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AB TR-\CT 

A political party is kno\\n by i.:. 

enduring persistence in car 

t.'ll.. c of th onHn n good in principle and by its 

~.:lf!1!'t,; of' tl1c 'Ockty as a whole. Marketing is a 

<)! physk:tl products like toothpaste, soap and steel or ocial activity which go~ 

t.:rvice . 'I he ba c c n 1 d( Vl.lopm~:t1t, pricing, distribution and communication can 

1tl o •tppl y to 11 'I' afiJ a11on· Interested in services, persons, and ideas. Political 

fit or ani a1ions, can apply marketing concepts. Marketing is an 

e concept in a dynamic environment. Therefore there is need for 

arke hemse1ves and their candidates. 

dy was fir~t to examine the extent to which political parties in Kenya 

ha pplied e mar e ing mix in popularizing themselves to Kenyans. econdly tht! tudy ·ought 

t · abli.:h the actor· in mencing the choice of marketing strategies of political partie· in Kenya. 

T a~ hie ·e · .e·e objec :ves the study adopted a descriptive survey research de ·ign. 

Out o · e o population of one hundred and thirty four 134) p litical p· rti~s. 70 

p liti al panie- \Vere targeted. The sample size ' as therefore seventy 70 . The tudy 

relied on primary data" ·hich was gathered using a questionnaire \ ith both open-ended as 

,. II as tru rured questions. 

h fin m o he tt • 'ndi t·th l mark tin_ bud t i tmp rt mt fi r p1 litic· I p 

m to r h lth 

n 

m 



recommends that political parties should make a proYision in their budgets for marketing 

activities as tbis will definitely help in delivering their m ssage to their target market. 
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CHAPTER ONE 

.0 ROD TlON 

1.1 Background 

J.J.l he OHC pt 0 

'I he ' 1. t!on del mc:s marketing as the process of planning and 

and B_ ee. L ). 

cmg, promotion and distribution of ideas, goods and services 

u fy individual and organizational goals. Marketing is a social 

be_ or.d the se1ling of physical products like toothpaste, soap and steel. 

of prod ct development, pricing, distribution and communication can 

usiness organizations interested in services, persons, and ideas (Mindak 

Iur ·e ing h:l:S aro been described by Kotler as a social process by which individuals and 

gr •p· obuin wha they need and want through creating, offering and freel, exchanging 

prod cts and servi es of value with others. According to him, it involves lt.:n t pes of 

ent:tie· namel_ goods. services. experiences. events, per n · place propa ie ' . 

organizations. infonna :on and ideas (Kotler 2003 . He also contend · that mark ting, lik~ 

II ot. r ipline . i~ d. namic and has han_ d radic lly a re ult o m j01 

, t... hnolo i 1 an ::lobalization d d r 

d hallen Kotl ttribut d to 

th 

th 



Marketing is that function of an organisation that an keep in touch with the organisations 

consumers, read their needs. deY lop .. pr du ts" that meet those needs, and build a 

programme of comrnunica~ion l ~ ·pr~ss the: organizati ns purpose (Oliver, 1995) 
Companies respond to custom r nc . LL min•) tlf with bcn~.,;fi.ts they offer the customer 

for the satisfaction of th ir . ~ b~.;n~.. 1 ts v1n th~.,;n b~.,; bW1dled and branded . 

brand is an offerin which is ~uppos~;:d to carry an association in 

hr· nd image. Buyers are then able to choose from 

ditf ·t ·ut 1 of which they are perceived lo deliver the most value and 

ed as e process of obtaining a desired product by offering something in 

J.ctio~ on t.lte other hand, is a trade of values between two or mor parties. 

·han:::=e doe nm necessarily have to be monetary and aims at building mutually 

.:-ati.:fyi :::= ton~ term relationships. These relationships develop into net\ orks that consist 

f the ent" and its stake olders . 

. {ar.·eting channels are used to reach the target market. The marketer may u c different 

channel- which are dependant on the type of message to be conveyed. ompetitor · arc 

- en as the actual and potential rival offering and sub titutc that a bu. r will consider 

\ hile making the decision to obtain a particular product or service. 1 he other concept i · 

mar q ·n programme \\hich con::,i ts of th d c1 ton to u the m ke in 

to romot pro t or . The mar· in nvironrn nt in lud 
m olved II th ro d n ironrn nt in whi h th pro u t or in, 

hi h on · ns th for th t can h v m ~ 

tht 



A Political party is known by its adYoca y of the common good in principle and by its 
enduring persistence in search for the ' ·elf:rr of the society as a whole (Wanjohi, 
1997).According to Wanjohi, p. rr1c-: nr"' supp sed to be organized around 
ideologies. An ideology 's · t f !1 S i Of' princip les that W1derlies a political 
programme and consi t o 

group of peopl~ to Join t 

clictc., ntti1U k · and asswnptions that cause a certain 

I n1h~;t cont\.:nds lint a political party sh uld have a 

o: I nnd principlio!s the party promises to pursue if 

po cd to jU:>1if'y the party's plans anc.l persuade the public that 

The arty must have a structure. This is a requirement by law that 

must have officials and a network of local branches. Lastly a party 

mani to . ·1 hi 

voted in 

th .. pl 

base which should be as large and broad based as possible. kmb\.:rs 

e. determine the internal functioning by participating in party 
:::0 ern.mce. p licy ormulation and campaigning. They are a pointer to citizt.:n ·' 
p:.u-ti ·ipation in na · onal po · ics and also shape ideology and policies. 

roup ~'hich 

it 



1.1.2 Political Parties in Kenya 

In Kenya, political parties are es a' Ji~bed under th '"' ieties Act (Cap 1 08) of the Laws 

of Kenya. This in essence tre 

play in electoral and go 'emm 

Parties Act, 2007 whi 

commi ion o t 

t 

1 p. nic :.' n' so 'icti~.; dl:spite the unique role they 

11iL s. l'h nintb p·1rliament passed the Political 

ll 1e ·ptmsi bi 1 i ty f' party registration to the Electoral 

improve Lh0 framework for p litical parties ' 

:me' acco1mtabi lity. 

at ed i independence in December 1963 up until 1992, there was a 

. a trend that was all over Africa. This was manifested by power being 

-- 1[ .:Ui -ed in ilie ands of he leader who was also the president. There was a m ve 

fr "'ll f der.ll o uasiJe eral systems of government. This meant that power was diverted 

fr m party or.:,ans o e bureaucratic machine. The argument being that this system was 

be· for e ~-eo 'ooli ical stability. 

Be -~use of tills s;s·em, competitive elections were rarely held, and if they were hdd. they 

\\ere o rea...ffurn the ruling parties' mandate to continue ruling. Open party parliamcntar. 

and i\ i, ele :on· were held, where as many candidate as po sible were fr to t nd r 

nomin tion for the pany tic et. This in effect nsur d that only party t h-. n \ 1 

sy m e ecti I. ntrench d politic o patron \\ith h:cti n 

orru tion d · ol nc . Th rutin art~ u ur 

mo 

m h1 n 



started the clamour for change. These eyents later l tl to the legalization of opposition 

parties with the repeal of Sec ion ~a of the onstitution which had criminalized political 

opposition. This in turn led .o the emergence- nnd d' cl pmt..:nt of opposition political 
parties as well as liberalizat"on o ~ 1h prinr. nd (.;.1' 11\ nic n1cdia. 

tragmcut~.:d op tJhcn ruling KJ\NU. ractionalism once again prevented 

m the 1997 gcn~:ral elections. The 2002 elections remain the 

. secondly, the opposition finally united and handed KANU a 

· dly. it was during this elections that marketing principles were 

..:i~ 1iti ·:mtl. • e various parties and candidates. 

currentl .. p li · panies in Kenya are weak structures formed along thnic lines and are 

.: n as ad\ an ~ing arrow class interests. Most are inoperative and neither ha e working 

or~ani ·arion srrucrures or offices. Elections within the party which are rare are usually 
h or"- and unfair d e o the different factional fight·. ycophancy and patron. g~.: 

h::uacterize membership while loyalty to the pany bigwig i n.: iprocat~.=d through 
handOl!l' an politi al appo·n men . The parti 

ther i- no oncr e d base. In K ny 

p trim ni I e o pow r XIS 

to th fi t th 

have no vay of d~.:t rminin m~.:m ~.:r - hip 

as in many oth r ncan ountri . th~.: 

the indi ·dual roth r than th tit uti n 

qui ition o r 

liti I 



1.1.3 Political Marketing 

Political parties, just like goo 

an integral and inevitable 

~e-n 1 't.: ~. c:'ln :1pply rru1.rkt.:ting concepts. Marketing is 

1 'n . d n. mi ~.; nv i ro nm~.:nt. Therefore ther is a latent 

m: tk t t lll.:m ~~.: l vc~ and their candidates. 

th~; nppl1cation of marke ting strategies, tactics and 

ctwccn voters and political entities (parties or 

.l S).Thc American Marke ling Association ( M ) defines it as 

irtf uence target audiences to vote fo r a particular person, party, or 
p· b an individual or organization to educate or change peopk · 

p li~'cal marketing. This application of marketing theory to the p litical 
.:: her • n.::til tes a eta··vely new phenomenon. (0' haughnessy, 1990) Classical 

ar etin;; oo s ~an be used in areas other than business (Kotler and Levi, 1969) vcr 
the bs 30 years, there has been a lot of focus on political marketing, it is inde d true that 
the 1979 de oral ampaign of the conservatives in Britain was ~trongly inOw.:nccd by an 
a "en:sing agency chammell, 1996). There exist a considerable number of publication::; 
oncerning poli i al marke ing especial!. in the area of campaign manag mcnl but 

p liti al mar ·eting gained momentum and vas driven by tht: d. namic d vdopmcnt of 
pli ations b. political parties Hann rg, _QQ_). Politic I m rk tin ha 

ion o broadcast m di th t h tri th n d n; h w i r 
_oo ). 

d m m · tin . I 

t 

n 



comparues to inform their campaigns. This makes them become market oriented and 

therefore able to design their pro u t t suit onsumer demands (Less-Marshment, 1998) . 

