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ABSTRACT 

Th s udy con • ul d in this r por inves iga ed the se of 

m r. gmen a ion I c merlium d lnrc;c sea) rna uf c uring 

firms in i robi \\i } he aim of g n r lising th findings ·o 

i mil r f i t·ms t.t 1·oughou Keny I . hnd n fur her • im of id n-

i f;.~ing h s c i fie s gment. on v. rinbles which i fluence h 

produc ion nd m k ing of the firm's produc and also isola ing 

he pro 1 ms encoun r d in he pr c ice of markc scgmen tion . 

To achiev 

a nd dminis ere 

h se obj c ives a qu s ionnair tns cons rue ed 

The responden s re m r~eling managers, 

product m nagcrs or any other crson con·ersant wi h he pro uc 

and marl· ing str egics in the par · cular f' rm . The respond nts 

had to r the v rious segmen ion variables in icating h ex-

tent o wld ch such ad a les in f luen e h produc and m rl· i ng 

s ra gy their firm . 

Th d ta so collected was nrlyzed by use of t les, p r-

cen ag s 

ou \lsin 

d propor ion . A furth r statis ical sL was carri d 

the L - t st "to find out wh h r he scor s for 

\ rious variables were statis ic,lly differ nt among tl 

ferent lndtstries . 

he 

d'f-

The findings obtained hus led to he follow in concl sions : 

1. Th medium and large scale manuf cturing firms in K nya seg-

ment heir markets and direct their marke ing mix a particul r 

target groups in the production nd m rketing of Lheir prodtcts . 

This is despite the lack of the us of sophisticated models as 

used in the advanced market conomics . 



2 . Th 

r 1 f't: r n 

a n d arkc r. hara c 

I .. l 

i 1 ms in i ffer n · indus 1 ic-s a1 e in f l ten •d bv 

m r tn ion ·ariablC>s clPt 111 it~ 01 th ir 1 roduc 

r· i t. i cs. 

3 . Th nlliOr JH'OO) Ill h mp I in;j h IISC Of mrtd" • s<·~m ntnt ion 

mod ls !::> h ut d v lo1 d u ur· of our mHrl~cts for t.) C'Y :1r hP.-

:-;;c . b;.· •n • i HI rc l1 ict 'on. h, ~O\' t•nm •n nne! other 

r·e 'Ill " o r. · m~'> C' h · s ms \dai · j n n ~·a~· r nrler. h 111 i nc fici n . 

t· i s in from lh~s~ find'n~s, it \•H !i r commcnrlcd ha t.hc 

ma n n;cm£>n t. of an. · f i t·m n ·ds o dj ffcren · ia c i .s o fff'r I o the 

consum • • • ,. n i r n s u h 1 e '' , y a "' .. h · s '' i 11 111 n r 1\ l h b .. j n n i n g o f 

na ::\r k t •men :.1li o n, which is impor ant for th firm's s 1 rv i ,. a 1 

i n a r; omp 1. it, i ve nvironmen 



CHAPTER 1 

I TRODUCTIO 

1 . 1 BACKGROU 'D 

s ~ m n nl.ion is vi b: m n \' mad- i n ~ t h co r i s s ~ n d 
\ 

rn l it · oncrs ns ots•· of h mo s mpor an 

1 hPo y in r c n t. i m s . . \ La;•or \\,and 'ulle:: .J.D . I1983:186), tind 

Y . ( 1 ~lA : 31 7} :unon~ o h~r~ 1:t:1 i nt :~in ha . the conccp of marl t 

~egm n at.iou i s r mo. t import.an d v ·· lopm nt and on of the most 

fttnd:Hnen t.· 1 con e pt.. of mode>rll m. rJ·cti ng prac ic Indec s 

Gr en ( 1977:61) asr.;crt.s , fe~ if any topics in mar~e ing have 

c-omrn. n e tl mor ~ t len ion thnn marl·c s gmcn t. i.o in h rcc n L 

pns . 

.lnrh•t. i ng th ori ~ s and prac i j oncrs ha\' · lon ~ renliz d 

I ha fl firm , wh h ·r rl :tling in goods or ::;en·i es mu s t formula e 

fl m. rl· 1 in.. s . r3Le ·•y hat ln.l<es into . ccount. th purc ha~ing b -

hHv.io J of tlwir c ustomers , wh her org nizR ions or indi idunl 

onsumeJ·~ . Thjs is t h . spl'ingbo<nd of he cone pl. of mark t s g-

m. n A io11 . Davis J".R . (1982:67) xpou nds on 1. his and sscr s 

nt::l rk L .1]~ for dividing th mnrl it 0 

homogeneous buyer group, and e re · in~ speci fic mnrJ· ing programs 

o mec l he ue ds of th s · ~roups. Res archers and a11lhors r i 

aJreem t.t~ over lit defini ion of marke sesm n ation . Th d fini-

t ·on b:: !cDaniel ( J 982:93} i typic .. } one brinninS out the 

S«?nt.ial «?]cments of maJ·I;; s·~mntation . II efinPs marke seg-

1 



ro " ill 0 

sc hj I 0 r d s1~nin 

J s in . ~m n d rn -

hi - . nl m . rr ·d in I, i 0 h • firm. 

rms of s •m~n j II , lh obi r:t ivc · of h 

firm . 

rot] I' (1 88:.1) 

proce s y 'hich ,iradividu( 1s nnd groups c>bl o~ita 'I at t.h y n cJ < nd 

~.·an throu~h c.r. in~ nrl n:• in 1 rorlnct ., , 111 

oth~1 .. ,. net Cn ·~· (19P.:-i: 2l li ts \d.t c;onsidC'r os 

h c 11 n i v c t· s. 1 10 n r•l t i n g f 11 n c j o n s a s : 

* F.:xch:tn .. e fun·l.ion: huyin~ .md ···llin 

* Ph~·si , 1 supply f11 cl.ion:5: tr:ln"'por :. t io nnd ~ 01 a~ · 

* Faci1ita ing f11nctiorg: finnn·ing t· i · I; l,:t J· i 11 , s rlnd a r-

d i z i 11 ~ , g r: d i n 1 1 a n d ~, h r i n g m :r r· k l. · n f o r rn :t I i o n . 

h::~s C II d fin~d hy th Am ricnn 

M la~t.ing Association ~nd exC'cut.ing 

h pr·ici11g, promo ion nnd distribu ion of id as, 

goods ,tnd tvic s o ·real. hn n isf: indi•dchral 

:-tnd or~··n· .~al iona objec · j P.S . Gi • n tlw m.trk· in" m.nage:-ment 

is h on ions •ffnr 011 0111 s \d t.h 

t.nrgc rna rl· t s, r- rt.:d n phil oso1 hi,..~ hn 'l' •ol•:c d in th hist.nr~· 

Th '··· 1J ilosophi s of mnr·k 1 ins; to gui cl mnrl· tin~ l ff,r·l 

r ,, pt·ndn t.ion conr:: pt Lhr prodt ·t '"nne pl., h s lling con-

cepL, mn t•)·l' I i g orr·· pi and It • :·w i e ,t 1 Ill'\ t•l I i ng concept . 

2 



1 . I • • n 1 

in OllC' n1 t-

'1 • h .\ o ~fni.;a -

ti nul f 1cl •ran. 

• I 1 j r· 11 • t h • I• i. 1 r. (" i or mo " ff ~-

rul r r i d J •• • h. ,, Tl ln C'OllC'Pp 

h•·n i:. t h" H i n1 w' f 111.11 kt ··"~mr 11 at ion l hi"'Ol'," I I .in-

\' I 1 \'I :;. ( II [' r • i 1\ t " 1(.'. i f i .. f 1'011}'.' u pla 1 rt · i cl-

ing 'Ill off r s pN· · rico~lly I. l'J~"' d t.o · t · p ci. 1 IH Is. 

ht· ma iot h'a~·~, of O}>f'l :1l i' 1 ·tl i ;~: !' he 

Ill:\ r}\ I, i 11 r COliC pI.. 

\\'c•nd 11 Snd l.h( J!):-G) f~r·.;t. II'' d tJ, cHI •'I' of m·1.! t•t • · In I-

at ion :'ld\'0\ll(' d l he· 110t • 111 11 ! .:1 1 .~ ' I t ! rl :n~ 

1 he I . ) .,. l . J 

l'oo t:-. i 11 I h · "tl' I" •. l h" () I' 1 cl \•: :- I I 1 H • 1 i o d ·' h • 1 t · I' • : e n 1 o 11 o f 

f:l(' I' (IJ '£'11! 'I' • 

n 1011 f rs hi r L fr m : h· rnart · t i ng c-onc-r-pt to t I 

marie sc•m n-

liou lr:1 · r_mainc·d a C:t ntr:ll t.ool of m:'lrkC'ting sLrnl .~ y up o 

h r· p r· s 1 • tim . Of cours t.lal"' ra ·tic' hns ~ '' rf'fjnc l.o 

I. \,...)oprnent"' jn t.h vine ·pcdall.· th irnpnr-L of 

computers and th c angin' c-conomic :1nd OC'mo·~raphi · tr nds . 

The d ·clopm r t ,o\·ards mar•k ·crl mcn ·" .iot1 h<\s got c 

I hre d i f r, r n t. s n ~ ~a~ h of 1d j • h I n cl rl i f f c 1' c 1 II m-

phnsis. lhr- strntr y pltl .. ll d 

3 



rl· t n or l · ff r n :l e 

er z rl 

ri u on 

Th firm it 

he s 1 1 r ng i h m 

nd m s romotion of on 

his c e choose no 0 

ur · s ha make up he m r 

n aggr g t , foe asing on \;;h, 

T . is c h r c-

1 ociuc o , m. dis-

produc fo ·1 1 uy rs . 

r co niz h 

nd in. d 

d. ff r n 

rec ts h 

is common n h n e s 

d man 

m rket 

of th rs rather h n on wh is i fferen . Tl fir "Will 

ry to sign a p oduct and marke ing pro ram which pp ls 0 

he broa s num r of buyers . 

The second 

v r i y m rketin 

ag is di f feren i d m rl ing or product 

In this case, th firm de id s o op r n 

11 segm n s of h market but designs s p r c product nd 

m rk ing progr ms for each . The s ll r pro uc s s v r 1 

produc s th t .·hibits diff rent fe ur s, s yl s, qualili s , 

izes and so on ' i th th im of off ring vari t. o buy rs rath r 

t han pp aling to iff en s gments . Th sell r hops that 

deep posi ion in different segment will streng n th firm ' s 

repu ation in its product and hence increased sal s . 

Th fin 1 s ge i concentrated mark ing or m rk segmcn-

ion . Inst a of going after a small sh r of larg m rk t 

he firm goes aft r 1 rge share of on or a f w submarl 

Ins d of pr ading i self thin in m ny parts of the market, he 

r irm co ne n rat 

few re s. 

i s r source 

The ra ionale 

to g in a good marl·ct position in 

for this is that the firm is more 

lik ly to prosp r if i d velops a marketing mi.· that satisfie a 

p r icul r s gm nt or s gmen s of a total market than if it at -

4 



mpt 0 d si n H m . to g t. i f .. vc~l'~"• n ' 

Fo · ff· iv m: rlcc t s m nt t. ion to l don I h lS n 

n ed 0 c loo c h b, sis 11p0 \'hi h s In n n t ion is 0 \rri 

out . I t,h j S t m ny v~ ria 1 s n· b t. Sit~ c I d in he con umer 

hch vi or lit.e r· • trc. \d no C 1 9 7 8 : :H !> ) divld Lh variabl in 0 

'\o>O t;rp s;- ) e firs is ~ - " nl CllS I met ri i ,. 'hi ch 

' include ciemog r; phi and socio co nomic h l < c ris ics, p r-

so etli y and lif . yl ch rae ris i s, nnd l ud nd b h \' ior 

to"· rd · mns mediA an dis ril ul.io 011 1 s . S .con 1 y, situ ion 

p ci f ic custom . r ch ract ris ics sue! as produc usag nd 11r-

ch ~ 'lt.t.crns, · t llde O'-'ards th product anci i I consumption, 

L nc. ri I. sought i11 n product catct_;ory, d any r spons · 0 

~,. pec-ific mnrl\ct ing mix variables such n· new produrl cone I t.s, 

v rti · men s and so for Lh. Bcckman(l980:123), 

Jc Pani l(I!J82 : q3) h v tende o djvide hcsc into four 

c nt gori s: 

)G ogr. pldc v~ riabl s "'hich include re~ion, ci y size, clim e, 

d nsi y c. 

(b) D mogrnphic variables "'hich are age, se·, family siz , famil • 

l'f cycl , incom , occtpa ion, duca i'on, r Ugion, r c , 

na ion. l i ty. 

(c) P·,vchogr, ph· variables su h as ocial ~1 ss, lif r-

son ll j 1 . ~·, c .c . 

( d ) B h. · .i oral v l'i bl ~, i uc 1 u i ng occasions, b n fi s, ItS r 

s ta us, 1 o. •a 1 ~· s La us , readiness stage, t i ude o~· rds 

product . 

5 



Ko 

bc lon in 

co n s ume 

rr. l < r· 

r( 1 !188: 285 fiu s he~ • fnr h-r anrl 

o \\'O bro. d ':roup · . Th ~ · r vnrinh] s 

h.trac ris ic-· compri in• t.b, g·ogrnptdc, 

s m ns 

0 

d mo"r phic 

v t' in h c:s as •'111\0H t· ~·l "d :lhn,; . }J (' ' ' It I' -

rr m ~· rn 11 s l . · ()ol · i JH~ nt con nm r ·h \rr\c-

• t i s I i s in J p nd nl . of h" p.t r i cu l . , p t·onu of i ut.er ·t . n.· 

usi ng l ,ht .1bo •c, he' .r: t.o sec "' c- h r · h s 11 s •.omf'r s • •men 

~ h O\\' j ff t• •n r pOnS s 0 b l'rO ll C • Th sc ond brond ,.. o p 

l o oks consumet· r spons s o th produc e . g bc11cf ' t.s c.·ougl 

u sc occ sions, u it.ud owards produc One t h · s gm n t. • rc 

formed on hi c SiS 1 he esc rche tries to find ouL \\h~lh r 

th 

F'o r 

iff r nt chnt·act. r · s ics are nssocin Pd \d h ·•m nt. . 

h res .He h r migh ':).mine wltc her p op) wl o '" nt 

q\1 li y ns o pos Lo low price diffC"' i n t I j r g co •• J'. ph i 

d mogr:·q>h · c nnd psychogr phi.c mal cup; , 11 ,.,j t.h he im of nilor-

iq~ ::;p c-ific m. rket.ing programs l.o ~ui p r icular s ~m n s of 

h e m rl 

Royd al(1985 : 678l outlines ' h m rl,; t s gm n n ion 

proc ess . Th first step involves dividing lh m,rk 1 

m nls and id n jf ·ing h min terms of h ir' u scri tor. 

in o s'g­

Thcse 

nrc usu lly physical charac eris ics, hnvioral characteristics 

and produc rcla char cleristics which can be us ful in 

d scribing he charact ris ics of h customC'!rs in gjve mark t 

s gment. lahajan t al(1978:388) poin out hat in i idual us rs 

of a prorlnc 

p r c f r nccs 

h ve be n found 

and choic behavior 

o di ffcr 

n t.hc marl· 

6 

in t rms of h ir 

ce . Blat erg t 



lC 1976 : 36, 1t ri n h lif nc s 'l 

S I UC [",l} rl fun Jl d i cs of h product ad its 

u r 

lc c· 1 iplor dd. c la "ill h s 11. s d in r a cr lc il 

n r 2 ar sucl as c·u ·t.om r n ci , prod c u g hr, nd 

loynl purch.as influ nc 1 i ov. t l\ ness, geo~ :-aphicnl locn-
\ 

ion , ce-o 1nt L:p • nd si~e etc . All of hes ar~ common o 

o h indu·~trial , nd co sum r marl·et . Thos p Cllinr Lo cons1m r 

m rke s r lif-:; yl•. nd oci. 1 d mo~rnphic . The selcc ion of 

mean l ng f\d d scr i p1.ors 1s h firs 1. m.<:tjor s p in he marlw scg-

m ' ' ion pro css . 

'J'hc n s tieL rmines h·het h r and ·o \,h x t.cn t 

h r are diff r nces in he ne ds or ben fits b ing so11ght by 

c ustomers in the rious segments . Th benefi s sought may vnr. 

b' us ge situation . Yonng e al(1978: 106) con end h ... t segm nta-

-tion based on benefi s esired is u ually th most meaningful 

type to use from a marke ing sLandpoint i direc 1. 

facili s product pl nning, posi ioning and ndv rLising com-

m1nica ions . 

Th final s pin the segmen1nlion p~ocess is th vnlua-

ion of h pres n d fu u r at. ra i'' ness of each s gm n 

thro gh uch measures as sal s gro\ th, compeLi jon , 

pro f i abi U y, \.-hich arc all us d o j11rlg he m rkel aLtrac iv -

n ss of e. h segm nt . Thi.· s cp 1 <1ds to Lh formula1·on of n 

marke segment ion s ratcg: h'hich p cifi s th Jloc. ion of 

resources ·cross egmen · 

7 



F l m UHlir . n, of il ' ff r n s l: \'(? n SITI~"'O \. j n 

}( !)7 1 ropo d ·o h "' 
. c 0 segme-n ion:- a priori 

no 1 II ·i ng. Gr Ptl( !l77:6l) so . cogn zcs h f1 .· i h 1 

m n t.n I i o nd t.h compo j' C<i'ffi n a ion lcs i ns in •tdd i-

. i 011 lo •he e. II hOWC\'f'! 1" s l' s ~ hf' poi h l h sc last two 

r off~hoo s of the 

I he pr io 

gmcn i ng a RJRrl 

priori nnd 1 st ring bas d approach 

lcsi~n~ rcsr>arch rs s ar 

on 1t basis of physicetl scriptors 

y 

ich 

nr of n socio-d mographi s . Th ;..• tlten coll c da a o d ter-

min• h0\'1 tl s .gments vary wi h respec to their ptrch sing be-

The survey esul s sho"' h segmen s 1 es im, ted si z and 

Lh . ir d mographics, socio-economic, psychographic nd o h r 

r 1 n cha c.eristics . 

The clus er based segmentation design groups prosp c­

tive cuslomcrs on h basis of their similarities w"th respect to 

b nefi s sought , att-itudes , lifcs ylcs a nd so on . Therefor , 

cl11s t ring b sed segm nL< tion mo els differ from Lhe a priori 

mod ls only wi h res eeL o he w y the basis of scgmcntnLion is 

s lee ed . "nder this ppro. ch , h numl r and n>e of sf'gmen s 

ar not known in advance and ar d !.ermined from he clusL rin.;t 

of responden s on their similnritics on som sclcc cd sc of 

vari les th common on s cing needs, atUtud s , 

fits sough 

lif 

o h r psychographic ch.rac ristics or h 

The las '~o designs 1 flexib] and componct tial rc r cc11 

d velo m nLs and mak 

compu r simulations . 

