
UTILIZATION OF PROMOTION MIX ELEMENTS BY SMALL 
BUSINE S RPRl E : THE CASE OF NAIROBI 

A LANDS 

BY J 

BENJAMIN MW ANZIA MULILI 

A M AGEME T RESEARCH PROJECT UBMITT D I 
P RTI L F LFILLME T OF TH REQ IREM T OR TH 

I 

T IR BI 

)() ) 



DECLARATION 

This Research project i m riginnl ' " rk ~ nd has not been presented for a degree in 

any other university. 

Date ....... ~.~ . J .3.). ?- D 
0~ 

UENJ Ml l" 

f 

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

This research project has been submitted for examination with my approval a th 

univer ity up rvisor. 

HR. R l tl \'OK1 . 

tu r 

nt Bu in 



DEDICATION 

To my mother, Kasiva Mulili 

Who gave almost all she had for the sake of my education 

My wife, Emilly Ndinda, and 

My son, Stephen Ndua. 

For their love, encouragement, patience and dedication to my well being during the 

whole period of my studies. 

II 



ACKNOWLEDGEMENTS 

The whole process of undertaking thi pr j" t from the start to its completion proved 

to be quite difficulty. H ' ~H:r, . ~ ml p oplc a sisted me in various ways. It is my 

heartfelt plcasur t • t n J 1\\\ • in r gratitude to all of them. 

't ~:c iul tlun k · t m uperv1sor, Dr. R.M Musyoka, who patiently and 

con ·cienti u l) guided me through the research. Without his dedication, tireless 

ef£ rt , enc uragement and active interest in my work, this project would not have 

been ucce sful. Such kinds of men are rare to come across. 

My thanks also go to the members of staff of the Faculty of Commerce for their sober 

guidance through both the B.Com and MBA courses. Time and space do not allow 

me to mention all their names. Nevertheless, Dr. Evans Aosa Professor Peter 

K'Obonyo, Ms Catherine Ngahu and Professor Kibera have been my ideal role 

models and a great source of inspiration. 

I am al grat ful to all my colleagues (the MBA 11 cia of 2000 for th ir aluabl 

ug ntributi n through ut th tudy p ri d. 1 ca h f them 1 sa • 

th nk you fi r )OUr mr d hip and rna · d bl · y uri hl . 

th m II bu in 

r th ir ti n n th 

t d in th~.: 

l \ith hi h th 



My most sincere gratitude go my moth r Kasiva Mulili, my wife Emily Ndinda and 

my son Stephen Ndua for their upp rt, n uragcment, patience and dedication to 

my well-being. Thank u r l dn 1 ti 'nt with me at a time when I was so near to 

you physically y t s f 1r 1\\,\ fi· m u psychologically. 

Lust but not I a.:t. l nn t forget to thank my sponsors, the University of Nairobi, 

with ut wh h lar hip I would not have studied the MBA course. And to anyone 

1 e who as i ted me in one way or another, thank you very much! 



TABLE OF CONTENTS 

DECLARATION..................................................... ... .. ............. 11 

DEDICATION.. ................................... ..................................... 11I 

A KN WLhl (II· Ml· I ..... . .. . .. . .. .. . . .. .. . . .. .. . . .. .. . . .. .. . .. . . .. .. .. . . . . . . .. .. . IV 

Ll. T 01· FIOUI I· ' \ I I Al T }.:.,'.......... .......................................... vm 
A BSTJ ·r ........................................................... .... ············ ... . IX 

ll PT R : l R D CTION 

1.1 Buckgr und. ........ . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . 1 
1.~ The role of mall business enterprises............................................ 3 
l. tatement of the problem............................... .. . .. . . . . . . . . . . . . . . . . . . . . .. 8 
1.4 Objecti es of the study............................................................ 9 
1.5 Importance of the study............................................................ 10 
1.6 Conceptual and operational definitions............ ..... .. . ...................... 11 
1.7 Overview of the project........................................................... 15 

CHAPTER TWO: LITERATURE REVIEW AND CONCEPTUAL 
FRAMEWORK 

2.1 The problems faced by small business enterprises ....................... . 
2.2 The marketing mix elements ................................................ . 
2.2.1 Product ....................................................................... . 
2.2.2 Price .......................................................................... .. 

17 

22 

24 

2 
2.2.3 Place .......................................................................... . 2 
2.-. Pr m ti n ................................................................. .. 

a d\'crti in ................................................................ . 
b Per nat cllin ............................................................ 

n publi ity ......................................... . 
d 7 

m ti n 

m1in ti n tl p n1 ti n mi ................................... . 



2.5 Determination of the promotional budget................................ 42 
2.6 Shortcomings of the mark ting mi.· I ments........................... 43 
2.7 Conclusion ................................ .................................. 45 

IIAPTER lllU.l• .: lU Sl AR IIDFA I N 

3.1 Popul1ti )1\,. •• • • •• • ••• • . ••••• •• . . . . • . • • . . . . . . . . . . . . . . . . . . . . . . . . ... . . . . . . . . . . . . 46 
·1 h · · un1 I ·•...•... •...•........... .............................. ... .... ..... 46 

3.. 48 
.4 Data c 11 ti n............................................................... 48 

ata anal · i technique................................................... 49 

CHAPTER FOUR: RESEARCH FINDINGS 
4.1 Profile of the respondents and the businesses........................... 51 
4.2 Utilization of the promotion mix elements.......... ....... ....... .. ..... 56 
4.3 Problems encountered.................................... .... ........... . .. 63 

CHAPTER FIVE: CONCL SIONS AND RECOMMENDATIONS 
5.1 Summary............................................................... ..... 66 
5.1 Conclusions........ ............ ....... ........... .................... ... ... 66 
5.2 Recommendations . .. ....... ....... .... ...... . .. .................. ....... 75 
5.3 Limitations of the study................................................... 75 
5.4 ugge tion for further re earch.. .. .. .. .. . .. .. . .. .. .. .. .. .. .. .. . .. . .. .. .. 7 

PP ., ' DI 

·1 h intr du tory 1 tt r...................................... ............................... 78 
b h . . 'd lilt I"\' IC ' gut ..................................................... .. 7 

mput ti n f hi- qu rc t t ...................................... .. 

I H .................................................................................. . 



LIST OF FIGURES AND TABLES 

Figure 1: The communication pr 25 

industri ·: 35 

faced by M entrepreneurs 

inK nyu................ ..................................................... 16 

Tubl _: Th traditi nal elements of the Marketing mix......................... 18 

Table : ale promotion alternatives............................................... 29 

Table 4: Profile of the fully revised Marketing mix.............................. 34 

Table 5: Type of business activity................................................... 40 

Table 6: Length of time in the business.......................................... ... 41 

Table 7: Nature of ownership....................................................... 41 

Table 8: Respondents ownership characteristics .. ................. . .... ........ . 42 

Table 9: Respondents level of education........................... ......... ....... 43 

Table 10: umber of current employees ............... . ..... ........ ............... 43 

Table 11: Ranking of the promotion mix elements ba ed 
on their r lative importance... ............................................ 45 

1 able 12: Per ·onal elling a u ed b · the mall bu in enterpri 4 

'1 bl 1"' : in r lation t th pr moti n me ag ................... . 4 

ettin objcctiv n th pr m ti n t I .... .. .... .. . . .. . .. . . .. .. .. 4 

t in r I, ti n to th pr m ti n mi. .................. .. 

bth mllum 



ABSTRACT 

This study was conducted' 'ith th bj tiv of finding out the level of utilization of 

the promotion mi rti. in sales promotions, publicity and public 

among small business enterprises operating in 

Nair )bi F t ·tlmd ·. I h ·tud al set to find out the factors that determine the usage 

of th • 1 nm ti n mi. elements and the problems encountered by the 

manager· p rat r of the small businesses in the process of promoting their goods 

and rvice to the customers. 

To achie e the above objectives, primary data was collected from 60 respondents 

selected from certain parts of the city. Earlier studies show that small business 

enterprises in the city of Nairobi are not crowded in one region but are rather 

clustered in certain parts. The respondents for this study were selected from Gikomba, 

Kamukunji Dandora, Kariobangi North, Ngara, and Kariokor administrative zones of 

the city of airobi. 

The enterpri to b interviev ed from each region " er cho n u mg a lu t rc 

rand m am piing m thod. h re arch r initiall g t the li t f th ntcrpri cs fr m 

a ciation t ' hich th entcrpri b I ng d. II th n clc ted th 

nm 
nl 

bu in 

t Ill 



The pnmary data was collected through a personally administered structured 

interview guide and analyz d thr ugh mput r package, SPSS. The chi- square test 

was used to test th r th~..: promotion mix elements to the small business 

cntcrpri s. 

Th, lindin, · f'r m a anal is led to the following conclusions: 

1) f the promotion mix elements of advertising, personal selling, sales 

and public relations was found to be very minimal among the small 

bu iness enterprises. Most such enterprises relied on order taking and convincing 

the customers within the business premises mainly did promotion. However, 

almost all the enterprises seemed to understand the benefits of a satisfied 

customer. 

2) The most extensively used promotion mix elem nts among the small business 

enterpri es are personal selling (order taking and using field sales per on 

occa ionally) and advertising in posters signboard , in-hou e leaflet and 

n w pap r . 

Th p motion f th g d and crvt 

illd tff 

fr m m 11 

kn ' led 

ntcrpri 

n h \ pr m t th 

ri l kill . 



CHAPTER ONE 

I ROD TION 

1.1 BACKGRO 0 0 TIU '1 t n 

ovcrnmcnts throu•h lll( th · ntit ' rid ha e continued to turn their attention to small 

bu ·inc ·s ·nt ·rpri · · · •1: th main engine of economic development and success. This is 

peciall b cuu att m t to e tablish large industries as a way of promoting economic 

development have failed to impro e the lot of the majority ofthe population. Indeed small 

bu in e are no\ vie\ved as an important element in even and equitable economic 

d elopment (Harper and Soon, 1979). 

These small business enterprises have become more and more important when we consider 

that many countries in the sub-Saharan Africa and especially Kenya have in recent years 

been experiencing rapid population growth coupled with slow economic growth. This ha 

wor ened the economic and social situations in these countries. or instance, Kenya 

population gre\\ b ' 3. 7% in 1996/97 yet the economic growth o er the arne period ' a 

.l% and b low in !at r ' ar , 1997). The r ult ofthi c nar1 wa p r living 

Land rd un mpl ) ment and a g neral ri mp verty. or ver, lik tht: 

r -19 like Jap n and rm n am n 1 

r ult man bu im: c h \ n tb n abl t :pand du t th ~ 

ultin r m th tr n 



And as if to add insult to injury the Kenyan government has been implementing the World 

Bank- International Monetary Fund (IMF) pon or d tructural Adjustment Programs 

(SAPS) since the mid - eighti . \P h had the objective of transforming the 

economy from b ing tat run t b in 1 m.1rk t dri Gn and have been implemented in such 

nt rprise , restructuring of strategic state enterprises 

and orporutions. und lit 1 1li ti n fboth domestic and foreign trade. In this process of 

reducing 'tat~ · ntr 1 and making the economy more market driven an intensive and fierce 

competition hu, uri en. uch competition is forcing both large and small business enterprises 

to critical! e uluate their internal and external environments with the aim of developing 

more effi cti e and competitive strategies (Kibera, 1997). 

This situation has become even worse in the 1990s with the emergence of business strategies 

like Business Process Reengineering (BPR) which have resulted into restructuring in many 

companies. The consequences of restructuring included laying off or retiring employees 

earlier than the required retirement age. A large number of the affected individuals have had 

to turn into self-employment as a way of making ends to meet. Nevertheless, urvival in 

the e hard e onomic times has not b en the onl rea on v hy many p pie ha nd d up in 

th mall bu in nt rpri t r. Intere tingly me indi idual ar r aping huge pr tit 

fr m th arne 

n) m II bu in nt rpri h v r m m mil pit th m n 

up 11th 

n un rt n t ·pi in th r 



performance of this sector. This study had the major objective of finding out whether these 

enterprises utilize the promotion mix elem nt of p r onal elling, advertising, sales 

promotion and public relation ; and ifth · id utilize such elements which ones in 

particular? 

mull bu 'in , , nt rpri c ntribute substantially to economies not only in Africa but also 

m man th r c ntinents. In fact, the small enterprises sector is regarded as highly 

opportuni tic and flexible and has been described as the most accessible and competitive of 

African economies (\Vorld Bank, 1989). In Africa alone for instance, in 1989 it was 

estimated that the informal sector alone accounted for about 20 percent of total output and 

o er 20 percent of the total labour force and these ratios were expected to rise over time 

(UNECA 1989). In Kenya the fact that small business enterprises can play a major part in 

economic de elopment and employment creation has received much support from the 

Kenyan Go ernment. Their importance has been highlighted in essional Papers o.1 and 

o.2 (Government of Kenya, 19 6 and 1992 respectively) the sixth and the eighth ational 

D d pm.cnt Pl t (1989-1992 Md 1997-2001 te p ti l)). tding to the \::ttllH\::lH 

fK nya(l ) th nt rpri 



The National Poverty Eradication Plan (Government ofKenya, 1999) recognizes the 

informal sector as becoming an incr a ingl , imp rtunt tl aturc of the Kenyan economy. 

Reports by a 1997 Economic urvey indi n!l.:d thot about 1.2 million people were engaged in 

the urban informal ector in 1 4 m1 ~Jr ·d t at ut I. 7 million people in 1996. 