Existing research by , riffeneg;:,e! 19 .: vm:m 19 4, ' haughncssy 1990, and Wring 

Marshment di cu 

ltm tions l r s~; ll ing and communications. Les­

n1: 1i1m ol lll:lrk~;Jing philosophy and its influence on the 

. I !"J· r1y n nn entity. Maarek 1995 emphasizes on design 

aundcr 1990 talk about image building, voter targeting and 

Today many public and private non-profit organizations 

e~ ha e takeholdcr:; or clients to work with from a marketing 

ugh • ey take a unique characteristic while applying thi concept, they 

pr ide an opportUnity for improved management and tend to be socially 

nature: o 

r ·p n.::i e. -rud.ies ha ·e shown a significant impact of communication on voting patterns 

Paners n and ~ I e. 1976). The impact of marketing can be seen especially in 

re.:i entia! cam. aigns from the more credible media therefore signifying a lot of p tential 

in thi- field. 

Poli i al mar. eung in Kenya, though a relati ely new practic is rapidly growin . omc 

reasons that have -een i em rgence include the libl:raliz tion of air a . which , "'' 

proli er r:on o r io st tion . in e ind pendenc in 1 "' ther \ nc t ti~ n 

v.hi h anti-gov mml:nl. li 

on hundr and thirty re 

th ommum tion omnu 



The other reason for the growth of politi al marketing in Kenya has been the changes in 
the political space, the repeal of e tiLn ::?.::~ f the nstitution which introduced multi 
party politics in Kenya saw ~he openin~ up f politi nl -pace from the single party regime 
that was widely seen as 

organizations offering civi 

their leader on 

e-. 1l1is lnl to th~.: gr wth f non-governmental 
, •• 1 sult !'which pt;!ople were able to question 

tm· t111. tll without f~ar. This pened up competition 
or elective offices right from presidential to civic seats, 

and he: rd by the candidates become of great concern. new 
e toration of Democracy (FORD) which was formed a the 

d to usher in change, later fragmented to form different parties 
re.,t ered as a separate entity. Considering that these splinter had little 

n in 01 erinc. the parties had no real ideological dim rene s only th~.: p rson at 
tl e he as different. I was therefore necessary for the different parti~s to b~ visible and 

.::een by e e e tOraie as the vehicle through which the second lib~.:ration of the countr. 
\\ uld come. 

Further. e to the in ense civic education by different organisations Kenyan di! eloped 
an awar ne s of their c: :ic rights. This has been e idenced b. tht.: high vot r r gi tr ti n 
\\hi~.-h \as at .967.-69 during the 1997 n ral I ction 10,451 1-0 urin h~.: 200_ 

neral ele tion and climbed up o 11 60 99 dl ring th 2005 r r ndum, whil in th 
_oo; ·ons 9 70.-01 p ople " r to h e 

ommi i n of ' n.: did 'Ot r ·hi h 

b th 

r 

II 



were young professionals from Yarious fields, who were not interested in any elective 

posts but were guided by profession3.11~m. 

During the run up to the 200_ G n . I 'k 'lion~, Nnti Ml Rainbow oalition (NARC) 

Kenya employed -the i::IVi " . dvnlt:;;ing finn, Ogily, which managed its election 

campaign u ing va tllL V<Jriab l ~::; including endorsements, TV 

r i cti n 

deli ·er 

n c11!ring th~; rallies. 

I re e endum of 2005, Kenyan::; were supposed to chaos whether 

e II drafted constitution, the Electoral ommission hairman 

e~ ity of Banana (YES) for the adoption and Orange (N ) for th~ 

af. Political marketing was used by both the ye · and n prop nent 

ages. Both built campaigns around these symbols. used perception 

si ionin~ as \ ell as ran champions. 

In the _QQ7 General elections the major political parties Party f ational nity (PN 

Orange Democra ic. lovement (ODMJ and Orange Democratic 1o emcnt-Kcnya ( I , 1-

Kenya) used mar~·eting o sell thetr panies. The e include ira! mark tin 

d erti- ment as vtell as merchandi in . d enisin tirm wer u well \ ith P 

using O_ih: \\hile 00 mployed the rvtc of a communi at ion 

1._ tatcm nt of tht: Pr hlcm 

m m tl 

m 



Electoral Commission of Kenya has among ther requirements that one must be a member 

of a registered political party o be 3ble TO st nd in the general elections. Through the 

governments they form. politi al rties h ve th" ure·)test impact on public policy and 

management of the country'.) e n mJ~. "nd poli1h1l res utC\.:S . Therefore the extent that 

those political partie can · . IL 10 . nd p r'uad\.: th~;;ir clcctoratc with their message 

not only inc rea t th ir 1 '. tn V<)lcs but als increases the vibrancy of the 

clt;ctoJ al politic 

It i t htical partie:> are the custodians of the interests of not only 

but also the general public who are the taxpayer and whose 

ose nominated as representatives. How then do tht.: parties 

~h 1uld 'r thl- resp nsibili without the electorate knowing exactly what ideals tho ·~ 

. - r the repeal o ~ ec ·on 2a of the Constitution of Kenya, there is evid~.:nct: from thl.! 

r ~i ·trJ.r o- socie ies showing that registered political partie~ hav~;; grov. n in number and 

are till grO\ ing. \\ ith the world becoming a global village, there i:s a lot of intlu~:ncc 

from ountries \\ith developed democracies. Due to tht.: shi ting allian e n the glob 1 

p l"ti -a! - ene. allies are being son from different continen n 

. It b th refor o imponanc for poli i al partie o om~.:: out cl · dy n \\ h t i 

or an ho' the le tor te tand to n fit rom tht:: lli nc . 

to h n b om m rri 

r 

illi 

r 



some parties are able to attract voters while others are only names. as well as identify the 

challenges faced in this area to enable the stakeholders come up with solutions. Also in 

order to provide information on h ' · PL lith1l pnrti 'S and the candidates can better 

package themselves and p t · S:,. 1 eir m~ ::1::1 .1'1 mort: strongly. 

from tht review o lite at b~- 1 of my I nowh.:dg~;: , it is evident that no study has 

m:ukcling stratcgil!::; of political parties in Kenya. It is a bt:t:ll conduct· n 

m lV \\ . 
1, ·uli ·in;; 

dcmocmcic:; hnvc used political marketing to their advantage. 

cmocratic space in Kenya it is a channel that political parties 

a view of confcJrming to models that have been tried out, and 

m • e countrj' s needs in the current political dispensation 

Tlu.: .:rud: therefore ai.•ned at examining political parties in Kenya to t!Stablish whetht.:r 

inde they prac ise mar eting principles and for those that do, whetht!r they havt; 

·ucceeded in eir ornmunication to the electorate or not. 

pe i "ically. his stud_ addressed the following concerns: To what ~:::<tent do political 

partie· in Kenya pra tice marketing? \\tbat are the factors affi cling th u e of markt:ting? 

How e ·e u e ar the strate_ies employed? Underlyin the c bro d qu li n it ""ill 

dr s d1e n tur o those str regi and ho' th . h v b en xccut d. 

I. 

l. • tent hih I parti in K n h pli th 

To m m 

l. 

'II I l ut l tr 

h II I 



To the aspirants in the upcoming general ele tions, it will enable them improve the state of 

affairs in their parties as well as onsolid:ne tl1eir position from an informed point of view. 

The Government of Kenya . i) ~ in :.l m insightful inform.ation as the debate on the 

political parties' bill come 

Stud ·nt. o 

' . ti'''" wi II b~..:ncfi t as they will clearly see the 

, n come in and fill with their expertise. 

ten c and markcti ng will benefit greatly m understanding 

ceo the two di~ciplincs. 

Edu 'at .; in .:::eneral ill be able to use the study as a reference when teaching about 

p litical parties. 