·tensive US Of S atisticrl m hodR 

For he fl .. ·iblc segmen ation design , 

8 



con h PI ori in \'1lCh lh !::; gm n '\ r rm111 d 

h of I h 110. and h clus. r-t- s d in \._"hi r. l l 

scl c d s g 0 on h r "l 1 of h c 1 u.-;l ri.ng 

n. 1 ,. . 
s; s "m n :\ ion mod~l ('lfff""rs n dvn. rnic ap-

p 0 c 0 h m on l t•oh l m. s i. g hi-; J pronch 1 on nn 

d " lop and 1 r number of al •rna t i e m n s, ch 

ompo of thos on·um s or or~anizn ions e. ·J ibi . in <\ imilnr 

pn ru of r 0 n " roduc.s . 

Tlc ompon n inl s ~men a ion desi n shifts the mp nsis of 

the s gm n a ion mo 1 from he par i ioning of m rkct. o he 

predic ion of whn p rson type as describ d by par iculnr s 

of demo raphic and o her psychogra hie nt ribul 

mos r spons i v to \ h ich ver ~P of produc f 

1 vcls , 

ur . 

hill b 

In his, 

h rc•· rch<'r ·s jnl:. r stcd in de loping, in acldi ion to 

parnm r val ucs for he product s j mul i 1 p ram cr valu s for 

v" r i Oil'"" r spon n ch r. 

and so on . 

cris ics e . g d mogr·pl ic, produc 

1 . 11 Some Pract'cal Examples of Marke t Segmentation: 

g 

i h n • s L \1 d i 's i n t h i s are a h"' v 'be n c;:u~rj d ou in he 

UnH d S s an o h r coun ries . 

s ~m 

ampl 

n ion is a practical cone p 

show . 

9 

Indic ions ::u~c t.ha m rl 

h r s h follo,..,ing 



(. ) G o r phic S g en a ion: 

co ff 

f l<t \ '0 s 

m, 1f urin C s ls i s coff 

rP-ctio 11 ·. Th ·off is fl , vor 

\o.' h , n in h E s 

d l o nl 

n:1 i nall: h 

ron; l in the 

mnn.g rs J\ so\lp c:ompnn: has nl ~ o . 1 po 1 

;lnd ~ h· n h m btuJ f'l s o nclnp 

t.io ns to loc, 1 c ondil ion!, . 

h c-:omp, n ·' s product s nnd promo-

Demogr phic S gm n tion: 

{ j Age nd life cycl sage: 

* A oy m nufacturer discovered Lh. L consumer w n s and 

c ap c i i s change wi h age and erefor design d d' ff r nL Loys 

for ba i as th y mo\ through he vAr'ous sLAg s (rom hree 

months o on yc r . The same has alRo een don for dog foods . 

* Indivi uals und r sixle n y ars do no repr sent a mnrk for 

a o mo j 1 s · nd ld rly a ults are not. considered a mn.jor consum ­

i n g ~ roup for a hletic qtipment . 

(c ) Psychographic Segme n tation: 

( i ) Soc'al class :- the soci·l class has as rong influ nc on h 

rson's preferenc s in cars, cloth'n 

s o for h . 

s oc ial classes . 

r~ ers design product 

lcisur c iviti and 

nd s rvic . s for sp cjf'c 

( ii) Lifestyles:- peopl s' int res in v rious good · is i -

fluence by their l'fcstyl s nd h goods hey consum cxpr ss 

Lheir lifestyle. 

10 



0 h'Om n' c lothinn ar i n · n d iff I' · M nufn 

clo h s f o i lh "1 L · 11 "'om n'', h ·fa hi on t 1 \o:'Om, 11"' , nd t h 

"m nly wo mln". 

Ci~n rC"t • or. > HII \'lopi ng lrn ,J s for l c "cl f i 1 n I. 

, mokr- 1"' th " c· tfll ·m I r" .nd h< " c nr f•:l smol 

(d) B h viora.l S gm n a ion: 

( i) Oc sions:- nir . t·n • 1 · s t.ri~~ r d b:· oc :1 ion · r lottl'd o 

h u si n S !'> , ·nca ion, or family. 

s g mcu n ion . 

Ch:.tr e r i rl i IIC!S u c is form of 

( i i ) B n e f i s : - Y, r h~ 1 o \' i c h in h i s s lu y o f t h w ch in us ry 

f o un t.ha 23 perc n bough l for 1 owes t pri c , I G p rc n for 

dur hili y and~ n ral product qnnlity, :n perccn as symbols of 

~ om lmporLan occn ion . As a result, the US 'rime Company mnd 

d par ure from he rad i ion l appro;lclt to wa rh making con -

c entrnLing on the first wo b n fi s ( low price and urabjli y) 

n n s •]ling hrou~h mass merchandisers. 

Othe-r c .·ampl s cnn also b cited . 

~X<tmpl e , h \o]J!-',_.agcn and rc d 7. m. 

Lh i r JH odu s o specific marl·e s \d I 

I was a succc-ss . ory . 

In lh auto induR ry for 

ttf, c ur rs I nvP. I nrgc-L 

div~rs n ds . In he 

case of h Volkswagen, i is ai]or d o h economy mind d p r-

so n \vh o ,,, n s ·ehicle for i s func ional valn ns oppos d o 

l. h e lc rc d z consumer ' ho is usually \'' 11 of r nd buys the 

v h ic l no for its functionality onl: b11t :1lso for i s s a us 

n hanc i g ·alne . 

wh . h e r for the 

The same applies o raud d constm r 

consumer or indus ri ttl m rJ · s. 

produc1.s 

From t. h 

1 1 



si s b.· wn.· 0 nnu f c t I I mo t i- h 

1 i omp\1 rs LO 0 pl \' rs· ion hn· h en 

pr:c ic d to tl 'n ·im11m SJ 
. 
. 11. he ''1C rn onomi~ 111 

\"h r b tn s ore ·~r ,. mp tit i , 

1.12 Conclusion : 

; ft. r s ablishing h m rl·e ing o .i ctiv s one of h 

prim rv fan tions of m rkc ing managers is to d fin heir argc 

m rl\ s . Scgmcn .ntion aids manag~rs in Rclec in~ markctin' nr-

g<"' s bcc~Hs it in"olv s he e:amin~ ion of various po en ial 

c ustom r profit:. and marl<t' share oppor unit i s . I 

m rk t.in~ managers o ncc11rat ly define tnrg consumers ano z ro 

in on unncrstanuing he n C' e d 0 f :t S p ' C i f i C g r 0 II r n d d \' i S i n g 

mn rk t j ng programs for he un iqu _ groups . In l h 1 on g l'U n , s 

m n a ion tllows mnnn~ mcnt o ident.:i fy i t.s bcs profi oppor-

Lu i ics aud rcsul Is in a more efficient. fllloc.'lt ion of resourc s 

sine h firm h'i lJ d · VO e j s limi d r sourc s o th most 

profit.a 1 m rket scgm nts the firm in ends · o purs11 . 

J 2 



.2 ST TY.;.1E T OF 'TIIF. ROBLEI 

Th 

c p• u d fr m 

poa·t n I s 

1 IC J• r Ill 

nt ,, . . 

l. m rs 

0 

11 t odn:' · ... 

1 II lr- I -

or. a· im-

\' n-

· ironmrr t. It p m:ti11 cl'm nsio l::> "'I r i:-sl]y ns ''l'I ( r ; in!': o h 

I s pl"l t.ic~ l.;il ity in 

he fld '."lncc-d m. rh'! c• onornic hAs n ~o h~cn dnnon•..;t rnled by 

f' e. ampl s ril ,J abo· lt. 11s f••ln :-;·..; is nl!:O o t in dis pu 

as :xpJaiJ r] aho 

one nn t hrn Kondrr :'\I the prnc ic 1 

n p p 1 i c ~ i o n o f l h i s c o n c C' p C' s p C' c i a l l :.· i n I h C" l o n ] s tl n g : he-

prArUrn jli. ~· o f idr-nt.ifying nnd sr!jm n ing am rl·,.,t, 

m 11 l n t, i o n \': 1 r i. n I 1 1 · !-; 11 s rl and 

so forth . Thi!; is lh first I•rnloJ m ''hich mot i :n t~d th r-

s arch c r !.1 u nrl <' l n l\ 

medium And lnrg .- a 1 mnuufac uring firms ~"'Spc-'r-jnll: in h c-o n-

ntm r goons i 11d1tstri s i11 he co unt.t'Y nctunlly prac ic marl ct 

segm n L ion ns Jonc :in the ach:anc d rna rke t cC'o11om i cs . No st, q ly 

hat I lmO\o.' of has ben unu rial en in Ll•i~ . rcn lo nlJ~· an ·o 

the curr nt. .tudy js jn nded to fill Lhis·voicl . 

Giv n he adv. need nFtltrr of l.hc- rnarl·~t ~onomics ' OIHrl l s 

as compfl red to 011 rs in h~ n ·eloping io r 1 d, i L is doubt f11l 

' It th r h oncc1 t of m .t I ·l •, c ~ nw ul :1 I i <an hi:.! r ·1c t. i rl in 

l.he sr~m~ way a~ don c1:.::·,,1Pt·c· \'ithonl somr' 111 difi.c:l ion . Gi\·cn 

h differ n lu1c I·...; rouu I!', •.,; rtt tur<> of 0\.ll' 

r:>conomics, low J r:>\' •1 s of "due a I. i 011 1 Oh i ncon,('S; h r -

1 ~· 



search r hi hlv oubts h her som of he se men a ion vari bles 

lik l'f ·lc nd oc1 1 cl·ss o name but 0 used in these 

c-onomie would n u lly make sense ·n our con ex . 

Fin lly, is evid nt from these economies' experi nee 

ha as he conom: comes mor open, as trad becomes more 

lib ral ized, as he mark 1lace becomes mor sophis ica ed, com-

p t i i . pr SSill'C is hrou ... h 0 cnr on th firm 0 someho\\ dif-

fer nt i. it.s 0 fet· from the comp I . i ors 
' 

henc he n ed to • 

se '" nt the marl·et . Th ~·pic 1 Kenrnn firm is alrendy in his 

si uation given h ,,•id ning of their marke s due 0 l c es b-

lishment of th PTA nd the lib raliza io of th economy as 

sp llerl out in th policy documen s among o her m asures. Th r -

for , a s udy on the use of market segm ntation by Kenyan 

manufacturing firms is most appropria e at:. Lhis poin in jmc . 

Th issnes raised above motivat d this study an i is on 

h b s · s of th s that the following obj c ivcs of the ..,tudy 

'"er formulat d . 

1.3 OBJECTIVES OF THE STUDY 

1 . (a) To find out whe h rand ho'" Kenya's medium and 1 rge 

scale manufacturing firms segm nt th ir m rk s . 

(b) If segmentation is not practiced, find out the r asons 

why a nd he alternative str tegies used . 

14 



2. If pt c . c 

f.' c1 ou 

(b) f i l d Oll 

h mn1 m hods nd -~mna · ion •ati.bls 1sd 

h r •sons \\h.' hi's latticulnr m hods nd 

v. rin les ar us d in th K n. n con 

1. ItPORTA CE OF THE STUDY 

1. Th . importanc of marke segmentation as a mark ting s r. gy 

c nno 0\' r mph siz d in od,y's compe ivc marketing n-

vironm nL. I i here fore surprising ha very li tle att n ion 

h s b - n irec d to this area in the past. Wi h his in mind, 

this xploratory s udy is aimed at arousing h int rest of the 

cad m'cs who will hopefully dir c their attention to more 

sp cif'c aspects of this topic in f1 ure . These specific areas 

\ ill b pointed ou und r th section on ir c ion for furth r 

r s a ch . 

2. Th s dy also aims at creating a' ar n ss in th m rk t rs in 

he manufacturing firms sample an al o others who c n th n 

find OliL about he merits of marlet segmenL~tion and usc it so as 

o g. in h competi iv dge over comp~ti ors. 

3. The f'ndings conclusions and recommendations f om his s u . , 

it is hoped will also be of grea u to h bu .. in ss commuu y 

in g n - ral who will learn the benefi s of mnrl scgm ntation 

an recognize it as a viable compcti v ool. 

15 



CHAPTER TWO 

LITERATURE REVIEW 

2 . 1 INTRODUCTION 

2. 11 

Unl i k som oth r concepts in marl· i ng h o r·y, manv au hors 

are in agr ment s far a he defini ion of m rl egm nt tion 

is concern d. B ckm n al (1982) dcfin s m.rl· t segm n ion 

as h process of di ·iding the ot,, l mark into several 

homogeneous groups wi t.h similar i ntex ests in a par icul r product 

or servi cat gory. Ko ler( 1967) ot1 the o th r hand ass rts th t 

segmentaUon m ans dividing a marl· n o m anin;ful buyer groups 

-wiLh he purpos of d t rmining diff rcn s mong buyers which 

may b consequ n iAl in choosing among them or m rl cLing to th m. 

Basically, th s d fini ions are id ntic 1 and it is for this 

purpos th d fj n i ion .fcDan i 1 ( l 982: 9•1) is Lhe \"orking 

defini ion for hi study as it brings o11t h m in issues more 

cl arly . ccor i g o him marke s gm n t.i on is h process of 

dividing a h t rog~neous marl· L in o ~ gm n s v.·h·cl ar identifi-

able for the p1rpos of d signing marke ing mi. · to meet the 

nee s of con urn rs in s gmcnts aLLrac iv Lo h firm . 

