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ABSTRACT 

Boutin m J.mi, rot(.! in the Kenyan economy. They generate revenue to the 
m 1h1 u h ta c~. (.,reate employment to the locals in the product manufacturing, 

1i trihution to the retail outlets. The bottling companies have significantly 
1 '" 1 m Ken .. a. rn 1963, when Kenya became an independent state, there were only two 
ulin plants, oca-Cola Company and East African Breweries Limited. They are now 

'er ~0 ttling companies in Kenya. The effect of this ha been a reduction in market 
-hare. declining profitability and stiff competition. The very cxi tencc of any company or 
firm that manufactures products is to find and get market for its commoditie . Thu 
crafting and adopting retail marketing strategies is key for the bottling companies. 

This study thus was aimed at investigating the strategic · adopted by the bottling 
companies in Kenya. The objective of this tudy wa to c tablio;h the retail marketing 
strategies adopted by the bottling companies in Kenya, determine the factor that 
influence the choice of retail marketing strategic and to determine " h thcr the ·c 
trategies ha e given some of the bottling c mpan1c a compctiti c advantage. Re ·carch 

dt: ign u ed wa a de ·cripti c appr a h d ign. 'l he p pu I at ion or the stud was all 
bottling companic m Kenya. ordmg to a survc carried out b Rescar h 
International. then.: an.: 0 bottling c )mpanic in Kenya (sec appcndi . • ). I nmar · data 
\ th n ollcdcd u ing a cmi- tru tur~ l que tionnnin.:. 'I he qu~stionnair s ''~r~ 
pe nally dcli,~rcd < r mailed to m rkctin manu ~~r and < r ale mana ~~r priot to 
rn kin' n initi. I nt t throu td ph n . 'I h fill d quc tionnair " rc th n wll ' h.:J 

r mild 

ttlin mp ni t \ 
h 

rk t 

n th ith th mi 
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. . . . 



1.1 

PART ONE 
INTRODUCTION 

i n()l what It u s~d to b~, it is radically changing as a result of major 
u h as technological advances, globalization, and deregulation. These 

ha created new behaviors and challenges. Kottler (2000) argues that 
m rca ingly expect higher quality and service and some customization. They 

,, ehe fe er real product differences and show less brand loyalty. They can obtain 
c. ten :i' e product information from the internet and other source , permitting them to hop 
m re intelligently. They are showing greater price ensitivity in their earch for value. 
Brand manufacturers are facing intense competition from the dome tic and forei gn brand , 
which is resulting in rising promotion costs and shrinking profit margin . They arc further 
being buffeted by powerful retailers who command limited hclf pace and are putting out 
their 0\\-11 store brands in competition with national brand . tore based retai ler · arc 
suffering from an over saturation of retailing. mall retailer arc succumbing to the grO\ ing 
power of giant retailers and the ategory Killers. re ba ed retailer arc fa ing 
competition from catalog house , direct mail firm , ne\ paper, maga1ine, and 1 V direct 
to-con umer ad , home hopping l , and the Internet. a result they arc c. pcricncing 
shrinking margin . 

h i imp rtant thercfort.: to note th t, Retatl ector is on tantly changing o lhst that th )s 
\ho uo n t innovate" ith time" ill uhimatcl 
hi h mu t op with the vari< u ch n 

n lu th t th 1bility f a fim1 

n im rt nt 

rc 

m 

to~· sub tanti tlly. It i. an c\ oh in , in lusu 

takin 1 phc '. J \\0 ki and K 'hli ( Jll)_ ) 

Kotler ( ( 0\ 

n m tin, 

n indi i tu 

I . 



to reach beyond a mature h me mnrk "! v ith low growth potential, a need to diversify the 
~ m~ 1..1itit n ll) ':1lly and the economic down turn. As a result of these, 

compani :s c re h: n 11'1~' m . numb 'r of ways including; reengineering, outsourcing
comm ·rc ·, h n hn .1r\.: in!. :tilt: Ill s, p·1rncr suppliers, and market centred, from being local 

I< 1 .11 nnd d cntrali zation, Kottler (200 I). 

therefore changing their philophies, concepts and tools in order to survive 
h1 c mpctitive era. From focusing on transactions to building long term, profitable 

u ·t mer relationships. From making a profit from each sale to making profit by managing 
u l mer lifetime value. From a focus of gaining market hare to a focu on building 
u ·tomer share i.e. by offering the best firm. From selling the same offer in the arne way to 

indi\ idualizing, customizing messages and offerings. ompanie · will be able to de ' ign 
their own product features on the company's web page. From heavy reliance on one 
communication tool to such as advertising or sales force blending everal tools to deliver on 
a consistent brand image to customers at every brand contact. From treating intermediarie 
as customers to treating them as partner in delivering value to final cu tomcrs. From 
thinking that marketing is done only by marketing, ale , and customer upport per onncl to 
recognizing that ever) employee mu t be cu tomer [I u ed (Kottler, 2000). 

ntinuou anal)si of what i happening in the ·torcs helps a smart retailer to qui kl and 
profitabilit) adapt to the hanging cust )mer behaviour. bu in ' pattern and momtm anous 
d)n. mic p ramctcr that determine the ucce s or lhilun.: of ny retail cntcrpri c . 

1.1.1 R tail 

J\ 
to rticul r •t at. nH t lit n 

\ ith 



competitive advantag t r\...ding strut gy integrates an organization's marketing goals, 
policies, and a ti n qu~n 'd (tncti 'S) into a cohc ivc whole. imilarly, the various strands 
of the strat h1 .1d ~ rt 1sin ', hanncl marketing, internet marketing, promotion and 

1 t of th sn lc and all activities directly related to the sale of goods and 
ultimate consumers for personal use i.e. non business use, Fortune ( 1993). 

) define it as where the customer meets the product. According to Kotler 
1 . re :ailing includes all activities involved in selling good or ervice directly to final 

~ rumers for personal or non business use. Kotler, argues that any organization selling to 
tina! con umers whether a manufacturer, wholesaler or retailer is doing retailing. It d e 
not maner how the goods or services are sold (by per on, mail, telephone, vending 
machine. or internet) or where they are old (in a store, or the treet or the con umcr ' 
home). Da idson et. al (1984) observes that con umer will expect the retailer to 
accomplish three tasks that are required in an advanced economy as we ec t day, the ' C arc; 
creating product and service assortment that anticipate and fulli II con umer need and 
wants ; offering product and service in quantitie mall enough for individual or rami\ 
c n umption· pro iding for ready exchange f alue through efficient handling ( r 
tran a tion , con enient hour and I ation, informati n that i useful in makin' hoi c'i 
nd c mp titi c price . 

R t ilin l i n imp rtant mark tin' tivity. t t onl ·do pn du ~.:r and c msum rs m~ ·t in 
th r t ilin l utkt but r t ilin ' •tl o pn)\ ides multi pi \' luc to th~.: ~.:onsum r nd th 

utiliti 

ell 

''h I . 'J 1r in th 



1.1.2 Bottling Companie in enya 
Bottling is th a t r pr os of pnttin) anything into bottles such soda drink, juice, beer, 
water and tin lhl lllk \: ith a cork, a bottle cap or crowns. The main bottling 
comp, ni · . '' h~ pti)Up 'd into three categories based on their products; Soft 

and .lui ·cs or Non alcoholic beverages. Among them is; Nairobi 
umbrella of 'oca-Cola East and Central Africa and beer bottling 

ri n Breweries Limited. Nairobi Bottlers Limited is located in Embakasi 
11 m Kcnyatta International Airport. Its main core business is to bottle and 
di tri ute the oft drinks soda and water across Nairobi, Machako and Nakuru. lt handle 

of the production of soft drinks business in Kenya. [t ha a market hare of 98% 
\\ ithin the co erage area. 

rairobi Bottlers Limited was founded in 1948 by the oca- ola ompany. In November 
1995. Coca-Cola South African Bottling ompany ( oca- ola abco) in partner hip with 
Centum Investments acquired Nairobi Bottler Limited from the oca- ola mpany. 
Through bottler Agreements, airobi Bottler Limited prepare the designated oke trade 
mark beverages, package the drinks in authorized container-;, and then ell the Jinal 
product in the identified territorie ( irad, 2005). ·a t African Brc\ eric Limited i · a large 
Ea t African bre\ ing com pan " hich O\\ n Kenya Bre\ eric Limited, gamJ~ Brc\ cri s 
Limited. cntral Ia anufa turer, K n}a tvtaltings and Uni ted I istillcr and intncrs 
(Kenya) Limited. It wa founded in I 22 b · two white settlers. 1corgc and harlcs llurst. 
By 1990 mo t of the ~h rc holder \\ere Ken ·a md the comp, n; wa cry succc stu!. I h 
I r ldcr i n Brc\\ ric ~ primur · li tin 1 i on th~.: \tin hi 

nd li t d in 1 HH.I 1 c uritic md I hr c 

1 
in tm Ill. hi •h l \ 
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alliances, and collab r ti n "ith ~ustom 'rs, planning and executing to win. Market place 
leadership i m r th n ju~1 thl' hi gh~s t unit sa les, it 's about leadership in quality, being 
relevant in t ~hn h -''. tmJ h.l:\i:\ on lower prices and lower costs, being conscious of the 

() ll 

.md industry structure/patterns, accent on convenience and service, 
u t1 it., . , dduJ experimentation and continued growth of non store retailing 

ur u tomus value for money. 