CHAPTER TWO 

2. LITER-\ TlTRE REVIEW 

2.1 Introduction 

Historically busine ri 't to . td: production rather than marketing. This was 

seen a 

01' 'Hili 

n prof1t.s nnd it b~.:comc difficult for many 

ln i n when :;upply exceeded demand (Viebranz, 

e rn 1, during the la:st twenty years, a reversal of conditions has 

hn I gical advances have increased research, new products have bt;cn 

d e mcrease in disposable income has increased spending, which has l~ad 

einc direc ed towards the consumer. 

- rdin-= o Oli ·er ( 99~) marketing traditionally was confined to go ds and servict.: ·. 

ut now it has ex ended its ~cope and broadened to include non-business exchange 

inYohing o-- "or-profi organisations and even public sector organi ations .It is now 

generally ac epted at the marketing concept and the range of marketing techniques are 

u·eful to a very ""ide range of organisations, broadening the s ope of marketing beyond 

the commer ial company.\ 'hen marketing therefore is d fined in tl!rm of xchang 

relations ben.veen organisations and its publics non profit- organi ations h uld :p 1 t 

benefit from he more explicit u e of mo 1em mnrk tin t chniqu . 

Poli ic 1 m · tin an be n in th 

Gibb, 19 

m him t 



in the hope of winning votes. Politi al a tiYity like ommercial activity can be seen as 

having moved from an era oLmsophisri~ Ted selling tov n.rds an era of strategic marketing 

Social marketing has also ' en e ~nbed . s lh' :l~ plication f marketing concepts and 

techniques to exchange.:. '.a r 1 m tht. :1 hi v~m~nt 1:' socially desirable aims that 

benefit society a 'O rding t Lacznial, Lusch and Murphy, 

illl l!xampl\! of social marketing. cial 

rtHu ketw ' n With commercial mark~ting. Studies confirmed that the more 

a commercial campaign the greater its chances of ucces 

re the usc of marketing in politics could be explained in thi 

,p !tea 'on of the marketing mix in non commercial areas raised concern 

~ ·h Iars. ey argued that replacing a tangible product with an id~..;a or 

( '~nc t \\ ulc th.rea e he economic exchange concept. It was with this in mind that thl.! 

a.r -eting ~once. t \\'as ex~ anded as well as the shift in policies geared tOwards addn..: · ·ing 

r t causes uf .:oci- proolems that paved way to the development of s cia! marketing. In 

1971 ~ otler and Zalunan published an article in The Journal of \farketing wht.!rt:: th~..; term 

· ~oci . br.'ering' was used for the fust time. They d fined social mark ting a the 

de~ign, implementation and control of programmes calculated to int1w.:nce the 

c ept biliry of social ideas and involved con ideration of product pi nning pricin '· 

c mmt ni tion, istriburion and marketing re earch. 

Earl of o i I mark tin mer unn th art f int rn 

tan I 1 t n 



There are two or more parties are inYolYed, ea..:h with something to exchange. In political 

marketing, it is the exchange of ideas y the political parties and the electorate, while from 

the electorate it is the promise o l heir Ole. to n pnrticular andidate. To facilitate this 

voluntary exchange, the politi ~ to of'G'r ' Omdb.ing to the electorate that they 

really want, for example, th.: ~, p. 1 t 111 : n ekction wi ll be the one that offers the 

1 h 'l . i 

ith th~..ir problems and how they will be addressed. 

m ddcd in tlH.: cxchangl;! structures of voters, media and 

enn planning in political marketing where there is continued 

, h.i h dimaxes when the election date is set. 1 his is a time when p llster · 

peoples· reactions to either the political party or th~.: candidates 

\ hich f rm.: e basis of conducting situational analysis by both the partit:s and th~.: 

l ~ r~ue. It is \\ · • • ·s information that party manifestos are re-launched to en ·urc that 

the parry ide., s are in tandem with those of the electorate, the intention being guaranteed 

lection. 

Politi a1 rnar.·ering seeks o move beyond the individual consum r to influence tht.: 

beha\ iour of the individual as well as groups. organization and communiti . r urin , tht.: 

·amp ign period it is common to hear candidates addres ing communiti s on v· riou . 

1 ue -e ing them. for e. ·ample squan rs nn I nd is u . 1 hi i nt it 

\vhole ommunity s oppo to th 

o th ommun1 

an bi mrnr 

m 



According to Lovelock (1996) .\far.reting of servi es began in earnest in the early 1980's. 

It became an established field from 19 6. This is the some time the industrialized nations 

began the transition to servi e ~ nom1es .. -\fter th ~ den.:gulati n of service industries in 

Europe, firms especially m ~r:ms n. tiL n fin.m 'i:1!s, hl.:althcarc and telecommunications, 

woke up to an environmc:n ri . Is, int nsirl~.:d price competition and rising 

t m. rkcting wa:; thu~ lran~formed to a core function 

. don. 

consumer t:xpectation 

vi tal to th\; 

arc adopting 31ratcgic:; that will make them competitive in the 

........... ,. . ...,tttion is intensifying for political parties as the rules of the game 

re the parties need to stay visible in order to retain top of mind 

e electorate. 

r··cat anies are expected to meet a personal need of tht.:: v tt:!r by th 

p mi- - • e: clai..'TI e_ will deliver, and therefore they have to de dop markl:ting 

pr gram· a dress his personal service. Due to the intangibility of er ice·, the buyt.::r 

,,;u Ioo · or evidence o this service. Place, people, equipment u ·ed. communication 

materials. symbols and price all become very important in identifying th kind of t.::rvicc 

per eption (Elvy 199 -). Therefore. for candidat s and politi al pani thi ph. ic·ll 

e\ iden e becomes a major preoccupation to ensure that the idt.:nce r pn.: 

rvi produ d an const m d at th sam im althou h it an b it 

annotb d. Th or it is ad , p ore n hi 

ou 



candidates will use all strategies w ensure that they get publicity for their rallies which 

could guarantee positive feedba - from the ele Torate. 

Service is highly perishable 5 it 1~ ~ons;um ~d n~al-timc and feedback is generated 

immediately on the percepti n o !11c Sc ll (Lov~.;locl' l 96). In political ralli s, this is 

n to thl :111diclal~'' 1 r mis~ . A wide range of issues 

:nH to l'tll to lh~.! crowds so that a decision is 

ken. H n candidate dol!~ not satisfy the individuals in the 

1 lo:,t. When opinion polls results are released, many 

· uH .. h e ely affected due to the fact that there ratings have not been 

Ihi, can be ttanslated as them not being popular candidaks. 1 here fore the 

· ·r i ·, 1nl_ e i lS at· e oment in time that it is being provided (Elvy, 1995). 

Ea ·h : f\ ice ex erence is different depending on the interaction with the people giving 

the.: n i ~e. e time and loca ion thus the heterogeneity of service which make· it clif!icult 

ro - ;:mdard"ze. Ths anr.o e planned or avoided as it is dependant of ariou ~ factors. In 

p litic . this is seen when candidates are campaigning and get diff~..:r nt rec~..:ption in 

ifferent regions. In Kenya there is zoning for political partie , thi i vid~..:nced b. the 

previous voting panerns where some political parties on!. manage to ~..:t th ir candidate 

le ~ e in their ethni bac . ard. 

There has e n an ob rv d global chan m 

nribut demization an pro sionali m. 

h 

p 

II trans-n tion I di 

tor I amp i m whi h c n 
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driven campaign strategies. This model i yet to be used in "E enya as we are still testina 
b 

out the shopping model. 

The involvement of local an int rn 1i n I nn· pr~n "llr oct rs forced political parties to 

adopt new ways of attra · ·;:, 1er h~ p:1H i '~ r~~~ that by having chapters in the 

Diaspora, it legitimiz~; <)Ill l<)Ok :l:-J w~..:ll as affords them the much needed 

fund. to run th~; part l . I ' < "'· to the fitcl that party membership has been on the 

N '\V lu have emerged increasing the number of volatile voters and 

fficult to detenninc the outcome of elections. It is with this in mind 

U11t pur 1 .: h more creative in how they run their campaigns. In Kenya maj r 

p llti~ul p.mi.e ha e orced he individual presidential aspirants to lo k for allies and havt.: 

diff rem plans o ·action ·o guarantee their survival. 

Political mar~'eting manifests itself in diverse activities focusing on applicaLion or 

e-=mentation rechniq es. t'or example, endorsements, highly priced dinner huge bill 

b ards. and other media communications. Political marketing is thu a way of coming to 

grip· \\ith the development of democratic life (Hannenberg, 2002). 

-.2 In orp rating th M rk tina Mi. \ n bl int P liti al 1• r ting 

The t rm mar , · n m1x n th ontr llabl 

m ul d to m om 

mar· in 

u d r 

pu u it 



the needs of the consumer.(Elvy, 1995 .Further this concept of marketing m1x was 

developed due to the need for haYing a combination of benefits specific to the needs of the 

customer, while the initial4 p·~ are e~ emi:ll eltm'nts of the mix, others are incorporated 

whenever necessary to ta 'e int 1 nt l f p c11linri1 ics ciLh~..:r of the product or of the 

market. Since political m. r. l. n b su . .;n in the contc. t of services marketing or 

social markt:ting, tht 

markt:ting mbc pt 

· l u)fliid~;r lhr.: following expanded variables in the 

~ I. c, promotion, p<;!opl(;!, processes and physical facilities. 