16 



2. 2 Mark 

It is n ce,·r-; ry 0 d's in~ ti sh h s \1:0 terms t•h i h r of-

~~~ d s:nonymo\1 ·I y i I p ac ce h II l'l 0 ousl · as h r 

not s.·non' mous . As shoht • bov ffit rl·r ... ~ m 11 ,, ion i pr i-

en ed u on c.·nmini _.a market on on or Sl:'' r,l t•''- ria and th n 

designin!: a marl·et in~ mi.· 0 r· n h t,h. t.. rg marie L . 

Wind(1978:317) vi w I m rkeL segm n n ion as on of ll ma.jor 

~·ays of op ration ;,tlizlng he murl eU11g c:ot1C p segm nL;\-

lion is IS marlr oricn d ~ r gy . 

1c Dan j e l ( 1 9 8 2 ) , r l e r ( 1 9 8 8 ) a s . r• t. I h t 1 rod u c L d i f f t• n -

iation has a di ff rent concep n:d b. sis. Th major objec ivc 

here is o distinguish one firm's pro uc from ano hers' . Th 

bases for product diff ren i tion ar tSU 11) brand name, minor 

ingre i nts or produc fe ure varia ions und pacl· ging . Pro mo -

tion is the main tay of pro uct diff renUa. ion . In a nutsh 11 

th n, product different.io. ion begins with he pr·o uct and asks : 

"Hot.; can we mal· this one differen from ll ll rest?'' farke 

s gmen ation on h o h r hand begins h'itl he o l marke and 

asks: "What are th ch ra teris ics of ov rall nd hot-1 can 

meaningful segm nts be reached?" Marl e ~egm n io then goes 

much deeper than pro uct differ ntia ion . 

17 



2 . 2 RATIONALE FOR fARKET 

2 . 21 Impor nee of Markc ion 

s . I ed i 11 t h ound, h c one p of mn k s m n n-

ion h grown i impo t. nee sil ce pion ring articl 

d 11 Smi h(1956:3) and as judge by he rolif ra . ion of icl s 

in his r a. 

B c km n e al. (1989), ro ler (1989) ha proposed tha 

co mpany c nnot norm lly s rv 11 the cus om rs in a bro d 

m r ke . This j s be ause ·h cus om rs may b too ntmerous, 

\d d el y s ea ercd and varie in heir bu:dng requir men s. Fur-

t h rmo r , lnhajan e al (1978:338) also c on end ha som com-

p t i o r s will be in a b tter position to serv particul r cus-

to mer s gmcn s 0 r the marl· and so ins cad of rying o satisfy 

ll co n s um rs h firm needs to iden if. the mos at rae ivc 

ma r kc s cgmcn haL i c n scr e ef fee il ·el . . 

\\' i his in min I Reynolds ( 1965: 107)' feD niel ( 1982:85) 

c.· n his further. They sta e tha given he prim. ry func ion 

' o f ma rk ing manag rs is to defin t ir lnrg L m rl aft r 

tablishing marketing objec ives, segm n tat ion will ssist t..h m n 

s lecti n g mark t targ ts because i invo}v s he - xaminn ion of 

arious poten ial ctstom rs profi an m rl sh re oppor-

b ani i s . I allows marl·e ing managers to a c cur l . ly fin ar-

con s um rs and zero in on und rs tanding he n eds of 

sp ci f ic group . Johnson (1971:13) f11r t h r sates that in he 

1 ong r un 1 se gm n a ion allows ma.nagemcn o id n ify its b s 

18 



profi I 1 or tr i i s nd I'C "l 1 s n 1:101 ffic·~~~ allocn ion 

of r otarc . . 
y n lovi h (1:161), Jol nsonf 1971l, ro le ,. I l 989 l ~ive h 

followir g "· som of 1 he "'n ys 1n "'" · ct c ffec mnrl· ·c mcnt.a-

, jon \ i 1 l h (p th firm. 1 ~ IHI h)(!,· t h ' f i :·rn lo:-

( i ) di ec t. I h • . p ro11ria amount.· of promotionnl a cr Lion and 

' the poI entia 1 1 y r·o r i c ble of I c mo c. 0 mos se ... men s 

( i i ) d ign a prod11c 1 · ne hat, trul ~- parall ls the demand of 

h m~ rke 

( iii} catch he first sign of a major rend in a s~Jft.lr changing 

ma l·e and hus give lt ime o pr pAre to Lr 1 e adn1n 

of i L. 

(iv} ~ hoos adver ising m ia more wisely and de ermine Lhc 

propor ion of Lhc budgeL that shonld be allor ed Lo each 

medium in h Ught o._f anticipate impact . 

(v ) ~orr ct the timing of adverti ing and promotion 1 efforL~ 

so haL th · y re massed in Lhe we ks, monLhs and easons 

whe selling resistance is leas and responsJv ness is 

likelv to be at its maximum. 

(vi ) und rstand otherwise seemingly me ningl ss d mogr phic mar-

kct information and apply it in scores of new and e ffective 

1 9 



Th 

p cl· s 

produc: t. 

s of ior hold in h ens of bo 

2 . 22 Som 

Gi · n the 

nd 1 so f o r:o m r i 1 

ons tm r prorlu s . 

at ions of 

for goi g, on mar b fors i • n for 

d ' ndu- r · ~ 1 

.<\SSttmi ng that 

mark t s gm n i or is ; cur -all an i ca n e fjll 11: pplied 

for all compan i " in h s.mc manner . This is no so . Resn it· e 

al(l978 :100), .feD ni 1 (1982:95) poi s 011 ha m rk segm n a-

tion incr ases certain cos s e . g th more diff rcn iated he 

prod\lcts are, t h e fewer th economies of scale and he higher he 

production and in entory costs . Gr ater prodllct variety of n 

means gr er product com lexity and h nc more problems . Dif-

ferent promotional strategies for various segments may mean 

high r romotion 1 expenditure . If diff r n dis · ribuLion ch n-

nels ar require , the cost also be higher . 

Young t al(1978 : 405) add ~hat n add'Lion 0 he abo e 1 

som marl ts m< y be too sm·tll to e segm t d on ~n economjc 1 

manner. A market may not hav enoug h distinguishing charac ris-

t'cs o be s gmen ed. In some cases he m~nager m y discov r a 

basis for segmen~alion but ma. no h a 1 to id nlify and reach 

Lh targ-t consumer or as happen in some cas s , he vy us rs may 

make up such a large proportion of h sal s volum Lha h y r 

t he only r levan arget . 

20 



Th m jori .. fnl a c. · has so b i d s . t robl m in 

mn.rk s g m n a i on. Th 10:'\ l' J· • n g m-nn ger s hould a ·oid this 

fa 11 c y b\· n ring m., rl Oflly i f i s larg no ugh 0 me 

h profi goal . This do s no mean ha the firm houl al ,,. .·s 

L· rg j s ffor to l.h bigg s mo :Hd 1 Y accessible market 

segment , h r a s on b ing I at comp t i t,o r ,,. i 11 follow he same 

kind o f logic which will m an cveryon 

grou of c us omer . 

f i ghting for the same 

Ano h r limit tion ~hi c h has com up in the highly segmen ed 

mark t s i a si u tion whereby customers have become more sensi ­

tive t o the relationship b tw en price and satisfaction in pur -

chas d cisions . In some marke s consumers are increasingly 

~ i lli ng o accep roduc s less tailore 0 heir indi idu 1 

ne d s if substitu es are available at a lower price . Resnik e 

al{ 1978:100) have ocu m nted his phenomenon and termed it coun-

tersegm nt:1tion . I is the stra · eg. of reducing the number of 

ma rke t segmenLs and according to McDaniel et al(1982 : 98) , iL is a 

probl m facing ma rk ers in some comp LiLive indus ries . IL can 

be accompl i she d by ~liminating prod 1cts that s rv specific seg ­

ments , a nd therefore rapping the s gmen or clus ring exi s ing 

s g me n t s o form other segmenLs . I is h opposi of mar i e 

segm nta ion . 
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2 .3 ARKET SEGtENTATION PR CTICE 

As m n t ion in th bncl·ground, mo·t org~niza ions follo1 

he radi l. ional s ratcgy of mark n~ r ga ion in \o."hich a singl 

brand i mnss prod t cd an m. ·s eli s i htt eci .o a ] ·trgt> group hat 

s R n 0\ 8 hnving ht> snm~ want· nnrl nP cis . ,\s comp 

ns ifi som .. mn.-1 ct. rs r~~"'ognizC"d the valu of 

ion in­

roduc 

d iffe-r n inllon-- be use of cliff rent produc, pricing, di. ribu­

Lion or promotional f ures o es abl ish t.hc sup riori y nd 

preft>rabili. y of h firm's brnnd . .1 rkct aggregr ion th n rlif­

fcr n in cs the firm's rand from all oth r brands of nn ssen-

ially similar prodnct.s .g g solin or milk . In con r."ls , 

m rl·ct gmenLaLion is inguishes among groups of cus omers and 

t heir n ds . 

( 1989:117) giv 

r th r han t.h 

mor 1 ik 1.· 0 

Lazcr and r tllcy(l08~:186); B<"clman ct al 

he rationale for using 

aggregation approach as thn 

prosper if it d elops 

marke ·egm n a ion 

Lhe orgnnizntion is 

am rk · Ling mix h L 

at is f ics some par icular segm n t or s gm n ts of a to t.nl mar-l t 

t han if i attemp s to design a mix o sntisfy cveryon . 

Inasmuch as market aggregation did work for most organ·z -

Lions for some time and still works w 11 for some od y, no 11 

marke need be segmented . Young t al (1978 : 105) pro ably give 

t he bes cri eria of when lo segment a mar~ t . Under the follow­

i ng si uations the market. should no b scgmen ed . 
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( i ) 'h n h i os. 1 ta ng o po1t"ou of i 

is 110 p 0 f 'b 

(ij) \o;hnh m k up s\t ·t n lar c prnpor ion of h 

s. 1 s ·o urn I ha th •) n r h only t ar~ 

( i · i) ' h n he hr ncl i domina t I rnnd in m. rl ct . 

If h s tttrc• ar not. pplic:n le, t ht mn l·e cnn h1 s gmc d. 

Laz<>r nnrl ull '!-' (1983 :1 871 lso give c~rt.ain c-ondi ions unde 

"'hi ch m rl scgm:--nt.al.ion sl o11ld hr. prac- ic e .g rons11m rs' en -

si i it: o cha g sin mark ting st.r;tt .;is sholld cry from one 

s gmcn I o •nolher, he po ulation of ach ~egm nt s hould be 

id n ifL lJl in rm · of m as11rnbl charac erisl.lcs and also sp -

c ia l iz d dverlising and promo ional media should be availa le so 

ha diff ren s gm n~s can be reochc efficiently . 

s will be discussed later, he marl e er h s number of 

potential bases for det rmining the mosL appropriate market 

rna c hing strategy e . g geographic, demographic, prod 1ct at ribu es 

and psychographic bases are ofLcn utilized in converting 

heterogen ous markets in o sp cific segm nLs th L serv as marl et 

Largets for t he consume~ oriented maxket r . multistage d ci-

s ion proc ss s then follow•d to . gm n the mark 

J\otle r(1989:28l) advocates t.hree s .gc~~ viz. s11r•cy st.- 1 , 

.na lysis s ge and the rofiling stngc . 

sugges ~ · five st. ge d cis ion procc · s . 

the follo~ing diagram . 
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Th d pro· • s b gi s ~~~ n .a fi m s ks chnrnc ris-

of a s lw • • - t h. 

cln i fy t.h m inl.o mad~ s gm"n s . grn<-n' .'). t ·on b ... s~ .. hollld 

, l c t rl • o I hll I ach s gm . nt Oil , illS us om rs ,,·ho res1 ond 

si mila r-ly to sp ific mark t.in ... mix al crn;'lU · s . 

One s gmc:>n1s have· been id ·ntified, he marl· t:cr s hould see k 

lo unrLrst.:tnd th c11 ·t.om r in each s gm n . The st:>gm nl.l\l , ion 

bas-s p rovi l~ some in"'ight into th nat.ure of cus omer bu not 

~"110 11 •h for the J·inds of d cis ions hR mnrk . in~ mat :.g rs mu t. 

Th y need more pre is dc sc ript.iot s of cuslomt:>rs in or r 

lo ma e ll thr> mnrk 1.i ng o ff rs to h ir n ds . Such dr>scrip ions 

"· n xplnin h similnri ics :tmo g cu!'itom t·s \d l.hin llch s gmct t 

:ts "' 1 l ns account for iffer~nces among srgm n s . 'T'he sl t 

is Lo dcv lop profiles of Lhc ypicnl cus omer in each 

segme nt wilh regard o lifestyle paLterns, a · ti u c towards 

attribu e an bran s, brand pr ferenc s , product use produc 

hab:i s, 

o n. 

geographic location, demogr pi ic char clerjs t ics and so 



STAGE IT: 

pot ttni y •ttl 

ma r· I 

his hi r· ar 

O'P h 

II t. •\ ~i h · l 1 r h s m n 

. <'!;m t .a ion ud marl 

o pro 11 P of 

Tle 

lh IIPP" 

nnd como' 

po t. , nl i nl 

limi on lh cl mand l.t cnt n 

is 

f om a ·r· 'm 11 

h u.ln on h r·rm' mark sh·u· ·, h sal 

This lace 's mnn g men 's pr liminnry go or no-~o uP i ion 

l s pot. n i in a grn L is .·uffi -

c i nL o jus ify fur h r analysis . Some s gmen s will b 

C e>enC' 

d mnnd i 0 

to contin 1 

Oll b c. us h y r pr s n insuffici n pot. .n j · 1 

rs \\'ill b sufficien 1 • · tractive for t.h analysis 

One:<· h mnrl t. po 11Lial hns ben l'!stjm l d , t.hc shar· f 

Lho m·trl· I. tl a c n b captur y he firm musL b d tPrmilwd . 

This will cEll for an nalysis of comp titors ' posi ion in targ L 

·egm n A th s m tim , the specific mark ting sL r a .gy . n 

actic hould be igned for he sc~nlen s . Thcs wo c -

i iti s lead o he au;l~·sis of the co~ s of o r>ing l hc porn­

ial m nd in each segm nt . 

26 



1'1 i the fin ~ d hr- ir formn ion, • na 1 ,. · s, n d 

fo r a t t}Iot"h he pr cp·~ .• llol•' manng m n 0 

h~ pot .. ntia fo th ~clic.pmf"nl of onp.n,:.· go.ls -nl 

J 'l~( if:-· t. h•• rl .,. l pm nt of on • (II' nu,·c- nw.J kel D•m:-tnd 

fo t· e n~ ts ombi n d 1d t.h co··t pro.jcc ions :tr us d o de· , l"t'mine 

lh p1 n fit a 11rl r · t 11 rn 011 ll\' .·1 ffi"'ll I l nl :~n h d fr·om 

e- ach s gm n \n, anal.·si of Ill r·l< . in; · t.ra l'f !a• Llll ic · \' i 11 
,. 

d 1,•rmin he degrc of COIISist , r .. \ 'l th co l'PO l'a im gr- and . 
re1 11 at ion go;tL· n '' ] 1 :ts I h • ll n j CJ I corporn catabil' ie •· 

hat Thf'S ' • ss .• smc n s 

rn<ll1a~Pm<·n '•.; scl •c t.ion of spe if i · s •J;m n •. :1S 

2 . :'32 Bases For Scgmen i ng Consumer ~fark Ls 

Til n d o scgm nt a marJ·et, ri scs hcc:ws lh marl· L for 

\ir uall ;. ary produ L is not. an amorpho11~· m:~s. of p oplc or firms 

bu a •· t of subgro11ps 1dth diff ring n <.Is and dcsir s . 

larl" E>r long dis over d t.h ohdons fn t h. L n sin~l 

mu rl in~ mix canno charn ·teri 

t.ic~. e~nd •he Ukes en dil:;lik s nd p11r h<lsing b hnvior of a 

mark The ask confron ing th morl · t.er has h en o cvol v 

framE'' orl or some ;ujdelines ll on '"h1ch segm n. Uon is o 

do n . 

? .. 
" I 



In • n 0 

I iff 1 n . I ar (1 B :n·) 

i m1 l y el i • icl s I h 'J,I ill t I f i ·' bn· r \ i 7. • 

l II(' H • ; ( h) l' •h i j . , h • r· i o 11 , 

ru r n I ,, ·,.:c ho~r 1r h i . . ' . (' s l ~· I·· 01 r·son. 1 i I. y; I 1 , I' u rl 111 o r· 

• I •o d , f o od, (' ( (' } vol11 (' . . 
i ·h 11 •• n lrn n e ul 9S!l:91) m t·g~ . h 1 a.· t 

1' 0 t 0 l ·nd i ng \ .. i h [) mo :'\pi i c , r,,..o 'r:t phi c: , 

:-.. , . .., _ ho~r·q • hi c nnd Dt n(•fi t, S ~m n . a . ion bas . 

P rh p · th s cla~sifir; nl.ion js lJy :otl r (l!lR9:286) · nd 

L:1zer and C.ull,..y (1923:192). Tt ese a rt.hors m.'ll' an a mp 1 

t ho ug h mucl rnorC' 1 arly in Koller ( 988) t:o ui · id th v. ri bles 

i n o \,!0 broad gronps . Th · s arc consumr>r har .. \C ris ics like 

ge o g raphi demographic and p · ychographi c vnri ·thl s nncl consumer 

res p on s t.o t.h pt·odnc such as br.:n f i t.s so11ght 1 usc> ocrasjo ns 

an d l> rnn J loyal t. i c · . 

2R 



Two 

I 
~---------- -------------1 
I 1 

on 101 C 
I 
I 

~-------- ______________ J 

;---- ---- ,---- ---, 
I 

I 
' I • 

I I 

f. co r I Demo I p ·cho 1 

I 
. I 

J hi e 
I I 

I graph:c I :grnphi 
I • I 
I I I I ._ _____ J 
L-------~ ~-------J 

( Adapt.e fr-om Kotler (1989:286) 

. CO SUMER CHARACTERISTICS 

(1) Geographic Segmentation: 

~--------- ! _________ _ 
I 

I 

ons tm r R spo 1s~ 
I 
I 

----------1---------· 

L ] I ___ l ___ , 
1- - -- ! :- --i I -- - -- ·: I I 

I I 1 : I 1 I 
I 0 C:\ I I ncn I sa"'e : ~ t i II 
I ! : j I 

• I I f. : I 
""1 on : 1 1. s. 1 

I I I 
I : I 

L ____ J L---- ------~ --------

This calls for di iding the marl ill o diffcr~nt ~eogt'aphi-

cal uni s such as nations, regions, provinc s ot 

In a coun ry 'iLh div rse geographical charact risLics, h firm 

can decide to oper t in one or a f w g ogr. phic ar as or opcrnL 

i n 11 bu pay at en Lion 0 vnri tion in g ogr ph · c needs an 

preferences . It will for example h ·possi b 1 t.o pro due 

prod 1ct suiting say I. h > ho and rlry conrH ions in a par icll1 n 

r gion . De pen ing on h ompe · i Liv ness of a par · i H)a.r 

produc L, i may b possiLlc 0 subdivide a it.y into d i r r t• II 