· 1 r ll t ling ompanies in Kenya are; Mount Kenya Bottlers Limited located in Nyeri 
nd entral province and parts of Eastern and Rift Valley provinces. Rift Valley 

B ttle Limited located in Eldoret town serves the North Rift and We tern provinces. Ki ii 
B nlers Limited located in Kisii town covers the outh Nyanza region and part of outh 
Rift alley and Beverage Services of Kenya Limited located in Nairobi. ther bottling 
companies are Sofia Bottling Company Limited, Milly Fruit Proce or Limited, Jetlak 
Foods Limited. Crown Foods Limited, Grange Park Limited, Ia o mithKiine ompany 
Limited Kenya Wine Agencies Limited, Kenya London di tiller Limited. 

1.2 Statement of the Problem 

Bottling companies ha e played a role in the country' ec n mic growth. The generate 
revenue to the government thr ugh taxe , create empl mcnt to the locals in the product 
manu fa turing. pa kaging nd di tributi n to the n.:tail utlcts. ' l he bottlin , companies have 
igniticantly grown in Kenya. In I 

re only t\\0 b ttling plant 

ttl in 

d linin pr fit bility nd ti 

n.: uh mpani h 
m 

. when Ken ·a be amc • n independent state, thcr • 
ompany .md l::.A B L. 'I he arc now o er 0 

h 1 b en r~.:duction in market shar , 
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significant change in th I. st ~oupl' of years with a complete shift in shopper's 
expectation and p rh;n d. Whil' th' shopper have remained the same everything has 
changed and g n m~: ~·· .m in 1 fmm the size of the outlets to the layout, the ambience, 

l n ill, tlh Jl) ally, Incentives to the way promotions are done (llursty 

th retailing to function efficiently and profitably, and to serve the best interests 
its present and future managers need a systematized body of knowledge 

h it orks. Presenting such knowledge is a challenge considering the complexity 
f human beha ior, the highly competitive nature of the retail bu ine and the large 

number of en ironmental unknowns such as weather, government regulation, upply 
a\ailabilit , economic conditions, technological change, and the vagaries of fa hion, 
changing consumer habits and expectations, ocial change and the queeze on space. 
Companies have therefore been forced to build organiLation · that consi tcntly deliver the 
be t customer offers. This ha.s been 1}1ade possible by adopting the be t retail strategies 
\\ hich identifies the needs and wants of a market place and customi/ing marketing efforts at 
the store and the individual level allo' ing the retailer capitali/c on differences in the 
con umer and competition (Hur t and Reardon, I 97). Randal( 199\) argues that b 
adopting the be t retail trategi . mo t companies ha e managed to get a lear path t beat 

mp tition. u cc d in difli ult markets. in rca c ·our sales and profits, hut aho c all 
incr a c )our cu tomer' . atisfa tion nd loyall ·. 

tudi m m rk tin IC K manu (2ll • 1u t (..JH 1) 
nd u ·ul m 

Ill 

1 



proposed research th r fl re intends to lose the information gap by seeking responses to 
the following r 

1. Whi h 1. II I.' 1.1in) Str:lt ') i 'Shave the Bottling Companies in Kenya adopted? 
ii. h. H tnllm'n 'cd Thl.! Bottling companies to adopt the retail marketing 

strategies given the bottling companies 111 Kenya a 
advantage? 

1. \ R 

lh" 'ecti e ofthe study arc:-

1. To e tablish the retail marketing strategies adopted by the Bottling ompanie 111 

Kenya. 

II. To determine the factors that influences the choice r retail marketing trategie 
adopted by the bottling companies in Kenya. 

iii. To determine whether these strategies have given the bottling companies in Kenya a 
competitive advantage. 

1.4 Importance of the study 

It i anticipated that the tudy' ill be of benefit to th b ttling companie~, its managers' ill 
b~.: able to articulate the retail marketing tratcgic aimed at ' inning and retaining r •tail 
u tomer . 

'I h~ tudy will help cu tomcr or rdailcrs understand the interventions ompanics sl1l uld 
implcmc.:nt in atltlr~ in the.: hallcn '~.: thnt alfc.: t thc.:m lrom b nh the intennl .mtlc.: tc.:rnal 

m 

ther < mp m~.: ' oultl b n 11 fmm the iintlin • of th~.: 

r ·in ' th m in th tm in lu tr line.: ot di II rent 
lin ' ith 

lu 

in th ir di tributi n h in r in th m:a nl u tc 'i . 

tl in th 
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2.1 h sf h: • 

PART TWO 

LITERATURE REVIEW 

d 'V 'loped and i useful to management, is strategy. The 
( < 1\( <. p1 ha · h •~.:n underscored by various leading management scholars 
1 h , s Porter ( 1980), Ansoff ( 1987), and llarvey-Jones ( 1987) and many 

nt author have defined strategy in different ways. orne author define the 
adl to include both goals and means to achieve them, such authors are 

J 962). Andrews (I 971 ), Chaffee ( 1985). thers define trategy narrowly by 
in luding onl the means to achieve the goals e.g. Ansoff ( 1965), !lofer and chcndcl 
t 197 . Gluek and Juach (1 984). The various definition uggestcd that the author gave 
'elective attention to aspects of strategy, which arc all relevant to our under tanding f the 
concept. Drucker (1954) was among the earlie t author to addre ·s the trategy issue. lie 
\ ie\\ed strategy as defining the business of a c mpany. 'handler ( 1962) added to the vic\ 
taken b)' Drucker (1954) and defined strategy as, "the dcterminati n of thebaic long-term 
goals and objectives of an enterprise and the adoption of cour es of action and the 
allocation of resources nece ary for carrying out the c goals". handler on-;idcred 
trateg a a mean of e tabli hing th purp sc of a com pan b spc i fying its long-term 

goal and bjccti es, acti n plan and rc urcc llo ation p ttcrns to achie c the set •oals 
and objc tiv . 

ndrc\ ~ ( 1971 br u •ht t ether the \:ic" o both I ru k r and handkr in d linin • 
te '. ·1 him. tratc ' \\ :'' th p•llt m o m jl r ohj c.:ti\c or •oals md 

r th , t '' d in uch tin ,,h,ll 

·. In thi 

th 

t 

Ill lili 
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Gluek and Juach ( 19 -l tined strntcgy as; "a unified, comprehensive and integrated plan 
that relate th . th . nt. ' ~.: S of the firm to the challenges of the environment and 
that i d sign th: t th' basi ' objective of the enterprise are achieved through 
prop r <H!l:ltli?·ltion". }luck and Juach ( 1984) bring in the added 

is a onsi tent unifying and integrati ve plan for the whole 
It 1 m ant to provide guidance and direction for the activities of the 

11ti idea of strategy may be seen as an amplification of an earlier view by 
5) ho aw strategy as the, "common thread" among organization activities. 

lu and Juach (1984) also view strategy as a company's re pon e to the external 
em i nment gi en the resources the company possesses. 