•. lf>11>tu·t 

:\ pt , iu ·t l h. teal good. service, idea, person or place that is capable of offering 

lilll 'i l und i.nt.mg1. le attributes that individuals or organizations regard as neces ary, 

w 1r \\rule r acis ~ ing and are prepared to exchange money, patronag or s me other 

uru f ·atue in or e"' ro acquire it (Bassington and Pettitt, 1997) 1 he ultimat~; goal is to 

ofter an augmeme' produc~ that meets the customers desires beyond their t:xpectations 

{ ~ otler. 199 ). A cus omer attaches value to a product in proportion to its p rc~;i v~:d 

a ility to help mee his needs or solve his problems (Levitts, 1980). Consumer purchase 

ar mo ivated b~ deep psychological motives which are rooted in Lht: human h.:ndcnc. to 

form habits and sti k o routines. Therefore a consumer" s past cxpcrienc \ ith a brand i 

the most important fac or in determining the future hoice Dran~: and Kathkt:n 

product an therefore be ph_ sica} (canle. houses. car·, ·e etabl c, 

re tm nt ra el). pi ~ ( ft. Kilimanjnro ' irobi tion P 

I J ·son or 1 7. 

. t m th 

r 



change. Positive feelings can also be eli ited therefore a need in the electorate to re-elect 

the same candidate. Since this is a promise, tJ1e characteristics associated with the product 

include: trust, reliability, integrity. ~ essibili , 3bilit to in 'pire as well as accountability 

( Kibera , 1997 ). 

Another aspect of th pro . 1 p. ( h:.: inr whi ·h not nly erves a functional purpose 

it . tin the product information and character. This is 

oncn t, therefore it is c1lscntial to make it attractive. Packaging 

I tool in helping create a solid and distinct brand image . 

but aL o act 

tl0111Hllly th 

lll ..:: u.ll 

~9 ) a branding strategy includes individual branding, for exampl<.:, 

range Democratic Movement (ODM) candidates wore orange outfits, 

f ily randin::: r· e Raila and Ida Odinga known for dressing in similar outfits whilt: 

att nding pu lie func ions, multiple brands like all the DM presidential candidates 

anendin!:: joint ralfes. and private brands strategy where all 00 r presid ntiul candidates 

cho-e to bunch iheir presidential bid on their own. 

Organizations aim at making their product or offering di ferent and bt:ner in a wa. that 

will cause the target market to favour it (Kotler. 1999). This i · c idcnt in the wa. all 

political parries go around the country popularizing their panies and candid t 

u in~ di ·~erent trategie that appeal to the electorate with an aim of b~.:in n 

than the r :st. 

Or anizations an nhan ,. their han n pr du t i th 

bout de\ lopin th prod t 

rn F r 



Political parties have packaged themse)Yes t di~tinguish and identity purposes. There has 

been continued use of colour by the different panie~ and candidates in their clothing and 

venues. During the referend i . '· "yell ' f r rh y~.;s team and orange for the no camp 

where as Party of Nation J Unit. tP J) us~~d blue. Thus co lour has been used to 

distinguish the various parti .. 

2.2.2 Pri e 

Prict; i en tn cxchnngc of a product. It is the value placed on a 

point in time (Kibcra and Wariungi, 1998). During 

tans make promises in return the electorate are expected to vote for 

rice elicits emotion; the higher the better. It is als the 

m m:::, 1e .f • e ac~ or perceived attitudinal and behavioural barril.!r n the part of 

the \ "'ters Hanreuerg, 2002).Price can be seen as the element of cost or ~acrific~.: similar 

t upp rtuni :cost. ; is \Vha the voter loses by rejecting a certain candidate or party. 1 his 

i- the elernen· of • e mar:ce ing mix that links marketing con ·iderations to economic 

on·iderat"ons ·Churchill and Peters, 1995). 

Factors that inr':.uence price include demand. competitor reaction, a \'veil a the other 

elements of the marketing mix. Demand in the contex of politics can b th numb~:: 1 of 

andidares v ing for a particular seat. When there ar many then it bc.:com 

c mpaign as more rea ive \ 13.':> are on to communi at to the 

r tion an enc b. the way the iffe 

camp. Thi an re tit in on p ny or an id t om 

t 

tly t run 

ffif til I' 

thi m 1 



Price incorporates the elements of in oming funds like campaign fundruising. The 2007 

General Elections were the mos ompetitiw' 'th th highest voter turnout as well as the 

most expensive. There were man. ind1 idunl, ~orp rntc foreign as well as in-kind 

donations to the various partie- 1 1. 1 ht lp fund 1h carnpaign ', the two major political 

parties became cn;atiw 

Donation. a wt:ll , 

With I(,; OUIC 

1 h<..: I <..:nyan' living in the Diaspora. 

, titmt 111 ,,r Jll<.:111b<..:rs provide th<..: Party and candidate 

c lvc . 'I he nmounts spent on promotions can also be 

u cd over 35 million on advertising. Many times, money 

me of the election::; with those spenrJing the highest winning. 

en ted tha rnaller political parties, which are normally not organized around 

ide to::: .. are normally sold to the highest bidder especially during the election year. 

~1 ~sr of the.:e par.'es ha ·e limitations in terms of resources and many time rna not be 

.:::iven the clearance by the Electoral commission Of Kenya nominates aspirant~ to i~:. 

The-e e orne a heal y hunting ground for disgruntled eleme;;nts in the bigger p litical 

parne \\ho ex hange membership for a fee or take over the party complcl ly. v t:althy 

politi ians have used money to their advantage to woe peopl to their rallic ~ . in 

anticipation of ash handouts. 

2.2. Place 

an dine the stru ture linkin roup or or ani ti n 

through hi h pro t or 0 th u 

p ttil, 



of time. They also add value, for example. in id ntifying loyal party supporters when they 

are required. Volunteers who are I yal party supp rters lead to strong ties between 

members. They are normally S"' s ~ems durin1:, lect·ion' However, conflict may arise 

if some members feel they are _:,enin.; . r. tknl. An c. ample would be the defecti ns 

witnessed during the run- p Ced they are strong on the 

ground but art not gettin 1 h<)lll the pnrty. 

Plw;t.; ht;lp n m t! c election of suitable branch locations and other 

dt~uut ·I to reach the target market (Lovelock, 1984). This will be 

d ·t 't t ti l ·lf factor Which include: the Characteristic Of the target market 

\ll e ideals represent, the objectives of the party, the character of the 

p · : . . the intermediaries handling the product who include the financers and when.: thcv 

\\ill , ,rntortable. and the environment, for example, duJing the clamour for multi­

PJ.r .rm m ~ allies ere held at Kamukunji grounds as this conjured in the pcopk: a 1 t 

of im:1ger: on the inde. er:dence struggle which was the mood at the time. 1 he choice of 

v nue' for p litical rallies, by politicians therefore is key in en:-;uring thl! turnout as well u 

2.2.4 Promotion 

This is rhe direct wa. in whi h an organization att mpt to communi ntt: ith the nriou. 

tar ... et l ien (Brassin~ on & Peni . 1997). It includ d 

m ion. ert'sing is any pai orm of non-p on I promoti 

throu h th m m di . Thi th re or re te m nd, m tion I 

1m 

throu m r- tin ommuru ti n th t in rm ti n t p 

in tl lu 

0 



Promotions normally take place to increane awareness of a new and existing product. 

Promotion gives prospective users pl~my L f visual imagery therefore building in the 

minds of those with limited expcnen'~ of1h prodnci Bnk~.;r, 1999). 

Promotion forms the es en .: 

exchange partner of the 

lili~.-. I nurk iing. lt involv(;s inf rming the primary 

if r :lnd 1i:s avai lab ility that is linking the product 

~ ' tomcrs ( dcctoralt;!) (Palmer, 2002). For p litical 
(political party 01 

rh , m 1 t us ct 

liti :11 con1cnt, imagt:s, and cues besides interpreting and 

I~· political situation (Kotler and Kotler, 1999). 

n strategy is advertising. Politicians like advertising because they 

~ m , 1ntr 1! Lt. Thi can be done through various medium and guarantccs expo sun; to the 

tur;:; marke rni.: as s epped up in the 2002 and 2007 elections by the presid~;ntial 

candidate- e.:peciall_ \ ith newspaper and billboard advertising. th~:rs advertised 011 1 y 

b th 1 cal and regioca! 

Publi relations are a deliberate, planned and sustained effort to in titute and maintain 

mutual understanding between an organization and its publics. It help in the creation nnd 

maintenance of corporate identity, enhances the partie:s standing through th~; participation 

in activities such as sportS sponsorships as well as candidates formin foundati n . 1 1 0 

includes communication of the parties' philosophJ and purpo \ ell mcdi 

The e e u d for Ion,:,-term trategic ima buil in lopin r di ilit d r j in 

th pani s· profiles. 