Jeogra hical rca so as to r ch por i 11lar s gm . n s . 
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G 0 r hie •m n t ~ ior n 0 h ld s s s for s ~-

m,.. at. in~ 0 • rnl For r id :l loc ion ~j hin 

.. og phic :tn in pot n q o•raph·~ r1a 1 e.g arb , 

d 't> 1 1 " 1' m ~ lw 1 j .lc flf' d fot· n u t,omoh i 1 . I~. n th i ,. 1'111'8 1 

( I IIli (> l'p:l .x . r.J imnle wjl} h. \.' f" f'ff fot .: nmp 1 in \' ry ho 

arrn~ prod11C' s botagh :lt" such . cooljns fan · , C( ld dr ul·s, 

r I i m:1 rns of lo' hin~ 111r-

!2 ) Demogr phic Segmen ation: 

Unrl r mo~r.phic s gmPntaLion 1 he m:-trl eL i::. eli ··ned in o 

.;ro11ps 0 11 lh• bnsis of d mogr phi v.rin lr·s su h as ·""" 1 
. 

• I 

family si~r> 1 f and 1 y 1 i. r c c :> ·1 i ncom~ I o cuptl ion clue. i or 

reliJ ion 1 n.nd na i on;:\l j ~· . S ud i s carr icd 011 by Gr n 

'1 977:62), Clayc.mp nl (1968::l90), Frnnk c1. al (19721 m,in nin 

h;:,. d mo rrnphic s gm nt .a iot1 is ;:,.mong h rnosl. popul.'le s gm nt.a-

ion bas j · • Kotler (1967:73} asser s lha thcs or most com-

mo nly us •d b0c 11s~ the. hav pro d o h good pr jct.ors of dif-

f r ntial htyer r spons 'hereas in some cases thy ~r us db-

·, use hey are ·he only v rlabl · s for \,•hic:h .data l s sily avail-

tblc . Beckman e al ( 1982: HI) suppor s Ko 1 r ( 1967) by givi ng 

the re sons as: - he ns to id ntify n me sur 1 the f. ct th t 

hese varia les rr associ ed w'th the sal of many producLs and 

se r ic s and also bPcaus they r typic. lly r fcrred o in 

descrl j ng h aurliences of • dver ising m din so ha m eli 

buye r s nnci o hers can : sily in oint th~ cicsircd m~l'l· rgc . 
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For h ·c r ·on , i a·: o look h 0 ·ari -

a h 1 tt tu·n. 

In) Age .nrl Life Cycl 

Th i mport.:Jflce of th s !:; d H' t.o lh fn c t. 

month old infan1 di rr r. f om n 11•'''1 ·-bort on t nd bo h cl' ff r 

from olci r childr nand adults in hPir ne •ds and d sit·cs . In 
' 

h snm • in , tho~ 1111d r :-.b. t. ·en do 11 0 rcpresr•n tl m r·l e for 

11 1 omo il sand cl ll<~ r-ly adults arc 110l considc rcd a major· con urn-

ing gro u for al.hl t.ic quipmcn t . 

The family U f • cycle J s the proc ss o f famil. · form;ll.ion, 

d vclopm nt nd dis~olution . Usjng his co ne p , th m,.11•kct.ing 

planne r comlJin s l.he (amil: h ract rislics of ag , marital 

sta us , pr ·sen or absence of c hildren, and ag ~s of children in 
-dc v •lop jng the rnnrk ing strategy. 

The f a rn i ly 1 i fr cycle stage is impor .m b flit'" Lh n ctls 

a 1d h purch s cap. bil i ty c l ang .s s t,h f mi ly d vclops nnd 

mat res . ThHs, nctvly '" ds \\'ill havt " I' a d m:tncl for hom -mnl ing 

produc s such as furniture, tcl \'ision s t s· nd o h · r consum r 

durable products . Com the cld 1 dr n and t h i r n · d · a r • · .· pand d 

o include i ems such ::~s b:>ihy co s , b. br \\~ 11< rs , hy food s and 

so on . The se n ds of f ami 1 y c: h n n rl cons · n l y h rough o u l h · 

fa mily life cycle . 

:n 



Howe • r, ''i h r c r olog i nl d • 1n • m n an h nl h n"· tr -

n ss, d 1 i f c:y ) h:\\' hncom t r i k: v. 1 i. bl s to u · 

' o lcr ( 1988:288) r::i s ud:-· and ·on ·l11 Jr. 

oor p r rli .o l of lh• timin:; of if \' II t 

I . I a_.e h s hPcom 

1s w 11 as a voor 

_H' di l.or o f a p·r~on''-; h ,t] h, \\0 ·I • lulu , f. ru i l . • s • at 11 s , .lll d 

her for o f o pe son ' 

PXamp] e 'P b. v nnd l i 1 

inl. r sl s , pr o r.11p 1, ions ·•nrl needs . For 

th 

iO y ar old in •t •It• lc·h. it·, and t.h" 70 .· ar· old on he · nnis 

ro u r Th0r arr>, J~o 3. y nr olds s ndi11• chil r n to coll g 

nnd 35 yea r olds r ar~ni shit g th~ nurs ry- for· n ". horns . 

( b) Sex 

One of he old s s gmrnta ion has s is s s gment:1 ion 

Khich has long c n us in clo hing, h: i rcnr prod tc s cosmel · cs 

.nd ma;azines . Inn troducts nrc s .· !';pc ific. and so segm-n 

ion on the basis of se . ~ com "' ra her eaJ.>i ly o th ma I·e er . 

The chnlleng con f ron ing th marl- cr of an: roduc t is to 

L·kr a van age of s ~ gmen a jon . Th e.· .'lmpl g i v by m ny 

,11t.hors is hn of h cig rc tc mnrJ·c t '"'h r s cific brands 

h:tve be n in rodt~c d j n th t•v lop d rnarJ,.t: conorni 

propria flavor, pact. ging It advertising I s t.o reinforce the 

,. 1 van g uder j rnRge . Th au to indus t.r;; is also l - inning to be 

r s o n s i Lo 0 h sex Trndltionnllr, c. rs "' r design d to 

;spp a l pr · marily 0 mnl s ut. th gro~>ing jmpor Rnc of the 

f male market s gm n ha s 1 d om manu f.'\c u re r- lo incorporate 

fc:- 11r s a tracti o women .g small and slim looking cars. 
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(c) Income-: 

f II 'i J' \tc } ] ; • a 1 Pl'O uc a1 d S ri s s 111 i or 

by in om i a Ion~-- nn in~ 1 rn lie 

• t ., u . 

i.n li f . In ·om a consum t•-clc• s I ive vari. bl.- h. s <· in 

probl m,.,. Lnz~r nncl ttll . ( 1 !IR3: no l co r end hat b ·for· '\ 

~ 

market. r ctw u" i ncom as a s gment:tl, ion base 1 four niC'as••r m n 

i SSII S IIIIlS t b~ t·c~ol • c):­
\ 

shoHld i ur·om • he m,. ... stl t·ed pf>r ·api l.:t 1 

I' d I ~ t•m i r-d l . 

p r r r: i vf> I' 1 pr 

hous~lo ld, pe f.mi1~ or p . r· sp nrling unit.? 

( i j ) "(! nt\1 s d rmine th mos npproprint ype o f i n o me for 

t. h analysis . For .·ample s hould · hr- con umers ' gross incom , 

d i po able income or cli cr lionarr income c us d for h 

an ly ·is? 

(iii) l.h na ure and ext.en of Lhe rc l a tionsh i p b v. en i ncom , 

'"eal Lh, cr di po enti 1 and co sumers ' nbili y an \d llingncss 

o buy should be eslablish d . 

(i v) incom d ermin~tion may n ail analyzing national or 

r gionHl differe ccs in i1come 1 vels dis ·ribulion nnd purchas-

ing pose 

In h lighL of lhe foregoing, rou r ( 1 9R9 : 289) I Frank 

al ( 19!iR : 276) argue tha · income \.-i 11 n o n c ssari] .· p edic Lh 

h s t cos tom rs for a ~ i ven product . I 11 ncld i t. ion ~ i v n h om-

plexi ~' of human natur and the div r s lnyin~ mot. i s 1 on can-

not lcarly s y which 1 roduc · is for ,.-hich inco m ~roups . 
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ol m·•r 96 : 17 HI 1\ I :is 

ci i S t • ll C h w ll l h "uno r 1 1 r i · i 1 •m nl · II d 

O Y C' r pJ l :· m nl.s of c>ach so ial bu in •n-

c l u · i •e h u •• m mhr:>r < f onr. s gm ·nl. 1;ill p11r h.tR n highly 

r r ic rl o r 10\d~· pric~d pr 11c l rkpcn i ng on l.h i r rno I i v.\ l ion n 

tnc l i n . ion~. 

' 

Demographic S~gmen a ion: 

St c h ol ( 19?.7) c;ont. nds no firm ,< gm i s 

he h sis of on~ \':-triable h11t 1dll mor 

o f ten .han no s gmcnL ~ mnr~e omhi r ins; 1\0 or mor 

d mog rnphi c ari blC"!>.. Fo t· x mp 1.., a ~e n11d i ncom<' comb· ra• h •. 

be n u s d t.o s "m n o h nl·'s re .'lil c us om rs. ,\rt x, ir come 

c-. n :11 so comh i n(.!l"l l.o rri\'e a Lh pnrt i c ular gm nts of in-

e rc- s for a r rlnin product . It ir~ v ry impor nL for h 

marl,c l.('>r I o id nl if~· t.h combination of vAria 1 s r 1 vunl, o hls 

<? caus his will influ nc l is produc off·r 

. nd commJnic tjon rnL . 

I 3 ) ion: 

Th is J . ano her impor ant cl .~ifi n i on of h s dm ion 

,., r j a bl c~ IS d m:lrk crs . Ps: · to•r. phi r f r to th h -

havio ral profiles of rliff r n . consum t s . Th· pr·of'l s re 

.; n r a ll ~- cl v lop rl from q11nn ~ it:d i · res , r hy aski s on-

s um r for their a;;r m nt.. or di . g rc . m n \oJ i h s v r l hundred 

.l.Htcrn n s d aling wi 1l l.hc AC l.i Vi i s, in res s nnd opinions . 

31 



Th ·e J ov .uc h scrip 1t • 1 marl.e 

,. c r nd 1 I 0 i i o r m k r g h im·1g 

of It• • IIJ If), ' ltlCI t ~ l 1'0( II • I ( r r . r i ng ,, . t I h . 'P f on-

:sumer n~·n 

mer 

ion , 

1'' od ll r I . 

b n U!-: d 

md d mo•• r:lph i . ~g-

dj ionn 11.' as . h hw· ' fol' Regmcn 

h·tv long t·ecogni~ u h · nnNl for~ full r 1 mor 

l i fr ) '} porrni sofcons11mcr· for usC' in dl''tlo>int; thir 

mark ing p ogntns . • lcD.niel (1982:9i) ns· r s lt1 d mo«>r., phics 

pro \id l.h • sl\<. let.on, bu p:-;~· h ·• :.phi cs add.; h • meat to he 

bon · s . mong hr:! ps: hograpl i cs ar soml"' sp c if i c ·nr · a les sllch 

s socia l c]a·s, llf'!'· .·le rn person:tlit.v. 

(a) Social Class: 

To a c r 111 in .· cnt. all h\lm::tn soci i s c. hihi so me 

m asur s of so ial Rt.r, t.ific11t ion, h mosL common manif sLa ion 

o f t ltis being sor.ial ·lasses . are r 1 n t. i ·e 1 y homogen ous 

hiernrchically or-, nd enduring div' sions i soci t.y, \.:hich nr 

er d and whol::ie m mb 1s share similnr v;:t]u s, in cr sts and be -

h v ior . Social classes ha e n numb r of char c r is ics e . g per­

so n s with in each soci 1 cl ss tend o b hav more · 1 il· than per-

sons from wo diff rent social classes; persons nr p rc ived s 

occupy ing inferior or !-:Up rior posi ions accordin o heir so -

ri 1 class; t.hird, p . r son ; s soc 1 a 1 c 1 o · s i · i n d i c- a c• by num-

her of varia.bl s s11 ·} as income, l.: 1 th 1 du . ion and ol ue 

oricn ::t ion ra h r hnn y .. sin~lc \'ariAblc; at1 ) s ly, in-

clivicl uals can rnov from one ·ocinl class o ano her in ci her 
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d.ir·r t i 
. heir· 1 · fe irn St uti ol ( ~ 3:265) " Ill n I II 

id n . r . rl .tnc cl • r1 n h of . cvC'n m.tjol' 

AmPr < nn oci. cl Th \II( I'P \ }Jl I 1 p rcront), 

WC' t• Pi' rs ( 2 pc 1·cp n ) I PI'• I .liddl b ( l 2 l' r·c. rn ) I .ti ddl . 
C l:l.s ( 3 1 pro r·. 111 ) \,' r·l · iII'"' C'l a . (: 8 pt rcr>Jt t 111 ( I.O\\'" r LOI•' rs ( i 

pc~rc H ) • 

Socinl clrt ss is important n marl l.(• r h c~l\tse di ff ren 

social c) ss s show dislinc prod 1c and brand preferences in 

s 1c h ar as as · lothin~, home furnishings, isnrc .c iYilies and 

automobil s . Th social class d i r r 1 in their m dia 

pref r nc s, language diff rences, education, t. \ste·, and so on . 

Many firms u sign rn liC Rnd/or crvic s for sprcific social 

class s building in hos f a ur s t ha npp al 0 ar~ L social 

class . 

(b) Lifes yle: 

A p rson's Uf•sLyle i. !.he pro':; p·1L rn of Jiving in 

he 1.rorld as sc in th_ person's acti\·i .l• ·-~. in rests and 

opinions . Li f s vl portrays he person h • in cracts 1d th his 

en ·i ronment . I r fl c s bryond h p r•bn ' s soci. 1 ·lass on the 

one hand End his •rsonali y on t.he o h r . P·orl s' in r sts in 

various good s is in f1ttenc d y th i r 1 i fcs ylc and lu: goods th y 

consw11e expr ss h jr lif st. ~· ]e . Tod 'lY ' s mnrk t r s <1r·c l ncrcas-

j ngl · s gm nt. i ng I. heir. m. rl·0 s by consumer l i fe>s :1 espC'c lull y 

t.hr mak r · of cosmct ics, nlcoholic t,c,• t'agcs, f 11 rrli u r c n r e a 11 

s· king o por unili sin lif st,le s gmcn a ion . 
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( c , .. : 
Ett h p ~Oil is II i 1" . an J hi "' . 1 1 flu n hi 0 h r 

hu. · in b Ko t. l er ( 1 9 8:18:J) ( p r·so s h 

p r· on ' s listir~ui hing l s~·cho 1 otj i chnr ~ r r i ill 

lead () r L i \' 1: consis en r~nd ndurin" r s 01 cs 0 hi. or 

h r c nv i :t·onmen ~I a J.:: c t r · h v 11 s rl p " r so n 1 it y \'a r i n b 0 

' se m~r I t.} 1r mnrl .s y ncimd n' h i J pro uct s \.-it h br nd p r-

son. l i t.i t.taf\ . orrcspond o consllmPr p rson< 1 i 

T is hen poss i ] to d sign prod11c: . nd t i lor he 

communica ion to he tnrgc mark 1\otl r (1988:291) also 

reporl h . finrl ings of a s udy ' hich r port d d \ 'C ]opi ng 

SllCC: SS ful rn ric scgm n ation strn c:>gies bn. on p<"rson· l i . 

rai in such produc cat gorle . ..... worn ,,• s cosmc:>Li c:s , 

c: jgar t. s , in·nrance n lir1uor . 

B: BEHAVIORAL SEG1ENTATIO 

This is t.h s con mnjor s gm n n i o n bnsis ·tnd 11nd r which 

a re c rt in scgrn nt.~tlon vari1:1bles . R ha ioral ~cgmcnlalion 

c lls for divi i g he buy rs lnt'o groii!JS on h l.Jnsis of Lh ir 

nt . i td , use, or re ponse o · a produ Gr n 

1977:62) Ko 1 r (1988 : 291), Jahajan et al (1978:338) all a r 

h t bh-vioralYAtiabl arc he b s starti ng point for con-

&Lruc ing market s gments . 

( .) Occas;ions: 

Th us of occnsio ns as a segmen ation variable rests on ·h 

premis h buyers ca n b dis inguish d according to Lh occa-
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ions ·• n h . . lop n d, pu • h s prodttc or 11 a 

prod u For p .· mpl dr i r i •g r ( b. occasion. r -
to hu in s ... . ·ac; :t t ion or ftntil.· nd l P.n ar ~11 r nr- c;an 

s p ,. i a 1 i z n ·c r· · j ng Oil of t.h e s ·,;m nt s fo h'h m he 0 n ion 

pr clorn n :t s . 

\ 

· p t nd 1 r o du c t 11s •e. In t. arl of looJ · in ~ for proci11 ~pi"'! ific 

occ.'\sions, firm~ ,,r no\.; looJ·ir ~ , 
•' 

mnjor o cc . sions hat mnrk 

l if f' 1
S prssagcs and id .h y can m by roduc 

. nd /o r s rvice bundles . The occasions of i r . s • rc such ~s 

m rr i a g 1 illn .ss, change in carer, retir m t, c . 

( b) Benefits: 

Yo ng et c.1l (1978 : 08), Y. rskelovich ( 196 I: 86); \ind 

( 197 8 :318) in their various s udie~ .how he importance of 

-be n fi"L segmentation . This ype of segmcntat'on cl ssifics 

huy rs according o the differ n ben fits hat h . se fro m 

. h produc . Among the ten market studie by Yan l;;elovich 

( 1964:84) his study of the atch indus ry conclud d th p -

p rox i ma ely 23 percent of the bu~·crs botrgh for lowes pric , 

a no h r 6 percent bought for durab · 1 i y and g nPrnl produc L 

r1ua l i ty and 31 percent bo11ght. watches as symbols of som impor-

tan occ asion . 

He asserted hat cfining nd qu ntifying such s gm nts is 

hc l f ul in marketing planning specially of a wa ch compan~··s 

p rodta c happens to appe 1 to one s gm~n or if h lin s rn dlcs 
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h~ hr R ffi( n hu f :iJ j I 0 nl . o any . 

h .. s . T m n • u d I l s nrl ci ld 0 focus on 

he fir two s t y c Ti ch nn ~ 11 in • hem 

•hr ugh mn· m c h. nd i s r unl il Ll 0 h r rodlccrs who 

prodllcr!d n. i vc h'1\ .c: l ·~ ~ trc ·sing pr s i,..e and e;;; llitg hrou~h 

'he jew ln tor s . Tl is s 1'3 .. g,. p~id c:.l i \' i d nd nnd it, come 

ne o f h worlJ s 1 ar~r s \'U c h compnni s. 

To S lCC ed i~ b n fi s gm n n ion, e m rJ· r should 

det rmjn h majo n f i t.h p opl look for in particular 

pro liC class, he 1-in<..ls of people '' ho looJ· for c ch ten fi and 

he major brnnds hal d liver ·h hcn0- fit. . 

1\ s u ~· on h oo t hpas e mnrk · t y lin] (1!')63 : 30) fur·t.h r 

ho"·s h uscf11ln ss of 1 n fit sPgm n al ion . Jl discover d four 

hc nc fit c 1· j ng s gm0n s on conomy, proL c ion, cosmetic nd 

as c . II w n fttrlh r nn sho,\'ed ha ach bcnefi s eking 

~roup had particular d mographic, bch:w ioris ic and psychographic 

charac r s ics . 

The impor anc of b n fit scgm nLntion is such hat il is 

wi d ly pr cticed at pr sent . Though Lh rul of humb is for 

fi rm to s rive to satisfy one en fi 1 tafrcsh oo h-

pas is promot d s offering hr (! b n fits viz " n ica i y 

pro ction, " "be r brea h, II and "whi er ee h" nd his was 

isuall~· op ra ionaliz d ~· mal·i ng h 00 hpns 'C]IIC ze 011 in 

th r ee c o ors simul aneouslv hlS con f i rrn it g h t hre b n 'f i 

This is also n ,·c llent ex mpl of count rs gm nl ion ns 