Studies curried out b 9) [i und out that small and micro-enterprises 

( M ~ ) )r th<.: inf nnul ·' t r recei ed much attention because of the following reasons: 

a) B t\ een 1 _ -1 7 emplo ment grew faster in the informal sector than the formal 

ect r. 

b) Mo tl local goods are used as raw materials thus they provide market for local produce 

and supplies, v hich is relevant to the government's efforts and also saves foreign 

exchange. Moreover goods and services generated in this sector have low foreign 

exchange content. 

c) The sector improves the economic position of many school"drop outs" and women (who 

own and manage micro enterprises) by providing a source of income for them. 

d) The ctor augur w 11 with the Kenyanization ofth economy a the ect r 1 

pr d minantly Kenyan O\\ned and op rated. 

Th on thl: trat g · of i tri t u furRur~ c el pm ru "hi h 

d \ lopm nt f 11 th r gi n in K nya and the n:ducti n rural -

n. 

r i uit d n mi thu m ·in r rum r utur in u tri li ti n. 



Further studies carried out by Parker and Terries (1993) found that small business enterprises 

were also being used to achieve the follO\ving br od dev lopment objectives: 

+ Promotion of national and r ionnl. io- c nomic development 

+ Emplo m ·nt 1 r m ti n 

+ Pr vi ·i n f ocio-economic linkages 

+ Facilitation of transition to market economy 

+ Promotion of a more flexible, innovative and competitive economic structure 

Thus the small businesses which are a big majority are potentially very important to the 

general development of the national economy. Their role in employment creation can be seen 

more clear! when we consider that about 500 000 schoolleavers join the labour market each 

year while only about 200 000 jobs are created in the Formal sector annually. According to 

the 8th ational Development Plan ( 1997-2001) the sector is expected to contribute 25.6% of 

th 1.6 millionjob targeted. Indeed the small bu ine s enterpri es ha e continued t the 

main urc of emplo •m nt with an annual grO\\th rat of 15 p rcent. Th 

total \ mpl m nt r 

. nd 

fr m 5 p r ent in 1 5 t 4 p r nt in 1 

milli n mpl yin 

th n 

n t minimu 1 I I m nthl) 

tion l Ba dint: 

tim ted 2. milli n 

ut K h. 

ll 

pl . 'I h 

hi h in I 

111 

hi h I 

f 



The share of the MSE sectors contribution to the GDP was estimated at 18.4% in the same 

year. 

Indeed the Kenyan governm nth · r~: li ~:d th imp rtant role of small business enterprises 

and consequently a lot of ht: lp tn I n ur.l m nt ha been extended to this sector to help it 

devel p. The gov ·rnm ·nl hu · l Uf u h agencies as Development Finance Company of 

K nyu ( l• K). lndu ·triul und mmercial Development Corporation (ICDC), Kenya 

lndu triul ·tat (Kl . and en a Industrial Training Institute (KITI) to provide financial 

and edu ational upport to mall business enterprises. 

Be ide . there are over 100 non-governmental organizations and donor agencies currently 

operating in Kenya with the aim of stimulating sustainable development of small business 

enterprises in the country. These organizations are preoccupied with the provision of credit 

(loans) and such services as technical assistance, marketing, training, and extension services 

(also known as client or business development/support services) to the small business 

enterprises. The British government through its Department for International Development 

(DFID) ha over the years increased its spending towards the development of small bu in 

enterpri in Africa from sterling pound 0.3 million in 19 2-93 to 10.1 million t rling 

p und in 1996-97 ID 1998). 

mall bu in nterpri c aL m k m r fficient u f input . raw mat rial c pi tal ·md 

In ur l bi 1 one . n b u cd pia f 1 arnin , and 

t inin r \ 

th t ul u m 



Many small business enterprises are found in the rural areas of Kenya where small -scale 

farmers are making reasonable contribution t th national economy by producing cash crops 

such as coffee, pyrethrum, wheat, tt n, ri , nnd sugar cane. ome of these crops earn the 

backward rural ar ·u: to 111 > I ·rn nc mt · stem by introducing businesses in the rural 

arcus. 

And du to the l w am unt f capital required for the investments as well as the firms ability 

to operat pr fitabl ' e\'en at small olumes of production, small business enterprises 

ncourage sa ings among the lower income groups and can be established to supply small 

segments of the market in remote areas with little development infrastructure. 

Earlier empirical studies carried out in 1992 by the Kenya government further revealed that 

micro-enterpri e (\J ith ten or fewer employees) a majority of which arc to be found in the 

informal ector, compri ed 910 000 Kenyans firms and employed more than two milli n 

people (GOK, 1992). Therefore they dominate the business environment. The small-seal 

businesses (emplo ing between 11-50 workers) arc almo t non exi tent ( ray tal 1 6). 

vailable data how that enterprises of thi ize currently account for 1.2°/o of Kenya t tal 

and yet th y an:: n ary if ertical growth i to b realiz d. 1 hi ituati n i r [i rr d to a, 

th .. mi ing middl ., and i aid to tunt econ mic dev I pm nt -:. bin, 1 4). 

m·ll bu in nt rpri c , non 

n rt ti\ iti rp r. I 



found out that education, price, styles, output and lack of promotional activities among small­

scale enterprises were major problem . h re mm nd d measures to increase awareness 

among consumers. 

The scope of this study is limit It th .mall business enterprises and considers only the 

extent to which prom )tim i u · in th marketing of their goods and services. 

1.3 T T l\1. T OF THE PROBLEM 

The role pla ed b small business enterprises in Kenya, especially since 1980's to date, 

cannot be overemphasized. evertheless these enterprises have had to contend with a 

multitude of problems and challenges .Of particular concern is the recent external trade 

liberalization in Kenya which opened the Kenyan market to intense competition from foreign 

firms. The results have been reported to be disastrous to many Kenyan firms both small and 

large. Those which could not swim' actually 'sank' (Government of Kenya 1997). 

mce mall busines es pla a vital role in a country's development every attempt hould be 

made to a i t them as far a their needs are concerned. e erthele the many pr bl m 

th ent rpri e fac hav for d th majority of th m to r main r lati I tagnant. 

everal tudi ha\ b n carri d out in an ffort t inv ti at th 

p r nnan m 11 bu in nt rpri 

h num r th 

hind the p r 

h ·, n ,i 1 7 : 

ut th l m II u in 

rt in d m n . 

th 



out further study in this area. Moreover, none of these studies have addressed the issue of 

promotion in small business enterpri in air bi a tlands. 

This study addresses the que tion f th c. t nt 1 hi h the small business enterprises in 

Kenya utilize the promotion mi I m~nt.• I advcrti ing, personal selling, sales promotions 

and public r tat ion~ t) m1rk ·t d · and services in the face of competitive 

cnvironmcntul conditi 111· . 

In carr mg ut U1i tudy the researcher wishes to answer the following two questions: 

1) HO\: ' ell do the O\\ner& operators of small business enterprises utilize the promotion mix 

elements? 

2) Are there any special problems that encounter these enterprises when using the promotion 

mix elements? 

1.4 OBJE TIVE OF THE T DY 

fhe obj ctive of this stud) are: 

I . o determine the e. ·tent to " hich mall bu in ent rpri utiliz different pr m ti n 

m1 · !em n t market th ir g d and rvic 

2. id ntify th pr lcm nc unt r d b) m II bu in 

!'\ m tin th ir rvi 



1.5 IMPORTANCE OF THE STUDY 

The findings of this study will be of imp rtan t a number of interest groups. Firstly small 

business enterprises can use it to impr \ th~.: I r m ti n aspect of their marketing mix. Such 

enterprises will be abl to id ntif ' tht: r r m ti n mix clements that they can effectively use 

to pr m tc their good· utd · ·n i · . ln thi way they will be able to set proper promotional 

tratcgics in rd ·r t) u 'hi v a greater market share, to grow in size and to achieve higher 

profit . 

condl . it i hoped that the study will be of great use to individuals who wish to invest in 

the mall business enterprises sector as it will help them to know the kind of problems they 

would face in the marketplace. It will also assist them to know the extent to which they can 

use particular promotional tools in order to meet the growing challenges of competition from 

other similar enterprises and from the large, often foreign multinational firms competing 

globally. 

Thirdly it is expected that this study will be of importance to the gov rnm nt in gcn ral and 

to the ministries of Finance, Commerce, and Industry all of which have an intere t in h I ping 

the mall bu ine enterpri e . Voluntary organizations like foreign companic and 

int mational aid ag ncie that al o ha e an int r tin h !ping mall bu ine · e \ ill find thi 

tudy inv lu ble imilarl ·, g vemment ag nci n t up\ ith th tm 

h I pin th d vel pm nt of th . m. 11 bu ine 

r m thi 

m 

nt Rll th 



Lastly, the paper will be of importance to indi idual persons and scholars who have an 

interest in the studies of small busine s ent rpri in th future - particularly in the field of 

promotion. 

ll orFR I A DEFINITIONS 

n) Business: Th t rm u me can be defined as an enterprise which provides goods or 

ervice that pe ple need and at the same time gives the suppliers of the materials or labour, 

and the owner ufficient payment for the supplies, hours of work or investment that they have 

provided (Harper 1974). 

b) Promotion: The original connotation of promotion in Latin was to move forward. More 

recently the meaning of promotion has narrowed so that it refers to communication 

undertaken to persuade others to accept ideas, concepts or things (Engel et al. 1991 ). The 

objective of marketing promotion is to cause favorable behavioral change. This theme i 

repeated b tan ton and colleagues ( 1991) who define promotion as an attempt to influence 

b informing, p r uading and reminding the market of a product and the organizati n. 

Promotion help to create wide pread a\ arene s a ut the pr du t (go d and r ice ) f 

n ntcrpri and to nhanc the imag ofth enterpri . ·1 h main wa thr ugh" hi h sm, II 

bu in 

llin 

m II bu m 

w II a th r in tituti 

ublic r I 

nt rpri miti n 

th m IIi t nn 

II 

mmunicat includ\: p r nal 

m II u in nt rpri n t 

di r ntl b · uth 



in different countries. This is the position taken b Ekpenyong (1992) and Scarborough and 

Zimmerer (1991) in their definition of mall bu in nterprise. In fact, one study found 

more than 50 different definition in 75 untri . (U AlD, 1983). The definitions used 

various measures of sized p ndin • nth 1 uq . ~.:and the persons doing the measuring. 

orne of the yardsticks · muu 'Ill u d tn lud~.:d the total number of employees, total 

investment, and sui · · turn 1\' r 1 era, 1996). 

The definiti ns var ' ·1cr · the globe. For instance in the United States, Britain and Canada, 

mall- ·cale bu ine i defined in terms of annual turnover and the number of paid 

emplo e . In the United tates in particular, the Small Business Act of 1953 defines a Small 

Bu ine as one which is independently owned and operated and not dominant in its field of 

operation. This includes all manufacturing firms with up to 250 employees and all retailers 

and wholesalers with annual sales not exceeding US $5million and US$ 15million 

respectively (Hodgetts, 1982). 

In Britain mall cale business is defined as that industry with an annual turnover of 2 

million pound or less with fewer than 2000 paid employees. 

In Japan. mall cale indu tr) is defined according to the typ of indu try paid up capital and 

number of paid emplo ·e . A u h mall and Medium siz d ent rpri are d fin d tho c 

in 1 nufacturing '' ith 100 milli n Y n paid up apital and 300 em pi ee , th in the 

·i th "0 milli n n paid up apit l nd 1 empl · in th 

r t il rvt ith I milli n n paid up pit I td ·o mplo cc . 



Going by the above definitions from various continents, it is evident that all businesses in the 

African continent are small when compared with th ir ounterparts from the developed 

economies. In the case of Kenya, bu in ~ ' ' ith t n or fewer workers are called Micro 

enterprises, those with 11 to 0 Wl tl r. ar hb I d small enterprises, and all firms 

employing 51 to I 00 w >rk 't · u .ll • riz<.:d as medium sized enterprises (Gray et al 1996). 

Bclandress ( 1987) d ·lin · mall cale enterprises as the manufacturing, industrial or non 

manufacturing · rvi · indu 'tne m hich the owner/manager is not necessarily actively 

engaged in produ ·tion but performs the varied tasks involved in guidance and leadership 

without the help of a specialized staff. The same author defines Micro enterprises as those 

mall business enterprises which are mainly family based, unregistered by the government 

and lacking collateral or assets that are bankable. 

According to a statement by the United States Committee for Economic Development, a 

small business will show two or more of the following characteristics: 

1. There is ease of entry and exit into and from the sector. 

2. The capital required is usually low and is supplied by the individual owner or a mall 

group. 

·1 h area of p~;rati n mainl I cal and th w rk r and th ' ner quit ftcn are 

rm n hm. 

h ir IZ m II th u h mu h c nd n th~.: untr •. 

m nt i in 



6. They depend majorly on manual labour and many are labour intensive. 

7. They also depend on local resourc and rc · ling ofwa te 

8. The relevant skills ne d d r I .11 n m inll:n ' ivc training is required. Moreover use of 

innovative tc ·hn )I() •i · i · pr ·d minant ( ommittee for Economic Development, 1978). 

A c nfcrcnc ·on micr nt rpri e agreed that the term micro refers to very small income 

generating tmit ·. wned and managed by entrepreneurs who worked in it themselves, from 

which th derive mo t of their livelihood, which employ very few people if any, mainly 

relying on famil members and using very little capital. 

The Kenyan go ernment in the past through the Ministry of Technical Training and Applied 

Technology narrowed the definition to include only technically based "Jua Kali" enterprises. 

It defined them as the rural urban non farming small enterprises usually comprising of 0-9 

employees specialized in general servicing and production of a variety of items using 

indigenous technology. The micro enterprises are normally informal· not having fixed 

premise and often not properly registered. 