C I ri / 

candid 

m nt re u d in th run u 2 I 
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that a certain candidate had stepped out of the ra e. This was also used as a way to 

mobilise people for rallies. 

Word of mouth or personal seiJina b pl)'> crl\1l tool, which was deliberately used 

especially to mobilize p~opl Hie . i1h th hi< h (.;kct ral vo latility and awareness, it 

he usc of tic phone ·, I i vc TV e;ovl.!rag~, internet, radio stations. 

billbv uJ · 111 ted on vehicle:> pushed up the communications budgets in the 

:wo I 1 ·n ., ll ·l 

er ·i~ mark cing depends on people and interactions between people. "I his includcs tht.: 

· nice pro' ider. staff, ccs omer and the other customers. Since the customl.!r is also a 

pJ.rti~ipant in the serv'ce, ·ere are implications on the service ddivery and quality, for 

example. candidates and the electorate ffirassington and Pettitt, 1997). The ability of tht.: 

p litician to deliver the message to the electorate and present an image con i t nt with the 

Part) is of ,iul oncem. It is a proven fact that the audience in a rally can tak control of 

the meetino and it deoenerates into chaos. 
::> ::> 

In sen· e. the people relationship can either be formal or informal. Political parti ha 

formal rei tions that are membership ba d. f mb rship u ually re ul in 1 It , 

th re ore p liti al partie~ enst re that thi is on oing. 

'th tll by 

r : mpl, 

n 111 h 

p 
. 
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will include the appearance and demeanour of those involved. Therefore a prospective 

candidate who appears shabbily dressed ar a rally is unacceptable. 

An essential aspect is to reco"' ~e 1 1 di Ctc'rL nt rol s p~oplc arc involved in political 

marketing activities. The mo l :m 11. nr :11, thL' vor~t" who an.: the target market whose 

decision will influenc tl · · n 01 tu)nh,. 'I IJ~..: political parties and candidates all 

regard tht; vot~t 1 kin 

only 01 tltc au in th 

1ring :Jil election y~..:ar. When a rally is held it is not 

n c bu1 ;1) o 1ho:lc in di ffcrent parts of the country. 

"rutel are directly involved in planning and executing the party's or 

are key. These arc the people charged with the task of ensuring the 

pur y und car dictate are successful in their bid to enter parliament. s seen from thc Ia t 

l cti 1n. m.m~ lo~ers a •he . ARC Party nomination stage ndcd up joining lhl.: 

pr .:1demial bri.::ade an · were rewarded with nominations to parliament. This makes 

people pend their energies in ensuring that they are visible during these campaigns. 

In Kenya. the law requires that for a political party to be regi!>tered it ha to ha c officials. 

the mo ~r important being a chairman, secretary general and a trca urer. ·r he l.: an.: 

considered as the bona fide owners of the party. Currently, thcr i the tru de within 

P as \\ell as OD f with different officials '. ing for po itions. 1 hi m th c till t 

positions ·e. and those holding those posts coveted. 

The other .::roup of people ho in 

· du o their t din in 

tinan rs o th part . In mo t 

th tion . 

rt ntl: tt:nnin the tr ti n tlt 

lm 

th ., et rmin 
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This comprises the tangible elements that support the service delivery and gives clues 

about the positioning of the serTi e produ t or gives th <.;UStomer something solid to take 

away with them to symbolize ' e im ngibl benefits they have received (Brassington and 

Pettit, 1997). 

The :;ymbolic valu~ att Jd, '" l h:1s grl.!at~..:r impact on tht! target market. 

1 c11i11p (,.,:1!1 b~o: d!.!scrib<.!d as "atmospherics". These 

1. c1ilc perceptions and therefore having the potential to 

he organ1;;:ation is able to manipulate and create the 

usmg the phy;;ical evidence. 

include; vi 

ird1u ·u · 

\ l.madn, e ph_ ical evidence is of high priority (Shostack, 1977). 1 he physical 

m ir'"~nment has the po·ential to influence ones impression of the service. It c n also 

pr ""ide the customer \i·-h rangible indications of the service. ·r hi· is where th~: candidatt;s 

illld me elec ora.te in erac . 

E · entia! e\ ider!ce · c1 des the party offices mat are why most partie ha\'e their offices 

on me ener side o · ov.n. FORD Kenya, 1 ARC Kenya and D I office arc in Kilimani 

area \ hile DP offices are in Lavington. These are all painted in party colour ru1d mbol .. 

and one will -nd party members hanging around them. on the oth r hand, hnd or 

long time appropriated the KJCC buildin_ which i go nun nt building nd r 1 
11 

ime thi uil ing as 1 ntified with h pan., until 

p riph 

b 

id n m lu li · T- hi 

h 

R am into p \ r. 



2.2. 7 Processes 

This is the system that allows he seni e ro be crenPd nnd delivered efficiently, reliably 

and cost effectively. The sen·i e nd pro'ess 1h~1t cr :1tc it rcLlect how all the marketino 
b 

mix elements are co-ordinat . lu~. (\.)r th C11Storncr (Love lock, 1996). 

d ·liv ·1 ·d 

n itl, :lie tlSL!<J il y simultaneous, the production of 

fit m: rl c1ing bccausl.! Lh~; customer either witnesses it or 

m ptocc · c· nrc required to ensure that the customer gets 

and delay and that all elements of the service are properly 

nand Petite, I 997). 

e procedures, ta5ks, schedules, activities, and routines a product 

·a.ndidate "r paiL_. or service undergoes as it is delivered to the customer (vott:r). It is 

h \\ a party or.' or e se of activities a party pursues to achieve its obj~.:cti es. 'J his 

paper loo~·~ a' processes as first the internal process of the political partie · and st:cond. lht: 

proce· e· requi~ed b_ lav~ as pertains to elections and political parties. 'Ihe·e ma. includt: 

the in olveme t of the cus omer in the production proce s, and th~: working n ironm~:nt 

and controls. A political party must establish the kind of organization tructure that will 

enable it fun tion as one body. The better organized the party, the more ily it n co­

ordinate its a ti i ies and the bener it will rea h the elt:ctorat . 

In ' n_ a. orne of the pro s s p rtainin to 

ars and only p ons ov r I , 

by th El to 

oun ill r 

tn 

th t an 1 ti n i h 1 I 

th 

. 
I I th 



and education, providing information on whi h the voters may base their selection of the 

candidates before them, mobilizing itizen~ :111d lenders to be active in politics as well as 

carry out political mobilization and en' ur ging rhe public to cast their votes. 

Another process is the re l. l m, mh~ rs lo th~..: party. This is very vital as the 

electoral commi ion r~ i nlti.tl c:1ndidat~..: t hav~ over one thousand party 

. ndidnt . 'I o ll10:>t p:.lrti~s this is an ongoing process 

n . r or h'.:IOrc party cl<!ctions. 

h til nc, arketing 

ik w1~ 1 1er discip ine political marketing too has its challenges. lhe first is ill 

, "'~nc i ·ed ·ampai.=ns. any politicians plunge into politics due to selfish rcas ns which 

lead u hurriedly pu • cam aigns. Some end up going into unpopular parties which they 

d n t es use .eir ideals therefore making it difficult to market themscl c · or the party. 

In Ke ya and _A.fu a as a whole there is lack of trust in politicians. 1 his makes tht.: 

electorate ver: suspicious of their intentions. This has come bout due to the tact that 

man: poli i ians make promises during the campaigns v.hich they do not k p t r bdng 

Iected in o parliament. 

Dr win_ par llel etween ons un r mar · tin nd politi I marketin i 

to th f: th t in poli · l m • tin r l an n t inv nt 

b th 



With the current electoral volatility and the hange~ in the political environment, it is very 

difficult to maintain a targe~ a ien e for long time, mal ing it hard to develop a 

1h :1 r dwr which can be targeted to a particular 

age group, there is always he 

the fact that others will be k,. • 

1h111 1hi ~ fl!1 gr up will always be there despite 

;n L t)llit rs willl joining. 

A. in all ervic · • n;::tl chalkng~,;. What the candidates offer is a 

red : llcr 1hc custontcr has commilted. The electorate is 

cr they have elected lht! candidate. There is no guarantee 

t1 tied after making the commitment. 

·ce is yet another challenge. When the candidate or party plans 

out ~o be poorly attended, this moment cannot bt; r captured and 

\\ill p r .1~ a ne~a~·\e picrure of the organizers especially when the press an.: pn.:sent. 

-si le ro separate the experience from the service. the . ·pcrience \ ill be 

ma..•1y o 'her factors and this could either be positively or negutivdy. 

Depen ing on where a rally is taking place the crowds can either be ho tile or 

c ommo a ·ve, there ore affecting the delivery of the me a_ e. 

or ing o Eh .. (199-) care mu be t en in ppl_ ing the omm r i I marketing 

~on ep o the field of politics there cou d b for .·amp! lik t t n ion twc n p Ji · 

·hort term populi t i u th t could ari . 