plaine Resn i 1.. c l (1977:100) ~s it invol d clus ring 
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hr 

for 

JIOS' 

l 11 !' • n ~.:; s "m n I PI I r t· . 

s o h · .'l • on um r. p 

n f i t s f I' m 1 It 1 • r• 

(c) Use r S atus: 

rl' ] I } , h n 

"I n fi undl a op-

:d (19R:l:ll9 1 l'lllc Cl98A:293), .lcDan i 1 

( 198 2: 1 0 ·1 ) ss I h. marl< ing ITI'lll:l g I . m:ty divirlc pot n l l 

segments i Lo two , c 0 i s :- us rs nd non us rs. The users can 

Lhen be s tbdivid d in 0 h a,.~.' mod and li h users. In 

s ludy by \~ rr n (1971:72) i s v r 1 produc m rke s in he 

l.J ni t d S a es show cl I. h avy user nre of n a small p rcen -

age of th<> markel. bu ac O\ant for a I i gh p rc 1 t ng of o al ·on-

·umpt jon . Th h~. v. • users oft hav common d~mograph'cs, 

psychographic • nd m d i a abi '"' iclt t.hP marl t r can xploit 0 

Qnh a nc he sal of hi prod11c 

(d) Loyal y Status: 

Cons urn r 1 o.·nl Ly t erns h. · }!:>O 

b sis for s gme g m rk ts with r sonnhl<> d gr 

n ·ploi ed as a 

of S\t ce s . 

1\o le r (1988 : 29l) cl im th 1 oyal t.o br n 

ores nd o her nl iti s. 

significance to he firm . 

brand oynl y is of more 

Bro,,m ( 1952) id n i fi 

stat us s s follo"·s:- nrd or lovals 1.:ho • r 

HI ividC'd lo ·a] L.· ,o a brnnd; soft cor loyal · whi 

four lo~·al y 

nsum rs wi h 

r presen s a 

co s um r "' i h dhid ci loy lty b \\C n two or more- brands; shif-

1 g lo~·a l r f rin Lo hos consumers ~ho shif from r .. oring 

10 



on br·nnd 0 no her and lnst.l;:, h· r ho ow no 

loyal ~· 0 n . < • b nnd . 

E. ch m rl consists of all h !-; cl s nd 

is up 1.o he marl I in<" manag r 0 for·rn1tl. t h r J· 

i I I; ~ 1.1'(1 c i s to o r ·en rna ntain h 

~roup. H should c.·rtmi n t c so f · o t • 1 o ~·n 1 , s t h •. 1 l 

t h firm hf"' brnnd mos cornp j t i •r; \d Lh i · OI."O. B: ooking n 

t hos cus tom rs ·ho rc shifting t l\•• •• from i h firm 

1 1 groups ar 

'mpor nnL , s the~· rcs•nt invaluable info rm I ion o th firm. 

(I ) Buyer R adiness s age and A titude owards Product: 

The· t:.wo nrc lso import.an t 0 a er ai. n degr in h s g-

mrntnLio n of mn r l\ L . 1\ an :r one im pcopl · 11 rr: in d if frrt•n 

stag s of r<'a in s 0 uy a proluc some may h un.:1war( of h 

rroduc som ,.,are; some informed; som int r~str>d; !:\0111 

dr·siro1.1s and som jnL n1ing lo b11y. Th marl in~ man s;cr should 

h:l\'e an j I . of r l.'l. i · r numbers j n e. h c. 

'-"ill i nfJu•nce his mnrJ·c ing programs . 

1\s for· tti ud to\<.·ards product., t:.he marketing progr m will 

lH• 1 n flu nc y whether the consumers are enthusiastic abouL 

l•roduc ' po l Li , . 
' 

i n d i f f c rent , neg a ive or hos Li 1 0 h 

pz·od11c Th r n ·ons b hind e ch of hese at i udcs \d 11 b v ry 

importan b caus .L "i 11 ShOI•' the stren~ hs and \ kn ss s of 

the firm ' s offer and h nee, Lhe success of the firm'~ marl• ting 

progrAm . 

,, 1 



2. SEC lE TI G I DUSTRI L MARKETS 

T ncl1 rial mtlrl\c in ... is t.l rna i II ' of 0 ( nd 

0 indus rinl and ins i ion 1 1 u~ m r Th '(" l-

t Ill '(> ' r res r .. nd f i ~~hr if' ti i tl • ; Con.· Ill 

fnn11 fnc lt ,. i n;;; ion; 1 nd R t.i c; 

FT n.,nc in sur n(:c :l rl r·a S• .,. i s; ul l . \cimint I r.-

ion . .\J 1 hcs custom r· ha •c h ·hnr::tt!l l ' i tics h 1 ( i , 

. pur h se go and s r ·ices fo prodnc I ion of • i r O\·•n . 
goods d rvic s, ( ii ) hey hu. for l'C~ sIt 1 0 0 h r . . r!t r 

cJ •manti for c r . in pro uc s is det i vc-d demand 1 . j 1 iS d p II J n 

of t h f j n·~l consumer <ies ires for \'ar i OilS prociuct s . 

.Jus t s in 1111'" cnnsum r goods m:'lrl l i g, marl· ·c gmr•n I :t ion 

Th • s l ar -is also impor :tnl in Lh d11 .rial goods m. l£'l.i g . 

ing pohd in in 11sl. inl m:nl·cling js hnving c] ;1 '" •11 - c1 (• r i n 

Onc•ohjctivsarc sal,ljsh 1, he· f .i rm 

can b gin d v lapin~ nrge l me rl· ng 

m h l o t• •nch h rs t mnrl· 

Th • f i rm m11 s r! f i n 

m ·ro and micro 1 

g n r, J c r as of 

ls . 

i s Larg 1 mark<' on I h'O 1 ' ls 

For macros gmcn n ion, his st: lis s 

potential . The bases of macro s gm nt -

Lion in 

pro u 

·uc v. ri bl s as SIC codes, siz of f.irm, loc ion , 

pplic Lions . If hese sufficien ly e.·plnin diff r nccs 

in IJil,\' r b ha~iOT' 1 fur her s gmenta t.ion i. no n c ss r: nd h 

mart· l · n~ mix l formul d on the si!'; of hes . 

micros gmcn s re groups of ind11s rial purchas r wi h Tic 

simi l r uyer h hnvior, wi hin a mar;ros gmen . Th s r 

12 



rcsor n o if mac rose m n . ll ion s on · abo • i no' t . 

bu~·ing or-
Th1 i mpot nt v·trinbl s tl' · C i) ha ics of ·t 

~auiza ion, (ii) charnc ~ri ics of I 1 1\l~·in ~ c .n er , ( i i i ) 

ha rnc t ,, 1 i · i c · of h indl\ idual dt> c:lsiotl p, rt ic ·parts . \, hs t.e r 

( 1979:iR) irl n iri£•s !. It f ]) ..-·11~ 'nJ·i nhl s fot scsm n iu; in-

d11s ri:tl maries . 



'' I DLES I FLUE CI G I DlJSTRIAL ,tARKET SEG fE. 'TATIO. 

Ch r c eristics of th Buying Organization: 
I . T ·p or Or a niza ion - mnnnfnc Ill it rt irm. lCill ionn in.-

t • 11 ·on, go ·e rnm n • • ncy 1 etc. 
n. Or tli;~ ion "d,mogrnphics.. • ntln Pt• of ·mtloy,.: s anntH\ 

. , lt s ' 'o'l umC' 1 indust1: ffi li. ion (ST roup), geogrnphic 
lo at. ion, mtmt(•r of :lmt.s. 
Prod uc ap licnt.ion 1.<> end us 

n. T'\'P of bu ··n..., si tnt ion 
E . n rf"> • o f ~ n 11 rc· c 1 o ~·a 1 t. ~· 
F. F: · i~t .enc of purchasiug con rnct.s of var:ous J·inds 
r.. Pres nee or ahs •n of reciproci . ' 

II Charac eristics of the Buying Cent r: 
A. Composition - buying rol s 
R. Sla~e in Lh buyi g d cision process 
('. Tytc of unc rlain y p rcch.cd in he bu.•in~ c n r i. 

11 d, market or transaction unccr ainty 
D. D gr e of d ccnlr_lization - lo·us of buying rspon · ibili y 

wit i the organjz Lion 
T'ask ssigned t.o h buying c n1 r p nding on the speci-
fic problem b ing solved 

F. T'im pressure f l b~, memb rs of h bu . ing cen er 
G . Typ of conflict resolu ion clarac eris ic1.tll. • used in he 

buying cen r e . g I rsu sion , compromise, etc . 
H. Decjsion rules and char c ds ic~ ypf'S of purchasin~ 

s r Legiel'l us d . 

III Characteristics of I nd ividual Decision Participants: 
D mogr phics e.g age, occupation, c>rlnration, indus rY . ' 
p ri nee 

B. Organiza ional role:- posi ion in org niz.:1Lion nd 'ith 
buying cen er 

C . P"'yr-hogrnphic. - ~L iludes Loh•nrd and prefer nc s for 
sup li rs nd rands 

D. Perc _ption of reh•ards or punishm n for ri".l- taking 
E. In b•i ual's "lo. al y domain'' interne ·ions '"i 1 and · nt. i-

m nts owards other members of h uying cent r 
F. fillying cri ria - r liability, ric, produc cjunlity 

----------------------------- ------------------------------- ----------------------------------------------------------------------
'-iourcc: \dap ed from\'' sler (1979:78) 



Ohl d nir S l e da fat· h m i I'O ,.m n s 1 mor nrrtuou 

L 1· hnn is h c s 1 .. i h h mn · r• Th r ·rm i "or 

lo nl r>se:lr' t o lt ,, · n t.l 1 in i o 

t' 'I'' i r d. I i C l'O!:H 'Ill nt of mor r·n im or·t .1nc, • nd 

ei~io f l!H'fl cd b~ segm~n cliff lh m:i cro l \'C 1 

in . bad c in • indi,idunls n t h t ay n 0 Ar.i~:,t on upon 

"'hom 0 mak ·• 1 s c;alls, design of sal,.. pr . n n t. i onR 0 st..r <' • .. 
p .cific product. fcnt11r s, selcclio of nci•crtisin m din, e>t.c . 

The import· HCf? of marl' segmen I a I jon 1.1 th s indus r i s 

can no ov,..rcmph.sizcc.l . It enabl s h mnrh Li11g mann" r to 

define th gr sL ·nl sad profit. oppor·LunitiPs . II· mn~;t, ex-

ami nc hi.· cos s n d re,·enues . High profjl. pol.cnl.inl nwrl· s ~-

m ts "'it.h h <1\Y compPtit.iou rna:.· he 1 ss nt.t.rac i th:tn scgm 11l. s 

1d h mod nll.e prof i L r oL n inl and no comp t ilion . B~· cvnht.'1 i ng 

-t..h se fac t.ors, he mnrl< ling mnnagc-r Ni)l mn:imizc his firm ' s 

profit.~ .-nd nssllt' long-term profit..nh'li y . 

2 .5 THE fEASUREMENT OF DIFFERE CES BETWEEN SEGME TS 

2 . 51 TRADITIONAL APPROACHES 

Th r ra t:.\.-o major raditionnl approaches used to identiC. 

:1nd m 1'!snr. iffcr nces b Lt-' en marl·ct s gments . \o.'ind (1978:317) 

tde i fi and propose a priori s gmenta ion desisn and c luster 

htls d sesmcnt.a io1 clcsig s. 
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t\n a priori segmen at ion design: 

Un thi approach rr sen rc h~ t s r h.• nl i 1 ' '1 mnt•l· 

on h hn lS of physi a d ri u l,d 1 ~· or. 

d mogr:-phics, nr ben oll cl J::J n !) d h \. h 

ry ,, i l1 to h ..• pu h. ill h h.vior. Mn 

, j r:id s on a b. is of s m~nt Otl IIC h a produ t pur h1se 1 

' 1 oy. 1 ~ I cu om r ~ ~·p or nny 0 her (:lC or n ._ur • ' .. ' r •ttl 

"' ill ll 1\ sho"' h e'mcnt' im:lt . i ~~ nt1d l.h ir 
" 

l mo r, phic, socioeconomic, p -~·chog ':lp) j and 0 her 1' j vnnt 

ha rnc t rist.ics. 

A priori egmPnt ion model.-.: hav as h p nd n \' ri llul 

basis of s gm nation) i her roci\lr -sp cific vnriabl . g 

prociuc u ·ag , lo:.· 1 y, eLc) or g net;~l Ctt!-=: om r ch."lrnct ri s tics 

( demogr ph ic fr c ors) . G re n ( 1 9 7 7 : f) I ) , Kin (1978:321) id nLify 

nnd discu s h ty i al r s arch design for an a priori s gm nt. -

t io n mode·] . I in o)v . s · vc-n stages ;~s follows:-

( i ) S 1 cLion of he a priori basis for seg m nLn ion 

( i i) s l ion of a !'; t. of segm nt d scri ptot's ( j ncl uding h~·po-

th s s on t.h possible link b ' \<,; n th s d scrip ors n 

h is for s gm · nta ion) 

( iii ) S. mpl d sig :- mo. ly s rn if i p 1 and 0 c sionnll~· a }UO 

sampl accordjn 0 Lh vnrious cl:tsses of h d p nd n 

v rL ble 

( i ,. ) J) a n co 1 1 c j o n 
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( v) For 11 ior of h scgmcn l \S cJ on • sor ' in· o cs ond n 

in o cate orie" 

( vi ) F.s cohlishm n of h (concli io11, 1) pt·of'lc of Lh ~m nt. · 

ts i ng mu lt i pl e iscrimina a n .:si·, mullipl • r gt'f''-~sinn 

n lysis or some o It r fLl'l nrwl ~ i c·tl pt·o • d11r 

( vii) Tra sla ion of the finci'ngs nho11l . h~ sc~mcnt·;' cslim.tl~cl 

' size. nr:l profilP i to spr•r·ific rn:tr·)-C'I in 

lu ing: Lhr> s 1 cl ion of :1rg l 
' 

L' rn n l ~. : 111 d I, lt ti •:.; i ~ n o r 

mocJificntion of sp<>cifi nP\r l<ct.i g: !:>l. ra ·gy . 

Prncl ically , an . ·nmplr- of a priori ;;tm n1.ion i~.; wh no 

c las sifi s all rc~ponlcn s according o thcjr stat-d Lv uric 

p rorluct . If vi g done t.hi., som anal~t.icrtl tool s1r has mullipl 

d is ·riminanL anal :si.s might. be used l 0 d rm inc t.•het. h r· h 

g ro11ps di.ff r in L rms of O\'er ge d mo graphic profil s or lif 

s ly] varir 1 s . The information gathf'r d hus is impor .n lo 

:tdv rU sing manf\gcrs Rs i can h l p in idc11 t i f~·i ng m j. vch i cl s 

est ommun ac '..oiLh t .h firm ' spo ·nti·tlma rt·L. 

fl ow ver , l-IS Frank (1!)6R : 39) faun o n priori s udics mny no 

r c-vc :t 1 in nny pr cisc sense Lh _ :id nlit~· of groups that poss s 

d iffrr nt.:. Jll l l'Ch,s b hnvior rns '' i h r spec o a par ic11l r 

p r·oduc . 
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:: . Clus ring 1 s: 

Thi i.· hr- olh·r r·ndi iow1l m ciel of m· rh• 

lu ril -las d sr-•rn nta jon mole]s diffr·r· from 

· ~m( n l :tl ion . 

p t j o 1 i mod 1 ~--

o nly .,.. · .h sp 0 th th basi fo r S( ' •m nl lion IS 

d. Insl end of au : 1 priori s 1 ·r.l ion of a r.l 1 ,..n I 1 t. vnr·i-

bl ~ ' in he clu r· i ng b. s d :lppron h, of 

se«'m n s re no I· no\ n j n 3d\'<1 nc ;a ncl ., r d r-rmit rJ ft·om 

r lt s crin,. of r<: .-1 ond n .s on h it• simil:trit i s or <~om s ·1 c d 

ct. o f variubles . 

modr>ls.r ne s, 

'l'h mo.t commonl:.· ns rl in th clusl• l'in• h.s rl 

charnc eri 

proc lu r 

original s 

n .. t i .ud s, 1 ifc s yl s :1nd o 

ics o b nr.fi songh Fr qu nt ly, 

ps:c lao~r :ql i c 

I h • c lw· et in~ 

js prcc d d by a fa ct.o r onnlysil'~ de ign d o r ducr- h 

of nrinbles . The rcse: r~ h rle·ign for cht t r• bas 

segm n ion d .·igns is lhc sam as in lh R prior s<>grncn aliou 

desig n c. · c pL for St.ep {v) I h form.<l.l jon or s gm n s. 

I 11 p rae i c ho '" v r , clus rj ng b. !-iPrl s gm 

occ sion lly ar C'Ombin d with some a priori hns s . 

a ion mod ls 

For .· nmpl 

the samp l first can b di · ided into brnnd us · rs and nonus r_, , n d 

hen the respond n s in each a priori s gm n c an L c1us cr d 

. ccorrlins t.o som o her bnsi. s for scn-mcnl.a'l ion SIICh · s n d.· , 

h n fi s so 1gh i:lnd he like . This nd si mi1 ·11· h,·ldd approac es 

ikr- PI! . rson's sequential clus ering (1!)71 : 219) "·hich involv s 

clus d n g on demographic charact.eris ic follol'cd hy a itudin·tl 

clns ring .,..i } in each d mogr phic s grn 

m ltidim nsiona] approach (1n71:17) 

n ; and Dla h rg and S n 

ndd r ss Lh proh 1 em of 

intrasc" m nl. hC' •rogen i y . The ·e h~·bt· id ap ro c h . s ore v r;\' 
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liS fd in or r i~nt.ion 1 egmcn n "hich f'ro; 1 \' 1 of 

s m n .d. or i . lo.s on or~., n i z, c en. r. c r s-

lie 1 it· ST s i ~~ , fo 11 ow d bv J"' odu ll n ia liS d 

in h~ pur ha d is ion . D··· pi ( h j I' on 

ness h. ·b r 
. 

apJ 1 onl"h r~ q u i t'(> 1 ••• • n m 1 l r• • j Zr>S \~hi ch not s may 

be at tim s f•·a sit• lt> . 

2 . !)2 APPROACHES 

Fle ·i ble Segmcn ation Design: 

\Hn (1978::l22) ss rls th t 11nl ik, t. h e n JH iori s ~~~~ n 

• ion in which ,.h s gm~n s at d t rm i nNi at the 0\ll:.S of t.h 

stud~· , and Lh clust. ring a sed !'>cgm~n nlion in which Lhe 

selec ed s gments .<lr bas on he rrs 1) ls of II clus •ring 

a nalysis, the Fl xi 1 s gmcnt.nt.ion mor.l<' 1 off r· a dynamic p -

proac h o lh• s~gm ntat.ion probl m. Using l.h1s at pron h, on can 

de v lop nd cxamin a larg numb r of nll. rnat.iv t.Jm n eac h 

C"o mposed of hos • ·ommm rs or organizations . hiuj tin~ a simll r 

p t e rn of res pons s to n \oo' " es " prociuc s . Th fle .·ibl seg -

me ntation nccordins o pit~ (1976 : 973) is bas don th in cgra-

~ion of .her sHlts of. conjoint analysis stul;\' nnd a comput r 

ci ffill }a tion of conS\Im r hoi ·e b havjor :lS r>.·pl:tincrl by Pari· r 

.rl (1976 :9!)1) . 

According to Johnson ( 197•1: 121), conjoint nnn]y ·is ~ ulics 

IJS tH\lly consjs of Lhr mnjor parts s follows: 
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( i ) t r f ren ul i ng o · r. I i r g o ·-c-t of h l 1 ro-

s, c. h d sc r• il erl a d i f I' 11 0 ·o 

II, inf or . d'ff ·nt 1 s 01 h fu f f c-

tors . 

( i i ) p rp unl ran · i ng or rut in~ of h r.urren bt nd Oil t h( 

· nrn .... .. of a t t' i bu c. \1 ~-- cl 1 ll I hP pr f r nc ,a ·I anu 

' ( iii l s t of d mogra hie anrl 0 her bn J· l'O\tnd chara Cl' ·t.ics . 

Th :.:d mula ion uses hese lhr inputs and 

call for h ac iv p~r icipation 

s e of n "'' prodll t. off rin:;s . The consum~r choic.P sim11l. t:or i 

bas d o h nssump · ion t.ha consum rs hoosr> h off-rin~ \d h 

t h higl• sl u ili y . Tile sim11la Ol' is dl"sign rl I o ·staLl isl• Lh r-

(i) th con·um 1·•s shar of choices amnn~ h• c.·i .. l.ing brnnd'-· , 

can l vnUdat:.ed agai nst cnrr'cnL marl sltP~re d·ta i f 

av ilablc . 

( i i ) h cons\lm r ' s lik ] y switching b hav ior 11pon h~ in ·ro-

due ion of ny OC \-l product. . 

This phase ['0\' i: s a s ries of rnn swi hing ma ri s 