The Kenyan Developm nt Plan, 1980- 1993 tate that a mall bu in a c mpan v ith 

than 50 mploy and ha an annual turnover of K h. 5 milli n. m there is n 

h h un 
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by entrepreneurs who may or may not be working themselves and who may use little capital 

(Kibera, 1997). 

These businesses would b found in th ri ulturol , ector (keeping of dairy cattle, poultry 

and bees, grain milling, s llin • fruit ,1nd' 1 tables, ca h crops and cereals), manufacturing 

ector (furniture nttkin •, ba ·k ·t ' a in textile making, and printing), construction sector 

(w od c nstru ·ti n. mut rial· making. brick and block making, stone masonry, and retailing 

of building mnteriul . painting and plumbing), transport sector (bus and matatu services, ox 

cart, donke crut. and hand cart services, motor car and bicycle repairs and driving schools) 

and er ice sector including tourism (hotel and lodging, taxi services, recreation, etc ), 

professional ser ices (accountancy, legal, medical, and paramedical services) educational 

services (schools, training, and consultancy services) and agency work (Hodgets 1982; GOK 

1994; Kibera 1997). 

1. 7 Overview of the project 

his project is organized in fi e chapters. The fir t chapter gi es an introduction n th mall 

bu ine enterpri e and e p ciall on their importanc . role in the econom . 'I h m 

chapt r give a bri f out! in of the pr bl m tudied, obj ti c ofth tud 

rkin con pt nd imp rtan c fth tud . 

vi \ I it , turc p rtin nt t th tiv th tud •. hi I 

lit tur t th pr lm by mil um nt rpri tu 

rt inin th 
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The third chapter deals with the research design. A discussion of the population, the sampling 

plan, data collection method and data analy i t hniqu is given in details. 

Chapter four gives a summary f th n I sis and a di cussion of the findings based on 

the stated objectives. 'I h filth ' \O II\ ·t hapt 'r lives the conclusions, recommendations, 

limitations of the stud ' mu ·u ti n (I r further research. 



CHAPTER TWO 

LIT R REVIEW 

2.1 Problem faced by m II bu. in . rnt rpri es. 

De pitc the imp rtunt wl · pi n · small business enterprises, it is generally recognized 

that they fnce uniqu · 1 r ll m · that affect their survival, growth and profitability, and hence 

dec rea· their ability t c ntribute to sustainable development. These problems must be 

olved o a to enable the e enterprises to succeed in their mission. Below are some of the 

re ·earch tudie that reveal some of the problems faced by these enterprises. These problems 

give u an insight into understanding why promotional activities are important in the 

development of small business enterprises. 

Garlick (1959) carried out a study in Ghana in which he established that capital was the 

major problem faced by the small business enterprises. He suggested more loans, low intere t 

rate , more guarantees and more lenient security requirements to be the solution to this 

problem. tudies carried out in orthem India and the United tates of America empha ize 

capital hortage a a major problem (Hirsch 1961· Harper, 1974). Interestingly, eertz 

( 1974) found out that in Indon ia lack of capital wa apparently not them in pr I m and 

that th lack abilit ' t organiz into on nterpri th di r rang of n mic a tivitics 

th t m k up mall rd il bu in main pr blcm. 

tudi rri d ut in ' n nd lud d th t pit1l 

m 
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need for appropriate training of small-scale business owners in relation to the use of their 

capital. 

Another study carried out by Mw n i 1 7: fl und out that lack of capital was repeatedly 

mentioned more than any oth 'I' pr hi m. 1 I al:o found out that the route cause of the 

pr bl ms facing snwll-s ·ul tr d r "a · t be found in their cultural background and the 

inadequacy or bu ·in ·s · twining and e perience, high levels of dead and slow moving stocks, 

purcha e of tUmec · ·ary pre tigious equipment, uncontrolled withdrawal, and excessive 

credit. 

hortage of capital was concluded to be the principal problem facing small business 

enterprises in both the underdeveloped and the developed countries (McGrory, 1956; Parris, 

1968 · Marris and Sommerset, 1971 ). 

In his study Kessio (1981) concluded that small businesses faced the problems of supply and 

transportation, financial management, insufficient number of customers competition from 

other traders lack of book-keeping knowledge, and persistent request by customers for credit 

purcha es. 

bu i ( 1983) carried out a tud in Machako di trict with th aim of finding ut th cau · , 

o failur in mall u ine e . He found ut that bu in in thi area were main! · 

con r nt d \ ith t\ t~ p of pro I em . Fir t wer th int rn 1 pr blem which were dir tl · 

u ine m n thcm lv nd \ hi h \ erc ' •ithin th ir c ntr l. 'I h c.: 
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hawkers, prevalence of drought, and defective distribution and licensing system- where the 

distribution agents were not allocated trade credit and therefore were not able to carry 

sufficient stock to satisfy retailer n d . 

According to Harper (198 ) !1 ·J... I mJnd a: a major problem for most small-scale 

enterprises. II • suggc ·t ·d thullh • 111 r cting problems of these enterprises must be 

under tood und uddrt!s ·t!d · · part f the solution. While suggesting that the inability to 

market pr du t · ill ti' el · ' as a constraint, he recommended that the following issues be 

examined: 

go ernment policies either as a source of support or harassment 

methods used by small enterprises to promote their products 

consumer awareness of the quality, quantity and price of products from small enterprises 

the ability of small enterprises to recognize and satisfy new demands examples of which 

are new hairstyles and new fashions. 

Otieno (1988) ob erved that the major busine problem on initiation included lack f 

adequate capitaL finding suitable working premi e finding cu tomer , g tting t and 

impl m nt , g tting raw mat rial , g tting killed w rk r ·, high li n fl , and Ia k f 

tru tw rthy mploy . H on luded that m ufler fr m in d~.:quatc 

ofth 



A study carried out by McCormick (1988) found out that the demand for small scale 

manufactured goods affected both the gr wth r t and composition of output. She found out 

that small enterprises faced the probl m I h. of capital, erratic supplies and uncertain 

demand. Although she did not p it. th~.: au '1.:.' f these problems, she recommended that 

the c cntcrpri cs be us ·i ·t · i t m the ·c problems because they constituted the 

livelihood of' mun 1'1mill ·and the pr vided simple consumer goods at reasonable prices. 

Maalu ( 1990) curri d ut a tud in airobi Eastlands with the aim of finding out the nature 

ofbu ine record kept by small-scale entrepreneurs and the factors influencing the nature 

of record keeping. He found out that 72.2% of micro enterprises sampled in his study kept no 

records or kept only the simple transaction records especially the cashbook. In the same 

study Maalu ranked the factors influencing record keeping in order of their importance and 

the order was as follows: Education, mode of financing, business training, experience and 

nature of ownership. The insignificant factors from the study were found to be size (as 

measured by the number of employees), the industrial sectors in which the enterprises 

belonged and the age of the business. 

Another tudy carried out in Kisumu town sought to find out the factor d termining 

cntrcpr neurial b haviour ( mbok 1990). In thi stud) m ok ingled out th fcatur f 

ntrepr n uri 1 b havior a ri k taking innovativ n indi 

kn wl dgc of r ult . 'I he ·tudy al ·o tabli h d the.: f: tor th t d term inc ntr~::pn.:ncuri 

hnviour to 

dit, thni it) 
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Ngahu (1999) records that entrepreneurs starting businesses with minimal resources face two 

major problems. The first major problem i hm t manage the start up stage effectively in 

order to avoid failure, and the s ond i h " t build th credibility needed in order to access 

other peoples resources, t , 11 w for till: \: ntur s I ng term survival and growth. In Kenya 

i cnt and severe as poverty catches up with many 

people. Thi · luck of 1 • • "· t 1 r ducti e resources coupled with the low purchasing power of 

r l ' inhi i th urvi al and growth of new ventures. 

A ba eline urve carried out in 1999 by K-REP showed that small business enterprises in 

both the rural and the urban areas face different problems in varying magnitudes as shown on 

the table below. 

Table 1: Most severe constraints faced by MSE entrepreneurs in Kenya(%) 

Markets and competition 

Lack of credit 

Poor roads/tran portation 

hortage of raw materials and tock 

Interfer n c from auth riti 

P or curit_ ' 

k Of\ rk it 

ur 

ilit 

Rural 

38.5 

43.7 

65.6 

49.4 

1 .2 

0.2 

2. 

Urban 

61.5 

56.3 

34.4 

50.6 

0. 

0. 

77.7 

All MSEs 

34.1 

18.4 

7.2 

6. 

.1 

2.-



to electricity 

Poor access to water supply 

Other 

Total 

5 

7. 

8 

100 

40.8 

9.1 

9.1 

ource: Nati nul M ~ Ba line urvey, 1999. (CBS, K-Rep, and ICEG) 

0.6 

0.5 

9.1 

9.1 

100 

Th above figure shO\: s that access to markets for small business enterprises products as well 

as access to finance constitute the most dominant and severe problems facing most small 

businesses surveyed in 1999. 34% of the enterprises cited difficulties arising from market 

saturation or low demand for products especially in urban settings. 

It is worthy noting that many such studies emphasize the fact that most small business 

enterprises are faced by many problems which problems constiaint their struggle to survive 

and to contribute to the national development 

2.2 TH MI 

·1 h tud ofmarkctin 1 f und d on wh t i ft nrc err d t th mark tin mi. lcmcnt 
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sizes, colors, shapes, and designs of products becau e of changes in economic conditions, 

consumer tastes and preferences, or gov rnm nt r ulations. 

The 4P's form the key decision ar in m. rk tin) and although they were originally 

designed for the manufactunn ' · r th hav (i und wide application in the service sector. 

Magrath (1986) observ · · th t th I · are ·tratcgic weapons in the firm's market struggle 

against it· rival·. Th p· hav t be coordinated to reinforce each other in a bid to satisfy 

the cu tom r" ne d · and \ ant profitably (See Table 2 below). 

Table 2:The traditional elements of the Marketing mix (4P's) 

Sub elements of the 4P's 

Product Product line 

Packaging 

New product development 

Product quality 

After sales service 

Price Price le el change 

uantit · di count · 

Payment t rm 

I ubli h d pri 



al s promotion 

Publi rdations and publicity 

Place l•orward vertical integration 

'hannel selection 

Channel support 

Customer service 

Direct marketing 

Personal selling 

Source: Adopted from Fray, A. W., Effective Marketing Mix, Dartmouth College, 1956 (as 

cited in Business Horizon, May- June 1986 PP. 45). 

Below is a brief explanation of the 4 P's: 

2. 2.1 Product 

A product can be defined as anything that is offer d to con umer for po ibl purcha and 

con umption. It include ph ical obje t (e.g. cattle hou land), 

dvic trav I). pia .g. ·airobi ational Park). pt.: pi ( .g. el n andcl Bill 

lint th \ icw t ken b • 

7 in hi dcfiniti n fa produ t. 

m II u in nt rpri u u II ' p •id p 
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adjustments on the products or services as demanded by customers' ever changing needs and 

wants. Thus such variables as the size hap , lour, and packages among others can be 

changed to make the products quite diffl rc.:nt lr m those of competitors. 

Quite often small busin ss ·n1 rpri • u · rimary demand strategies whereby they use such 

programs as dcvelopin, pr )Ju ·tlin c, tensions, promoting alternative uses, designing new 

benefit f r c, i ·ting ·u ·t m r . promoting use of related products and repackaging in 

different ize . 11 th trategies aim at increasing the level of demand for a product form 

or cia b current non-users or current users. The performance of these activities by the 

mall business enterprises is nevertheless very much limited. 

The use of selective demand strategies that are designed to improve the competitive position 

of a product, service or business is also common among small business enterprises in Kenya. 

This is achieved by using such strategies as advertising quality and familiarity, redesigning 

the product, providing special services, offering bundles of products, developing brand 

extensions or offering multiple brands, developing superior features on determinant attributes 

and promoting unique benefits, not attributes. 

It ha been argued that most small bu iness enterpri e fini hed product ar f p r de ign 

• 

and po r quality due to a ho t of factor ' uch a p or techno log and kills, p r 

maintcnanc practice inappr priatc raw mat ri I . in uffi i nt c. ·p ·ur f p mt r. little 

or no in titution I upp rt in the , n.: fRc r dit and fin, n c 
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f.roduct innovation 

All businesses exist to provide certain good r 'r 1 and indeed no business can succeed 

without a viable product or t . II. Pn duct d~.:vclopment is never a snap decision but 

a process involving many st ·ps ll n making process. In general the main stages are 

idea generation, ·cr • ·nin '· u ·in ··anal si , product development, test marketing and 

commercialization. Kt:nya ha o er the years developed its own new products including 

Woven basket , wood carYings. music targeted to both local and foreign markets and 

metallic/plastic/wooden gadgets mainly for the domestic market. 

Product development strategies are categorized as either reactive or proactive. According to 

Boyd and Walker (1990) reactive strategies include a defensive strategy (where existing 

products are adjusted in such a way that they more effectively compete against recently 

introduced competitive goods and services), an imitative strategy (i.e. quickly copying 

attributes of the competitor's new product), a second-but-better strategy (i.e. improving on a 

competitor's new good or service), and a responsive strategy (i.e. reacting to consumer 

requests for an innovation). The proactive strategies include a R & D strategy which i 

predicted on identified consumer needs; entrepreneurial strategy which tructure an 

organization in a wa that will encourage inno ati\'ene ; and an a qui ition trateg . 