CHAPTER THREE 

3.0 RESEARCH METHODOLOGY 

3.1 Re earch De igo 

This was a descnptive research, which aimed at establishing the extent of marketing 

strategies applied by various political parties in Kenya. 

Out of the total population of one hundred and thirty four ( 134) political parties, 70 

political parties were sampled and questionnaires administered. 

3.2 Data Collection 

The study relied on primary data. The required data was collected using a questionnaire 

with both open-ended as well as close ended questions (Appendix 2). 

Section I consisted of questions aimed at obtaining information about the political parties. 

Section 2 focused on factors generally considered important in marketing and how 

important they are to the party. 

Section 3 consisted of semi-structured questions designed to identify challenges 

encountered in marketing political parties and how the party has tried to overcome these. 

The questionnaire was administered through personal interviews as this had the potential 

of yielding the highest response rate and the intervit!wer can explain the meaning of 

questions should the respondent need clarification. 

3.3 Data Analysis 

Data collected was analyzed using descriptive statistics, which included charts, tables, and 

graphs for ease of understanding. Interpretive analysis was done in order to respond to the 

objective of the study. Descriptive statistics (such as frequency distribution, means. 

percentages, simple and cross tabulation.) were employed for the basic analysis. A 

database was prepared using SPSS computer package and then this data was processed to 

produce requisite descriptive statistics 
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CH..--\PTER FOUR 

4.0 PRESENTATIO .. OFF . DI " ~ ANALV IS AND INTERPRETATION 

4.1 Introduction 

The research was condu 'c·ti()J)Il~ i r~s with both open as well as close ended 

n1 to 70 po lil ical rxtrti~o::; in Kenya. However, those that 

were 69. Uata co iJ ~c ted was then analyzed using p 

nted in the J'orm of table::;, pie charts and bar graphs. 

h ·qu ·n·i 

in{\un ti . 

and standard deviation were used to interpret th~; 

\las used where a mean score of 3 and above means to a very large 

~n int uen es e markefng mix variables, 0.5-3.0 indicates a modcratc ~;.·tl:nt -.: hi I~.: 

le.:- than 0.5 inc: ca·es o a very small extent. 

.::; tanuar e\ ·arion vas also used in determining the signi fie ant differencc- among ·t the 

\'mous ·cores. A S""t.3.lldard deviation of less than I indicate that th rc: w r no major 

vma ions and that most political parties were doing the same thing. How ·r whcrc: the 

e ia ton was eater than I then the practices were differ nt. 

4._ Finding fr m h backgr und lnf rmation 

tion haws the information of he riou politic I p m n) th t er intervi \\ 

by th re h r. Th in ann tion drn rom thi it 

n h th r th mpl rep tim t r. 

m tin t.7 . oh 

liu 



Table 1: Marketing Budget 

Frequency 

Yes 

Funh .. it \ 

t rminin 

m 

h 

t i n 

rk ing Budg t 

e\ en th th numb r o y ar a arty h 

tor on hether ny h a mar · tin bud 

h m · tin th ith I 

n ui 

\ 'l 

n t 

hl hl 



Table 2: Attributes Distinguishing partie~ 

Frequency Perc .. n. 

0.00 

21.67 

35.00 

68.33 

l111d e parties have a symbol that is unique to them only.The symbols 

l 'f \:ted the ideal e any stood for at inception. 78.33% of the parties have a logan 

tlli.: n o.::tly o reinforce the symbol and bring the message m re clt:arly to the 

ers. 65' o · e po -~ical parties have a distinct party colour with most bc..:ing takett 

fr m the . ·a ·anal O::ag co ours of red, green, black and white. This could be taken to mc..:un 

that all the rues are in·ended to be nationalistic in their outlook. f·or others th colour of 

their ·ymbol e ermined their party colour as a way of reinforcing the party name..: for 

easier remembran e. For those 35% that did not have any colour in particular had no 

reason at all. his could mean that colour was not an important attribut di tingui hing 

th m rom other parties. 

6 . '.,%of 11 the re pondents pani s do not h e th m ong. Thi oul e int rp t d 

to m an th t all o them w not di tin ui hin t r but r th r vm 
" 

colour lo n 



~- ------

Attributes Distinguishing parties 
100.00 

~ 00.00 
c: 
Q) 30.00 u 
'-
Q) 70.00 a. 

GO 00 

Slogan Colour nwmc Song 
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Tabl 3: E tent to \\hich orne Factor Are Perceived · Important To the 

Mem ers ab ut a Pa ~ 

- .. -- ~ -:J = -- ~ = t E: - ~ -,( 
I>' - c ~ - ~ 

,_ 
:. ~ 

;..J ,.. :1 ...., - --
"'"" c .. - .... "' J) -:.; ~ 

0 ;,;. ..... '!I 0 ~ I.. ~ 7 > r k ...J ...., 
. 

Tru t b.: 
- -9 I ... 

0 1. 0 mm - ;) 

A~~essibilicy 10 35 18 0 2 2.20 
Account bility 121 11 32 10 4 2.77 
R li bali _ 13 23 12 8 11 2.77 
Respon ;ibihty 11 45 0 13 0 2.22 

.,. 
<:1 
~ 

3 
J) 

0. 5 

0.81 

1.09 

1.35 

0.91 

th 



interpretation of the mean and standard deYiations cored by accountability and reliability 

are perceived to be the most important !3 mrs t them mb:::rs about their parties. This can 

be attributed to the fact tha. many nd1d 1es '> hile ampaigning have promised the 

electorate that they uplift 'eir :.t n . r :.. t f 11 in•1 \i hicl1 they never do once in parliament 

therefore being seen as unrd:~ ·t. nl n. u Olmj: bk:. 1 rust is the lowe t Jactor, this can be 

due to the fact th tin "' n ~ h1p to pc)lit ical parties is not permanent but a vehicle 

to gettill' i11t padi~u h: vc bccn known to jump ship if not nominated in 

h: vc been clcctcd into parliamt:nt by one party and later 

rh · ru: 

3.00 

•. so 

100 

050 

eL lllustrates this information. 

E ent to hich Some Factors Are Perceived As Important 
To the Members about a Party 

Tru lb n m ount h v 

or 

--, 



4.4 Price 

Table 4: Extent to Which Politi al Partie Usc certain means to Sources for Funds 

.... 
l=:l 

.... 
Q ..... 
~ = ~ q,j .... "'-l )'I c 
~ 

'"-l ~ 
0 q,j 

;-l z ~ 
25 22 4.02 1.02 

~ 

9 35 4.23 1.02 
--· -

1 0 1.57 

5 8 2.63 

11 14 2.85 

PJ.tron 2 3 24 II 20 3.73 1.08 

Pri 'e Cran ~e) is \iery important as this determines most of the activities can·ied out by 
n~ ,.... litic<~ party. Tnis research sought to find out ources of funding a· wdl as 

mem ers · mori a·ion o panicipate in party activities 

The r -ear h re ea.led at regis ration ha a mean of 1.57 with n ndard de i tion f 
0.7 \ bile rai-ing ha a mean of 2.63 with a standard de •i ion of 1. 0. n h · other 

membership hnd m an of .2 vith 1.02. '[hi 
th politic 1 pani lm m 

ntribut hit 

in man in o 



4.50 

c 4.00 
"' 41 

~ 3.50 

3.00 

I SO 

' ) 

- -- - --· ---- .... _. 
Extent to Which Political Parties Use Certain Means to 

Source for Fund 

Loca her Ov .rsc<J~ Rcg1~tr.H1on FundrJ1,111g P,u t•tl · Hk1 
members 

p lliOII 

Source 

Table 5: ' 'bether the Electorate - eed To Be iven lncenti ec; to ot • 

Frequenc · p rc nt 

Yes 38 55.0 

No 31 5.0 

Total 69 100.0 

Th t ordin liti 1 p th 

m 



Whether Electorates Need To Be Given 
Incentives To Vote 

No 

T und t that political partie mobilized member mo ·tty throuah the 
ariat and ' ranch ader hip by word of mouth, while other m an · included 

radi announ em en . roa how , telephone and ·hort me · agino ·en ic ( ·m ). hi · 
.:ho ;-. · to -orne e tent majority of the partie · u ·cd modern communicati n method · to 
reach their member . 

~.- Pl 

pp th t ph, i llo ti n ofth panyo I n 
mint o on th 

I n th 
m t ne n ir nm nt " m 

m 



Table 6: Whether the Parti · P:.1r Rr:mchcs in Other Parts of the Country 

Ft< ,,Ill Ot' I ) ' t'. ' lit 

Ye ()() 96.7 
=-~ 

No 
.,.(J t tl 69 

1-
3.3 

J 00.0 
J 

le c mo t the political parties have party branches in other parts of 

_, said • at their parties do have branches while 3.3% said that their 

a :e. This implies that majority of the respondents' parties have branch~s in 

~ • e ~oumry. These branches are used to popularize the party u v..dl as 

in~ as an o~- e t>or coordination in these regions. 1 his also proves that m st parties 

w:J.nt e ·een as having a nationalistic outlook.. The pie chat belo" sho" s this 

informa ·on. 

