ph 

1. 

m thr u h tel ph )n w rc: the 1 t u cd b th 
m r nt tin th mp ' 'i t l ph n " 

lin () tr but n 



Table 9: Extent to Which ts fTrnd" hows Arc Used In Distribution 

Mean Std. Deviation 
u. hHn rs 2.40 1.506 

1.90 1.101 

1.80 1.135 

1.70 1.252 

1.60 1.075 

From the results targeting of both new and existing cu tomer wa adopted while u e of 
trade hm: · and booths to display products were moderately u ed. Targeting of new and 
existing customers had a mean of 2.40 while use of trade shows and display booth had a 
mean score of 1.90and 1.80 respectively. However shows that take place once or twice per 
year or last few days were not commonly used as they had a mean core of 1.70 and 1.6 
respectively. 

4.8 E tent to V hich A pect of Franchi in re ed In Di tribution 
In order to detennine the extent of u e of variou of franchi ing in di tributi n, th 
r ndent were required to r 

Tabl 10: E tent t \Vhich A ran hi in Ar In Di tri uti n 



Use of third parties in distribution ' a highly adopted whereby there was little control of 

the distribution process. The two a p t had a mean score of 2.60 and 2.30 while leasing 

of trade mark and u e of third p rtie. in produ lion was the least used with a mean score of 

1.00 each. 

4.9 tent to Whi h \"P' h c•f 'h <'flv Distribution Are Used 

ht. h •ating the extent to which firms use selective intensity 

pinion , which arc tabulated as follows. 

\\ hich A pccts of Selective Distribution Are Used 

r- r electi e di tribution Mean Std. Deviation 
. 

" 

Wantt culti,·ate brand image of company products 2.70 1.059 

Limited control of product distribution 2.30 .949 

Concentrate on few selected outlets 1.20 
,__ 

.422 

Source: Research data .findmgs 

As tabulated in the table above, it is apparent that, the desire to cultivate brand image of the 

products was adopted in a moderate extent with a mean of 2. 70. oncentrating on few­

selected outlets was not applicable or rather u ed to a mall extent with a mean of 1.20. 

4.10 E tent to~ bich A pect of clu i e Di tribution re d 

Thi was another category of tudy that ught t find ut 

r pective finn related th ir di .tributi n of pr duct and th qu lit 

Thr ugh tud th findin 1 am int lim light. 

wh1ch th 

th pr du t . 



As the above section of study got summarized as shown above, it can be seen that, in 
relation to distribution of the firm· pr du t , the products had a high quality brand image 
translating to a moderate extent' ' th . menn of2.90. 
The other dealer control nJ pre du ~t qm 1 it of the products such as the use of only one 
dealer to di tnbut p du b, k Ill !l()t :s 'll competing products and the big control of 

()t ruther used to a small extent with a mean of 1.20, 
1. 0 and 1.60 in Uml 

.II F h'ttl 1 ,l \\hi h \ t Of Intensive Distribution Are Used 
Th 

1· •
1 

, 11ct · cr required to state the extent to which they apply various distribution 
v i 1 · in relation to intensive distribution to reach the ultimate consumer. The following 
i..: what came out. 

Table 13: Extent to Which Aspects of Intensive Distribution Are U ed 
Aspects of intensive distribution Mean Std. Deviation 

-Sell to many outlets 4.50 .527 
Products have wide geographical distribution 4.50 .527 
There is little or no control of our distributors 3.60 .843 
Brand image of our products is insignificant 2.90 1.197 

Source: Research data jindmgs 

In r lation to the di tribution trategie of ari u firm it w fi und ut that, t a r 

im 

.12 

nth 

. t nt the firm ld produ t t many outl t and al 

''ide graphical di tributi n with a mean 

p w in m tent with m 

I 1 nt 

uti n 

nili 

ry lnr t nt pr duct 
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Table 14: Extent to Which A pects of Vertical Integration Are Used In Distribution 

Aspects of vertical integration Mean Std. Deviation 

No channel member to c ntrol 

Each channel member rn;1.'imizl' profits 

3.40 

2.80 

1.00 

1.00 

.966 

.919 

.000 

.000 

Fr )111 th 1 I , 1t can be as csscd that to a moderate extent, with a mean of 3.40, 

th ·1 " • 1 cltanncl member control over each other. Meanwhile, to a moderate extent 

a ·h ·hannel member sought to maximize own profits. Contractual agreements with 

·hannel mem ers or ownership of the channel members were not applicable or rather u ed 

t a mall e. tent with a mean of 1.00 each. 

4.13 Extent to Which Aspects of Multiple Channel Are U ed In Di tribution 

The respondents were required to indicate the extent to which they u ed certain 

distribution variables in relation to using multiple channel to distribute their product . 

Table 15: Extent to Which Aspects of Multiple Channel 

p h m 

iati n 

nd the 

tl in 

in tl t 



4.14 Extent to Which Various Factors Affect Choice of Distribution Channel 
In this last section of study on the di tribution strategies adopted by various firms to market 
their products, Concern wa dire ted t finding out from the survey of cosmetic firms, the 
factors affecting their h 1 f tht: di!Stribution channels. Armed with some factors that 
face firms in their t lht: h~tnhuti()n channel, the study collected the data tabulated 

below. 

t h aricm ' J·actors Affect Choice of Distribution Channel 

Mean Std. 