Chaffe ( 1985) directly introduced the element of stakeholder in her interpretative defini tion 
of trategy. he viewed strategy as an organization attracti n f individual in a ocial 
contract or a collection of co-operative agreements. trategy here is seen a · a guideline that 
helps enhance or elicit co-operation from the variou stakeholders of the compan . 'uch 
cooperation is essential for achieving company success. Mint1bcrg ( 1987) argued that we 
could not afford to rely on a ingle definiti n of trategy de pitc our tendency t want to do 
o. He proposed five definition of trategy. To him, trategy c uld be ccn a a plan, a 

ploy. a pattern, a po ition and a p r pe ti c. . a plan, tratcg specifics ons ·iousl 
intend d cour of a tion of a c mpan ·. 1 he stratcg i. designed in ad ancc of act tons and 

d \clop d purpo cfully. a ploy tratc' is ecn as • pattern cmcr 'in' in 1 str am of 
n a a con i t ncy in b havior. 'I he strute ' · develops m 

m 
1 po ition ')' is a means of ll min' 1n 

ition md 11 
. It i\ th 

n 

II th 

nt 
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emphasize anal)ti al a p ts ')f strn t ~gi management almost to the exclusion of behavioral 
and political fa t r m(; ofth(;' ri t ' rS who have drawn our attention to the impottance of 
behavioral 

(1978) and 

011 

lo 

niza i n 

t , tr.ttp :H' Mu mford and Pettigrew (1 975), Kotler ( 1982), Quinn 
l I). ltl ll n) 1nizin 1 the ·c complementary natures of the various views 

·1. ljluf ( 1998) have suggested a comprehensive definition of strategy. 
a coherent, uni fying and integrative pattern of decisions which 
the organizational purpose in terms of long-term objectives, action 

and re ource priorities. They also view that strategy selects the business the 
in or should be in and defines the kind of economic and human 

ganiza i n the company is or intends to be in. 

Da idson (2000) defined strategy as a long term, time-pha ed plan designed to achieve, at a 
high rate of growth and at a high rate of return on investment, a market po ·ition ·o 
advantageous that competitors can respond only over an extended period of time and at a 
prohibiti e cost. This concept of strategy identific the very close relation ·hip between a 
firm's objectives both financial and marketing. and it major strategic<;. !he objecti,c· 
indicates' here the company intend to go r what performance results it' ants to achic c, 
and it m~ior strategies indicate ' hich r utc the c mpan intends to take to reach its 
de tination. or ho' it int nd t u c and dcplo its res ur cs t< achic c its dc!->ircd 
perform nee rc ult . J hn n & hole dcfincs stratcg ' as th' directtnn and scop of an 
or 'anizati n over the long tcrm: "hi h chicvcs advunt gc I< r th organization throu ~h 
< nfi urnti< n of n.: ur hallcngin, environment to meet the needs ot markets 
nd ulfill t kc:h ldcr c:p fttnti n . 

t ..in, ct into th utur "hi h 

rc in' '" d in u h 

t ) 

h un 
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2.2 Retail Marketing 

Davidson et al ~ tit: linul n.:tnilin) ns the final part of the marketing process in which 
I tht !\dkr, usually a store or service establishment, and the buyer, 

nhr .Ht pttmarily oriented to accomplishing the exchange of economic 
I< t mpos s ol personal, family or household use. Although retailing 

ith th ultimate consumer, it must be recognized that the retail store 
c cral alternative means by which consumers can obtain the products and 

the, de ire. Increasingly, consumer expenditures that might have traditionally gone 
th u h the retailing structure are being diverted to other types of con umption market 
\ hich are being aggressively served by a variety of both private and public enterpri e . 
BerkO\\ itz (2000) defined retail marketing as all activities involved in citing, renting, and 
pro\ iding services to ultimate customers for personal, non business usc. In the channel of 
di tribution. retailing is where the customer meet the product. It i through retailing that 
exchange occurs. Berkowitz added that there arc fundamental questions that arc integral 
pan of retail marketing. These are; where do )OUr custnm!!rs shop? What retail outlet 
should .·ou use? What type of outlet should it be? !low much should )OU charge'? 

Retailing pro'Yides value to the indi idual con umcr and is important to the c onom as a 
\\hole. The utilitie pro ided b intcrmediarie arc a major aluc to the retailers. Time, 
pi c~.:, po c ion. and form utilitic an.: oft red h mo. t rctaikrs in aryin 1 pn portilms hut 
tn m t ca ~.: om: is tn.: cd mor~.: than the other . 'I o und~.:r tand rctailin 1 thcrd'orc, it is 

nize that 0Ulkt_ , n h cla ilicd :.11011 1 \:Cf'll ditni..:I1Si01l : th1..: form Of 
r hip, lc •cl ll rvkc, mcrdt ndi c lin\:, that i hm m m~· dit Ct\.:nt I) p~..: of produ ts 

nd in rtm~.:nt nd lin lly th tcth I l'l Of r Hil n. I hi 
m m nn r in \hi h rvi 

m1 : th in h m • r 

r full 

tin ' 

tl 
n 

ll 



should consider their po iti n in term. of breadth of merchandise line and the amount of 
value added, which i the nn t (.; ll' ~.1 , nd m~thod of operation, Berkowitz (2000). 

Major retailing tr nd~ in ht k tht :-;hilh in which ·tores arc most popular with consumers. 

11 •ht H taikrs n 'W opportunities and challenges. In many cases, 
ha meant oflcring better prices. As a result more and more 

ar making purchases from retailers rather than through more 
di tribution, 'hurch ill (2000). !lusty and Readon ( 1997) argue that 

hangc ill be fundamental to retailers in order to obtain and retain competitive 
mh untu e. The changes taking place are changing retail formats, globalization, new retail 
h.1mmt . retail data base marketing, powerful or vendor relationship , value pricing and low 
c -t tructures. efficient organizational structures, customer focused technologic and cybcr 
pace retailing. The value of this consciousness wi ll continue and wi ll keep weeding out all 

but the retailers that best meet consumer's desire for value. In the meantime, btg upplier 
are helping such mid price as supermarkets look for way to keep their cost · do\ n o they 
can offer lower prices. Today. more than ever, technology offer retailing opportunitie. to 
expand the wa} they communicate with and ell to cu tomcr . 

2.3 Retail Marketing Strategies 

tratcgi manag m nt i g tting e eryb dy in the c mp n) to do the right thing ·. It entails 
d i m \\hat thin an.: right for compan under some gi en set of consumer e p~.: tation-. 

~.: ir urn tan c . David on ct al (2 0 ) dclin~.:d trate •ic mam\g~o:mcnt as the 
pr d i ing n th rni n o the elllerpri e the ba ic 'Oals mJ ( bjccti es thut it 

th t "ill )o-.: ern th~.: u e of firm ' rc oun.:c to 
. A ully ret il 

th t th fiml int n 

th t th finn 
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Companies are therefore ·alu tin"' their r"tnil s "rviccs with an aim of coming up with 

more focused strategic h 1 h lp them nh.d th "ir unit and company wide objectives. They 

are working toward 

to retail cu tom 

l ht r nt strnt' i 'S on how to differentiate and add value 

t tht H lot pursuin) marketing strategies to not only win 

11 ttl. I o tay a h ·ad or the competition, towards thi end; the 

tmp strat pies arc; product assortment, pricing, location & 

tin' or customer services and promotion stratcgie . Rcnart 

t c nvcntional wisdom was that leadership in the market place could 

ca of de igning and implementing a s und marketing plan. uch a plan 

t defining the four P's later evolved to six clements fthc marketin, mix: Market 

ti n. product or service, Pricing, channels of distributi n, ·ales team management, 

d erti ·in g. promotions and public relations. 

2.3.1 Iarket Segmentation 

T da mar 'et place is !:h~r~cterized a the "age of di ersity" in which consumers <.km< ntl 

and g t tremendous ariety in the product and s r\'iccs they bu ·. l·or c. ampk then; an: 

" 0 di erent t) p s of car and light truck 4 0 brands o beer, ·md 21 000 products in the 

" ra~ up rmarket David and !bert 2 . I iflcrent 'r up < f con um~:rs . hibit 

t 0 err d to markd 11111.:11! . I r tail r <.: m \ ic" 

olk nt c t h l nc 
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behind the proposition \\a th t b. qumng a deeper understanding of variations in 
customer needs, comp ni dop n ~w products specifically aimed at satisfying 
different group of 

identifiable di 

relevant to th 

th rtlor • r 

1:\rk<.. t S ~gm ntution starts with the belief that there are 
pt<)dllct's various consumers and that the differences are 

• 1 d I< H patronage behavior. The goal of market segmentation 
m· llcr, homogeneous submarkets within the larger heterogeneous 

- argued that the possible benefits of segmentation were; by specialization, 
1111p nie c uld timulate greater consumption and thereby market expan ion. If there are 

fe\\ c mpetito \ ithin a given segment, promotional co ts might be reduced. For the 
retailer. it i e sential that a decision to use a market segmentation trategy hould re t on 
c n ideration of four important criteria that affect its profitability. '1 he market mu t be; 
identifiable and measurable, accessible, substantial, and resp n ·ive. 1 here arc a number or 
variables that can be used to segment a market. Generally, those variable - can be grouped 
into t\\o broad categories; customer characteristics and bu) ing ituations. The traditional 
ba e for egrnentation have been cia ified a geographic, demographic, ciocc n mic 
c ndition (\\hether up cale or do,., n cal ), p ych graphrc and beha i ral, nature f 
h u ing. fa hion inter t and the c ncept of alue. In retail op ration approach, the r tailer 

•· min c or limit op rati n e era! fa tor inllu n c direct! 
the retaih.:r' chan c c full ': di tributi{ n, competition, prom{ ti nand lc •a\ 

n id 

' in nt I pn bkm th·n a 1 r t1ilcr i 1 cltin, 
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approach known as identifying m rk L nrcn . lt con i ts of determining the right region of 
the country and the right p. n f th~.: r~.: ginn for ~. ample urban, peri-urban and rural markets. 