Whether the Parties Have Party Branches in 
Other Parts of the Country 

0 



Table 7: Whether Respondent Partie Have a Preferred Venue to Hold Rallies 

1 Fr qu n Per nt 

Yes I 1 0.0 
- ----No ·18 70.0 

Total ()' 100.1) 
-

.h Wll ir th o no1 rH.:C\!ssarily have a preferred venue to hold your 

preferred venue while 30% said they had. This shows 
nutfi'l•~l"fully choo:>c rally venue!> to respond to the targeted audienc 

"'"'~'f'O""· The most popular venues are school fields , market pla es and 
e ue o the fact that one can attract a large crowd in th se venues 

'da( g to the majority. This is also illustrat d by th pil.: chart 

hether Respondent Parties Have a 
Preferred Venue to Hold Your Rallies 

1 

•v 
• 0 



services of an advertising finn. Thi ould be due t the fact that most parties did not see 

this as priority when selling th m ""lYe~ t the ele t r~te, also the cost of these services 

could have been prohibiti ·e. 

~I ahl<- X: Wh th t l'~ rvi •c. of an Advcrti 'ing Firm t Any Time 

81.7 

18.3 

T t l 100.0 

~ ether Parties Engaged the Services of an 
Advertising Firm At Any Time 

ti I '' n 

y s 

No 



The research findings showed that 9 .3° o of the parties had advertised some form of 

media while 1.7% said that they ha n t. Theref re majority of the political parties do 

advertise themselves in the medi:1. Thi ~ ::-h s thnt, m dia i ~ considered a very important 

means through which politi I nic"' ~- n n i ~..rtis th~.:m 'clvc . Further analysis showed 
that the most widely use 

Wh tt 

r'npc1 s nnd 1 '·11 vernacular radi stations 

v r dv r iz d Itse lf in 
M( di. 

•Yes 

abl 10: E -tent that Re pondent Party d rtain \ledia t D li r th Party 

- -"' -,. 
:;; , '- -::.1 = --... :::. c 



Newspapers I 16 1 19 18 8 8 ?..63 1.3 5 
Sponsorship ·' Ol 9 -+3 9 8 3.27 0.83 I 
Telephone I j 16 13 30 6 3.28 1.13 
Rallies I 5~ 1'} 0 3 0 1.30 0.71 

:n 1s f- -[ntemet rl ll 2.13 1.44 I ,_ 
2s Leaflets -, 0 5 20 19 3.97 0.97 

1- - --
'1 ht.: rt.: ezuch r oun ut al :u r· H hnd a mcnn of 1.30 with a standard deviation of 0.71 

n I I 98 with a :llandard deviation of 1.04. On the other hand , 
f" ;i with a standard deviation of 0.97 while door-to-door campaign 
,. ·th a t.andard deviation of 1.03. [t appears that, rulli~;s and posters 

m erate extent by political parties to ddiver their messages to their 
rat ~· Door-to-door campaign and leaflets are used to a great extt:nt by the partie . Thi- could be ~ue o ·he fact that both are able to reach the target market with ut 

dt:tortin-== • e message ,and are considered personal therefore effective .while rallies reach a \\ider a uience a a go b he content understanding cannot be guaranteed and po ·ter · 
can be pul ed O\ :n or defaced by the opponents. 
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Extent that Respondents-' Party Used Certain Media to 
Deliver the Party Message 
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The research sought to fmd our whet' er the partie~ had ecretariats. All the respondents 

did have secretariats. Regarding be srru ture 11 hu e ~n E. ecutive director reporting to a 

national executive council and suppon ~r ffro ssist in the daily running of the secretariat. 

The respondents were a ! e cl cY 1hc hnd 'Ompaign tc·1ms in place and what their 

composition was: lo ! i n P~ 1 n1: n~ nt ;Jmp·1ign teams, but they were formed 

t uj t)l 1h~ nspiting candidates for the parliamentary and 

civic cat .. with rt . : ~1tt1 :1' the CCI11rc Of' Operations. 

, du e that there were different structures the majority having a national 

mmi ee. Those parties that had representation in parliament, the 

urli::un ntun .rrou s ,-ere .e apex. Most parties had women and youth leagues and their 

l ader ~at in the _·a ·onal Executive Council. Campaign per onnel and party of1icials 

"-er the rno im ortan~ oeoole in the party. . . ~ 

Political patronage and it effect 

The re~pondents were asked whether their party had a patron and of uch 

patronaQe. The research found out that most parties did not ha c p, trons. f the r w 

parties that had a patron. these indicated that the patrons w n.: rich individu I who pta cd 

a role in e :::.ion making. This wa.s mostl_ in e1 in of offici 1 nd 

s ntially controlling th party and its ti iti s. Thi h I d to 1 

om.ption \ lithin p . ~ em manipul tion o i . m i u1 li n 

liti al t m in the oun •. 

4. Ph) al \ id n c 

h 11 h lh 

an 



accordance with their ideals ,-hile to others ther wer other ways of popularising their 

candidates that were more effe ·e. 

4.9 Proce e-

9% 

u~ to fmd out whether the party offices were open to lht.: members. 
ee ope .ed during working hours that is Monday to · riday .IIowt.:ver 

e orne ·ibrant during elections time. 

Parti ·ipation in Election 

The re ear h ~ought o find out whether the political parti s had participated in . ll 

e registra ·on. 65% of the respondents indicated hat thdr parti · ha · nl t 

particip e in all dec ions since reois ration \\hile "'-% ai th t th ir p h \it: 

part" ip te in ll he 0 eneral le tions held inc heir form tion. 



reasons included not believing in he ele toral pr ens to not being able to raise enough 

money to field candidates. 

Party Elections 

On Party elections the r...,::. ... ar t t lilt 1h:1t th:1l m:~ rily C the parties held regular 

elections for office . Itt 1 ft)tll y ar thi · tcndt:d to be after the general 

ek:ction .thi tlK f:1 t lhnl sornl! previous party fficials could have 

I ctt n therefore the party rcqLtiring portraying a new 

utlo > • 

\' t 'I' u n n 

Th ~.-ere asked how frequent their respective partie conductt.:d c1v1c 

du 'J.ti n. r 0 0 : e espondeats indicated that their political parties conduct CIVtc 

d arion e e. ::: ~ ~·ears. 27% of the respondents stated that their p litical parti~ 

nd t ci i edu a··on every 6~ l 0 years. Thus a majority of the re pondents indicated 

that their part'es conduced civic education every two to five years. 'I hi can be attributed 

o the a tha General e ections in Kenya are held after e ·ery fi year . 1 h findin s ar 

illustrate in igure belo . 



4.10 Challenges facing marketing of political parties 

Among the challenges faced while trying TD market themselves to the electorate were that 

the political parties lacked finan e' 1 -.L nducr serious m·:~.d cting. Most political parties 

raised their funds from the r m nt dn t.:S, th S~.; was very minimal as they had to be 

low priced to attract mor 

from the regi tration fe 

ht l)lhtr .'< urc~.; or Cunds for p litical parties was 

. pi in andidnlr.; ·, this how<::ver could not be relied on 

d . nd comes in during the election year. This therefore 

at 1 1ty to the last minute thereby not being e1Tective. 

tha the political parties are also faced with the problem of ethnicity. 

argued hat the political parties are hindered in their marketing by 

ticniS th.1 ena.in panies belonged to certain geographical areas therefore it would 

be \ uste f time ~ · g to sell themselves in such regions. 

(an_ of e responde ts were of the view that violence was a big hindrance. '1 hat their 

effort· h::!d been :frusua ed by violence, for example when the opp n nt · of a certuin 

political party use v·olence against their party supporter~ during r lli~.: 

L me respondents all •ded to the incompetence of party e.- uti c or an tn giving 

dire ion o acti ities of the party to different targe _ oup . Th impa t of party patron , 

nega ive to the campaigns. and th p rcei\ed dominan o top p rt.. 
111 

le tion o an id te~ ·as it d a re on why mark ting trat gi h d il 



CHAPTER FIVE 

5.0 DISCUSSIO. ·s, CO .. LU ION ANDRE OMMENDATIONS 

5.1 Introduction 

ol th r~..::-;~..:arch, co nclusion as well as the p !icy 

I he ' litdy sought to find out the application of 

in Kenya. 