t.•h i h nlttn'\S ment can sel ct ·'10) cell or comblnnl ion of cells as 

.t ossib]e mark s sm nt . Once Lh se have he en s lee d , 1.11 

demographic , 1 i f st. ~·1 e , hnracLeris-

tics c, n b! de er•min d series of mul lplc discrimin.n 

anal~·s s "hir.h f:Hn Rlso he incorpor~ ed in t.h simul. t. ion . 
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Thi s gm n ion pp o. ·h d pr S fl O itl h ,. t 11 j 011 

priori and c lust eri1 " b s d 'lppro. c h o ff 1 in m 

fl~ · ibil' l.' of "uil ing IIV s 'm •n s d 1 c.: con um r·s' 

r S}IO I o 1 tc r·nat i \ ' C produ 0 f f ( ,. i tl ~ • . 1 he 

is h L t hn ' i ng e 1 e 0 .:1 •• SOl fl 1 m tl t t s ' s~ n r 0 m -

: ion o n h ~ t i rn d !' ize of t.hc s •':>na Hf d i d' scri min ion 

' c har· c ri · tis. 

2 . Compon ntial Segmentation: 

Tld . is h second mod 1 among lw u h appr H h :~nd \.;as 

p ropo~wd y Gr e (1977 :61 ) . I s f :tlur -s • r I h:1 I. i shifts t:.h 

cmphnsi of the s gm n at. ion model from h pa t• ion in~ or 
mo rl t 0 pr·diclion of \d l c h p '1' ' 01 typ . ( '\ ., rl scdb(• l l>y 

pa rl.l c ul r s L of demographic and oLh r vs ~lchogr. phi at.lri u c 

1 vcls) will b . mosL r sponsive to hh l ~I of protluct f .nl.ur 

Tt is d isaggr gn ivc in naLure . UnJ ik h a priori or o hrr · p-

p ro c h s , in com1 on nti l s gmentalion persons who vine ·irnilar 

r spons rofi 1 . r re no grouped Loge h r. On he con r ry, 

heir in 'vidual responses are furtl er ecompos d into compon nt 

ro n ri u j ons h t are person-related · ( . g emographics, 

ifeos yl and con ribuLions th ar offering r lat.ed ( . g nt-

t ribut 1 v ls of th product. or sen·ic ) . 

'l'h ompon ntin] s gment~ ion design is an ingenious xt n-

ion of co joi n nn. lysis ntl or hogonal arra. s o co,· r not only 
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prOOIIC r :\ ur s hut nl ·o person f IJ ndcr t is npproach, 

Lhe rc c rcher :is iut r steel in l \" loping, 10 addi ion to 

parnmct values for h product s imuli, paramc cr Yaluc for 
\. n r ions rPspondf"n Chllt'HC • I iS ics . 
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Cll PTER THREE 

STUDY DESIG 

3 . RESEARCH SETTT G: 

Thi.· !';f.udy wns carri d out i r n,:; l and ':d h · '~s h 1. r-
\ 

ticul r :'lrN\ of focus . This \.';'\S l C'Cllll 'ri r bi is he api rd 

ci y o f rcnya nnd h nee m. ny • nt•i tg firms ·tntl of 

na ur .'l f' conce rai o hcre morf' t h~• nn: o he h 

COtln r:. 

3 . 2 POPULATI01 : 

Thi com ris d of all the mnnufcl t11ring firms with mor 

t h an f if t ~· mpl oyecs wi hin N. · robi . Th !-> nr·, t.h m rl j urn · nd 

lar'.t ·c . 1 man fn c tlrjng firms by K n yan standards .l 

3 . 3 SAMPLE AND SAMPLING DESIGN: 

The n tur of he s t \ld: calle for ·t.r i ficd s mpl t:.o 

n su re h t. h VlriOIIS in us rics of int. rest '" r . r pr s nt. 

Th · proc ur ' a. a· follo,s:-Thc fjrms Ol'Ef li sled in he ir c-

0 ~ in lph b ical order and only hos f j rms within 'airobi 

wert> to consi r Tht· snmpl siz'! t\i'\S GR firms Oil of a 

1 . Snllrc C n rnl 1"\ur au of Sl a istics; Dir ·c .ory of Indus · ry 

i986 
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p o puln , ion of 201 m:u ufu turin• f . l"ftl n hi" n 01 •• ' . Af 

e st, hl i! hi ns hO\\ m:H•~· fi · ns wr ,. to 1)1 fo · h in-

du n· ( s . App nd i. · ) , h I Or j 
II 1 '' l" f i I tn. rl u. ins t.he 

r , ndom me hod. Th ampl · iz of GO \• IS no n r· n s n i 

ti c n1ly but pt' . ims studi~s amon~ m:tnuf·1 t.urin• firms hn\· liS d 

' sampl of about on -th ird tlr> pop11l:-.tjon with r liabl• r su1t. 

3. I RESPONDENTS: 

Tic respond nt.s"' r he- mnrl <'I. in~ mann;; r•s, stllPs mnnng ~r · , 

hranrl/prod11ct. man. ger. , rlcpPnd i llg 0 11 .lw d •s i ~na I ion in n par-

i c ul<1r firm . How vcr , he r spondent!"· \ver ~xr>c;td,iv . s fam i 1 i n1· 

"'·ith t.hr> marltcting and produc st:.r:1tr.sic-~ of Lh firm in CJII .s-

1 o n . 

3 . 5 DATA COLLECTION : 

Primary cia, \\'1\S olJect•d by means of he ··t.ructur d tjiiCS-

tion ire shown in Lh Appendix . 1\ Lil· · rt- ype sc 1 '" s used to 

m nsur th infl11en ·e ·of the vadous segmen a ion variabl s used 

i n p:1rl.icular firm . The drop-and-pick lat.cr m _thod wns us d 

given th lC'ng .h of h qu s .ionaj ond h info1m ion 

r·cqu ire-d . r nr mnlters no cl r r wrrc lnrifi ·d by h rescar h r 

i n s u se 11 nt. vi 'Is to t.t • r·rm. 
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G i \'en he nntur of th ~ l ''Y I co 1 d ~· 1. 

• lrz d y w y of summary sla i~ ' c 1 · l·c propot ions , 

means and percentages . Further· nnal. sis t.o m· •. ure h si -

' niftcance of th if fercnces of h menn "'co rc h 11 he! dif-

fer n ion va r i.abl cs ...-a. t1l ... o don using tl l- cs l . 
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CHAPTER FOUR 

OA T 

• pi r c:on t.:d ns h d fr m h fttll:y ·om-

. 1 C' I ~d jll ::; .ioruwircs . The d a i ~IIIII II r· i z d nd pr II fo t 

. n:tlysj s in the form of ta lcs dlich :1.rc ln d or h r rl'n' ln t a ill 
~ 

he PP n i .. This is don i tl four p~r ns foll "'.... . The f i ,. 

ta r con • ins n 
" 

brief cl script. ion of he r ~po en s as npp•r -

•ains 0 heir in ustry , the lcn~ t h of I im he f i 1 m h s b n in 

opern ion and al:=>o h ir o"nership charac ris · 1 Th c-con d 

pn r denl s "'i th he i mpo r Lance a ached .o mnrke l. ::; g m n :1 t io n b y 

he firms in ecc:h industn· \~hich compdscrl of he s, mplc . Th 

hird pa L nd which hAs direc b . . ring on Lh objectives o f h 

~Lud) d 1:=; 'i h I he prac · ic . of marJ·eL s ~ ment·11 . jon ~s d due .d 

rom h nnswC'rs Lh r spondf't s . Tlti is do n b)· .·nmining 

t he in f 1u of v rious segmen ation ... -~t·iables by indu·Lry . I n 

ddition, n fu h r s Lis icn.l f'sl, l.hc - t. st. 'as ttscd o 

m s11r h diff rPnces ween h<' mean scor s of t.he v. r j OllS 

Th four h • nd final p rt 

deals 'i h he probl ms ncoun ere in the application of form·tl 

s~g mC'nL ion models in Keny n si untion . 

I . 1 OVERVIE\" 

Th . i m of his s ction i:=; 

r spon n s "'ho om r is d h sampl and who ga'-"e th dn n \~h ich 

" 11 h an, l.·zcd in h follo.,..·ing Sc.'clion·· . As outlined in hap-
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e r· 3 ttnrl•r· Study 0 sign, hP. popttl t ion compr . d of n 1 1 m dium s 

and 1. t'~ sr.al mnuuf 11 t' i I ~ f i ms " i l 1 n ai rol i 1 d fin l y 

t.h en r l l3u r au of s t"l t is . cs. Th 1' re 2 (I ~ firms if. hi 

c al or~· :ttul a s aLificd sam 1 of 6R f i • 111' \\'h l GJ i-.: one-third 
h popnlal ion h'<l s chos n . Oul of t.h s 68 f. ms, 36 firms 

r· s pnnrlecl f:l\'Or 1l 1: Hh i ch is a I ot. 1 1 J on I t of 12.!'1 J> r-

] C" <'ll I . 

nalysi 

5ea r c h r . 

one, h 

I c 36 qucs ionn:-~ir s were 1 Ot>~'d. COlli lr-. d fot· his 

sincr mos here filled "'ith }p assist. nc:c of her·-

I n P• r t.. i c u 1 a r , given Lhot lh sam lc ~ · ::;tr ifi d 

resc:1rch r ens\lrcd l.h I ·ach · nrlu,. rr \o.':.ls "-' • 11 r pr -

s n •d in t.h 3fi respond n l s Lo e ana 1 :-·zNl . \i i I h t h i s i n m i n 

'o indus ry is inaclequr~t. 1~· r·cprcscnt ed in the 3G t' •,..pondcnt.s nnd 

h~'ncc he r ·sul s nr relic b) 
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TABLE 1 
A 1

; LYSIS OF RESPO DE,'TS 

I.' Dl S'I'RY 

Da i r. · 
Products 

., 
Can ,. get :tb l s, -. 
Fish, Oil and F::tLs 

3 . CJ rain ~1· 11 Produc s 

I. Onkcry Prorl11cts 

:- Sugar nd Con fcc-
ion ry 

G. Chemic 1/Pharma-
CCIIt ica l 

7. B vcrages , Beer and 
Spirits 

s, .1 LE 

7 

6 

7 

8 

6 

G 

8. Clo hing and Tc.· il s 11 

D. Foo '" ar 

lO.Cosmetics and Soaps 

Total 

:t 

10 

68 
----------

Total R sponse Ra c : 52 . 9% 

RESP ·s 

3 

3 

3 

3 

6 

3 

5 

36 
------------

I :! . 

;;o.o 

!li.l 

37.: 

50 . 0 

50 .0 

75.0 

5 I. 5 

100.0 

50 .0 

-------------- -------------- ----------------------------------------------------------------------------------------------------Sl') urc(•: Re•,;earch Findings 

T Lblc 1 shO\vS the an lysis of Lh, r spon 11 s . First of all 

jt~ sho"·s t..he number of firms each industry con ribu cd 0 h 

an also he number of r spondcnt from cac stra ifica-

ion . Hence, th le t and Oai r)' Prod tc ts Indu. :-r 1 d 1 ou or 

lh 68 firms in the stra ified s mpl nnd 3 .r o h annlyz d in 
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is s 11 . ,, ich i .\ r • pon ·a• o f 1::.8 ! rc tl I I h . I 

snm 'll •' I na ,... , .. ' p,. 0\1 s con ril u t d 8 r·rm \'} '1 3 r·e::·q ond 

in for h.i nell~~ 
. ,. ,") r l onroe rn of 37.5 ••nl. • Th I p l' 

r . t. 0 ·' b 1 i II t I pl l :) ru i lnt· nu nn r· for· Hll th 

10 i1clu L1i s c;ho!'. n f o r· th s udv. 

Tla mos n11tstnndin~ r~sponsr '':l~ from the Foo ''c: r '11tiuslry 

h 3 f i 1 ms in I h snmp J fa ·or b y . The 

(']ns 'fication ·hown is a cor-dirg to th,... Kcn::a's Dir c.ory of In-

d11~t.r: wi h he .·c pt.ior o f Ca1 t·• .. or·,· 7 ,.'} ich '' s am nd d b: h 

r S C"H rcht'! r t.o n('\' r:\~C I P.e r and Spi l'i Is due o U ll f.t\'O rn b 1 

from the wo mnjor tob:~c o r ·rms ''hi c h nrc u·u. lly 

c lnss i r j d undc• r th j s ca t.cgon·. 

Th res of this chapter consists of Lh findings n· 1 id 

out in Lh inlro l11ct ion abov< fl (.' 
~· 

r pp rt.a ins () he 

f til f j 11m n t o f t h o h j t. ivcs of the s 11dy os tl t:d 1 d in Chap r 

Thr 



T\BLE 2 
fBER A 0 OW ERSIIIP CIIARACTERtSTI S OF TH · RESPO DE.'TS 

I, Ol STRY 

1. ten nnd n i r.· 
rrodut":t.::; 

2. r. nn d Ve~ ·l; l.J 
Fish, Oil . nd 

3. .a· ill 1 ill Produc·l '-~ 

I. R:~J ct·y Producl.s 

5 . Sugar a 
ionery 

Conf c-

6 . rh mic. 1/Ph'lrmn­
c euti ·nl 

r . 0<'v~r ges, B 
SpiriLs 

and 

q , Clo hing and Tcx . iJ s 

9 . Fooh.r ar 

·o. Cosrn Lies ·nd So~ps 

To ·tl 

Percentages 

L = Loc 1 Ownership 
F :: Foreign " 

\mOLlY 
r oc1\L 

3 

1 

5 

1 

2 

21 
----------

5P..3 

.!OJ 'T 
/F 

0 

0 

1 

1 0 
----------

27 . 8 

.· ·nsr­
Df RY 

0 

0 

0 

0 

? 

1 

0 

0 

1 

----------
11.!1 

TOT L 

., 
I 

J 

3 

3 

(i 

3 

5 

3fi 
----------
too .o 
----------

----------------------------------------------------------------------------------------------------------------------------------- o llie : R ~carch Findings 

The rt ove t.ablc shows Lhe nt mb r• ~nd O\\n l"'h i p c harac t'i s-

' .c s of h firms involv d in he sludy . Th res en rch r f 1 t. 

h. t ' t. is vcrv imvortan o 1111d rstand h i nd11s l ry • nd firms in 

he :;ampl cfor an~· he d\·•n.· can h marl in undP n>l and l ng h 

fiO 



prn i of mntk segmet tn ion. Tho 1 l h I 1 i . 1 r x-

plan lor. , w tould no c tha 21 f'r·m 01 :>8.3 p of tt 

firs to Of' anAl~·zC"d nr h'hol]y loa 1: o~·n d. F'l m h slud:, 

'·'a 1 arn hat h O\•'ll •r·s a1· • i nd · •rnous K n ... ln or fo1 ci n-

rs who h:t\• a q11i r d t.h Ken. a 1 ci iz nship. ,\roll r 10 firm 

(27 .7%) <II'C ,jo'11ll,' O'll db.· fot· i'""n·r~ .nl ind'• nous K n: n" 

,.-J i lc :; fir·ms (13.R%) ar subsidiar i s f mtll i nn I i otw I firms . 

he subsidic rics ,,·er in he Sus;;).r an C:onfr--c ion ry (2), 

hemic 1 /Ph 'rma t1 ic. 1 ( 1), Foo ~~~;\r ( 1) atuJ Cosm , i ~s nr d So s 

firm in ach 

c:\l.c!gory ""her as he majori y in Grain ti 11 Produr.l. d Clo hing 

an d Te· il ·· industdes nrc ,.-holly 

Go v rnm n mphasis on th need for str~t.c~ic jnrl\1' t.ric .. hcdng in 

h hands of Lhe indi.g nous P<'Oplc . 

I i well-knowr f ct that ,,·11 r::s 'l t]ishc·d .nd sue· s.ftl 

firms i . e firms N} icl hav been i1 op rat. ion for n lone; tim h .. vc 

be t r product :mrl marl\0 ing s rnt gi s . \ i h h j itt mini, i 

h impot•l:\nl 1.e> have < n idc•a of th l .. n~ h of lm h rcspondcn 

f i rm •, h. v b n in op r'"ll jon . Tnbl .h· · 29 firms 

(80.()%) r ove 20 )enrs old and alt 36 firms had en in 

opernl jon for mor h n 15 y ars . W are her for d nling wi h 

~.; 11 ps • b 1 ish d nnd s rccss ful firm and hence t informa ion 

'hey gav , i is hop d 1 r pr s n d h prac i c \ n h r s c-

Ltv e indus , ry in Keny . 

Ill 



T RLE 3 
' fBER OF YEARS FIR fS HA E BEE' I. OPER, TIO' BY I.'D 'STRY -----------------------------------------------------------------

f ·n Y~ARS - 5 G - 1 0 1 - 1 : l 6 - 2 0 0\' r 2 0 

1 . . len. t nnd nair • 
Prorhtc: . 0 0 0 0 3 

') ann d \ ' g tahl s' -' 
ri~ h. () i 1 :md F. s 0 0 0 0 3 

3 . Cr: in .I i 11 Proch1c; t ,. 0 0 0 0 

I. nnh~r . Prod11r.t.s 0 0 0 2 

;) . S11g r Cl d Conf c-
t ion ry 0 0 0 ? .. 

G. C'hemicttl/Pharmn-
ccul ical 0 0 0 2 

7 . A v r~ gcs, B C' [' and 
Spiri ts 0 0 0 0 3 

8 . Clothing & Tc. · L i 1 es 0 0 0 t 5 

!J . Foo lw<:>ar 0 0 0 1 2 

IO . ros mc i s and Soaps 0 0 0 2 3 

Totnl 0 0 0 7 20 
--- --- --- --- ---

P•rccntases 0 0 0 1 9 . I 80 . 6 
--- --- --- ---- ----------------------------------------------------------------------------------------------------------------------------So urc e: R search Findings 

1.2 FINDINGS 0 THE PRACTICE OF I RKET SEGMENT TJON 

The foregoing on Lhe whole cxpla]t d llw findiltiJS ns ,tpp z·-

ins o h char cteris ics of the firms in th 

resea rcher felt re jmpor ant . t.o t, h ~t.ndy and ns ,,j)l l•e <.•.-

pl a i nf' 1 mor in Chapter 5 on Dis nss ion s .tnd C:oru;l II!'> ions . Goi g 

by h o b j c i v e s o f t h s '1 d v , t l t" f o 1 1 o 1.-i n g L '" r, !'; • c i f') n s nrc 
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ver. i m r . n for ids I uri~· . 

I . 21 T mpo r Lance J\ t 

~ n mnjot obscrv lion in hi. staly, 

ion 

i 0 

obs rv ha no firm vi ~ cl I } pracl· c• of mnrl· S gm II a iOn 

. s nn i mpo rt:tn t.o he produ ion ;t HI ma t•l in~ of ils products . 

63 



TA lli.E 1 
I. I PORTA, CE ATT \CUED TO 1, RKET SEG. fE:T \TIO.' 

I ' [) STFY T TOT\ -----------------------------------------------------------------
1. 'IN\ nnd n.·d, ~· 

Prod 11c ::. 0 0 J :1 

2. a te \' ~c l .n lcsJ 
Fish , Oil • nd F. l s 0 .., 

3 

3. Grai n .I ill Produc s 0 ") 1 ·I "' 

·I. Oak r~· Products 0 .., 
3 .. 

5. sugar nnd Con fee iot cry 0 .., 
3 

6. C: h micnl/Phurma(' 111. i c n 1 0 0 ") 3 .. 
7 . Bcv rag<'s Rccr f.· Spiri c;O 1 .., 

3 

8 . C'lo hing and T X il · s 0 5 6 

9. Foolwe.qr 0 0 3 3 

10 . Cos me ics and Soaps 0 0 3 3 

ToLal 0 10 26 36 
--- --- --- ---

Percentages 0 27 . 8 72 . 2 100 
--- ---- ---- --------------------------------------------------------------------------------------------------------------------------------------Source : Research Findings 

Tnbl 4 shows thaL 27 . 7 p rcent of the firms view•d merkel seg-

rn ntalion as important "'hile 72.3 pcrce>nt thonght h markc 

. Pgm n a ion is very important to their produc- and marl Li g 

sl ra egics . 

A lat~er section will nrl n ·or Lo show how mnrh s :;me-n · -

i. on is pr c iced in he v rious incluf'> ric·s b11 n prclindn:try oh-



·n io n 0 T.lhl h 'h • 1 f 'r h nnd D 
. ry 

Pro It • l ' ; t i cs «Ulf s t\ 1 • 

1!11'\1 , . • .. m n 11 n n r· • tl t ns rHd 6 . 7 I' C~"l of I l 

Cnnlccl \'c' at. I Fi h Oil nn I F. n I a 1 ·o ll . r·. g . D r 

and Spiri ~ 1\ •o r· i •s . 8~.3 l l'C n of I h f ' rms 11 Clo hi 1\ ' 

nnd T~ .· Li J nlso • i \,' • I) ma rkr• I C'gmrn t. 1 :ion as \'CI . mpor · . n 