'J he pt odu t the most important clement of the retailing mix, as only 
' i111h flort put into such things as pricing and promotions reap 
atkin , 1997). Product is the principal item offered by a company 

their consumers. It is important to win over the consumer by product 
me o the !;trategies adopted in the domain of products are: Perceived quality 

the market faces competition, quality and reliability of the product offerings 
.,:ain imp nance. Quality in this case is viewed as customer' perception of the product. 
Percei\ed qualit, or image has to be created. Feature -with many product in the market, 
''hat di -tinguishes them is the features. The ' first with the new feature' has an advantage 
·imilar to the ·first product' in the market. In the consumer non-durable • brand exten ion · 
have taken the line of added features. p gradati n or innovation, !!"! t day' competitive 
\\Orld. it is difficult to retain the first position. The increa ingly prosperou ection 
demand impro ement. C\ product , a ne\ pr duct face difficultie f acceptability in the 
market. The fir t product of it kind ha an edge o er th r and t th standard ft r 
ub equ nt on (Ramanuj, 1996). u e ful pr duct management r lies on a' ell planned 

and , utcd pr du t trateg_ and pr duct range stratcg . Pr du t stratcg is most\ 
influ n d by mp titi n , nd cu tom\.:r nc'-=d . 
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sum of the product's fun ti n 1, t:sthet i , and service features plus the psychological 

changes taking pia 

lllltl k t 

r m bu in 1 nnd using the product. Retailers respond to the 
mploying the either the shotgun or a rifle 

. l hl -.1\,)t 11n, th ' merchandiser appeals to a combination of 
nin it produ t line· through either product - item addition or 

1 n. 1 h Rille merchandiser appeals to a target market segment by 
itioning ~tratcgy or multiplex distribution system (Lewinson and 

ri . g trategy 

)11 ume are becoming more increasingly price sensitive, agle ham ( 1990). Pricing i a 
maj r c mpetiti\e tool. The economics of production only et the bottom line li mi t and the 
c mpany then has a \ ide range of strategies to set the price. ·r he c mmon ly u ed price 
trategie are: ·Image· pricing, the price here follows the image of the brand. /\dida 

or . ' ike are pr!ced high because of the premium value attached to the brand name. Price 
undercutting. some companies have u ed thi strategy cry ucccssfully. !·or undercutting 
to ·ucceed. the company has to offer the minimum performance ·tandard (Ramanuj , I 9 

ggre iv or Penetration pricing, firm in thi cct r v i hing to ofkr a high I d f 
benefit at an average price. 

pri m ratcgy normally\\ rk in market e t rs where the supplicr is able to inform 
h volume arc mo cd thc firm i .lblc to I )\ cr pri es 

f the supplicr 

hr 

n 
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but one of the many oifferenti tin~ ' ri ble. \i hi h arc important to the store, Davidson et 
al (2000). 

Retailer view pn 

traf fie, 11 

in ll un ()f thdt ability to generate profits, sales, and consumer 
:tl , 1 th • stores image. In etting retail prices, the retailer is 

t hy the company, profits, sales or competitive objectives. 
u tmcnt a adaptive mechanisms to accommodate changing market 

raung requirements. Both upward and down adjustments are needed 
li mt tim t 1me t adapt to the dynamic retailing environment (Lewinson and Delozier, 

•uid ·d b 

Ill '~) 

2.3.4 n· tribution Strategy 
Di tribution of products usually involves some form of vertical system where tran action 
and logi tics responsibilities are transferred through a number of level · (lan, 2005). 
Da,id on (2000) argued that distribution is part of merchandi ing and mu t be considered 
m any merchandising system. Distribution management involves; mcrchandi e 
rep\eni hment. tran portation management and di tribution center facilitic management. 
The type of di tribution y tern a retailer n cd i influenced b the bu ing s tcm the 
r\;tailer u e . the number of t re the retailer ha , th geographic di per i 
and the haractcri tic of the m rchandi c carried. 

m f th di n ution y t m empl ycd b; the rctailin, cornpanic tm..:. tore dir ·t 
k thr ugh di tri ution cnt r y tcm . th ~ tl kin, distriluti n 

r/ 
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2.3.5 Promotions trategy 
Promotion involve both p \din• th~.: 'onsum 'r information regarding the retailer's store 
and its product- rin • . ~' lll ns inllu 'ncing the con umer perceptions, attitudes, 
and behaviour t nnd what it has to offer. It i both an informative and 
pcrsua iv Companies usc news paper ads, posters, TV, internet 

p rsua ivc communication) and but instead of just listing the 
t 11 c a tty why the manufacturer closed out the goods. That way, 

t u pcct that the products are irregular, damaged or counterfeit 
mmunication ). 

Pr m ti nal mi comprise of a number of different elements. Each clement exhibits certain 
·trength and' eaknesses. The development of a successful promotional mix demand the 
careful integration of each of the following elements; ituati n analy i , developing 
obje ti\e . designing messages, selecting channels, preparing budget, ch o ing mix and 
e\ aluating. In situation analysis, companies are as essing the current position of customer 
features. the competitive situation and the en ironment. While a scs ing the target 
audience. companie look at the demographic and life ·tyle , life tage .. usage le I , 
und r tanding and perception of ervice and the organiLation and the bu ing pr cess of the 
targ t . While de igning ad erti ing me age , manufacturers u m ti nat and m r I 

PP at, there i at o u e of rati nal mcs age and hum ur, one dangc1 th. t a \HOn '' 
h n pr m ti nat trate 'Y n bring nc 'Uti c rca tion < ntribut ·s to th~ 

buil m tht.: bran p duct, nd c rp rat~ ima ~~. 
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the decision must be de ign d b~ the mnnufn turcr and have specific targets (Randall 
,1991 ). Personal elling i th Jin.: t { u .' to fa e communication between a retail sales 
person and a retail 1 h: disp ln s arc direct, impersonal in-store presentations 
and exhibition o m · 1 ~ h ,,ltlll r wi th rd atcd information. 

I. :win 111 ) d fm advertising as an indirect, impersonal communication 
mm and paid for by the company running it. Customers need and 
f actual information to usc as a basis of making need- satisfying 

n . The want to know stores hours, what specials are being run , what 
in f hion. product features, and a host of all other things. ince retailers de ire to 

intluence their cu tomers to take desired course of action, reta il communication mu t be 
\\ell rganized and designed so that each message contains the appropriate balance of 
in[! rmation and persuasion. Retail advertising has two ba ic purpose : to get the cu tomcr 
into the tore and to contribute to the stores image or the company. ·1 he fir t purpo ·e i 
immediate: today· s advertising brings buyers into the tore tomorr w; tomorro\ ' 
advenising brings buyers into the store the next day. 1 o accompli h thi , the store mu t 
gi\e bu)er orne pecific rea on to come to the tore nO\ . Retailer al want long-run, or 
dda)ed, re ult from ad erti ing. The want cu tomer to kno\ "" ho" the tore bel ngs to 
in relati n to the competitor and communit a a \\'h le. Ad erti ing can b r two kind 
pr u t adv ni ing, in tituti nal and pt.:rati c adverti ing I lust and Reurd m, 19 7). 

2.3.6 Relation hip m rketing 

tin dat rei ttin 1 to u t Hn rs to 1r 1sp lutun.: 

Hie m. rkdin 0 I 

m r 
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and enhancement of relation hip . nd th' nluc process as the output of relationship 
marketing. 

n ' d~ l h)pin strategic partnerships with suppliers in order 
11 t 1< thl, r tai lcr at the right time. These changes are partly the 

n1 . th n tc hnolo 'Y and the relatively the increasing power of large 
mu t the retailer and the supplier agree on the price and the amount of 

ught or old, but the terms of sale and the terms of payment must be 
ll Ha ty and Reardon, 1997). 