Introducing new g d 

Parti ulnrly in K ny . 

y th t m 

n U m t. 
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According to Ngahu (1999): 

" ·· most of the small enterprise innovation are b11 d on imit11tive or dependent strategies which forces 

them to remain market nicher and folio" r n ing th lower end of the market, or small segments. 

Moreover, the lack of continual chang or impro' m nt of th products and processes hampers 

competitiveness. The major ob. tacl hind rin~ th ontinual improvement of these innovations arc Jack 

of finance, market information, t chnol 1 '). nu\nn~l m nt skills, and technical support." 

carb rough and limm •r -r ( 1 1 argue that small enterprises have no choice but to 

Innovate given the fact U1ut markets change too quickly and competitors move too fast. The 

arne author ' argu U1at because of the small business enterprises' organizational and 

managerial flexibility, the often can detect and act on new opportunities faster than large 

companies. Innovation is one of the greatest strengths ofthe entrepreneurs, and it shows up 

in the new products unique techniques, and unusual approaches that they introduce. 

Small business enterprises must minimize the risks associated with introducing new products. 

To do so they should be guided by the principles of simplicity (the new products should be 

user friendly) integrity (a good design is thought out from beginning to end), human focus 

(respect for the consumer complements design integrity), synergy (experience, knowledge, 

and talents of a team of professionals should guide product design) creati ity (a cr ativ 

environment mu t be pro ided by the mall bu iness O\vner and \ illingn to tak 

calculat d ri ks (v elter, 1989) 



2.2.2 Price 

From a marketing perspective pric i th v lu pi cd n a good or service by customers at 

some point in time. It go by m n) tht.:r n, m 'sin luding rent for a house, tuition fees for 

education and training, fnrc f r tr,l\ ll. 111d salaries as well as wages for employees. 

Marketers use nn or thr · up r a he in setting prices: cost plus pricing, demand based 

pricing tmd com1 ·titi n riented pricing strategies. In cost plus pricing strategy, marketers 

et price' by totaling their costs and adding a reasonable margin. Many small holders and the 

mall informal ector manufacturers in Kenya usually face problems of determining the true 

cost of their products and therefore rarely use cost plus pricing strategy. 

In the case of demand oriented pricing strategy, marketers whether in large or small charge 

high prices when and where demand for a product is strong and a low price when and where 

demand is weak. The relevant price range is determined by the buyers' capability and 

willingness to pay (demand) and the sellers' cost of producing and distributing the product. It 

is actually arri ed at through negotiation/bargaining (haggling) and this is a widely u ed 

pricing strateg by Kenya' small businesses. 

Comp tition ba d pri ing trat gie o cur " here the own r/ manager may d cide t harg 

pric whi h i higher or low r than the comp tition by a c rtain p rccntag . It i an approach 

c mm nly u d in K nya parti ularl ·at tht: pt:n air m rkct pi and in th 'ju k li" 

11 n ' h uti ' I • rn h \\ mp tit rc 
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2.2.3 Place 

A channel of distribution refers to th r ut r poth r Bowed by a product as it moves from 

the producer to the consum r. In Kt.:ny, m st int rm diaries arc small businesses which are 

normally family owned . 'J hl'y ·1r ·us d large businesses as sources of raw materials and as 

outlet for munufactur ·d pr du ts . 

1 he imple t chmmel i · that of the producer selling direct to the consumer (direct marketing). 

When the market intermediaries are used, the process is referred to as indirect marketing. 

The choice of the channel of distribution depends on many factors. One of them is the 

customer characteristics- size of the market, geographical dispersion of the customers, their 

buying habits in terms of quantities purchased per period and the outlets from which they 

Purchase, and the composition of the market. In the case of Kenya, the purchasing power is 

low, understacking in the small outlets is common and services poor, and many consumers 

buy in different outlets and in relatively smaller quantities compared to developed countries. 

A second factor is product attributes- product perishability, degree of product 

tandardization, and " hether the product is targeted at indu trial or hou ehoid u er. I Iighi 

P ri hable product like agricultural product r quire sh rt channel · alth ugh thi i not 

ah\ay th ca e in K nya b cau of p or infrastructur . 

Produ r hara tcri tic hould al o b on idcn:d- the marketer objc ti\'c linan hi t ltu 

nd th d h nn I ontr I. In K ny t 
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medical treatment, insurance, real estate, and personal care are sold directly to the consumers 

In many parts of Kenya. 

Marketers also need to con id r mi ldl rm:n h. ra 'h:ri. tic -markets which the middlemen 

serve, financial requir m ·nts >f thl rnM 1 intl:rmcdiarics, services that they provide and 

their availability. In Kt:n 1 murk t ·r · ha c to mainly rely on open-air market places and 

small troditionnl full · rvi h p to di tribute their products in rural Kenya. 

mall bu ine enterpri e mainl distribute their products near their bases of operation 

initially. Indeed the biggest challenge facing the "Jua Kali" sector is how to make its 

products available outside the immediate neighborhood of the manufacturing/processing site. 

Without wholesalers products will continue to be sold to a limited market. 

2.2.4Promotion 

There is a general consensus that for one to appropriately promote a business, he or he mu t 

understand the market he/she is trying to reach who the customer are where the c m 

from, when the buy and \ hy they buy from him or her (M r dith et al 19 2). 

Kinnear ( 1991) define promotional trat g a a c ntroll d, ink grated pr gram f 

Ommunicati 11 meth d and material d ign d to pre ent an organiz lti n and it pr du ts to 

pr 
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lhe communication process 

Communication is a transactional pro 

symbols. It is also the sharing ofm anin l ani r quire live elements: a source, a message, a 

receiver, and the process of n 'l>Jin~o~. and d ding (sec figure 1 below). 

The ourcc may b · a c mpany r a per on who has information to convey. The information 

sent by a ource form the me age. For instance consumers who read, hear, or see the 

me sage are the receiver . The message is communicated by means of a channel-TV, radio, 

or a sale rep. 

Encoding is the process of having the sender transform an abstract idea into a set of symbols 

While decoding is the process of having the receiver take a set of symbols, the message, and 

transform them back to an abstract idea. 

For the message to be communicated effectively, the sender and receiver must have a 

mutually shared field of experience- similar understanding and knowledge. Feedback is the 

communication flo\ from the receiver back to the sender and indicates whether the me ag 

wa decoded and under tood a intended. ois include extraneou factor that can w rk 

again t effi ctive communication by di torting am age or feedback recei cd . 

The mark tin 1111.' ment communicate. In fa t con umer n.: e;p d t and ctiH:ly u ~.: 

c mmuni tion fr: m 11 d m nt of th markt.:ting mi.·. !·or in tan c 

gr t d I to th th 

in Ju in it 
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should mean to them. Consumers also take cues from the price of a product. For example, a 

highly priced BMW car communicates the produ t' quality. Further, the distribution 

location communicates and a market r n ed I k p a lear fit between the product image 

and the distribution chann I. 

Figure I: Th onummicati n Process 
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ourc dopt d from Kinnear et al (1994). 
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a) Advertising 

Advertising refers to any paid non-p r nal mmunication in the mass media by an 

identified sponsor (Gordon 1995). 'I h mrnuni ntion can be about an organization, good, 

service or idea. The puid aspe ·t of rhi. d ·finition is important because the space for the 

advertising message n mnully mu ·t b b ught. Advertising is non-personal because it 

involve · mu · · media (e.g. new papers, radio, TV, out door displays, magazines, premiums, 

direct mail, booklet . leaflet . and others), that are non-personal and do not have an 

Immediate feedback loop as does personal selling. The principal advertising objectives are to 

inform, persuade, and remind and to increase sales. Marsh (1988) shows that the goal· of 

advertising is to reach the greatest proportion of the target market at the least cost. He further 

argues that it is not easy to evaluate advertising effectiveness since one should take into 

account the many other marketing mix factors that may have been used to achieve a 

successful outcome. Nevertheless, the impact of advertising can be assessed prior to its use 

and then subsequently to see the influence it has had on the audience. Moreover, pre- and 

Post-testing advertising material and choice of media is a ital part of any promotional 

campaign. 

dverti ing i benefic ial b cau 

l. It can be att ntion g tt ing and al communi ate p ifi produ t ben fit to 
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3. Advertising also allows the company to decide when to send its message (which 

includes how often). 

4. Once the message i cr at d, the . am m .'sa )c is cnt to all receivers in a market 

segment as themes age is non-pt•rs nul. 

Yet advertising is disudvuntu~ • u · in that the costs to produce and place a message are 

significant tUld th luck r direct feedback makes it difficult to know how well the message 

wa rec ived. good adYert hould be unique and distinctive, be simple and easy to 

understand; it hould contain factual information; and should project positive images of the 

firm (Kibera 1997). 

h) Personal selling 

Engel ( 1991) defmes personal selling as the process of assisting and persuading a pro pect to 

buy a good or service to act on an idea through use of person to person communication. 

Ideally it involves the two-way flo\ of communication bet\veen a buyer and eller (e.g. an 

organization and it cu tomer ), de igned to influence a per on s or group pur ha 

deci ion. creating awarene or changing attitud . 

. , h 
major dim n ion of pc nal lling are d fining th t k to b p r om1 d b · all: 
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The advantages of personal selling are: -

1. A sales person has control to' h m 1h pr entation is made. 

2. The seller cans r h ::tr th p t ntial buyer's reaction to the message. If the 

feedback is unfuv rat I -. th' ·at · 1 cr on can modify the message. 

3. Fe dbuck i in tant. If the first efforts are off target, the skillful use of feedback offers 

the opportunit to tr again and ultimately establish common ground. 

4. Exposure is usually voluntary. This means that the customer is actively seeking 

information or help and hence will be receptive to processing what is said. 

Personal selling is disadvantageous in that: -

1. Due to its high flexibility, different salespeople can change the message so that no 

consistent communication is given to all customers. 

2. It is expensive- on a cost per contact basis, it is generally the most expensive of the four 

promotional mix elements. 

With advances in telecommunications personal selling also takes place over the telephon , 

through vid o tel conferencing and interacti e comput r links t' een buyer and Her . 

p r nal lling r main a high! ' human inten i acti ity de pit th u r 

t hn I y. 



Grosse and Hampell (1980) argue that imaginative advertising causes the fruit of potential 

customer relationship to grow and rip n. orne may fall out of their own accord, but the best 

fruit require individual pi king. hi me n that p r onal selling should go hand in hand with 

other promotional fforts. 

c) Publicity 

This is normall a public relations activity. Publicity is communication in news story form 

regarding a firm and or its products, which is transmitted through mass media at no direct 

charge to the company. Organizations employ publicity to make people aware of a 

company's products, maintain a certain level of positive visibility with the public, promote a 

Particular image, to overcome negative communication. 

Publicity is highly credible but cooperation with the media may prove difficult and often 

calls for the company to purchase advertising space. Similarly, with publicity there is little 

control over what is said, to whom, or when. As a result, publicity is rarely the main 

component of a promotional mix. 

The fo llowing publicity tools can be used: -

I. ew rel a - it con i t of an announcement r garding change in th mpan r 

Pr duct lin . Th n w rei a inti rm a n w pap r, radio tati n r th r m dia n n id a 



2. News conference- here representatives of the media are all invited to an 

informational meeting and advance mat rial regarding the content are sent. 

3. Public service announ m nt P )- n n-profit organizations rely heavily on PSAs, 

which arc free pace r tim . 

4. Many high vi ·i ilit ' indi iduals are used as publicity tools to create visibility for their 

compani s, their products, and themselves. 

The use of news releases, conferences, advertising, donations to charities, volunteer 

activities, endorsements and any other activities that may have an impact on public 

perceptions are usually coordinated for publicity purposes. 

When used to counter adverse publicity, public relations must first be carefully researched to 

get the true facts to avoid over-reaction (Kotler, 1988). 

d) Sales promotion 

ales promotions are short-term marketing activities aimed at inducing buying through th 

provi ion of incentives directed to prospect , for a short period. ales promotion take many 

form uch as di pia , hows, raffles demon tration , coup n and dra\ . The table bel w 

provid a g d ummary of thi area. 

7 



Table 3: Sales promotion alternatives 

Kind of sales 

promotion 

Deals 

Contests 

Sweepstakes 

am pies 

ontinuit programs 

Point o pur ha. 

di pi y 

Objective 

In rc 1s tri I, 

r ·tuliut ·again t 

mp tition action. 

Build goodwill 

Increase consumer 

purchases; build 

business inventory 

Encourage present 

customers to buy 

more; minimize 

brand switching 

Encourage new 

product trial. 

ncourage repeat 

purch e 

Incrca pr duct 

tri I· provid m 

r 

Advantages 

Reduce consumers 

risk 

Consumer like free 

or reduced price 

merchandise 

Encourage 

consumer 

involvement with 

product. 

Disadvantages 

Consumers delay 

purchases; reduce 

perceived products 

value. 

Consumers buy for 

premium, not 

product 

Require creative or 

analytical thinking 

Get customer to use Sales drop after 

product and store 

more often. 

Low risk for 

consumer. 

Help create lo alty 

Pr vid g d 

pr du t vi ibilit 

sweepstakes. 

High cost for the 

company. 

High c t for th 

c rnpan 

II rd t g t r t il r 

t ·til 

tr, til p 



,_ 

Rebates Encourage Effective at Easily copied; steal 

customers to timulating demand sales from future· 
' 

purcha ; t p I reduce perceived 

declin '. product value 
'--

Source: Berkowitz. ( l ( ) ~ 

ale pr motion are u ed in conjunction with advertising or personal selling and are directed 

to int rmediaries and ultimate consumers. The table above summarizes the sales promotion 

directed to final consumers. 