Some }H\l' I. j C 11 1 ;• 1' indus I t· s among J.PRJ Grain ill Pr·odu s, 

Onkrr~ Products and Sngn1· nd onfcc iorwr: categorie-s 1ddJ l'-

knowl g i ng thn t. marl· s gm nt.-tion is im o l n, n v r h ss 

in ical~ 

go vcrnrncn 

h t due o he nature of indu·· ri s (hi~hl.· 

r g\ll a I d du to h ir slr I gic impor nne I h · ~· t' 

no f l' o pr:•cl i c marl· _t. s gm . nt .. 'll ion o th<?" sam as 

lh( 111 r g11L t r1 or less r gu]al d ind11sl t·i~s. 

T n ndd i tj on to I h a,l,ov , i \\:l.S ~l::.o fou11d 011 hn t Lhos 

firms 1 ho vi w •d m· rl · 

mu l t. i-pro luct firms fln 

<-;cgmcn ntio ::-; ver·:-· impor ant 

his h'DS CSPC' iall so lit t.h t ncl 

Dairy Pro uc s, Ch _rnicn.l/Phnrmnc uU ·nl, Fool,,,. nt· nnd Cosmrli · 

nd Sonp en cgorics . 

1.22 The Influence of Various Segmen a ion Varjabl s 

ih· inform~tion for his section 1u1s ob •ain d from he 

response. I o Q 1 stion 1•1 in h · Quest i onn. ire . Th . qucsli on "' s 

can to fin 011 t. I h to \-' h i c. h c ~ r t a i n s c ;; m • 11 '' ion v a t'i -

• bl es l11 fJ ttC'nc h pro uction r d m:trl :c Ling of n rt in f i em's 

prod\IC' . A s ' 'en point ik r -typ~ S·ol Wcs us~ for this pur-

_.os \.-jlh 1 bejng " . ol At J\11" :lnd 7 being "A Gr n D al." Th 

n5 



n t rmcdia ·.-.·um o h :1 g du liLO"r'ssio. from 

on f>X r· me ,!) r· • I o hr• o I h • Th 

minrd wcr Gcoo·raphir·, rrno •r· •l hi • Bch. • ioral 

Th s ., rC' I It ma i 11 d :~c J' • p1 , ... of 11 iug o sum r 

ood-> irclus is 1s .· p] :ai n d in Ch1ptcr T1•o on Li rn ur 

<'Vi I Tl r sults sh \,.,, i11 T.lll] :) .hm h1 r 13 i·c influ nc 

0 f l Ia~ \"11' i us sc nwntnt,ion ':l I ' i • b} • 

TABLE 5 

h: · 11dus I • • . . 

MEA SCORES OF THE RELATIVE INFLUENCE OF \ARIOUS SEGMENTATION 
VARIABLES BY I 'DUSTRY 

I ·o STRY 

1. M a and D iry 
Pro uc s ~. 3 

2 . Canned V get blcs, 
F i s h 0 i 1 and F. s 5 . 0 

3 . Grain .ti 11 Produc s t\. 5 

I . nak ry Produc s 2. 3 

5 . Sugar and Confectionery 3.7 

6 . Ch mica1/Pharmaceutjca1 6.7 

7. Beverages , Deer & Spirits5 . 3 

8 . CJo hing and Textiles 5 . 5 

9 . Footwear 6 . 3 

6 . 2 

\"\RI 
DE. tO­

GR. PIIJC 

6 . 3 

6 . 0 

G. 7 

6 . 0 

6 . 7 

G. 3 

6 . 8 

7 . 0 

6.8 

ni::H.\­
r.RAPIIIC \'IOL R L 

5 . 6 I . 3 

5 . 0 5 . 3 

~ . 8 1.3 

5 . 7 I. 7 

1. 3 5 . 3 

5 . 0 5 . 3 

6 . 0 6 . 0 

6.0 1.5 

7 . 0 11 .7 

7.0 6 . 2 10 . Cosmetics and Soaps , ============ ==================================================== 
Source: Research Findin~s 
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Th ' s lb ( s j I 0 sh ufl I 1\ f o;; r ' hie, 

Oemo~ r. ph 
. p lrlthi c 1 '• r i ~tb. I 

Th 10 • ll"" .. ;I o\o~n ar comptt ·d from I I(• ',1 rla 1 tn fl ncl i .. 3 . 

Th \";) I. in Cl pt• h lll nn s or s as fullo\" .. . In h ~I a nd 

D. i ·~· Prod uc 

i nfl11 111 idl \ 

ps ~ hog r11ph i c 

' Tndu · r. d mo~ r. pl i r· ·oH · d rn ion:=; r the mo~ 

It HIll :111 of fi . :l Olll fa lOS ih]e /.Q; fOlJO\' rJ t:0' 

cons iclc•ral in11 s, ons i d • a ion" anci 

l.s t ly ~hAviornl con · J rations. 

same m nn r, he mos influcn ial v. riahl for In Lh 

C'ntcgory 2, Cann d V ·gc ·1bl r-;, Fi s h, Oil and Fals is tl mogr phic 

ch rae erls ics . In fa.c , it was observed lhaL mos indus rics 

i ndica ed th demographics inflllenc heir prod11c and marl· t i ng 

s rn g j s o a gr a r ·L nl hnn any other vAri· l l Th ouly 

cxc ption o lh is \-'uS he Grn in '1 i 11 Produc s ' j ndus ry which 

r t d g ogr. hie and bchaYiornl consid rRt jon_ 

hnn d mograpl ic ronsideraLions . 

qunl or higl r 

The" Cosm lie•· :md Soaps Tndu•;lry is also 110 'l lc in lint 

(with rnting of 6 . 8) 0 rated dcmog ·tph ic consfdera ion~ seco 

rsychogr ph'c consi cra tions which h . he n'lnximum r ing of 7 . 0 . 

The Footwear industry also r ted clc>mogrnphi and ps:; hographic · 

f'qu 11 . \,.· th a rating of 7 . 0 while Ch mi.cal/Pharm. c u ical also 

rated geographic and demographic cons· d~ra l i. ons qw\ll ~- (G. 7) . 

These ar he mos ou s anding fin ings nnrl furlh 1 Ught \,ill 1 

~hed on th se diff r nc s/similari i s in lat. r .· C""Uons of hjs 

s udy . 

Gi 



I . 3 THE ORES BETWEE, 

DIFFERENT RI/\DLES 

Th i !': t. st. ,,·a~ us d o f'.. 1 " 'h t h,. h n a for l I cl. f-

f . r n se~mcnt.rll ion \':.ll'i:tll~~ \'l"'r<" • i~ui r· c ~nt ly dj '"f rf'rs Lh 

!'15 ere n onfi d O(; C level . The p oc· •durc ' s fo 1 1 O\ .. :-

'fh(' mcnn_ for h hO ·nl'i·h] ~ b iII ~ i I \' i g; d ,. r r< ng d 

s idC' h.· . i d and de>~ign d Xz. and . I t SpN; ! i \'( 1 ~· . 

2 . Comput.a io n of rl j . ~ 

1- I nnrl lh n Ed 

:1 . Cnmput.a .ion of h d iff,. rcn · i . d - d 

I. T s ing "'h th r t.h average (d) cliff rs ··ignific nt.ly from 

z r o . 

Th st. nd·\ru rror of Lhc s imaLe de no cd ns sd :is "i v n by 

fo ] lO\dng for mul : 

Sd = Srl 
.[l'i 

Sd=~ 

and n i 1.h . num cr of t.he diff ren indus rics in th sample . 
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\L"S\ mi ng confidcnc J r- ·cl r ... n I null 

} : 0 h 5 
. s (If : ) \•.' :l. hll h Ji f-w 0 m ans \ ·c t e 0 

fc- r n 1 • • n rnn L · \' h.'l I Ia ( IIA I I\ :'IS hul the \00 s I~ of 

mer ns \•' t di ffcr•r nt . 

fn h t. bl c of an:1l~· C• 11mn 

d11st ri s , Co l111n11 . · 2 a n d 3 1 i 'f"' l . · "·ld c I ;1 r · t h 

5 is d - rl 

ing ~~~d. Co1trnn I j·" d = -
' 2. 

s de f i 11 rJ :tho •c nnd Co l11nm ;-
- z i.-. ( d - d). 

nlumn 

Asst rm i. ng hr> d iff rcnc·P.'-' ( d - d) :\1 normnlly di-;lrihulcd, 

h t' I io d - 0/SJ f o ]lO\•'S ht' I dir.:: r•ihut. ion . ThP - s 1\ i•·-

i c i . ~ i •c n by:-

t = cl - 0 

Sd 

The number of Lhe degrees of fr tlom is ( n - 1) wher n is 

he nu mber of d values . The s is t ~~o-tai 1 because onb· a d 

value tha is ei her posi ivc or negativ · and significan 1) di f -

fer nL from z ro could r sull in he nc pL nc of Lh 1 Lc rn -

iv hypo hesis x 2. - x 1 J 0 

For a be t r grasp of I h rc.,tl J t·h tes '"· s don f o r 

imes for he various variabl s as follows: 

l . G~o~r-phic. nd Demogrnpl ic 

2. Psychographic n Behavioral 

3 . Demogrnphic and Behavioral 

l . Geographic and Psychographi c 
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1.:lJ T-Tes Difference of nn Scor s for G agraphic 

and Demographic V rinbles 

Th compu l iou for hi I c :: 111' co n in i Tnol 

•. ch Th h~· po l h s j • t 0 l \. C1 t t h. he ( i fcl'<• nce, b -
w n t.h hO s{ ts o f rn ''til~ \\' . lw . amt i . e 

llo : - . 
= 0 • 2. " I 

II A : - . 
J 0 z.. • I 

where x1 an x, 3rc the m ans for h rr>sp ctive variables b ing 

• st d . 

TABLE 6 
COHP TAT IONS FOR THE DIFFERENCES OF lEAN SCORES FOR 

GEOGRAPHIC(X2) AND DEHOGRAPHIC ( Xl) VARIABLES 

I . 'D STRY X2 X1 d d -

1 . MN\ an Dairy 5 . 3 6 . 3 -1 . 0 0 . 20 0 . 01000 

2 . Canned Vege abl s, 
Fish , Oil and Fats 5 . 0 6 . 0 -1. 0 0 . 20 0 . 0 1000 

:1 . Or in Mill 1\ . 5 1 . 3 0 . 3 1 . -o 2 . 25000 

I. Bakery Products 2.3 6 . 7 - l. •l -3 . 20 10 . 2•1 000 

5 . S agar & Confec . 3.7 6 . 0 -2 . 3 -1 . 10 1 . 21000 

G. h e> mical/Pharm . 6 . 7 6 . 7 0 1. 20 1 . 11000 

I ' Be,· , B e r, Spir· s 5 . 3 6 . 3 -1.0 0 . 20 0 . 0 1000 

8. Clothing&T xt.iles 5 . 5 6 . 8 -1.3 -0 . 10 0 . 01000 

9. Footwear 6 . 3 7 . 0 - 0 . 7 0.50 0 . 25000 

lO.Cosmet.ic s & Soaps 6 . 2 6 . 8 -0 . 6 O.GO 0 . 36000 
----------------------------------------------------------------

-12.0 15 . 88000 
====== ========================================================== 
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=l.. <=> -12.0 = -1.:0 

n 0 

s =· ~2 
<=> ii;.R8000 = 

ln-1 9 

1 • 3283 

Sd = Sd <=> 1 . 328~2 = 0 . 12005 

.[10 

Test Statistic: 

-
t = d - 0 <=> -1 . 20 = -2 . 8568 

-
Sd 0 . 112005 

,\t a con fi ence lev 1 of 95 percent, 01.... = 0. 05 and for a Lwo-

ai l ed test, the critical value l n - 1 d gr s of frc om is 

read from Tables in Appendi. · C and is found to be :: 2 . 262. 

Following this, the observed t of - 2 . 8568 li s ou sid 

acc e p ance r gion . This means that '" rcj ct th<' null hypoil sis 

( llo ) he Lwo sets of means are th s me an ccep h 1-

r>r na iv h,po hesis (II~ ) that t c \W s s of m s rc sig -

nificantly differen at the 95 perc r L ) C! ·cl of confid •nc . 

t this 1 vel, we can enta iv ly conclude ha diff rc t 

industri s differ s'gnifican ly in their practic of marke s g -

m nta ion as f r as demographic and geogr.phic vnri .b] s ar con 

C<'rne d . Th's aspect 'ill be l·bor don fur ·h r inCh ptcr 
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Fi • . 

s in~ 

1m l ;.·po I esb.;, 

s ·c hogr hie ncl b h;wior 1 vnr·altle-. . Th follo'ldnn able slo~·s 

he c ompu t:1 ions . 

TABLE 7 
COMPUTATIONS FOR THE DIFFERENCES OF fEA 1 SCORES FOR 

PSYCHOGRAPHIC(X2) AND BEHAVIORAL(Xl) VARIABLES 

I,' DUSTR~ Xl d d - d 

1. ie at an Dairy 5 . 6 1.3 l.:l 0.82 0.6724 

:? • c nned \'ege ables, 
Fish, Oil and Fa s 5 . 0 5 . 3 -0 . 3 -0.78 0. 608 •1 

3 . Grain 1ill 3 . 8 4 .3 -0 . 5 -0.98 0. 960·1 

\. Bakery Products 5 . 7 ·1. 7 1.0 0.52 0 . 270 1 

5 . Stgar & Confcc . 4 . 3 5 . 3 -1.0 -1 . ·18 2.] 904 

6 . Chemical /Pharm . 5 . 0 5.3 -0.3 -0 . 78 0. 608•1 

7. B v, De r, Spirits 6 . 0 6.0 0.0 -0 . •18 0 . 2304 

8 . Clothing&Textiles 6 . 0 •I . 5 1.5 1. 02 l . Ot!Otl 

9 . Footwear 7.0 .7 2.3 1. 82 3 . 3124 

10 . Cosmetics & Soaps 7 . 0 6 . 2 0.8 0.32 0 . 1021 

·I . 8 9.!)960 
::==~==== ======================================================= 

d = ~ d < = > ~ = 0. •18 

n 10 

72 



Sd = e <=> ~ = 1.053882 

Sd = ~ < =. l. 053882 = 0 . 3332fl8 

rn 110 

Test Statistic: 

t = -0 <=> 0 . 48 = ±1.4402879 

s 0 . 333268 

The observ d of -±l.4402879 lies in the accep nee region . 

This m an hat ,.,.e fnil o rejec the null hypo h sis tha he 

wo sets of means re not dlff rent . lienee 1 the observed is 

not s ignifican tly diff<"renL from zero and th r fore hem an 

:- or s for psychographic and ehavioral ·n.ri. bl s re noL sig -

iff rent . 

. sL then impli<'s hat h'C cnnno con J' d 1d h con-

r fica nLly 

Thi s 

fi encc th th im orL; nee a lached o Lhe e '"o v ri bl s y 

he diffcrnL indu~tri sis signjficantly dj·ffcren 
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. 33 T-Test for .1ean Scores 

B h vioral Variabl s 

When he s m t st \.'L. carried out. for h d mograph'c .'\n 

chaviora l vari~bl ~ ll 

TABLE 8 
COMP Ti\TIO S FOR TilE DIFFERENCES OF lEA SCORES FOR 

DE fOGRAPlliC( X2) AND B · IIAVIORAL ( Xl) VARIAn • S 

: 'DlJSTRY :2 d d - d - rl 

l. Mea and Dair: 6 . 3 1.3 2 . 0 0 .77 0 . 59290 

2. Canned egetables , 
Fish Oil and F s 6 . 0 - ") o . ,J 0 . 7 -0 . 53 0 . 28090 

3 . Grain }fill ·1. 3 ·L 3 0 -1.23 1.51290 

·L Baker: Products 6 .7 •I . 7 2 . 0 0 .7 7 0 . 59290 

5. Sugar & Con f ec . 6 .0 5.3 0 . 7 - 0 . 53 0.28090 

6 . Chemical /Phnrm. 6 .7 5 . 3 1.1 0 .17 0.028!)0 

I • Bcv, Beer, s lri s 6.3 6 . 0 0 . 3 -0 .93 0 . 8G ·I90 

8. Clothi n g&T xt.il s 6 . 8 J.5 2.3 1. 07 1 .11 '190 

9 . Footwear 7.0 •1. 7 2 . 3 1 . 07 1.1 ·190 

IO . Cosmetics Soaps 6 . 8 6 .2 O. G -0 . 63 0.39690 
---------------------------------------- ------------------------

12.3 6 . 811 
== == ======== ============================ ======================== 

-d = l:. d <=> 12 .3 = 1 .2 3 

10 

Sd • ~)· <•> }6.8~110 • 0 . 872353 
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Sd = Sd <=> 0 . 87~353 = 0.273862 

Test St tistic : 

t = d- 0 <=> 1..:..11 = 1.1587179 

It was discov red thn of ::t:: t . 15871!) lies 

outsi d h acc~ptA c r gion . As a result, Lh nt~ll hypolhcs·s 

Lhat the two s s of means are he same was rcje d and Lh al-

Le rnativ ace pt.ed at. Ll 95 percen level of confidence . 

From this , he conclusion was Lhat the different indu tries 

iffer significan ly in he e.·tenL o which demogra hie and e -

ha v ioral variables infl tence their prod He t ion and marketing of 

heir roduct.s . 

The same test was carried ou for Lhc cliff renee of mean 

scores bet' een psychographic and geographic v riables . The 

esult was that while the critical v lue of L \as = 2 . 262 , th 

observed t w s ± 1 . 122249 . Hence, o s rved ·t lies in the ace p -

ance region and so fail t.o rej ct Lh null hypothe!:>is a he 95 

1~rc _nt 1 vel of confidence . The neans are no signi fic n Jy 

c1 ff erent . 

This t st implies tha we cannot cone ud '~i .h confidenc 

_hat the importance attached o th s 'o variables by the d'f-

ferent industries is significantl.• diffcren . 
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VARI-

ABLES I TO TS 

E ch of h fonr vnri able· d · scusseci ~·o far namely 

psychographic and b•havior 1 variables 

c n fur h r b di • idee! in o their fin r di ·isions . For £'Xample, 

geosr phic considera ions are r gion, clima e, d si y; 

demographic consicl ra ions are age, se.·, f ami 1 y s i z e , c c . ; 

psychogr h"cs ar ocia class, lif styles and be avioral con-

sideralions include such factors as occasions, enefits, user 

sta tlts nnd the o Ll ers shown in Table 9 be low . 

J r s nnding of marke segmentation practice, 

For a Lhorough un­

the resul ~ for 

~cographic, d mogr phic and behavioral breakdo ns ar shown in 

the le for each industry involved in Lhc s udy. 
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T BLE 9 
BLES SHOW! 'G THE BREAKDOh' OF THE v, RIOUS SEGfE TATIO' VARI ­

ABLES BY I DUSTRY 

'.\I~UOLE/I D 1 2 3 6 8 10 
-------------~--------------------------- -----------------------
Geographic 

Region 2 . 7 2 . 7 
1 Clim c 2 . i 2.7 

Density 1 . 7 1.7 

Demographic 
d Ag 3 . 0 2 . 7 
e Sex 1. 3 1 . 7 
f Family s·ze 2 . 7 2 . 3 
g Family L/Cycl 2 . 7 1 .7 
h Income 3 . 0 3 . 0 
1 Occupa ion 2 . 0 1 . 3 
J EducaLion 2 . 0 2 . 3 
k Religion/r c 2 . 7 2 . 3 

Behavioral 
1 Oc asions 2 . 7 3 . 0 
m BenefiLs 1 . 3 1 . 3 

User Sta us 2.0 1 . 3 
o Loyalty Status 1 . 7 1.0 

At i ude 1 . 7 1.3 

I • 0 
1.8 
2.3 

1.8 
1 . 0 
1 . 8 
1.8 
2 . 0 
1.5 
1 • 0 
2 . 0 

2 . 0 
1.0 
1.3 
1.3 
1.5 

1.3 
1.3 
1.0 

2 . 0 
1.0 
2.7 
1.7 
3.0 
1.3 
1 . 7 
2 . 0 

2 . 7 
2.3 
1.3 
1 . 0 
1.0 

1.7 
1 . 7 
1.0 

2 . 7 
1 . 3 
2 . 0 
2 . 0 
2 . 3 
1.0 
1.0 
1 . 7 

2 . 7 
1 . 0 
1.0 
1.0 
1.0 

2.7 
2.7 
1.3 

3.0 
3 . 0 
2 . 0 
2.0 
2.7 
2 . 0 
1.7 
2.0 

1.3 
2 . 7 
1.0 
1.3 
1.3 

2 . 7 
2 . 7 
2.0 

2 . 3 
2 . 7 
1.3 
1.7 
3 . 0 
2 . 0 
2.0 
2 . 7 

2 . 3 
2 . 3 
2 . 0 
2 . 7 
2 . 0 

2.3 2 . 3 
3.0 2 . 7 
1.0 1.0 

3.0 3 . 0 
3.0 3 . 0 
2.2 2.3 
2 . 2 2.3 
3 . 0 3 . 0 
2 . 0 2.0 
2.3 2.0 
2.5 2 . 0 

2 . 2 1 . 7 
1.7 1.7 
1.5 1 . 0 
1.3 1.3 
1.3 1.3 

2 . 2 
2 . 4 
1.6 

3 . 0 
3 . 0 
3 .0 
3 . 0 
3 . 0 
2 . 6 
2 . I 
2.8 

2 . I 
2 . 6 
1.8 
2 . 0 
2 . 0 

--------- ------------------------------------------------------------------- ------------------------------------------------------
Sourc Research Findings 

The results of this table should be used in conjunction t iLh 

he findi ngs reported in Table 5 . The way to in rprcL L is 

\ble tyi ng it with Table 5 \dll be demonsLrated using a f ,., c.·-

amples . The teat and Da ry Products industry r ted demograr h ic 

consi erations as being he most impor ant in the production nd 

marketing of its produc s . Loo~ing at h firs column und r 