2.4 Competitive Advantage 
mpetiti\e ad ·antage is the creation of a perceived or real advantage for a product or a 

brand over rival products in the eyes of the target market. Without understanding the competitor. a marketer cannot realistically differentiate his or her product fr m tho c of 
competitor . \ ithout monitoring rival strategic , it is not evident \ hich rivaL po c the 
greate t threat and how or ' hich competitor are the mo t ulnerablc to attack (Sally, 
2001 ). Pearce and Robin on (2005) define competitive ad antagc a that ad antage gained 
b~ th\: fir t firm among competitor to achie c appropriate strategy- tructurc fit. !lowe cr 
thi ad antage di appear a th firm' comp titor at attain such a fit. Porter ( 198 ) 

th route to mpctiti c adv ntag m ludc [! usin , on tight! dclincd 
U 1 , developing CO l b CU ad anta 1t! in ( rdcr t) lrtlU ' On thC basiS Of price, 

ti n. K r n r ucd th t, c mpctiti\c adv. nta, results from 



strengths with these gap , and h kin_ the em 'rging differential advantage is plausible and 
able to be communicat d t t. r• ct~J ns1l 1111. rs (. ally, 200 I). 

rketlng trategies and Competitive advantage 
Rlllllllll u j (I . n c<>mp 'ti tivc advantage is worthwhile only if it is 

i ~uc of how to achieve an edge that is perhaps enduring. 
hould be f(>r a company to achieve sustainable competitive 

u I tiu tbl 

1 1\ mt • . di ercntiation in important attributes and capability gap. Differentiation 
in imp 1 mtri ute means the customers are able to perceive a con i tent difference in . 
11111 ""~rt nt ttri ute bet\ een the firm's offerings vis a vis that of it competitor . The 
ditTeren e mu t be reflected in some product or delivery attribute which are key buying 
criteria. Product or delivery attributes cou ld be familiar element like price, quality, 
ae thetic . and even attributes such as availability, consumer awareness and vi ibility, and 
after sale en. ice. 

n)thing that affects customer's perception of the product, it's u efulne t them is a 
product or deli ery attribute. To contribute to u tainable c mpctiti e ad antage, the 
difference in product or deli ery attribute mu t c mmand the attcnti n and I alt) of a 
ub tnntial cu tomer ba e. In other w rd th y mu t "pr due a fc t print in the mark t" f 
i nifi nt br~adth and d~pth. Bn.: dth refer to hm man ust )111 r an.: attra tl!d b · thl! 

di ren in pr u t attribute ? What v lumc. do thl! purcha c') l pth pt:rtains tc hm 
cncr. h.: • Would min lr han , s in the balun t: l I 
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2.6 Summary of the literature re ie 

This literature revie\\ h pt 

and how the con pt l 

tfl~; \ I<) shld li )ht in the meaning of the concept of strategy 
l d hy di C!~rcnt authors. The multiplicity of definitions 

nsional concept. Jt has emerged that there is no one 
· 1d to apturc explicitly all the dimensions of strategy. In addition 

lh · lit 1 tllH l hcd more light on the strategies that have been applied and adopted 
cl cwhcrc in attempt to understand how retailing functions. Based 

)n th und tanding from the literature on how strategies have been applied in other 
· 't ')1.:: f r e.·ample the strategies applied in the retail banking, the re earcher ccks to 
understand hO\ bottling companies have applied the retail marketing trategie in their 

eration . 



3.1 Research d ign 

'I he propo 

de criptiv 

PART THREE 
~" • ..,.AR H METHODOLOGY 

n l h I <lll a d s · riptiv~ d~sign. According to Cooper (1996), a 
1 ~ ntl < wi th fi nding out who, what, where and how of a 
th ton cern of the study. The study intended to determine what 

tc where and how the bottling companies in Kenya have adopted 
a u tainablc competitive advantage, which fits into the design. 

lazrui (2003), Kamanu (2004) and Mukule (2006) u cd descriptive tudy 
in th" related ~tudie . 

3.2 The Population 

The population of interest was all the bottling companies in Kenya. According to a urvcy 
arried out by Research International, there arc 30 bottlin g companic in Kenya ( cc 

app ndix 3). For the purposes of the study, a ccn us study" a conducted due to small 'iilc of the population. 

3.3 Data collection 

Primary data wa collected u ing mi- tru tur d que ti nnair (sc appcndi . 2 . I he 
qu ti nnairc wa dropp d at th rc p cti c compan headquarters and o\1~: ted lah.:r. '1 he re c tabli hcd a conta t per n in the h{ ttling compani~:s that did not ha c th ir h air bi nd nt the que tionnairc to th m i e-m. il. 'l h r ·spl ndcnts 

f m rk tin d p. rttn nt l r the quh th:nt \\cn.: intcrvic\\cd m 
int , thr 

tl m titi rc ult 



3.4 Operationalization of ret il marketing strategies by the Bottling Companies 
Retail marketing trat gi th. t' ~.:r~.: tt:Stui in th ~study were market segmentation, product, 
distribution, pricing, p m ti n .md ustom ~ r relation hip. In this section, the strategies 
were op 1 ationaliz 

stiate •i · 

Product 

li l rt ... {.II( wns us!.!d to determine the extent of use of these 

Relevant issues to retail Relevant 
strategies 

-Classification by regions or 
markets 
-Classification based on the 

~:----------4f-d_e_n_s_it.L- urban,~ ral) 
Demographic -Age 

-Gender 
-Fam il y 
Adu lts, ~-------------+-Behavioral 

mny 

I i fe cycle (Teens, 
I d) 

CfVICe, 

produ t 

questions 

lO(i -ii) 

I O(ii i -vi) 

I 0( iii- xii) 

... .. .. 
Ill· , Ill 



Pricing 
-Lm pri e (price reduction 
but stressing on higher value) 
-introduce an economy 
model (live the market what 
it wants) 
-Raise price and perceived 
quality 
-Maintain price and 
perceived quality (engage in 

l O(xxii-xxv) 

custome~runing) 
--------~~ --~-----r----------~ -Print and broadcast ads 

-Point of purchase displays 
-Bi llboards 
-Display signs 
-Symbol and logos 
-Posters and leanets I O(xxvi-xxv) 

-Bronchures and booklet 
-Packaging Inserts 
-Packaging outer 
-Audiovisual material 

~--------~--~~~ 
ales Promotion -Contests, games and 

lotteries 
- ampling 
-Fair · and trade shows I O(xx v1- li) 
-demon tration r ad hows 
- R bate 

10(. Iii - ·li ) 



3.5 Operationalization of fa tors influencing the retail marketing strategies in the 
Bottling Compani 

Factors influencing r t il m. rk tin_, :-.tt :l ll .. ' l j 'S arc competition, political , legal , economic 
and technologi al In thi llti<)ll, th ' f.\c tors influencing retail marketing strategies 

Ilk( rt sl: k w·ls used to determine the extent. 

Relevant issues to retail Relevant 

environmental 
ar ti g trends 
in the 

strategies 

-Competition 
-Legal factors 
- ~conomic factors 
-Technological changes 
-Political factor 
-Changing needs of retai l 
customers 

----'~ 

questions 

II (a h), 12 

3.6 Operationalization of Competitive advantage of retail marketing trategie to the 
Bottling Companies 

ompetiti\e advantage as a result of adoption of retail marketing trntegics i'> depicted b 
in rca ed market hare. loyal cu tom r base. current benefit being enj }Cd b the 
c mp ny and ha\img a mp titivc p iti n. In tht ecti n, competiti c d ant, gc '"as 

pcrati nali1cd to dctcrmin t what . ·t nt did the ad pti n fret il marketing stratc 'i 
mp tith c d ·anta '> 

ant 

r 

- .. I 



3. 7 Data analysis 

Descriptive statistics wa u d t • n.1l 'I~ thl: dntn. Data on cction one was analyzed using 

frequenci es and p r nt 1 h~.: :..~ ti()n ()ntains the general profile of the respondents 

and the compan · 

mark tin. 

ti( '' tW() fo ' used on the extent to which various retail 

. h r ted h th respondent ·' organizations and the factors that 

n thu were analyzed using frequencies and percentages, means 

n , hilc the third section exclusively focused on the competitive 

, the b ttling companies as a result of adoption of the retail marketing 

. 1 h as analyzed using mean score tabulations and tandard deviation. 

utput f the data analysis was presented in tables. 