Trade oriented sales promotion are sales tools used to support a company's advertising and 

Personal selling directed to wholesalers, retailers, or distributors. They take the form of 

allowances and discounts, cooperative advertising and training of distributors ' sales -force. 

The common types of allowances are merchandise allowances, case allowance and finance 

allowance. Reimbursing a retailer for extra in store support or special featuring of the brand 

is a merchandise allowance while a case allowance is a discount on each case ordered during 

a specified time period. Finance allowance involves paying retailers for financing co t or 

financial lo es a ociated with consumer ales promotion . 

operati e ad\ erti ing in ol es the manufactur r pa} ing a p rcentage e.g. 50%) f the 

tlv ni ing co t incurred b ' the Ptailcr up t a c rtain d liar limit, ' hi h i a cd nth 

1 unto pur ha e th retail r m kc f th manut: turt.:r ' pr du t . I he m nufa tun;r 

t in the di tributor al fl r c. 



The objectives of sales promotion are to identify and attract new customers; introduce new 

products; increase total number of u r for an tablished brand; induce present customers to 

buy more; maintain sales during ff d ; and to combat or off set competition. 

The short-term nature of · tl 'S rt m ti n ' often stimulates sales for their duration. However 
' 

gain ar ftcn temp rar und al ' drop off when the deal ends. Moreover advertising 

up port i n d d t c nYert the customer who tried the product because of a sales promotion 

into a long-term bu er. And if sales promotions are conducted continuously, they lose their 

effectiveness. Customers begin to delay purchase until a coupon is offered, or they question 

the product' s value. 

An effective promotional strategy must be guided by the marketing concept i.e. it must focus 

on consumer needs and integrate all activities of the organization to satisfy these needs. The 

Promotional activities must be consistent with the needs of the consumer and integrated with 

the other elements of the marketing mix, and with other non-marketing functional areas of 

the organization. 

2.3 THE PROMOTION OF SERVICE . 

·r h re are man · definition of ervice . For in tance, the American Marketing A ciati n 

rvice a .. a tiviti , b nefit and ati fa lion \ hich ar 

ar provided in onne ti n \ ith th ale f g d ". Kotl r ddin f\'IC "an t th t 

n part ' can n t n: ult in th~.: 

hip n thin . It pr u ti n m • ' r rn ' n t ti t > ph_. i I pr du t . 'I hi 

r 



study adopts the definition given by Berkowitz (1994) which defines services as intangible 

items such as airline trips, financial advice, r t lephone calls that an organization provides to 

consumers and for which con urn r : h n " m n "Y r omething of value such as their 

own times. 

There arc [i ur uniqut! ·I '111 ·nt f er ices that a marketer must take into account when 

developing a murk ting pr gram. These are intangibility, inconsistency, inseparability, and 

inventory (Berr , 1980· Kotler and Bloom, 1984; Kotler, 1988; Moutinho, 1991). These are 

referred to as the four Is' of services. 

1. Intangibility- Services are intangible in the sense that they cannot be held, touched, 

or seen before the purchase decision. No physical possession results from the purchase of a 

service (Levitt, 1981 ). A major marketing need for services is to make them tangible or show 

the benefits of using the services. 

2. Inconsistency_ services depend on the people who provide them, when and where 

the services are provided (Moutinho, 1991 ). Since they cannot be standardized their quality 

Varies with each person's capabilities and day to day job performance. 

3· Inseparability- in most cases the consumer cannot and doe not eparat th 

from the deliverer of the service or the etting in v hich the ervic occur . Pr id r- li nt 

lnt ra tion i a p cial feature of marketing rvice P zzulo, l 2 

In ·cntory - n ·1cc ar high!. · p ri h bl . nlik g d th inv nt ry f 

ubj th c nd an:: r lat d t idl pr du ti n c p. it ' ' hi hi \\hen th 

p 



2.4 DETERMINATION OF THE PROMOTION MIX 

The management of an enterpri e ha th dut f d t rmining what combination of 

advertising, personal selling and th r r m ti nal tools will make an effective promotional 

program forth nt rpris '. n 'll tim thi proves difficult since the executives do not know 

exactly how much th odv 'rli ing r any other promotional tool will help achieve the goals 

of their mark ting pr gram. me times it becomes ironical as expressed by West ( 1991) 

When h ay , "half the money I spend on advertising is wasted. I wish I knew which". 

Four factors have been given for consideration when deciding on the promotion mixes 

(Stanton 1981 ). These are the amount of money available for the promotion, the nature of the 

target audience, the nature of the product or service and the stage of the product life cycle. It 

is important that a company should carry out customer value analysis to determine the 

benefits the customers in a target market segment want and how they perceive the relative 

Value of competing suppliers offers. 

2.5 METHODS OF DETERMINING THE PROMOTIONAL BUDGET 

The amount of mone that a firm spends on its promotional campaign differs d pending n 

the to I of promotion used. Four ba ic method ar u d to d term in prom ti nal udgct . 

'J h ar th affordabl method, p r ntag of ale m th d. mat hing th c mp tit r • 

penditur and bjt: ti and ta k m th d. 1 h m th d ar frcqu ntl di us d in rdution 

dv rti in I n but th y al o pply t 



2.6 SHORTCOMINGS OF THE MARKETING MIX ELEMENTS 

Although the marketing mix elements (4P' ) hn b n applied successfully to services such 

as banking, there exists a group a crt that the 4 P's are not enough. Such 

marketers include ow II (I Htd th argu(;;; that the original marketing mix was 

developed for UJ pli ·uti m in th manufacturing industries and that the traditional elements of 

the marketing mi.- ur in ufficientl comprehensive for service marketing. Such authors 

argue that anoth r P's hould be added for the service industry (Magrath, 1986; Bloom and 

Bittner, 1981 as cited in Jones, 1989). The 3P's suggested are personnel, physical facilities 

and process management (Table 4 and Fig. 2). 

Personnel: The personnel are the key to the creation of the service and its delivery to the 

customer in a consistently acceptable fashion. 

Physical facilities~ These represent the environment in which the service is assembled and 

Where the fum and the customer interact. 

Process managemen( This refers to actual procedures mechanisms and flow of 

activities by which the service is delivered. 

l'able 4: Profile of the full revi ed Mar eting Mi 7P 

Produ t uality 

V arrant · 

L ,. I 

ub lem nt f th 7 p 

Brand nan1 

L b I 



r-

-
Promotion Advertising Selling 

al pr m ti n Public relations 

Publi it merchandising 
-
Place I 1ti n Channel 

' rag~;: accessibility 

Per onnc! Per nne! training Attitudes 

ppearance Other customers 

Incentive 

Social skills -Physical facilities Environment Facilitating goods 

Layout Tangible clues 

Furnishings ,__ 
Process management Policies Procedures 

Mechanization Employee discretion 

Customer direction Flow of activities 

---Source: Adopted from Jones, p: Serv1ce mdustnes, P1tman, London, 1989, PP.256 

Fig.2: Expanding the traditional Marketing mix for Service industries- An Organic Model 

Product Price 

PI Promotion 



Source: Adopted from Magrath, J: "When marketing services, 4P,s are not enough". Business 

h..orizon, May/June, 1986 

Despite the call toe 'pand th m rk tin l mi, , many other scholars claim that the three new 

element arc already sub ·um ·din tv fthe traditional4P's of the marketing mix, that is, 

product and pr m ti n (J ne . 19 9). 

Thi tudy will concentrate on the promotion mix element of the marketing mix and takes the 

view that the three nev elements are already included in the traditional 4P 's of marketing. 

2.7 CONCLUSION 

From the above literature review, it is evident that small business enterprises in Kenya have 

to undertake strong promotional activities. This will enable them to withstand the shocks of 

increased competition, to enlarge their market share, and to achieve higher profit margins. 

Otherwise, the majority of them will remain relatively small. 



CHAPTER THREE 

RE R HDE IGN 

3.1 The Population 

The population of ·tud · n·i ·t d r all the small business enterprises operating in Nairobi 

Ea tland , Kenya. The u ine es can be found in manufacturing, merchandising and 

service sector . 

Nairobi Eastlands was chosen because of the following reasons: 

1) Most promotional activities like advertising in Newspapers, Radios, TVs or sales 

promotional activities are more easily accessible to small businesses operating in 

Metropolitan cities like Nairobi compared to similar enterprises operating in the rural 

areas of Kenya. 

2) This area houses a great fraction of Nairobi's population. In addition, most small business 

activities in Nairobi are found in this area (Odera, 1989). 

3) It was convenient for the researcher 

3.2 The ample 

'I he population of intere t for thi tud \i as so large that a cen u v prohibiti in t rm of 

tirn mon tary c t , and ffort e. p nded. uch th re \ a a n ed t take a amp! fi r 

lh tudy pu 



The enterprises to be studied were from the following areas that were randomly selected from 

a list of administrative zones: Kamuktmji, Dand ra Kariobangi North, Ngara, Gikomba ,and 

Kariokor. 

The ampling pro dur w· lu ter ampling. This method was chosen for several reasons: 

1. Due to budgetar and time constraints, it makes the data gathering process more efficient. 

2. Most small bu iness acti ities are clustered in close geographic clusters. 

The clusters consist of markets and/or shopping centres. Markets are either city council or 

0Pen air type. 

A total of 60 respondents were interviewed. These were chosen from the above clusters as 

follows: 

~ No. of respondents 

Kamukunji 10 

Dandora 10 

Kariobangi orth 
12 

• 
1gara 8 

Gikomba 13 

7 

l 

7 



Time and cost constraints guided the choice of this number. The enterprises interviewed were 

chosen through simple random sampling. Th int r i wer went to each of the above regions 

and approached the welfare as o iati n thnt the mall bu ine s owners had registered with 

as members for the list ofth ir m ml r'. I h r ~.:archer then randomly selected the names of 

the enterpri to b inter i •w ·d. nl p"rmanent small business enterprises were chosen 

bccau em 't pr ~e t · nim d at mall business enterprise development prefer to target such 

enterpri . They ar al eas to help since they are more accessible, reliable and easy to 

monitor their progress. 

J.3The Respondents 

The respondents were the owners/managers, marketing/public relations' officers where they 

existed, and/ or any senior members of the enterprises who thoroughly understood their 

Operations including the marketing function. Ideally the targeted respondents were the 

Persons who performed the marketing functions of the respective enterprises. 

3·4 Data Collection 

the data for thi tud) was collected u ing a que tionnaire that con i t d of thre main part 

(Appendix 2). 

Pan con j t d of que tion aim d at obtaining general d m gr phi 

Or aniz tion 1 d ta f th th rc p nd nt and the ent rpri 

and 



Part B of the questionnaire consisted of specific questions aimed at obtaining data for the 

first objective of the study, that is, the extent to' hi h small business enterprises utilized the 

promotion mix elements. 

The questionnaire was structur d u. in 1 an it~.:mizt;;d rating scale whereby the respondents 

Were required to sci ·ct ln • f th • finit numbers of categories that were ordered in terms of 

their cal po ilion ', 

Part n aimed at collecting data on the problems that small business 

enterpris s ncountered in the process of promoting their goods and services. 

The questions were generated from previous empirical studies, theory, researcher experience 

and interviews with some owners/managers ofthe small business enterprises operating in 

Nairobi Eastlands. The researcher administered one questionnaire per enterprise using the 

observation and personal interviewing methods. Where necessary the researcher translated 

the questions to the respondents. 

3.5 Data Analysis Technique. 

Completed questionnaires were edited immediately after being filled. They were then 

checked again coded, and keyed into the computer to facilitate statistical analysis. 

This tudy was mainly descripti e in nature and hence de criptive statistics w re u ed. hu 

ction and of the que tionnaire v ere anal zed through the u of p rcentage mean 

and tab! . Thr r four Iikert calc ,.., r u d to d term in th u ag r tc f th 

tion mi. !em nt . the fa t r u n mi. 

t u th pr m ti n I m a 'c.: • nd whcthc.:r r n t the firm 



The chi-square test of association was used to test the relationship between the size of the 

enterprises, the period of operation, the own r hip and the usage of the promotion mix 

elements used by the small bu inc nt rpri in Nairobi Eastlands. 



CHAPTER FOUR 

RE R H FINDINGS 

This chapter is divided into thrc main ti n th, t arc related to the two main objectives of 

the study. The first section nn·1l ' S ' ' th t u ' in • ' C interviewed and it also gives some 

information ab ut the r' ·p 111 nl inter iewed. The second section presents data on the 

Utilization of th pr 111 ti n mi.· elements by the small business enterprises. The same section 

outlines th fact r that influence the promotion mix elements by these enterprises. The last 

section presents findings on the problems encountered by small business enterprises in trying 

to promote their goods and services. 

i:_l Profile of the respondents 

In this study, 60 respondents were interviewed. These respondents operate their businesses in 

Kamukunji, Gikomba, Kariokor, Ngara, Kariobangi North, and Dandora areas of Nairobi. 

The researcher interviewed the small business owners or their spouses or managers who 

thoroughly understood the operations of the enterprises. Below are the research findings. 

l'able S:Type of busine s activity 

Frequency Percentage 

32 53.3 -
11ing. 5 .3 

~ -

16 26.7 

12 20 

0 



From the above table, it can be deduced that 53.3% of the enterprises interviewed are 

manufacturing concerns. These engage them in selling what they have produced. 

Included in this category are furnitur m kin bu in s, tailoring or dressmaking shops, 

and businesses engaged in making m tulli it m like Jikos, Sufurias and watering cans. 

Merchandising concerns. whi h d n t engage in any production, composed about 26.7% of 

the nterpri c · inter iew d. fh e include supermarkets, wholesale/retail outlets, and bars. 