Deviation 

4.70 .483 

4.10 .738 

3.70 .949 

Product infonnation r uirements 3.10 .876 
Degree of control to have on distribution of our products 2.90 .316 
Source: Research data findings 

This final section of the study was geared towards getting a better under tanding n the 
extent to which the stated factors were affecting particular finn in their choice of the 
di tribution channel. As indicated above the urvey came up with the ab ve data fr m the 
r pon es of the finn . 

From the abo e analy i . th 1 of di tributi n n d d r th mpany' pr du t 
gr tl) aff ted th h i o di tri uti n f di tributi n ' ith m n 

r o 4.70 and 4.10 r the 1 t d t m1innnt in th 
di tributi n h nn 1 with m 2. . 



CHAPTER FIVE: 1\IMARY AND RECOMMENDATIONS 

5.1 Introduction 

This chapter provid ~ ... umm. n l f th~_ findin )s, conclusions and recommendations into 
osm 'tic companies and factors affecting adoption of 

'urnm n •f ch indin 

Th , ) j ·ti, f the tudy were to find out the distribution strategies adopted by cosmetic 
, 1111 ani · and factors affecting adoption of these strategies. It was found out that most 
c mparu had limited number of branches countrywide; majority of companie surveyed 
had nl) one branch which mainly serves as the head office and a central point of operation 
It ..; ·as a1 0 found out that most firms have well establi hed marketing department . The 
firms also ha e a large number of employees. Majority of the firms have between one 
hundred and six hundred personel in their employment. 

It was also found (\Ut that, most firms are locally owned as oppo ed to foreign owned r 
joint ownership. Most firms probed seem to have operated for many years with half f 
them having operated for well o er txteen years while there t have b en in perah n fi r 
between ix and fifteen years. 

Furth r tudy al re\ I d that all firm d n t ell th ir pr duct dir tl t the 
but th r !way an t r br k r t pr vid di tri uti n link 

th mp y n d t p 

m 

u l 

11 
mi 



The study also revealed that technolog ' a not adequately used in distribution. Use of 
Internet, online catalogue nd prom tions us well a delivery directly to consumers 
through courier eemed t 

marginally u ed a w 11 

showed that, mo t 

ln :rhl. um1s~d. Usc of telephone in customer prospecting was 
nu hn ·ustomcrs through telephone.Further study also 

'm~ he firms, do not or to a small extent do engage in trade 

1 tu s m l < < 1h,, and take part in shows that take place once in a year or 
m lin of study, it came into view that most of the firms, do not 

tht d partie , do not use third parties in production, use third parties in 
that the have little control over distribution process. 

Th ·tud) further ho\ s that majority of the cosmetic firms sell their products to as many 
utle as po ible enabling the firms to have a wide distribution of their product while 

accepting that they have little control of the distributor activities. The study revealed that of 
these channel partners, each channel member has no control over each other while each 
member seeks to maximize on their profits. Contractual agreements with channel member 
are not adopted while firms do not own these channel member . However, it was a! o noted 
that, majority of the cosmetics firms, use more than one competing di tribution channel . 
The firms admitted that there is little control o er channel member , and that mo t f the e 
firms objective was lowering distribution co t . 

Finally, on the choice of the di tributi n channel , t of di tributi n, 1 1 of r . ur at 
finn · di po 1. and level o th di tributi n n d d fi r th pr du t w r th 
con idered in making th finn h f di tri uti n trot " hil th ntr l f th 
di tri ution eem to th I tor t n int ti n in th 

di tributi n. 

ndu on 

it t, m t 



involve use of phones, Internet, online catalogues, and use of couriers to deliver products to 

consumers. If this is entirely em bra ed, it an result into vast returns. Internet is one of the 

most modem ways of pr du t dL tribution where eu tomers can get a lot of information, 

order and even make pam nb f l pn lu ts to nwait delivery of the same. 

However, parti ip. li n in 1 • l( . h<)WS, more control on distribution and production, 

l< 1< I outl ·ts, having right control over dealers in competitive 

aphical distribution of products may see to it improved and 

ha ing contractual agreement with the channel members and having more 

di 'tn uti n channel · may help in lowering distribution cost. Lastly, before choice of 

di tributi n channel to be undertaken, factors such as: cost of di tribution, re ource 

available and le el of distribution needed for the products should be considered before 

choosing the most appropriate distribution channel. 

5.4 Limitations of the Study 

The survey should not have been conducted on the firms only, a con umer could al o 

have been taken into view to get a two-way ati factory urvey re p n e. The tudy wa a 
cen us study and predetermined que tion were u ed. Thi may have limited the 

respondents from bringing out other rele ant i ue which th re earcher may n t ha 

mentioned. 

5.5 Recommendation 

1 t o th firm ~ t t emb 

Thi i 

B in 

lth 

· di tributi n in order to impr v 

m d turbul nt m ir nm nt. 