CHAPTER FOUR 

D. A ALYSIS AND FINDINGS 

4.1 IN ROD 

'J hi chapL 11mmari s of data findings together with their possible 

mpt r will he divided into three sections. Section one will contain the 

re pondcnts, ·cction two will focus on the extent to which various 

1 ·t 1il 1111rk u rategie have been adopted by the respondents' organizations and the 

f•·t 1r- that intluence strategy adoption, while the third ection will exclusively focus on 

c )mpetithe ad\antage gained by bottling companies as a re ult of adopting the retail 

marketing trategies. Contact persons were establi hed in the bottling companies and a total 

of thirt~ (30, semi-structured questionnaires were dropp!!d at rc ·pcctive company 

headquarters both personally and electronically. Twenty nine (29) questionnaire were 

ucce sfull~ retrie ed· however, only twenty five (25) que tionnaire " ere used in the 

analysis. due to preliminary analyse . 

4.2 GENERAL PROFILE OF RESPONDENT 

4.2.1 Ownership 

Table 4.2.1: Bottling company \\nership 

th nt fi ttlin • mp m n. 

rc pr min ntly I n n I I tl 

hip. 



4.2.2 Duration of Company Operations 

Table 4.2.2: Duration in the b ttlin~1 busin 'SS 

ation Dur 
1-5 
610 
11 1 

Years 

Ysar~s 

y ~'' 

--

ttd_!!bo,·e yeurs 
I 

Frequency Percentage 
4 16% 
6 24% 
5 20% 
10 40% 
25 100% 

l·urth 'I m lUll) rc ealcd that majority (40%) of the bottling companies had been in 

• i t ·n • f r equal to or more than sixteen years, 24% had been in operation for between 

·i t ten • ear . 200/o had been in the bottling business between six and ten year , while the 

min rity \\ ho had operated for less than five years were 16%. 

4.2.3 Business Category of Organization 

Table -L2.3: Business Category 

Type of business Frequency 
-

Percents~ 

Carbonated Soft Drinks 10 40% 

Water 17 68% -

Juice II 44% -

Beer I 4% 

~t 5 -
20% 

Wines 3 12%-

Re nd nt \\en.: a ked to indi at the bu inc s ategor ' in ''hi h the • ' ere in, based m u 

li t of pn.:dcll:nnim:d catcgorit.:~. naly c rc\t.:alcd that mo t ( 8%) > the 1c~p >ndcnt 

It" ith wat r pn du t . foiiO\\t.:d by dcakr in the jui t.: %) then carbontllt.:d 

ft drink 

th b r 

.2. 

. . 

th ) rcpr nt d n I ~ 

in 

th dy) and d ale Ill 

lith int~.:r •ic\ I. 
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Respondents were required, ba d on spe i fie categories provided, to indicate the type of 

packaging their organizati n u.ed t hottl their products. It was evident that majority 

(68%) of the bottling 11nss bottle to package their products. 44% used 

plastic contain r , I kn ' n ·'· I I l''s, whih.: a minority, 36% preferred tetra packs. 

4.2. 

'I' tbl · I, • : 

-MirkrC }iha_~ Frequency Percentage 

lkl\\"CCn 1])1}-1, and 30% 7 28% 

Between 31% and 50% 5 20% 

Between :..1 and 70% 4 16% 

O'er 70% 9 36% 
-· 

Total 25 100% 

~ lajority (36%) ofthe bottling companies interviewed had a market share greater than 70% 

of their entire market. 28% ciaimed to posses a market share of between I 0% and 30% of 

their total market. An additional 20% had a market share of between 31% and 50% of the 

market. The minority ( 16%) possessed a market share of between 51% and 70%. 

4.2.6 umber of Brands 

Table 4.2.6: umber of Brand 

Number of brands Frequency Percentage 

Below 5 2 8~o 

8d\\Cl:n 5 and 10 II 44% 

!\·tore than I 0 12 l8% 

Tot I 25 100% 

Vo of th b nlin mp m h d m rc th n I 0 l mn I th ) ' 1 d\:·tlin' "ith 

lin ith h n fi R Vo on I\ d •tit .. 

ith l th n fiv~ nd . 



4.3 EXTENT OF ADOPTIO OF RETAIL MARKETING STRATEGIES 

4.3.1 Extent Of doption Of Retail Marketing Strategies 

Respondents w r a k d t m lil. I<. to " hat l;, tent their companies had done in pursuit of 

the adoption of r ltil m. rklllll. slt.lt~ 1i s, on a scale of 1-5. The responses were analyzed 

u ing 111 ·•w m I tm u J 1~' intions (SD) and pre ·cnted in table 4.3 .1 below. 

ies 

---j-

. 
I 

Mean SD 
4.27 0.65 
4.64 0.67 
4.00 1.00 
4.64 0.50 

1.2 1 
1.63 
1.56 
1.44 
1.29 
1.40 
1.30 
1.64 
1.41 
0.69 
1.25 
0.69 
0.83 

.50 
I. 7 
1.27 



3.64 1.43 
4.00 0.77 
3.36 1.36 
2.91 1.14 
3.64 1.1 2 
3.82 0.98 
4.27 0.65 
3.91 1.22 
3.00 1.55 
2.73 l.62 
2. 18 1.66 
4. 18 0.98 
4.36 0.81 
4.00 0.77 
4.09 0.83 

Re pondents agreed that the following had been done to a very large extent. The b ttli ng 

companies: \\ere to a large extent committed to the retail strategy (4 .64), with rc pcct to 

geographic segmentation, they fu rther had regiona l splits e.g. Nai robi and Nakuru ·ale 

regions (4.64). the bottling companies had brand/ line exten ions customi1ed to ati fy the 

need ( 4.55), the) had implemented continuou product innovati n ba cd on customer 

need (4.55) and were implementing efficient, flexible and uperior technical op rati ns 

(4.64). orne of the re pon es had aried opinion am ng t the re p ndents. '1 hi is 

attributed to the difference of the c mpant that were in ol d in terms of pr ducts 

b ttl d. 

·1 o omp me had a ol11.:n.:nt tctail trJt~ g · ( .27) in krms of 

ment til n with r r~ "t to co ' r phy th y h d rur·tl and urban plits (tOO th~: y 



signs (3.73), they used logo and •mbol to position their products (4.27) and they gave 

posters and leaflet to n ure d isibility for the company (4.09), in terms of 

promotions, th y ga · 

promotions (4.00) m 

carri d out 4tl p 

tlh. ir <:\lstomcrs (3.64), participated in fairs and trade 

.\lt pn) lftlmmcs with its customers (3.64). The companies 

1th ·ustomcrs ( .82), had sales meetings with customers 

(4 .27) 11111 h ro1 rams in place to its customers (3.91), In an attempt to further 

lau n h1p Management ( 'RM) objective , bottling companies had their 

n ati c an wcring calls from customers (4.18) and calling on cu tomers 

._6 , they also participated on social corporate responsibility (4.00) and 

t11k p rt in pecial e\ents taking place in its region (4.09). 

To - me extent. interviewees were of the opinion that their re pective bottling companie 

had demographically segmented their customers based on age (2.64) and family lifecycle 

(2.73). Behaviorally. markets had been segmented by usage rate (3.45), loyalty tatu 

(3.18). readiness stage (3.09) and attitude i.e. +ve. -ve, enthusiast, indifferent (2.91 ). 

Re pondents agreed that their bottling companies distributed directly fr m the manufacturer 

to the retailer (2.6~). and further, for thi purp e, they had trucks that\ ent round clling to 

individual retailers (3.45). Analy e re ealed that the b ttling companic charged high 

price for good \ ith high percei ed alue (3.09). In term of prom ti n , \ ith respect t 

ad\erti ing the b ttling companie had billb ard 3. 9) br hurc b klct~ ( . 6), th 

had adverti ement put on th out ide co r of pr ducts ( .36). 'I he had audio isual 

m t ri I (3.2 ). With rcgard 

lottc.:ri , g me 

li 

II 

h 

le pr )Ill tion , the b mling companies en •u •ed in 

they p rti ip h.:d in demon tr. ti( ns and road sh w 

m r (2.91 . In dire<:t mark tin 1 n 1a •en11.:nl, b nlin 1 

II h their cu tom~;:r ml II < u d 111.1 il to 

m nt ti n m t nlin 

tin • 

. . 