Moreover, 20% of U1e enterpri es interviewed were in the service sector. Among the service 

providers are commercial schools and colleges, salons and barbershops, consultancy firms 

and private hospitals as well as clinics. 

Table 6: Length of time in the business 

Length of time in years Frequency Percentage Cumulative % 
I-

Below six years 19 31.7 31.7 
I-

Six to ten years 25 41.7 73.4 

--
Over ten years 16 26.6 100.0 

--
TOTAL 60 100.0 

....._ 

So urce. Research Data 

Mo t of the small business enterprises interviewed are not more than 10 years old. In fact, 

31.7% of the aid ent rpri e are le s than six years old 41.7% ha e been operating for 

b tween i · and t n ·ear \ hile 26.6% ha e b n in existence fi r more than 10 year . A fi , 

of th nterpri , ·er fi und to b more than 20 · ar ld . 



Table 7: Nature of ownership 

Nature of ownership Fr qu n Percentage Cumulative % 

Individually owned 44 73.3 73 .3 

Family partnership II 18.3 91.6 
-

Non-family partnership 5 8.4 100.0 

Total 60 100.00 

Source: Re carch atu 

From the table above it i clear that the majority of the enterprises interviewed (73.3%) were 

individually owned. Family partnerships accounted for 18.3% of the enterprises while non­

family partnerships were found to be only 8.4%. 

Table 8: Respondents characteristics 

Respondents Respondents sex Number Percentage Cumulative % 

position 

Owners Male 37 61.7 61.7 

Female 8 13.3 75.0 

Non-owners Male 10 16.7 91.7 

Female 5 8.3 100.0 

Totals 60 100.0 

Source: Research Data 

l·urth r, it wa found that about three-quarter of the enterprise \i r managed b th wner , 

hown by th , t ble wn r t k the ent rpri a th ir main ur f 

Ill 

ell pi d t un h:r l nd th 

nt rpri 11 th ut 21. % ( t th hi 



implies that men ran the majority of the enterprises interviewed (about 78.4%). Since 75.0% 

of all the respondents were the owner-manager , th information was deemed very relevant. 

Table 9: Respondents level of du ati n 
-

Level of education % Cumulative 0/o 

Primary 1 30.0 30.0 

Secondary 25 41.7 71.7 

College 13 21.7 93.4 

University 4 6.6 100.0 

Total 60 100.0 

Source: Research Data 

The researcher found out that about 30.0% of the respondents had acquired primary level of 

education and 41.7% of them had been to secondary schools. It was also found that about 

21.7% of the respondents had gone to colleges or polytechnics where they learned different 

skills some of which they were using to operate the enterprises. 6.6% of the respondents had 

been to the universities. The findings imply that most small business enterprises are mainly 

owned or run by people with relatively low levels of education. ince such people lack much 

formal education they run these businesses in informal ways and they lack visionary or 

adequate managerial kills. 

ut f th 60 rc pond nt interviewed, 96.7% had tart d with a work[! rc f n t m r than 

ing includ d. ·1 hi c uld ·plaincd in t rm f minimizin , the 

nly . % h d t rtcd ' ith m r th n 

th nt rpri int n ic\ c::d h \ ·ith 



eleven or more employees. The implication here is that the majority of the small business 

enterprises are started by one or a few individual and mor people are added as the business 

expands. In fact none of the enterprises had t rt . mall- calc enterprises; all of them had 

started as micro enterprises. It i unfl rtun 1t that the majority of these enterprises 

remain micro enterpri c un I ml ' I ul l . 7% f them were able to graduate into the small-

scale level. Thi finding ·u p rl · U1 argument in the literature review that although there are 

many micro ent rpri th re are \'er fe~ small-scale enterprises thus creating a "missing 

middle" in the sense that U1ere is missing link between the micro-enterprises and the medium 

sized enterprises. 

Table 10: Number of current employees including the owner 

Number of employees Frequency Percentage Cumulative % 

Between 1 and 5 33 55.0 55.0 

6 to 10 17 28.3 83.3 

11 and above 10 16.7 100.0 

Total 60 100.00 

s, ource. Research Data 

The table above shows that about 83.3% of the enterprises interviewed were operated by a 

number not exceeding ten employees with the owner being included. The data collected 

re aled that about 55°-o ofth enterprises had between one and fi e employees 28.3% had 

b t\ n ix nd t n ernplo ·e \ hile only 16.7% ofth enterpri e had mor than ten 

mpl . 'I hi implie that th majority of the bu in fall und r th urvival and mi r -

nt rpri fin d by nn n nd L ik l ). 



All the small business enterprises interviewed were found to be engaged in selling. Some 

were manufacturing goods and selling them ' hile oth r engaged themselves purely in 

merchandising activities. And yet other w r in provision. Interestingly, all of them 

were found to be using at least on 1 m nt C th pr m tion mix. In fact, all of them were 

engaged in per onal selling ·~r' ·ioll u ·in 1 rder taking and some were found to be using 

field sales rep . ' ide · p r · nul !ling. the data collected revealed that some of the 

enterprise utilized adverti ing. ale promotion, and some elements of public relations. Thus 

it is clear that small bu iness enterprises utilize the promotion mix elements in varying 

proportions. 

4.2 Utilization of promotion mix elements by small business enterprises in 

marketing their goods and services. 

The data collected in this study indicates that small business enterprises in Kenya use some 

of the promotion mix elements to a great extent while they tend to ignore others. The 

respondents were asked to rank the promotion mix elements in order of importance to them. 

This led to the construction oftable 11 below. 

The re earch findings indicate that overall per onal selling is rated by all there p ndent a 

th ir m t imp rtant promotion mi. element followed by ad erti ing ale pr moti nand 

Ia tly public relation . In fact mo t of the re pondent relied only on p r onal !ling 

i lly ord r taking. I hi implic that m st f the mall bu in ent rpri intcrvi wed 

ny m anin ful pr motion th ir bu in 



Table 11: Ranking of the promotion mix elements based on their relative importance 

Promotion mix Ranking Fr qu ncy Proportion 

element 

Personal selling 1 60 100.0% 

Advertising 2 I 25.0% 
Sales promotion 7 

11.7% 
Public relation 4 4 

6.7% 

Source: Re earch Datu 

The data collected revealed that a small fraction of the enterprises interviewed used the print 

media to advertise. Only 3.3% of the said enterprises used the radio, which is part of the part 

of the electronic media. Those which used the radio said that they used it because it has a 

wider audience compared to newspapers and the T.V. None of the enterprises was found to 

be using the other tools of the electronic media (i.e T.V, cinemas, videos) to advertise. 

Among the print media 61.7% of the enterprises interviewed said that they "most commonly 

used" posters or signboards attached or painted on their business premises. In house leaflets 

were found to be moderately used by 8.3% of the responding enterprises. Newspapers were 

rarely u ed by about 6% of the respondents while none of the enterprises interviewed wa 

found to be using magazine . orne respondents were found to keep magazines po ter and 

picture of om ofth late t trend in their bu ine s. For in tance orne bar er hop and 

drl: m king bu in k pt wall han gin of th late t haircut t le and fa hi n 

7 



The data collected also reveals that sales promotion is rarely used by the small business 

enterprises interviewed. For instance all the ent rpri e said that they had never participated 

in trade fairs and shows, exhibitions or giv wn lik i ing free goods. They only 

displayed their good only within th ir bu in 'pr mi ~;; or outside the shop floor. 

Nevertheless special di, count· w 'fl rur I · u ·db 11.7% of the enterprises interviewed. And 

these special di count· tu" ti d t U1 quantit purchased whereby a customer buying in large 

quantities would b given a pecial discount. 

Big companies in the bre\ ing industry (e.g. South African breweries and Kenya Breweries) 

were found to use some of the premises of the small business enterprises as venues for sales 

promotional events. In the process the host businesses would also have increased sales. 

The fact that the small business enterprises do not use sales promotion a lot is mainly because 

most prices for the products of small business enterprises are not fixed but are arrived at 

through bargaining/ haggling thus making each price a 'special discount'. 

Public relations as away of promoting business was found to be rarely used by a few of the 

nterpri e (about 7%). And the e one u ed donation and contribution to ocial functi n 

nd h r mb th n i . th r fth 

ever u ed annual port , pre relea e and peeche by gue ts, eminar , and 

hi t th cnt rpri had a d 1r iti I • b th 

ti ti n \\ h n;by timclin 

qu lit ', nd 



Table 12: Personal selling as used by small business enterprises 

Promotion tool Most Mod rately Rarely Never Total 

commonly u d u cd used 

u cd 

No. 0 ' 1 0 N. % No. % No. % % 

Order taking 60 1 - - - - - - 100 

Held sales rep 10 16.7 3 5 45 75% 100 

All other employee having 

contact with the cu t mer - 9 48 .3 14 23.4 11 18.3 6 10% 100 

n=60 

Note: No.= number of mentwns 

From the above table it can be concluded that the most commonly used tools of personal 

selling are order taking and all other employees having contact with the customers (48.3%). 

Only about 3.3% of the enterprises interviewed were found to most commonly rely on field 

sales reps. Ideally the field sales reps go to sell the goods in other markets both in the rural 

and urban areas while others look for clients to be supplying them with the goods. Otherwise, 

about 16.7% of the respondents were found to make moderate use of field sales reps. It is 

Worthy noting that the enterprises that were found to use field sales reps were mainly those in 

the manufacturing sector and included firms making clothes, leather products and furniture 

bu ine ses. Overall , about 75°/o of the enterprises interviewed never used field ale rep . 

ntcrpri allo\ cd all their employee to come into c nta t \ ith th 

th rti n th 111 Iv pur ly in th ir ignm~.:nt . 'I h~.: r •trch r und 

ut 1 nt rpri did n t II lW th r mpl ~.: to m inD c nt t , ith 



customers while 23.4% of the enterprises allowed their employees moderate contact with the 

customers. This normally happens when the own r/manager is away and has left the 

necessary instructions. 

The above findings point to th fa t th t lth u h p r ' nal elling is the most widely used 

promotional tool by mall bu ·in s · nt 'fl ri · ' it u e is greatly limited to order taking. 

The researcher ii tmd out that erall mo t of the small business enterprises interviewed did 

not set proper strategies in relation to their promotional messages. For instance, a great 

fraction of the respondents did not properly defme their market segments and target 

customers (about 56.7%) and they sold to anyone who wanted to buy. The statistics also 

reveal that the majority of the small business enterprises did not know how often to 

commLmicate, where to communicate, estimate cost of the communication, what the expected 

results should be, evaluate elements of the promotion mix, evaluate competitor advertising 

and Lmdertake media planning in order to determine the most effective way of 

communicating. This is more clearly explained by the table below (see table 13). 

Table 13: Strategies in relation to promotion messages 

ot at all Total 

0. % % 0. % % 

23 .3 12 20.0 34 

\\ h r to communi t 23 .3 29 4 

II I ... 7 11.7 42 7 om mum 

f 

mmuni ti n 1 .0 7 1.7 



What expected results should 

be 23 38.3 16 26.7 21 35.0 100.0 

Evaluate elements of the 

promotion mix 8 1 . _4 40.0 38 63.3 100.0 

Evaluate competitor 

advertising I - I 1 18.3 33 55.0 100.0 

Undertake media planning 1 .0 9 15.0 45 75.0 100.0 

n- 60 

Source: Research Data 

Table 14: Setting objectives on the promotion tools 

-
Promotion tool Objective setting 

Yes No Total 

No. % No. % % 

Advertising 23 38.3 37 61.7 100.0 

Field sales reps 15 25.0 45 75 .0 100.0 

ales promotion 7 11.7 53 83.3 100.0 

Public relations 4 6.7 56 93.3 100.0 

ourc : Re earch Data 

h r\.! rch r went 1e d t find out \\heth r th nt rpri had t bjc ti [i r 
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had set objectives for them to achieve. Nevertheless, only 25% of the enterprises ever made 

use of such field sales reps. A total of 38.3% ofth firm that advertised on the radio or in the 

newspapers had particular objectives whil nl ' 11.7% f th nterprises ever set sales 

promotional objectives. About 9 . % f th nt rpri ' interviewed did not set public 

relations objectives. This i · ·vi i ·n · · I rt previous findings that personal selling and 

advertising arc still th' mo ·t ' id ly u d promotion tools. 

Table 15 Objectives set in relation to the promotion mix elements 

Promotion objectives No. of mentions Percentage 

To increase sales volume or make a profit 60 100.0 

To be widely known 19 31.7 

To beat competition 33 55.0 

No specific objectives - -

n-60 

Source: Research Data 

The researcher found out that all the enterprises made efforts to increase their sales volume. 

In fact, increasing sales and making a profit was the main objective for all the business 

enterprises. However, this objective was not expressly written down. 55% of the enterprises 

interviewed had the objecti e of beating comp tition while only 31.7% of the enterpri e 

Want d to b kno\ n far and\ ide. Tho e that needed uch publicity u ually ad erti ed in th 

r di or th n ,.,.. pap r . 



Table 16: Promotion budget allocation methods 

Methods mentioned Frequency Percentage 

Competitor rates 7 11.7 

Percentage of sales - -

Objective and task 1 25.0 

Affordable method 10.0 

No specific mcth d 53.3 

Total 60 100.0 

Sow·ce: Research Data 

In promoting their goods and ser ices, the researcher found out that the small business 

enterprises used various promotion budget allocation methods. Though the majority of the 

respondents did not understand the textbook definitions of these methods, the researcher 

could tell from their explanations as to which method they were referring to. The findings are 

summarized in table 16 above. 