' ith tl 1r 

in ri ill 



5.6 Recommendations for Further Study 

Future studies should be carried out to in estigate other factors that hinder most firms or 
companies from developing m r nd fir reaching distribution strategies as a way of 

marketing their produ t K ~ mh;rt:St should be paid on speculating why most firms have 

not yet embrac d th t \ h; ht\()h) , which is much efficient and reliable means 
through which b· unti 1l ti:-t tl uti, n ( f products can be achieved. 
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APPENDICES 

Appendix 1: Introduction etter 

t1er 1 R~.:spond n1s. 

The University of bi 

School of Bu ines-; 

\omimstration 

P. 

N IR 111 . 

· R ndent! 

RE: COLLECTION OF RESARCH INFORMATION 

I am a po tgraduate student at the University of Nairobi, School of Bu iness. As part of 
course requirements, i am undertaking a research study on the distribution strategie 
adopted by cosmetic companies in Kenya and the factors influencing their adoption. 

You are one of the respondents selected for this study and kindly reque t that you provide 
the required information by filling the presented questionnaire. 

This information is purely for academic purpose and will be treated with great c nfiden 
and in no instance will you be mentioned in the report. 

ur i tanc and - perati n in thi ill b highl · appr i ted . 

y u fi ithfull 

J hn it n 



Appendix 2: Questionnaire 

G N L I 

ompany ........................................................ . 

pondcnt .. ......................................................... . 

ranche , offices do you have country wide ............................ .. 
"' ' u ha ·e a marketing department ..................................................... . 

II 

bat 1 the ownership of the company 

• L call o wned 

• Foreign owned 

• Joint Ventures 

[ ] 

[ ] 

[ ] 
• Others specify.-__________ _ 

7 umber of years the company has been in operation in Kenya 

• Less than 6 Years [ ] 

• 6 -10 [ ] 

• 11 - 15 [ ) 

• 16 - 20 [ ] 

• 0 ·er 21 Y [ ) 

8: 

m t th h th ultim t u t m . ln 
ur r niz ti n. 

r .........................•..•...•..•............... ( 

. . . . . . . . . . . . . . . . . . . . . . . . . . . 

...... ( ) 
..... [ ) 
... l ] 

h: h 



9. The following are some of the marketing di tTibution strategies adopted by companies to 
reach their target market. On a 

these strategies. 

f 1-5 indi ate the extent to which your company uses 

S=Very Large 

1 Not at II. 

3==Moderatc extent 2=Small Extent 

10. In r • t:hhP th ~ ultlmat on umcr to what extent does 5 4 3 2 1 
your finn ch f It ~in • 

'· S:1l \ 'll 

.. F , t face elling u ing your firms sales people ll. 

... 
Fa~e to face elling through contracted personnel (3ro l\1. 

Parties 

iv. Sell to consumers within firms premises 

Y. Do product demonstrations to consumers 

Vl. Position firms products as of high quality 

Vll. Sell through wild customer prospecting 
... 

Perceive the firms products to have unique features Vlll. 

lX. Perceive the need to pass product info to the con umers 

the followin 2 1 
1. 

11 . 

1 



111. Customer telephone prospecting 

1. th' indu ' try 

11 . 

Ill. 

IV. 

v 

14.lndi t the e tent to which your frrm uses the following. 5 4 3 2 1 
l. Le e trade mark to third parties 

11. U e of third parties in production. 
... 

U e of third parties in distribution 111. 

lv Little control of distribution process 

15. To what e tent do the following tatement relate to your 5 4 3 2 1 
di tribution operations? 

i. Con entrate on few elected outlet 

ii. Have limited control of our product di tributi n. 

iii . \\'ant t culti at a brand ima [I r ur pr du t . 

2 

I t t ' ur 



iv. Our product have a high quality brand image 

17. Indicate the 5 4 3 2 1 

al distribution 

18. lndi t the e tent to which your firm relates to the 5 4 3 2 1 
channel members ba ed on the following statements. 

i. There is contractual agreement with channel members 
ii. The company owns a channel member 

iii .Each channel member seeks to maximize own profits 

i . No channel member has control over each other. 

19. The following statement relate to the channel member 5 4 3 2 1 
.Indicate the e tent to which the relate to your firm 
product and channel member . 

h 

- t ll 



20. In selecting the distribution channels for your firm, to what extent 5 4 3 2 1 
do the following factor an t your choice. 

I. Costs of distribution 

11. Degree of control t h.\ l n li. tril utt<)ll of our products 
- ... 

The level of r H t <sal 111 . u s .\t \1t 

iii. L ·v ·I <lf di tut uf· n nH t fc r th products. 
iv. Pw Ju ·t inf01 'i· lt uir mcnt . 

THANK YO FOR YOUR TIME 



Appendix 3: List of Cosmetic Companies 

Kenya Association of anufacturer (2008) 

1. Unilever Kenya 

2. Sara Lee 

3. PZ Cu. m h tsl \ .tnct 

4. 

J Huy lm In tri 

Interconsumer Ltd 

United Chemical Industries. 

10. Tri-Clo er Industries. 