4.3.2 Environmental factors 

Respondents were further k J t indi nt , on a scale of one to five, the extent to which 

the following environm nt. I [ t rs hnd prompted their respective organizations' strategic 

move within the I t fi 

'I abl · ,'! , : 1 II\ 1 m nt.tl f1 1 1< rs prompti ng strategic moves 
---=-

J4:nva (uunt'nt•IJa_chtf_ Mean SD 

I . :.tl l~kllii O I~ 3.70 1.16 

111V 'I ·j(i tion 4.00 0.82 

~nmp~ltlion 
4. 10 0.88 

r~dmological changes 4.00 0.94 

Eccmomic chan2es 4.00 0.82 

Social factors 3.60 1.1 7 

Political factors 3.20 1.32 ·-
Em ironmental factors 3.67 0.87 - - -
Total 

naly i revealed that legal factors, diversification, competition, techno! gical change ·, 

economic changes, social factors, environmental factors and legal factor had prompted t a 

large extent, strategic moves, within the past five year (3.70, 4.00, 4.1 0, 4.00, 4.00, .60. 

3.67 and 3.70 re pectively). There were ariations in re p n C<> ( 1.32) that p litical factors 

had. to orne e tent (3 .20) prompted trategic move \ ithin the pa ·t five year . 

4.3.3 Con umer Research 

lnkrvi \\ t:: \ rc r que ted ti k th ituation that b st d scribed \ hen their 

or aniz ti n did a rdail n~ umcr rt:: ar h. 

th 

hm 

ur 



4.4 COMPETITIVE AD TAGE 

Respondents w re k d 1 hnt l . ll~nt they agreed with the following statements 

. nu,~, tlwir 'Ompanie · had enjoyed, as a result of adopting 

~ . l .spons ·s were hi ghly varied, which can be attributed to the 

tu t offered by the bottling companies in question. 

concerning the m 

di f'l 'I ut II lllU 

'I tbl · ~ . I : 

Ha\e an aligned retail performance measure 
1 Clear product diffeientiation 

Mean 
1.36 
2. 18 
3.00 
1.73 
3.30 
1.80 
2.10 
3.00 

1 2.40 
2.50 --

SD 
0.81 
1.99 
1.61 
1.56 
1.64 
1.62 
1.60 
1.4 1 
1.58 
1.51 

s a result of adopting the retail marketing strategy, organiLation tr ngly agreed (0.81) 

that the} commanded a bigger market hare ( 1.36) 

1 he b nling compani interviewed fair! agre d that the ommand a uccc'> ful market 

niche (- .1 ) thc.:y aL had d v I p d tr ng m rkcting abilit ( 1.73), the further had a 

r putation in pnxlu t and rvicc quality (I . ) . t b( ttlin, c mpanics hnd ncquir~d a 

trot po it ion in the market (2 . 1 0 ntl hntl an ali rncd r tail p rforrnnncc mcasur (2. 10 

r pr du t ditT rcntiati m 2. 0} 

r ult pt in I th H 

R 
th I ll i 

I. 



CHAPTER FIVE 

SUMMARY OF DI IO , ON LUSIONS AND RECOMMENDATIONS 

rh bj 

·ru 1h umm.11 of dis ·ussions, findings of the study as per the research 

. 1\l o pr s ·ntcd in this chapter are the limitations of the study, 

tions for further studies. 

fthi tudy were to establish the retail marketing strategies adopted by the 

B ttling mpanies in Kenya, to determine the factors that inOuence the choice of retail 

mark.eting trategies adopted by the bottling companie in Kenya and to determine whether 

the e trategies have given the bottling companies a competiti ve advantage. 

naly es re ealed that the retail marketing strategies, i.e. market segmentation, product 

trategies. distribution strategies pricing strategic , promotion trategie , and customer 

relationship management were generally u ed to large e tent by most b ttling companic , 

a a re ult the dynamic environment in \ hich the} arc p rating in have t a large c. tent 

pu hed them to undertake trategic mo e . i.e. the c mp tition, legal en ir nmcnt, 

hnological change , ec n m1 hift , ial hang and need for di crsifi ati n. s a 

r ult. th maj r ad antage enj y d b ' the ttling companies i th mmand I a big •l!r 

m rk t h r . foliO\\ db · str ng m rkct abilit ' and impro cd pr duct qualit and cr 1 · . 

vidt:nt th t the boulin rnpanil.: in Ken) a ha' c 

•rn nt tion 

II 

•tl 

'I 

th l 

th ir 



5.3 Conclusion 

The findings of the tu , n.:\ ~.:. kd thnt, no one company can operate without clear 

strategies on how t hi '~.: 11 .'t .lb nnd objectives. Thus it is anticipated that the study 

tht I< ttlin ompany managers in articulating retail marketing 

;tnd rctainin' retail customers. 

'I h · tu ,. "Ill I hcl u tomcrs or retailers understand the interventions companies have 

impl '111 m d in addre ing the chal lenges that affect them from both the internal and 

• t 'rnal en' i nment uch as legal factors, diversification, competition, technological 

change . ec nomic changes, social factors, environmental factors. 

ther compantes heavily benefit from the findings of the ·tudy e pecially when 

benchmarking themselves with other players in the same industry line or different indu try 

dealing with retailers in their distribution chain or in the area or strategic respon e . 

The tud) will also add value to the exi ting body ofkno\ ledge in the area of retailing. 

trategic re ponses companies should adopt in rder to gain a compctiti cad antagc. It will 

al o et foundation for cholar and re earcher " ho v i h to further under tand the 

trategie that ha e been adopted b the different compani in Ken a. 

5.4 Recommendation 

It i imp lrtantth rdi. rc ton tc that the retail c t r 1 onstmtly han •in • so fast that 

th mp nic ' ho do not inn vatc '' ith time" ill ultimncl · ll · uh tantially. It is ·m 

. Ju\\ lH ki .md 

han •c in th 

tl r 



retailer. They will be able to p ify th prices they arc willing to pay, and wait for the most 

eager sellers to respond. 

It is therefore imp rtam r l ttlin l'()mpnni 'Sin Kenya to adhere to the retail marketing 

stratcgi th s strat •gics defines the structure, direction and focus 

rives them a lead over its competitors. 

I .mtit h 1n tu 

rh broad a it covered all bottlers from soft drinks, to water to beer. For this 

r ·a · n. n t re pon es were varied hence the spiking standard deviations. Another 

limitati n of the study was the inability of the researcher to personally administer the 

que·ti nnaire due to the large geographical scope of the research, hence orne of the 

n were misunderstood by the respondents. 

The tud! also targeted to interview marketing manager or ·ale manager \ ho 

under tands the o erall business. Thus it wa time con uming a the rc carchcr had to book 

an appointment first\ ith the secretary and reque t to see the manager who might gi e you 

an appointment for another day. 

ugg tion for further studies 

hi · re ar h co cn.:d an area that wa t o broad, and hen c rcsp mscs might ha c b •n 

g~.:ncr li1.cd. l·uture rcsear h rs can fi u on one pc i fi industr · or catcgor · · nd wiH.:n.: 

po ibh.: ' ithin rca hablc gcographi al 
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APPENDICES 

Appendix 1: Letter of intro uction 

Dear Rc p<>11d ·ut 

1 ll\1 f Bu iness Administration (M.B.A.) student at the University of Nairobi. 1 

um r quired t ubmit as part of my course work assessment a research project report on "A 

urv of the adoption of retail marketing strategies by the Bottling Companies in 

Kenya". To achieve this, your organization is one of thoc::e selected for the study. I kindly 

reque t you to fill the attached questionnaire to generate data required for this study. Thi 

information will be used purely for academic purpose and your name will not be mentioned 

in the report. Findings of the study, shall upon request, be availed to you. 

Your assistance and cooperation will be highly appreciated. 

hank you in ad ance. 

D oi I h 

t.B. . tud ot- R reb r u 

Jni 

m k 



Appendix2 

QUESTIONAIRE 

SECTIONO ORMATION 

1. Name of compan '-===--------------
-----

2. Name of iut 1 vi'" ·~· ===~~-

tlt< n in the company ________________ _ 

"ncr~hip of the company using the categories below (please tick 

\.111 ') 

u Pred minantly local (51% or more) [ J 

b) Pred minantl foreign (51% or more) [ ] 

c) Balanced bet\: een foreign and local (50/50) [ ] 

mg the categories below please indicate how long your company has been m 

operation. 