· e research fmdingg, majority of the political parties in Kenya have a 

1 mr ud::oeL Th"s 'as evidenced by 73.31Yo who said they had while.: 26.7% aid th~;:y 

did not ha e arke·· g budget. As to the attributes distinguishing the party from th ... 

th~rs. the e·earcher cocused on four attributes which were symbols, slogan colour and 

e theme g. Co. cerring the symbol, 95% had at least a unique ymb )J a oppo ·cd to 

.:oo of the parfes which do not have any symbol. 78.33% of the parties had a ·logan while 

o.:- 0 o ha\e the party colour. However. 68.33% of all the respondent panie did not have a 

theme ~ong. 

to the e.· ent to which some factors are p rccived imp nant to the.: m mber 

pan_. I'- ors er nalyze hi h includ d th tru t by th m mbe 

wll sth r 

arch r ound out that 

0 th 

nt 

Fr 11 h 

If 



were beyond there control like being good\Yill from the patron From this researchers 
observations , many parties did not han· se retarints but used the party leaders business 
premises as party drop-off points. It'- s n T d that majority of the parties had branches in 
other parts of the country ld me. n thnl th~;y wanted to portray a nationalistic 
look in order to gain favo r 

'I he finding 

tht;ir ntllic 

1 . f1ll; do nnl J1r..:C(.!::;·arily have a preferred venue to hold 

wh< h:1d n pn.:f'~r~nc~ corresponded to member needs as 
c rei: ycd. Majority of the parties had the view that open 

eat as the c h: d the potcnlial of' attracting more people and they 

o d o play a big role in most of the political parties' strategy. {aj rity 
-the partie: .ad engaged he services of an advertising firm at some p int, whik an even 

lurger num er bad ad erfsed in one form of media. The research findings indicatt: that 
k;1 e .: vee \ · d~ sed medium of communication followed by door-to-door campaigns 
an billb ards. In his case political parties need to understand the most effective m~;ans of 
omrnuni ano ·o reach their target audience. 

Peopl ar a ery imponant asset, the research concluded that recruitment i an on mg 
pro en bles por ical part_ ge fund as well as tabli hin a tr m o 1 yal 
members wh n tht! party n n b~.: 

II 
m onn l. Th 

th ou h n "om n 



used as a meeting point by the parry members and that there vvas a correlation between the 

parties that had offices and representari n in parliament in that those parties that had 
dedicated secretariats had a hi~' er repre~ent ti n in parliament. 

The research findings indi .e . I 11 pruc-t dnr s nnd sch(:dules of the election process 

are clearly understood' 11, k thnt ch ·~ n t t participate in any election 

had reason rangin in· 1: ith in th~ ~kctoral process to opting not to join the 

coalition o 1h rc· ~.:nrch findings majority of the parties held regular 

t;1 ·cti >r w tt 
y 

coming immediately aCtt!r the country's general elections. 

nc y all parties most] y during the election year 

F · ""~r the f""~re--= in= - dings the following conclusions may be drawn, that p litical parties 

in ~ . a h.1 e a. pred marketing to some extent. "1 hey may not have systematically 

lanned the -e o ~- e marke ing mix as would be recommended but there has been use. 

most panies have a marketing budget, it would be of great urgency for 

them o engage e serv· ces of professionals in the marketing field to position their parties 

to attrac more members. It would be incumbent on the officials of the p liticnl parti s to 

n -ur t he .. inances set aside for marketing purpo e are put to their ri ht ul u . 

The y con I ded ha he choice o mark ting trat 1es mploy d the di crent 
pani :s on vario s r on hi h 

rship in orne th 

run in i h h th r 



5.4 Recommendations 

It is clear from the finding that, mar ·eTing f political parties is an essential activity that 
political parties should under': -e c mmuousl . "Politicnl parties need to develop a budget 
that should cater exclus'wl. t r m. rkctin•) L. p ... n'c'. his study recommends that 
Political parties undtrt. - r.: c. L n i :11c:s th:u th~.;ir members find pertinent and build 
their campaign fc WJ(k:r voter ba:)~o:. 

'l ht; .tud · 

rhi 

he politicnl partie:) should develop a marketing strategy 
&lc targeting their diiTcrenl target market while at the same 

mmg the challenges cncountt;:red in the marketing of their parties. 
e w em toying the services of professionals in Lhe marketing field. 

1mitati n- of the tud 

Limita ions a e..:. ~ - e researcher were mainly those of time constraints, accessibility of 
re.: ndents. e s d~ assumed that all registered political parties \ ould be easily locat~;d 
on the oc~ ion and n mbers provided, which was not the case. 

-.6 ugae tion for Further R earch 

The he x nt to which politi al parti s in Kenya h vc · ppli d m rkcting 
nd hat in u nc th choic o trat g . l!o'.'fc er m 

1 
utr on p in K ny . ffi rt 
imp t on in i ,i ual 

t ori n 

ul m r tin · m 
hti 
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APPE DIX 1 

I:lizabeth Isabwa 

University OfNairobi 

School Of Business 

To ' home\ er it may concern 

Dear IadamSir. 

I am an IBA 1arketing) student currently doing my thesis entitled Application oflvfarketing 
Strategies By Political Parties in Kenya. 

The objecti\'eS of the study is to examine the extent to which political parties in Kenya have 
applied the marketing strategies to popularise themselves and to establish factors influencing the 
choice of marketin~ strategies of political parties in Kenya. 

I \\OUld be grateful if you assisted me in filling out the attached questionnaire v hich \ ould go a 
long ... a .. in ssisting me in my research. 

Thank • ou in an 

, . 
n 



QUESTIONNAIRE 

SECTION ONE 

Name of your Party: 

Year of Reg1strat1on: 

Des1gnat1on of respondent: 

SECTION TWO: PR U I 

Follown1o ttnbu which to 

dlsttnOUI"h It ( m thers 

Q2(b): Please explatn 0 tt:e 

attnbutes abO"e re1ate o your 

party ideals 

f-

wh~c you believe the folio ·ng are 

perceved as mporta •a e 

members aboc your party. 

1 

2 

3 

~ 

5 

2 

3 

c 

d -e 

APPENDIX II 

Numb>r Of registered members: 

How m ny members of parliament does your party-have:--~ 

I Do you have a marketing budget? Yes ....... ~.(1) No ..... (2) 

- -- -- ----------

---
Yes No 

Symbol 1 2 
------Siogan 1 2 

Colour 1 2 

Theme song 1 2 
Others (speafy) I 1 t 2 
Symbol 

~-- ---Slogan 

Colour -----Theme song 
Others (speafy) 

-Very large Some 

extent extent extent extent 

Trust by members 5 4 3 2 

5 4 

5 4 

5 4 3 2 

I· 
I 

----1 

-; 

--l 
I 



PLACE 

;-···-······--·-··-···-·--·----- 1 

j Q7 (a): Where are your party offices located? 

.... -----·-···--·--·····----·····-···-··················-···· .. ··-········----·--·-·····-···-···- .... ·-·····-········---·------·-·-! 

I 

- --- - -·-·········· ·········-······--···-··-····-···-······--·-·············-····-·········--······ ················-····-······-·····-·····················-·····' I 
~;~b) : What is the rationale for having it 
j that location? 

QS (a): Do you have party branch , 
parts of the country? 

QS (b): rr v , kindly 11 ,t 

3. 

----=---~~.~~~~==----======tt===:===-------~ 
I -

_----~-----_ -1 -------------
1. 

-:::-------------- - -- -2. -< 
I 

PROMOTIONS 

Yes f 1 ~0=----------------- 2 
~ 

' L 
---l -- -

QlO (b): If YES, w ich one? 
2. - ,_ 

3. 

Yes 1 Qll(a): Has your party aavertised n any 0 2 medium? ----------------------------------------------------- --

Q12 (b): If YES . . ·. one? 2. 
3. 

-----has your party used very large Large 

en nt 
---~ 5 3 2 

5 

5 

-5 4 3 2 
) 2 

3 

3 

3 



PEOPLE 

1 Q14: When do you do recruitment of 
1 

members? 
i 

I 
QlS (a): Does your party have a 

r cretariat? --

QlS (b) If YES, What IS the structure 
I I secretariat? 

I· 

I 
Q16 ( ): Do ''• YOUI 1.'•11 Y l11 
t urn? 

I Q16 (b) : !t '( · 1 Wh t I I • 11ml"'..c:t~:1ll? 

2. 
,_..,...----~ -- --.... --·--········-.. -····-............ ,, ..... _ .. , __ ,,,. ................. - ................................ _,,_ ..................................... . 3. 

Yes 
_, ___ - ........ _ ........ - .......................... -T .... i .............. _ ........... - ... -....... ... ............. _ .. __ .. _ ....... . 

,..... - __ .... :~=-=-~-=~~--~-~~===~=~~~-=-
----- ------.. -·----·--·--··--· ..... -.......................... .. 

l. 
~:~-~~---------- ---2. 

3. 
~-----------------------

Q17: Whut IS the structure f your cc , 
organs 

Q18 (a): Does your party i'lave a patron? 

Q18 (b) : If YES, at s eirroJe? 

Q19: To vhat extent are tne 'allowing 
1mportant to your party 

I 

Yes 

a 

0 

1. 

2. 

3. 

Campa1gn 

personnel 

Very 

Important 

5 

Important 

4 

1 
2 

Ne1ther Not Not Important 

Important at all 

3 ~- 2 

!-----.-:-------'----::---+-----+--.,...----+- - -5 4 3 2 

Party Offidals 

Patron 
5 4 3 : 2 -+--

----------------~-~-------~---~---~--~----~ 

l: 
PHYSICAL EVIDENCE 
r-

1 
2 

2 

n n n 