The implication here is that the majority of the small business enterprises do not have any 

specific method of allocating their promotion budget. In fact, most of these enterprises do not 

perform any intensive promotion activities. Nevertheless the statistics show that 11 .7% of 

the enterprises used competitor rates 25.0% used objective and task method while only 1 O% 

u ed the affordable method. 

4.3 Problem encounter d b mall bu me ent rpri e m prom ting th 1r 

d nd rvic 
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problems normally have a trickle down effect on the promotion process. The researcher then 

asked the respondents to rank the problems in order ofth ir eriousness with number one 

being the most serious. The findings ar umm rizc i in th table below. 

Table 17: Problems encountered hy ·mall u ·ines' enterprises when promoting their 

goods and services 

Problems 

Lack of capital 

Keeping pace with changing customer demands 

Inadequate managerial skills 

Lack of access to technology 

Power interruptions/rationing 

Competition 

Difficulty in getting the right raw materials 

Low demand for their products 

Untrustworthy clients 

Harassment by police and city council 

n=60 

Source: re arch data 

Number oftimes 

mentioned 

50 

9 

25 

18 

41 

43 

6 

45 

4 

10 

percentage 

83.3 

15.0 

41.7 

30.0 

68.3 

71.7 

10.0 

75.0 

6.7 

16.7 

h m th ab ve table. w can deduce that the mall bu in enterpri interviewed 
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4. Power interruptions/rationing 

5. Inadequate managerial skills 

6. Lack of access to technology 

7. Harassment by police and city un il 

8. Keeping pace with cu ·Lom ·r dt:lll tllld · 

9. Difficulty in getting th · ri 1 ht mat rial 

10. Untrustworthy eli nt 

These problems were found to limit their business activities. More specifically, it was found 

that most small business enterprises do not heavily use the conventional promotion mix 

elements. This is because of reasons such as the low scales at which most of them operate, 

inadequate managerial skills, and lack of knowledge on how to promote their goods and 

services. Moreover, most of these enterprises mainly serve a particular geographical market 

segment especially using the nicheship strategy and many assume that customers know 

where to locate them. Sure enough, they get some customers who are driven by their needs to 

search for the products. But the above assumption is a fallacy considering that not all 

customers have perfect market information. 



CHAPTER FIVE 

CONCLUSIONS AND RE Ol\1MENDATIONS. 

5.1 SUMMARY 

This study had two main bj ' ·tiv ·. Th fir tone was to determine the extend to which small 

business enterprise ' in Nair bi a tland u e the promotion mix elements in marketing their 

goods and services. Th 'econd one v as to identify the problems encountered by these 

enterprises in the process of promoting their goods and services. 

The data obtained from the responding enterprises was analyzed using frequency tables and 

percentages. A chi-square test was used to conduct pertinent statistical tests. 

5.2 CONCLUSIONS 

From the research findings presented in chapter four of this study, several conclusions may 

r wn, Th ar i cu d in 1i ht of th obj ctive ofth tud a ar tat d a v , 
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The majority of the small business enterprises were engaged in manufacturing and selling 

what they had produced (about 53.3%). These ngag d th m elves in activities such as 

furniture making, tailoring, dressmaking, m t lw rking (pr duction of sufurias, jikos, 

watering cans, etc), and the making f lc th r r tir r lated products examples of which are 

leather/tire shoes and ba kct ·. Mer ·h mdi in nccrn comprised about 26.7% of the 

enterprises while nly 20% tht: · u ·ine e were in the provision of services and included 

chemists, doctors' di pen ·arie . al ni ts. consultants etc. 

A great fraction of the businesses were relatively new starters since about 31.7% had been in 

operation for less than six years while another 41.7% had operated for between six and ten 

years. 26.6% of the enterprises interviewed were found to be more than ten years old. 

Despite the fact that most of these enterprises had operated for a period exceeding five years 

(about 68.3%) the researcher observed that many of them still operate in either temporary 

structures or poorly maintained ones. This could be an indication that business performance 

is either poor or there is lack of good management objectives like achieving profitability and 

business expansion. 

The majority of the busine sper ons interviewed had started with less than six employees th 

owner b ing included (about 96.7%). There t had started with b tween five and t n 

mpl ye (including th \\11 r) and n ne had tart d \i ith more than ten empl ee . 1 hi 

impli that m t m 11 bu in th n add thcr a th 

bu in mall bu in minimi:z th nd ri k 

t rt up b • k pin th initi l 



A further classification of the businesses by the number of current employees revealed that 

over 80% fall under the survival and micro enterpri ub ctors as defined by Farman and 

Lessik(1989). The researcher found out th t nl ' 1 .7% fthe enterprises interviewed had 

more than ten employees. This impli th t, lth u 1h there are many micro enterprises there 

are very few small-scale entcrpris ·s. 'in th ·mall- cale enterprises are the ones expected 

to graduate into the m ·dimn 'ize ent rpri e there is a need for greater efforts to assist the 

micro enterpri e to climb up th ladder. imilarly there is a missing link between the micro 

enterprises and them diwn sized enterprises. This situation needs to be addressed seriously. 

Otherwise, most of the enterprises will remain small and there may be fewer and fewer 

medium sized industries in the future. 

The researcher also found out that about three-quarters of the small business enterprises were 

managed by their owners. Female respondents comprised 13.3% of the owner-managers 

while male respondents comprised 61.7% of the owner-managers. Overall, the female 

respondents were only 21.6% ofthe total respondents. Male non-owner managers formed 

16.7% of the respondents. From these findings, it can be concluded that most small business 

enterprises are run or managed by their owners and that the majority of these owners are 

male. evertheless some indi iduals start these enterprises and entrust them to the care f 

om one el e. 
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secondary level of education. Those who had been to colleges comprised 21.7% of the 

respondents and graduates comprised about 6.6% ofth r spondents. This implies that people 

with relatively low levels of education op r t m t mall bu in ss enterprises. This could be 

one ofthe rea ons why they don'lund •rt1kc int nsi 'promoti n of their goods and services, 

a factor which make' the majority )r th '· · ·nterpri ·e to remain relatively small. Often 

times, such cadre of p' pl tlf r und t lac adequate managerial skills. 

The research findings al ore eal that small business enterprises in Nairobi eastlands use 

some of the promotion mix elements more than others. Nevertheless, it is worthy noting that 

the majority of these enterprises promote their goods and services either passively or within a 

limited geographic area. For instance, many of them wait for the customers to bring 

themselves to the business premises after which they use personal selling to convince the 

customers to buy the goods or consume the services. The satisfied customers would then be 

expected to become loyal customers and also to bring their colleagues thus adding on to the 

chain of customers. The usage of wall paintings or signboards posted either on the building 

or a short distance away was also found to be predominant. 

The re pondents al o indicated that they did not undertake intensive promotional campaign 

becau e of lack of fund . Moreo er, they claimed that the cu to mer knew" here to g t 

rtain good orrnally, imilar good would b clu ter d in a c rtain region of each mark t 
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customers do not have perfect knowledge concerning where to get various products. Perhaps 

the low levels at which most of these enterprise p rat and the fact that they serve a limited 

geographic area could better explain why th ' d n 't und rtak intensive promotional 

campaigns. Ignorance of the procc f pr m tin' th ' ds and services also featured 

heavily. 

5.2.3 utilization of the pronwtion mix elements. 

The research finding further indicated that the majority of the businesses considered 

personal selling (especially order taking) as their most important promotion mix element 

followed by advertising, sales promotion and public relations. In fact public relations was 

unanimously ranked as the least used element among those enterprises interviewed. These 

enterprises considered the human aspect in marketing the goods and services very important 

hence the importance attached to personal selling. 

The investigation to identify the most commonly used promotion tools in each promotion 

mi. I m nt r v nl d that in th ens of personal selling ord r taking w u d by all lh 

enterpri · while field r p ·w r u d by b ut 25% of th re p nd nt . h u ag f th 

field ale reps wa most common among 3.3% of the respondent moderately u ed by 

1 .7% of there p ndent and rarely u ed b about 5% of there pendent . he implication 

here i that m t 'mall bu ine ent rpri ab ut 75 .0%) do not u field al rep . 

Without th u c.: o field al r p th pr du t and ' rvi c fm t mall u in · 
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Although the selling or promotion of the goods and services was found to the domain of the 

owner/manager most of the enterprises allowed oth r employees to come into contact with 

the customers. This is because the employ quit ft n knew the prices at which the 

products are sold. However, som cnt rpri. t ut I 0%) restricted their employees from 

coming into contact with the ust 111 ·r ·. 

Thus order taking i th mo t common form of personal selling followed by all other 

employees having conduct with the customers (48.3%) and last is the use of field 

salespeople. And from the above findings we can conclude that most small business 

enterprises do not perform major promotional activities outside the shop floor. 

In the case of advertising, it was found that most of the enterprises used signboards and 

posters painted on or near their business premises. More specifically the research findings 

revealed that about 61.7% of the enterprise interviewed said they most commonly used 

posters or signboards. In- house leaflets were moderately used by 8.3% of the responding 

enterprises while newspapers were rarely used by about 6% of the respondents. The usage of 

the radio was found to be minimal as only 3.3% of them had used it(rarely though) .None of 

the enterprises intervie\ ed hade er used such tools of the electronic media as the T.V, 

in rna or Video . The relati el high u age of the print media could be explained in term 

f th l w c t implicati n . v rthele , th u age of daily new pap r v hich ha e a 
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As far as sales promotion is concerned, 11.7% of the enterprises indicated that they only used 

special discounts once in a while. The usage of the pecial di counts was tied to the 

quantities purchased whereby a customer wh bu ' in hug quantities is given the discOtmt. 

Ideally pricing for most small bu in nt r ri ' product is mainly through 

bargaining/haggling thu making 1 ·h pri 'a pecial discount. None of the enterprises 

interviewed had cv r purti ·ipntcd in trade fair and shows, exhibitions or giveaways in the 

form of free goods. Th bu ine premise is also used as the showroom where the goods are 

displayed either inside or outside the premises. This could be attributed to the low levels at 

which they operate, lack of finances and inadequate knowledge as to the usefulness of the 

sales promotional tools. 

Public relations as a way of promoting the businesses was found to be rarely used by about 

7% ofthe enterprises interviewed. Nevertheless all the enterprises understood the meaning of 

a satisfied customer. Timeliness and courtesy were some of the ways used to satisfy 

customers. Good relations with the customers would then result. The satisfied customers are 

then expected to purchase again and again while at the same time introducing new customers. 

Very few of the enterprises used donations and contributions to social functions as a way of 

achieving publicity and public relations. Otherwise the usage of such public relations 

activiti a annual p rt pr s releases, peeches by guest speaker , seminar and p rt 

b t tall ab nt among the enterpri interviewed. 

In d t rminin th m th prom ti n to u th f: ct r m mm nl 

the v il bilit m m tition rofit bility t hi 'cd n th uit bilit ' 
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of the promotion tool. The type of customers, type of services, and the type of the message 

were moderately considered. The other factors lik th product life cycle, staff skills, and 

enterprise image were either rarely con id r d r n r u cd. 

With respect to prom tion strut' >i '·. th finding revealed that all the enterprises had a 

preconceived bu inc · )bjt..:ttiv r m ing more sales and consequently increasing their 

profit levels. Nevcrti1 1 . 1.7° o of the enterprises had the objective of being widely known 

while 55.0% wanted to beat competition. A point worthy noting is that most of these small 

business enterprises operate informally and they do not necessarily put down the objectives 

in writing. 

The study further revealed that most enterprises rarely paid any attention on who to 

communicate with, where to communicate, how often to communicate, estimating the cost of 

the communication or even what the expected results should be. In other words, they lacked 

proper market segments, market target, and specific communication or operating objectives. 

imilarly the majority of the enterprises never paid due respect to evaluating the elements of 

the promotion mix evaluating competitors advertising against their own or even undertaking 

media planning to identify the mo t effective way of reaching the customers. 

In ctting th pr motional budg t tho e enterpri e that carried out an meaningful 

pr 1 a tiviti indicat d that they c n id r d comp tit r m e , what th nterpri 

' nt d to th mount o rn n y they c uld rd t put int pr m ti n. 'l hi 
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implies that they used a combination approach, not a single approach, in setting the 

promotional budget. 

When asked to state some of the pr bl m th f: 'd and which could explain their poor 

performance, there pondents ·it d m~u1y 1 r lem . These included harsh economic 

conditions, electric p wcr ruti ning. 1 w demand for their goods and services, lack of tools 

and equipment for producing the go d and services, and the use of archaic technologies. 

Besides these general problems the respondents were asked to specify the problems that 

encountered them in the process of promoting their goods and services. The following 

problems were cited in order if their importance: 

1) Lack of adequate capital. 

2) Low demand for their products. 

3) Competition from local and foreign goods. 

4) Power interruptions/rationing 

5) Inadequate managerial skills 

6) Lack of access to technology 

7) Haras ment b) police and city council authorities. 

8 Keeping pace with cu tomer demands. 

9) ifficulty in getting th right materials. 

I ) ntru tv rthy li nt ~ . 
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5.3 RECOMMENDATIONS 

The following recommendations could be given ari ing fr m th study. 

1. Given that lack of capital and demand fl r indi idu~ I ntcrprise products or services are 

reportedly the most serious probl ms. ttt m t' ·h uld be made to improve product 

th in ide and outside the country, and that 

possible..financial upp rl · uld ·tended to these enterprises. 

2. Besides financial int rventions small business operators could benefit greatly from 

occasional training sessions whereby they would be taught how to market/promote their 

goods and services. They would also benefit from knowledge of the management process 

and especially on monitoring their environment and making the necessary strategic 

moves. 