1-- Years 

6-10 Years 

11-15 Years 

16 and abo e years 

[ ] 

[ ] 

[ ] 

[ ] 

6. ing the categori bel '> , plea e indicate " hich bu ine y ur company i in (The 

n \\er an b m 

arb nnh.:d 

\\ t r 

Jui 

I t:; r 

pirit 

~ in 

7. in th 

n.: than on ) 

ft Drinks [ ] 

( J 

( 1 
I I 
( I 
( ] 

l I 

I J 

u u t l ttl ) l ur 



Tetra Packs 

Others 

8. Please indicate hO\v bi 

Between I 0% an 

Betwt;eu ~ I ~ •II 

lktw · -ll I · n\1 ~ 

[ ] 
[ l Plensc tate ______ _ 

I I 
I I 
I l 
[ ] 

Q. Ple· -e indicate in the box below, how many brands does your company specialize in? 

Below-

Bet\\ een - and l 0 

tore than 10 

[ ] 

[ ] 

r J 

SECTION TWO: EXTENT OF ADOPTION OF RETAIL MARKETING STRATEGIES 

10. Please indicate to what extent your company has done in pursuit of the 

Adoption of retail marketing strategies, using a scale of 1-5 brlow, in which; 

5- To a vel) large extent. 

4- To a large extent. 

3- To orne xtent. 

... - a mall c. ·t nt. 

1-T n e. t nt. 

2 

I 1 I I 



Ix Provide products different I 'el fb 11 fit offerings [ ] [ ] [ ] [ ] [ ] 

!xi Profile customer ba ed 11 1 . It. stntu. (high, low& none) [ ] [ ] [ ] [ ] [ ] 

lxii Classify ba don · dm~; .. !\t.l ' L(:w :lr \ unaware, ready etc) [] [] [] [] [] 

lxiii Cia sify ba ·J n uiw h: 1 l 1 ~ ,-v , 0nthusia t, indifferent [] [] [] [] [] 

1~. llav diff r nt 1 1 k il1'-l'i11! i .. <ilass and PET's [ ] [ ] [ ] [ ] [ ] 

1 ~.~~~ · b1 111 I lin len ion customized to satisfy-t-he_n_e_e-ds-.J-[ -]-+-[- ] -+-[-]-+-[- ] +-[-]-1 

1: vi Cl · u p1 , lu tliO'crcntiation based on brand characteristics [ ] [ ] [ ] [ ] [ ] 

'"' 11 C mtinu 'U product innovation based on customer needs [ ] [ ] [ ] [ ] [ ] 

---------+--+--~-+-~~ 

~"'iii N " produ produced based on customers feedback [ ] [ ] [ ] [ ] [ ] 

I ix Etlicient. tle. ible and superior technical operations [ ] [ ] [ ] [ ] [ ] 

I L.:\.. Di tribute directly from the manufacturer to the retail [ ] [ ] [ ] [ ] [ ] 
1-- ._ __ _. 

1
1:\.:\i, Ha\e appointed distributors who distributes to the retail [ ] [ ] [ ] l ] [ ] 

-· -- -~ 

1:\:\ ii .. Ha\e trucks that go round selling to individual retailers [ ] l ] l ] l ] l ] 

[ l I l I l [ 1-

l ] [ ] 
:\iii J Offer low priced products with higher quality [ ) 

I -~ 
f :\iv.: Have products for different customer clusters(ba ·cd on need) [ ] 

1:\.:\.\ l Charge high price for goods with high perceived va lue -+--[ -]4--[- ] ~[-]-+-1-l -+- lT 

i'xvi l Pric and quality is maintained to lock out orne cu t mer [ ] [ ) [ ] l 1 l l 
I 

[ ] [ ] 

xvii J Have ad in print or broadca t [ ] [ ] [ } [ ] l } 

I\ viii Have point ofpurcha e di pia • [] [] ll ll [] 

i'·'ix Have billb ard l 1 l I l I I I I J 

~-+----~--~-----------------------------4--~---ll
-----~--~ 

tx.cx. Usc di play i 'n I l I l I 1 I I I I 

l'··.· i Usc lo •o nd )mb I to position their pr du ts I I I J I I I I 
1Tl 

1xxii Uses p tc nd lcafl t to n ur ( od vi ibility for thl! o. I 1 I I I I I I I I 

~xiii Crent ' r n thr u h b hu & b kl t I I I I I I I I I I 

~ iv Communi t t it u t m thr u h packn , in rt l I I I I I I 1 I I 

~xxv Advcni m nt put n th ut id \ r ofprodu t I J ( I l I I I 'I I 

~xvi li udi i u I r nl li n ( 1 I ] !I I I I ( } 

~xvii En in I tl ri m nd nt t !II(] II 111 l --;1 

~viii Gi rn I it u n 11 II IIlii] 

~xix I ni i in ~fai 1td t moti n ( I l 1 
1TT 1Tf 11T 



XC. Participates in demon tration and road . hows [ ] [ ] [ ] [ ] [ ] 

XCI. Give rebates to it cu t mer::- [ ] [ ] [ ] [ ] [ ] 

XC II. Have loyalty prog • mm~~ ith its l ustoml.!rS [ ] [ ] [ ] [ ] [ ] 
- 1-
x:ci ii arry out sal ·-. pr •,.. nuttl n \ it h ·ustorn l.!r ' [ ] [ ] [ ] [ ] [ ] 

xciv . llav · al lll .tin " "1th ( ustom ·rs [ ] [ ] [ ] [ ] [ ] 

'X ·v. I l tv · iu ·nth fl rJrn in place to its customers [ ] [ ] [ ] [ ] [ ] 

~liVi U·· I •I pl11 n t< market and sel l to its customers [ ] [ ] [ ] [ ] [ ] 

~l'\ i I u· llllil l rea h or sell to its customers [ ] [ ] [ ] [ ] [ ] 

~viii u· ·e-mail t sell its products to its customers [ ] [ ] [ ] [ ] l ] 

~ci \. C1mpany rep answering calls from customers [ ] [ ] [ ] [ ] [ ] 

c C mpan~ reps calling on customers and prospects [ ] [ 1 [ ] [ ] r 1 

ci " Participates on social corporate responsibility r ] ~ ]- t-l l I l [ ] l 

[ (j-ll 
- --

cii 1 Take pan in special events taking place in its region [ ] l ] [ ] 
I 

II. Please indicate the extent to which the following environmental factor have prompted 

your strategic mo e" ithin the Ia t five year on a cale of 1-5, in" hich ; 

--To a el) large extent. 

4- To a large e:-.tent. 

"-To me h.· t nt. 

2- To a mall . tent. 

1- 'lo n c. tent. 

[ l 

I 1 
( ] 

I 1 
( 1 
l I 
( 1 
( J 

2 

I I 
I I 
I 1 
l ] 
( ) 

( 1 
( J 

( 1 

I I 
l I 
l 1 

l I 
( l 
I 1 
( l 

l 1 

4 

I I I I 

I I l I 
I I 

l 1 l 'I 

I 1 l 1 
I l I l 
l 1 l I 
I l l 



. . 

12. Using the categories below, pl a e ti k the situation that best describes when your 

Organization did a retail n umer r", Cflr h. 

Within the la t t\ I 1 

Between 2 to ~ I l 

I I 
r J 

MPETITIVE ADVANTAGE 

l~. To what extent do you agree with the following statements concerning the Competitive 

d\aruage your company has enjoyed as a result of adopting the retail marketing 

trategy in your company? Please tick where appropriate using the categorie below 

. . 



14. To what extent .do you rat the ompctitive advantage arising out of your retail 

marketing strategy; plea u tht: , 'Ilk hdO\i to indicate. 

a) Very large t ·nt I l 

b) Latg · e- l nt I I 
11( I I 

I l 
[ j 

. . 



Appendix3 

1) Africa Spirits Ltd. 

2) Beverage rv1 c:. f k.~o n n Ltd 

3) Co a t l ottlin • L l'll'J .m Ltd. 

) 

) 1- n a ltd. 

1) ; 1 t 111 an Breweries Ltd. 

:: n:iennan o. (K) Ltd. 

') E. eel chemicals Ltd. 

Equator bottling company Ltd. 

l 0 Global Be erages Ltd. 

I I) <Jrange Park Ltd. 

12) Glaxo Smithkline Ltd. 

13) Highlands mineral water company Ltd. 

1-l) Keroche Indutries Ltd. 

15) Kenya Wine Agencies ltd. 

16) Kisii bottling company Ltd. 

17) London Distillers ltd. 

18) Miritini Ken a Ltd. 

19) Mill fruit Pr e 

_Q) 1t. Kenya B ttling mpan Ltd. 

_I air biB uling ompan Ltd. 

22) Pearly waters Ltd. 

Prcmi r l·nl Ltd . 

_ Rift V II y I ttlin' t mp ny l !d . 

. Ll 

I t 

li 