3. Due to complaints about local authorities and insecurity, local workshops and meetings 

could be held to emphasize the importance of small business enterprises to the local 

economy and their contribution to the national GDP and hence the need to create business 

relationships that would facilitate small business enterprise growth. 

5.4 LIMIT. TIO OFTHEST DY 
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2) The financial resources allocated for the research were hardly enough for it and as such a 

more detailed study could not be carried out. 

3) The nature of the respondents required that m fth questions be explained in 

Kiswahili. In the proces som fth ri lin 1m anings could have been distorted. 

Further, the mean of the qu ·sti mnuir a mini tration, that is, through interviews meant 

that the interviewer hud t giv .·planations to some of the questions. This further 

complicated the ab pr bl m. 

5.5 SUGGESTIONS FOR FURTHER RESEARCH 

The findings of this research indicate that further research is necessary. The following areas 

could be examined. 

First, a study could be carried out to compare the usage of the promotion mix elements by 

micro enterprises on the one hand and by the small-scale enterprises on the other. This could 

possibly lead to more conclusive results. 

econdly the current study was carried out on small business enterprises in Nairobi 

Eastlands. imilar studies should be conducted in other parts of the country in both the urban 

and rural areas to find out \Vhether the results would be similar. 

astl ·. time and re ur c n traint made it impo ible to incorporate other per onaliti 

p rt fr m th O\ 11 r of th nterpri . A imilar tudy h uld b c nductcd inc rp rating 
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Telephone: 732160 lixt. 208 

Telegrams: "Varsity", Nairobi 

Telex: 22095 Varsit 

Dear Respondent 

APPENDIX 1: INTRODU T RY LETTER 

UNIVERSITY OF NAIROBI 
FACULTY 0 COMMERCE 

P.O. Box 30197 

Nairobi, Kenya 

8th July, 2000 

I am a postgraduate student in the Faculty of Commerce, University of Nairobi. As a partial 

fulfillment of the degree of Master of Business and Administration, I am carrying out a study 

on the utilization of promotion mix elements by small business enterprises: The case of 

Nairobi Eastlands. 

As one of the small business enterprises, your venture has fallen within my sample. I am 

kindly requesting you to pro ide the information sought in the interview guide. Your 

response will be treated in strict confidence and in no way will your name or that or your 

organization appear in the report. 

Thank you. 

lB .P 



APPENDIX 2: THE INTERVIEW GUIDE 
INTERVIEW GUIDE 
PART A 
Q.l Are you the owner of this enterprise? 

A) yes 
B) no 

Q.2 Respondents sex . Male/Female 
Q.3 If you are not the owner what i the own rs · 
Q.4 What is your level of cducati n? 

a) primary education 
b) secondary education 
c) college level 
d) univer ity level. 

I· mole/male 

Q.S What is the main type ofbu ine s ou are engaged in? 
Manufacturing [ ] 
Merchandi ing [ ] 
Service [ ] 

Q.6 For how long have you been in this business? ................... Months/Years 
Q.7 What is the nature of ownership of your business? 

Individually owned [ ] 
Family partnership [ ] 
Non family partnership [ ] 
Others (specify) .................................................................... .. 

Q.8 How many employees did you start with? ...................... ...... ........... .. 
Q.9 How many employees do you have currently? .................................. . 
Q.l 0 Do you perform any activities to increase sales? 

Yes.................................. Go to question 7 
No................ ................... Go to question 8 

Q.ll Mention some of the activities you use 
Personal selling [ 
Sales promotion [ 
Advertising [ 
Public relations and publicity [ ] 
Others (specify) ................................................................. .. 

Q. l2 Why don't you perform activities to increase sales? 
The nature of the business does not require such activities ] 
Lack of finance ] 
Lack of av .. arene s of tools of increasing sales ] 
Lack of awarene s of the proce s of promoting the busine s [ ] 
Other ( p city) ................................................................... . 

e rik th folloY.in tool ofincrea-ing ale in order ofimportanc to your enterpri with 
bein lh mo t important, 21111 th n t mo t imp rtant nd o on. 

[ ] 
[ ] 
[ I 
[ ] 

in in 
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Mostly Moderately Rarely Never 
used used used used 
4 3 2 1 

A. ADVERTISING 
1. Electronic media 

Radio ] ] ] 
T.V. 1 ] ] 
Cinema ] ] ] 
Videos ] ] ] 

2. Print media 
Newspapers l J [ ] [ ] [ ] 
Magazine [ J [ ] [ ] [ ] 
Catalogue l J [ ] [ ] [ ] 
In house leaflet [ ] [ ] [ ] [ ] 
Bronchure and bull tin [ ] [ ] [ ] [ ] 
Outdoor adverti ing eg 
Poster, billboard etc. [ ] [ ] [ ] 
Others (specifY) .. . . 00 00.00. 00 •••• 00 . 00. 00.00. 00.00 •• 00 00 •• •• 00 .00. 00. 00 • • 00 00 .00 . 00 00 

B. SALES PROMOTION 
Trade fairs and shows ] [ ] 
Exhibition ] [ ] 
Giveaways (eg free goods) ] [ ] 
Special discounts [ ] [ ] [ ] [ ] 
Others (specifY) . 00 . 00 00 • 00 • 00 .00. 00 • •• • 00 .00. 00 . 00 •• 00 00 .00 . 00. 00 •• 00 00 .00 . 00. 00 . 00 • •• 00 

c. PUBLIC RELATIONS 

Annual sports [ ] [ ] [ ] [ ] 

Press releases [ ] [ ] [ ] [ ] 

Speeches by guests [ ] [ ] [ ] [ ] 

Seminars [ ] [ ] [ ] [ ] 

Sponsorship (e.g. sports) [ ] [ ] [ ] [ ] 

Donations and contributions 

e.g. charities and harambees [ ] [ ] [ ] 

Others (specifY) ............... . .... . .. . .... . ........ . ............................ . .. .. 

D. PER ONAL ELLI G 
Order taking 

Q.3 

Field sales reps 
All other employees having 

contact with the customers 

To \ hat e tent do the folio\ ing factors determine the method of increasing sa les you use? 

ever Rarely Moderate ly Most 
used used used commonly 

used 
4 3 2 1 

ilability of fund [ [ ] [ ] 
k t comp titi n [ [ ] [ ] 

Produ t life ) le [ [ ] [ ] 

[ ] [ I [ ] I l 
( I I l [ 1 [ 1 
( ] [ 1 [ 1 I 1 
( ] I 1 [ I I I 
( ] [ 1 ( ) [ ] 



Size 
Profitability 
Suitability of promotion 
tool [ 
Type of message [ 
Image requirements 1 [ [ 
Others (specify) ..... .................................... . .................... . 

Q.4 Does your enterprises sp ific lly id nti · th li 11 '> in, with regard to your communication 
messages? (To be ticked lpprtlpnu I 

Alway ometimes Not at all 
2 I 

Who to c mmuni at' with [ ] [ ] [ ] 
Where to communi ut • [ ] [ ] [ ] 
I low often t c mmunicut [ ] [ ] [ ] 
Estimate co I of conununicati n? [ ] [ ] [ ] 
What the expected re ult hould be [ ] [ ] [ ] 

Q.5 Please state your appropriate choice to the following. If you do not know state "not at all" 
Does your firm 

a) Develop means of evaluating the 
elements of promotion mix? 

b) Evaluate competitors advertising 
against your own? 

c) Undertake media planning to identify 
the most effective way of reaching the 
customers? 

Always 
3 

Sometimes 
2 

Not at all 
1 

Q.6. What method does your enterprise use to set the budget of increasing sales? (To be ticked 
appropriately). 

a) 
b) 
c) 
d) 

Q.? 

It depends on how much competitors use to promote their goods and service 
Our enterprise uses the amount of sales to determine the amount to use on promotion 
It depends of what our organization wants to achieve 
We use only as much as we can afford 

Does your enterprise set objectives in each of the following areas? (To tick Yes or 

Public relations 
Advertising 

ales promotion 
Per onal elling 

Yes No 
[ ] [ ] 
[ ] [ ] 
[ ] [ ] 
[ ] [ ] 

Q.8 If your an wer to Q.? i e • briefly indicate the objecti e for: 
) Public relation 

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

d rti in 
..................................................................................... 
.. . . . . . . . . . . . . . . .. ... .. . . . . .. . . . . . . . . . . .. . . . . . .. . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. 
...................................................................................... 

[ ] 
[ ] 
[ ] 
[ ] 

No) 



c) Sales promotion 

·· ··· ······ ······· ··· ··· ······· ·· ·· ·· ······· ·· ························· ·············· .. ...................................................... ...... ... .................... 
' ' ' " ' ' " ' ' ' ' ' ' " ' ' ' ' " ' ' \\ ' ' ' ' ' ' ' \\ ' ' ' ' ' ' " ' ' \\ \\ ' ' " ' ' ' \ " ' \ ' ' \ ' \ ' " ' \ " ' ' ' ' \\ \\ \\ 

d) Personal selling 

··· ······························ ············································· ······· 

PART 

Every organization fuc · om problem · in its operations. Please rank the following problems in order of their 
seriousness to your enterpri e. No. l hould be the most serious problem, No.2 the second most serious 
problem and so on. 

I. Lack of adequate financing (Money) 

2. Low level of education and technical training 

3. Inadequate Managerial skills 

4. Lack of access to technology 

Others (specifY) ........... . ...................................... .... ................. . 

• THANK YOU VERY MUCH FOR YOUR COOPERATION! 



APPENDIX 3: 

COMPUTATION OF THE CHI-SQUARE TE T A 0 IATION BETWEEN THE 
SIZE OF THE ENTERPRISE AND THE F TH ~ PR MOTION MIX ELEMENT. 

Null hypothesis: IIo. There i n the ize of the enterprise and the use of 

the promotion mix clcm nt. 

Promotion 
.·-

t-5 cmpl 6-l 0 employees 11-50 Total ffilX ' 

element. employees 

(0) (E) (0) (E) (0) (E) 

Advertising 2 6.28 6 4.88 7 3.84 15 

Sales promotion 0 2.93 3 2.28 4 1.79 7 

Public relations 1 1.67 2 1.30 1 1.02 4 

Personal selling 33 25.12 17 19.53 10 15.35 60 

Total 36 28 22 86 

Key: (0) = Observed values 

(E) = Expected values 

E = nAlnBl 

2 2 



+ (1-1.67) 2 + (2-1.30) 2 + (1-1.02) 2 + (33-25.12) 2 

1.67 1.30 1.02 25.12 

+(17-19.53) 2 + (10-15.35) 2 

19.53 15.35 

Degree of freed m ( -1)(4- 1) - 6 

Significance level = 0.05 

Table X 2 
=1.64 

Since the calculated X 2 value is greater than the critical value, we reject the null hypothesis and 
accept the alternate hypothesis that there is an association between the size of the enterprise 
and the use promotion mix elements. 



APPENDIX4 

COMPUTATION OF THE CHI-SQUARE T T A 0 IATION BETWEEN THE 
PERIOD IN OPERATION AND THE U F Til ~ PR M TION MIX ELEMENT. 

Ho: There is no association b tw en th p ri d in pcration the use of the promotion mix 

element. 

Promotion mtx Bel w 6 Uf'. 6-10 ears Over 10 years. Total 

element 

(0) (E) (0) (E) (0) (E) 

Advertising 3 4.19 7 6.10 5 4.71 15 

Sales promotion 1 1.95 2 2.85 4 2.20 7 

Public relations 1 1.12 1 1.63 2 1.26 4 

Personal selling 19 16.74 25 24.42 16 18.84 60 

Total 24 35 27 86 

Key: (0) = Observed values 

(E) = Expected values 

= nAlnBl 

k 

:L mu~-== 
i=l 

2 2 



+ (1-1.12) 2 + (1-1.63) 2 + (2-1.26) 2 + (19-16.74) 2 

1.12 1.63 1.26 16.74 

Degrees of freed m (.-I) (4 n • , 

significance level 0.05 

Table X 2 
=1.64 

Since the calculated X 2 alue i greater than the critical value, we reject the null hypothesis and 
accept the alternate hypothesis that there is a relationship between the period in operation and 
the promotion mix elements. 



APPENDIX 5 

COMPUTATION OF THE CHI-SQUARE TE T F A OCIATION BETWEEN THE 
OWNERSHIPANDTHEUSEOFTHEPR 1 Tl NMIX ~ LEMENT. 

Ho: There is no association b tw n th \\ n r hip f the enterprise and the use of the 

promotion mix clcm nt. 

Promotion mt lndividuull' Famil Non-family Total 

element. wned partnership partnership 

( ) (E) (0) (E) (0) (E) 

Advertising 5 9.07 4 3.31 6 2.62 15 

Sales promotion 2 4.23 3 1.55 2 1.22 7 

Public relations 1 2.42 1 0.88 2 0.70 4 

Personal selling 44 36.28 11 13.26 5 10.47 60 

Total 52 19 15 86 

Key: (0) = Observed values 

(E) = Expected values 

E = nAlnB1 

k 

L (QUI----"== 

i= l 

2 
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+ (1-2.42) 2 + (1-0.88) 2 + (2-0.70) 2 + (44-36.28) 2 

2.42 0.88 0.70 36.28 

+ (11-13.26) 2 + (5-10.47) 2 

13.26 10.47 

x 2 = 17.51 

Degrees of freedom - ( -1)(4-1) • 6 

Significance level - 0.0 

Table X 2 
=1.64 

Since the calculated X 2 value is greater than the critical value, we reject the null hypothesis and 
accept the alternate hypothesis that there is an association between the ownership of the 
enterprise and the use promotion mix elements. 
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