dPmogr phics in Ta le 9, it is indic led hat he mos serious 

ronsi er tions in order of impor nee w~r g ( 3 . 0 ) , income 

(1 .0), familv size (2 . 7), famil~· lif c.•cle (2 . 7), and so on o 
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the 1 a impor nn , s .· ,. i t.h a in of 1.3 .los fir i l hi 

ind u s ry c u lly r ed s .· as ur import. nt.. 

The Foo Hear indus r.· rllso rn d d mo rnph· s h mo·t 

por l'l n in f1\1enc ( 7. 0). Loohng und r c lumn !l ir T bl~ 9, 

h mo t imr)or ant 3mong he dcmograpl ics a s fn ns his indus ry 

cone rn d arc ag~, s .- , f mily siz f · tmil~· lif• :-· 1 and in-

c me ,,•hjlc 

poi n ted 011 

he least import. nt \.:a s duc:~1 ion, 

that this is partly reflec d in income . 

The Ch mical/Pharrn cell ical indus ry rated geogra hie con-

s.dera ions highly ( . 7}. 

arc Lhe region and climat . 

The most impor n el m~n s for this 

For d mographics which iL raLed 

h j gh 1 Y ( 6 • 7 ) 1 th 1 men t.s most crucial are ge, s .· and inc om . 

For he Cosm tics and Soa s Industry 1 the demographics most im-

vortant r age, sex , family size, family lif ·cy le and income . 

l~e a 1 o no th high ra ing for religion/rae infl tcnces; in 

fact h hjghest for all the industr' · s . 

Tn a simil r manner, Tables 5 nd 9 can be us d to drew 

o her concl usions r garding he oLher industri s not included in 

the few mplcs ciLcd above . These two will e very importanL 

in n x chapter on Conclusions and Recommend ions. 
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I . 5 PROBLEMS ENCOUNTERED I THE USE OF FOR fi\L MARKET SEGMENT A-

YA 

,\s a finnl part 0 he s ud.·, he pto 1 m. ncount ted in 

he prac t i of m rkc segmcnta io \ ' r lso anal;. z d. The for-

m 1 mt rl·e segmcn , Lion d si;;ns b ing r•f rr d to h 1 are h 

priori , c) 1ster-b sed, componential and th s gm n 

ions d igns "'' ich are discussed at 1 n;; h in Chapt. x T~o. The 

research r h d suggested se\ eral problems ,,·hich h r sponrl t 

firms tiel cd as applies o hem . Th •y w rc also fr 

• nr oth r reasonR not; suggested by t.hc res arch r . 

(T· bl c 10) shows lhc results for all th firms in o nl . 

TABLE 10 

o speci f:.· 

The abl 

PROBLEMS ENCOUNTERED IN THE USE OF FORMAL SEGMENTATION MODELS 

PROBLEM .. 113ER OF RESPO 1SES 

1. 1e hods too complic ted to unders and 1 I 

2. Lack o f he necessary so histicated equipm nt 11 

3 . fark s no de' loped enough 28 

L Lack of trained personnel 5 

5 . Nc hods no nee ssary for our firm 26 

G. 0 her (specified by respondents) 13 

* respo nd n s "''ere free to tiel· sever· 1 problems 

=:=============================================================== 
So1rc : Research Findings 
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I woul se~m t lw h mo. t frcqtH'n r ponse 011 h 

o blcm perc i · 

velop d c>r ou~h. 

to he most impor an . s ha 

I \ ·: s t c f e 1 · ~ o f mo s 

o d vc lop ani sophis icnl. ·d mnrl · I. · is n 

mark s art"! no 

ha h ·is enc 

s n 'nl pr rcqui-

si e t. o I e pr cti .,. of marl ·cl: scgm n .ation as pr c ic d in t.he 

economics. 

Th n . . t pro 1 m in 

he form l usc of h mo 

impor .a.nce 

1 as noL c i ng ver~· impo ·tnt n 

good numb 'ndica hat given th s te of our m rkc s, in ui-

t on, mor Lh n · n~·thing else, can vwrk better than these or-

rowed mode s ~hose relcvan e in th 

i on a ble . 

loc 1 situa ion is ques -

It was Lhe contention of most firms Lh . t no me hod, no mn-

e r how complicated o tnd rstand, or Lh lack of sophisLicalcd 

machinery and trcined personnel, will b ignor d if h ir 

benefi s justify Lhe cost as reflected in Lhc D lance Sh 

This expl ined why these problems scored poorly as compar Lo 

he others . These and the many other suggestions will b dis-

cussed furth r in the next chapLer on concl~sions . 
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CHAPTER FI\'E 

s 

-.11 ~T~n~~~~~i~o~n 

s s e t 

e foc u s of 

segment. lion 

Ken~· a . Th 

ou in Chap cr One on the Obj ·c i v 

his s udy \va s t o find 01 t.; :tl ott h 

of I e Study, 

use of m rlet 

b: medinm and large scale manufnc uriug firms in 

four sub-o jec iv s deal wi h specifjc asp cts of 

he sLud~ as relates t.o market segmen ation and heir usc was o 

m le h mai las~ easier for ·her search r . All h obj ctivcs 

of e stu y w re achieved ~nd lhe following s c ions will n­

deavor o · ho"' the cone 1 us ions r&\vn by Ll rese rcher . The 

limita tions of Lh s udy and recommend t'ons for further research 

~."i ll a l s o ~ddresscd awards he end of this chap er . 

5 .12 Conclusions on the Use of tarket Segmentation 

1 . The medium and large scale manufac uring firms in Keny s g­

me nt Lh ir mark s and aim at articular t4rgct groups in the 

prod uc ion 

soph isl j c 

and marl·eting of heir products . Though not as 

cd as h practice in Lhe dev loped market ceo omies, 

ncvr-r he l ss many firms nder l'e various activi ies '·hich lc o 

he con lusion h·l m rl· e segmenta ion is impor nt o mos in­

rh s t r i e s h r in r c n y 

81 



2 . Giv n th h prac i e o f marl ·' s ;;m n ntior is ·~t h co r 

f h odu nnd marl t ing st ra 

i. co ncl11s ion of t.h': sud: tlta 

me nt th ir m<trkcts jn differ nt 

varir>lls 1m nts whic:h a firm in on 

of nch p~r i 11l:1r f" rm, 

h , •. r ious · ndus ri • ,.,r•g -

Thi m ~ns h. 

'ndus ry s r ·s sis o he 

ame as str ssed by :t fi r1n in 1otnll: differcn indus ry. This 

sp c c m out very · 1 arly in h course of the s udy \•hen t.he 

d · ff e renc s of th mean scor s for he influence of he v rious 

\' riables loJere tested . Th follO\,·ing arc a fe,,· e.·amples emanating 

from Lh research findings:-

( i) In he Meat and D i ry Produc Ls I ndu s ry, the firms produce 

such p roducts as sattsages, bacon, ham, fresh meat;., icc cream, 

bu tter , c h cse, and other related produc s . The m in variables 

in flu e ncing the pr c ice of m rkeL scgmentc Lion are d mographic 

and psychographic ariables . Th se include age, family size, in-

co me, r ligion, etc . The age is of greal influence in a product 

suc h as ice cream where children are an impor an Lars group . 

A:, such , t he flavoring, colouring, adverUsing ap als, distdbu-

io n nre 11 aimed at sa isf ·ing this target ·group. Family siz 

nnd family J i recycle r j mportant b cause he volum · of co nsump­

tio n is infl tenced by th s i ze of the family . This is csp cinlly 

so for milk and milk prod1cts hhich ar consum d mor in l·rg 

families . Religion is impor ant b c use c r a in rc 1 i g ions 1 i J-e 

Islam d o not consume c rtaiu m nL prod11cts. The impor ancc of 

r-ace is that cer ain rcccs' liJ·e Asians, Europeans , con ume more 
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c he e , n m 1ncl so Tl . nl>O r fl c s h ' mpoxt nc 

o f J •. .-ct o '3Phi s s11 s .:1 

ec h 1 roduc nd m l g s rn ~ s in a p r ic tlar firm . 

( i i) For t h Gr in fi 11 I dustries who s eci li~ n he produc-

ion of 'h H and maiz produc hP." :tre more influen d by 

n d 1t"mog raph ic co sid rn . ions. Kher as h 

de mosr. phics nr . s e. ·pl incd abo,·e 1 consump-

ion inc rt. iu areas w ich red ns 1.- po ul·ted ~o.·as hi~ n d 

I is i nflu need lhc distribution str cgic>:s of • h prOCiliC S . 

h j . a gory is al~o c!t:.lrnctPriz .' a llmi L d produc rnng 

•1 c• il. is main]~· a staple food indu s try ,,•!Ji h falls und r 

ove>rnmcnt r gulnt.ed inrlusLri s . 

(iii) The Cann d V ge a les, 

produce d hydrnt d vegeLables, 

Pish, Oil nnd Fa s indus rj es 

fru 1 t juices, cooking fat.s, 

e ge la bles ghe 1 marg rine and oth r vegc>: able products . Th 

mosl import..: nt influ nc s \\•er demographic and b l nvlorn l vari­

lbl es . Th demographics ~ere .gc 1 fnmjly size , family lif -c ycl 

1ncome , etc . the res can be ·plaincd in a :·irnilar mDnn r 

as done n o e, income 'as the singl • moRt impor ont influ nee 

~i nc the roduct must be afforcl.tble o t 1 c "l. rgc group . t\rnong 

he behavioral variables, user status ~. s import n and t h c.·­

a pl of he pur ly Y getarian w s ci d for I his inclul:>t.ry . 

Thes comprise a small market s gment in siz but \\'hos purch. s-

ing power is very h'gh and hence i s importance . Th impor ance 

of he psychogra hie varjables here i worth noting since the 

vpge Lar i ns re high income, high soc i 1 st us group nd so com-
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pr· i ,. · :1bl mark . ·· gm ' 1.. 

l iv) Th h mi. 1/Pharm::t al n p i liz in he 

.al• ing o t na~rlicin s 1 both ,. nd tumm . Hol' \'e 1 '1 is 

he httm:ln mcrii in and drugs ,,hic l • r • of >I cj:d n 

The imporl.ant var·i·t ),..s ·ere tfe d mogrnphi 

.·plann ion is :u: for o h r and i ncom ~ \\ho 

ps~·c hogr:-iph i c ,·ariahles 1·hich r • impor n · r 1 if s yl 

oc 1 d st.a us t.'h t certain clrttgs nr 

h 

s 

Tte 

d 

J i gh<>r s oc 1 a us ~roup. This is par lr. r ·f1r-·c ·on of h Jr 

high i ncom but. olso due .o those p. r i c ular illn ~~ s h. I. .. f-

fl i c: ma i nl y h · 11-to- o. The n•ar-1{ ~~mnn'·ionpra irf" it 

tlli. i clusLry also differ d marJ.C'db from lla foro h r ordin.ry 

omm o il.ies in hn m ric S"Sm tation ·s on 11r ly on t I e 

~· mploms . ncl '11n sses ff1 icl...ing the consum rs . 

( \') 1'1 Clo hing . n :1 Te.· iles nd also Lhc Foo w r ind 1.· tri s 

;Lre lnfht need o a great e.·tent bv the d mogra hie nd 

ps , c hograrhJc variAbl s . Influences such as ag 1 sex 1 income 1 

family si z n f mily lifecycle ar importan nmong th 

d mo g r phic variab s, while socjal class and lif s yle among th 

ps ychogr phics probably ha,·e more meftning· and applicabili ·y in 

hese ind s ries h n in most of he others alre y ci This 

is d\1e o he na ur of 

dresses , shoe 1 blou·cs, 

he products e . g shir s 1 cardigans, 

tc. all which hav a direc bearing on 

he varia l s lis bove . As a result, marlct segm ntation i 

•cry impor an ~ in h s industries and besins at th 'dea cone p­

"' 1 i za ion s age and prac iced righ l hrough the product ion and 
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ark · in of h [ rodu c s . 

( ·i) no h r in \IS r. '"'01' hy of no l l e Co m i c s and So,p 

ind ustry whic is j 11\'0 1 .. d lll t hf 1 t r du c t · on n f cosmetics , 

·oi l ri s 0 c;;, olo~nE"s lot'on ·reams , ba •.· 

II i·• an indw-:11y d i~h pr.cli ·cs produc t s , s , ni Lnrr ''Dl't, et.c . 

ma rk L s ~rn~n flLi on 0 t.h ulmos Fo r ( :11111 ,] '" ny of he 

r oduc ts 1'\ 0 e l'C ogc sp cific - ~ ha h~· loti ns , colognes , 

1 i ps t..i cl{S ; s sp cif)c e . g c reams , so. ps lips icks . For his 

rE-a son , Lh s vari. I ) es have 0 he I en in 0 rl f'{)ll0 < t the ini -

~i al s ages in pro uc d velopmen . V, rinhl s such as i come , 

li f estyle, socinl class r also impor n b c us h r · are some 

r r oduc ts in t.h i · cat. gory ,.;hich are ex lus i ve stt h as cologn es , 

1 i ps ticks, spr ~' s . Thcs a e pric d highly and r he r e fo r e 

m£> an t for he high income argc group . Each produC"'t in h is in -

d •1stry is mad 1o1i l.h sp cific buy r profil i n min du - o h e 

comp t itiv nat\1r· o f l.h products . Packaging and , dvcr ising ap -

peal s pla~' major rol 

h 

in Lhe marketing of th s 

right m dia o r · ch h 

rod1ct.s . The 

groups . fi rms have to chaos 

The above ar f eh ex mples cited from t udy 1nder -

a ken. For h o h r in 11s ries not inclu e ; similar infe r e nces 

on the use of marke segm n atio could c draw f rom th da a 

pre s ented in Chapt r Fo11r and also in Appendi. · 01 and D2 . 



5 .1 3 Conclusion and Discussion on he Problems Encountered in 

th use of formal iodels 

Though th abov .·• mpl s hn s 'm n-

•. j 011 s r~• impot'lant., he 1\ •n;.•an i I t nt ion i<- 11niq1 c in l h: t 

he marl · t.s re no dcv lop d 'nourjh :1s in he ad 'c nee mark 

t•co nnnt t 

t h.- l. m. rl· 

'f} is \v:\!'> h m~jor probl m •ncounter d o t h ex en 

rs r ·or t l o some nnor hodo .; me>Lhods in h s ud;.· a d 

~~al, Pis of Lheir mark ts . Th formal models are also not imlor­

nt i n our contc.· partly becau,e of the undevelop d n. ure of 

Lh e mark Ls but al ··o for Lh fac It, tl e n1lc or thum m hods 

11 ed worl· and hPnC Lhcr is no need for expensive models 1·hich 

1-ill no . s r e any use fnl purpose a he prcsen imc . 

Tt ::1lso s•cms th. L markeLin" is not al·en 1d h the scrious­

n ss i deserves by mnny firms inc I ain ind1stri ~ which t-

trac gov rnm nl. int rv ntion in pric ' selli n~ and dis ribt t ion . 

ThotJgll s gmcntnl.lon is important. for LlwJ 1· product nnd mnrl C'l ing 

ra egi s, Lh y ar" 1 imi Led in Lhe dcgr to 1.-hj ch this can 

prac iced . As ls the case \\'i h many borrow d model·· I 1 L loJill 

t~le time before their use is fully. pprc~ialcd nnd practiced . 

I ~ ill also calJ for a level of sophistication \ hich som i • ­

dus ries at pres n ar fur from achi ving .. nd lso ccrt in 

lc ·el of a~areness and educa ion on he par of the consumers . 
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-. 2 

Th ned o s ~m n n m tk t .nd a roup 

"i h r·oduc and rna ar s due o compr.! 

ion . A firm in a \'Cq d:u ic i no u'" ~· lik Cosm t'c nd so·, ps 

\o:Ou ld ave t.o • l1y rliffc r •n II rr.! a l s from :\ f · t·m in G r i r • fi 11 

Produc t dus ries. ncspi . h s~ diff·rcnc s, mn s •m n 

ion is none hclc s impor anL . ~i h the d cor rol of pri es n 

he op n .i ng of t h local m. rJ, ~ I o foreign omr ors h rc 

1s a n d for h management of nny firm o dcvis 

l"ill diff rent.ic L lh ir offer from the comp i ors' 'n v r 

11bt 1 c h'<lY . Th i s ~.: i 11 ens 11 r th · t the prothtc t s npp -al ' 0 

peci fic LflrgcL !P'OIIps whi ch \\ill assur thE> firm' ~.; fu•urc . 

From he stud~· , s gmen at ion nerJ no be v ry complicated 

process . .Janagement n ed only identi fs hose ari·l lcs '"hich im-

-p c mor on th ir pro ucts and try o ilor their markeling mix 

o the par icuJnr group of interest . 

~.3 LIMITATIO S OF THE STUDY 

Th single mo .· impor ant linli tatio of· thi!:> study was Lh 

fact h1t h c rn p lt· si, "a '"' mainly on ·he medium a nd l rg seal 

co nsumer ;;oods indus ri s and in Lbese onl ~· spcci f ic indu·· Ld s 

WC"re ' nvolved . Given Lhat mnrlc s gm nto ion i the core of 

product ion and marl ·eti ng s rn eg i es, h findings of his s udy 

can onl~ logically be applicable l.o he industrjes in 1e sample 

an clos 1 y relat.ed ind\1 tri s . 
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:; f .1 r s d < I n c· o 1 1 c i n w • on ·1· 1 t1 , I' o n '.: ti·· 

P pot· some resp n n . , on1~· n:dJ rumb of hcq11 

onnnir s wer annl;.· ;a·d . Gi\' u h· •ct·s nalur of som 1n-

uslri sand h ntm rous firm~ invol\' d , haYing 3 or\ firms i n 

s:>me indus ry cnt egori s mrt. ' bin~ h • r ults . This should b 

l~rne in mind in ttsi11g h r se• rch finding . 

5 .~ DIRECT ION FOR FURTHER RESEARCH 

This s udy mainly dw lt on he cor sumer goods iudustri s and 

only a f ew due to -he Lime constraint. 1\ s udy on marl·c s g-

men a ion on the in usLrial goods indus · ri scan also be und r-

akcn to ·amine th use of marl·e se"'mc n ation in these in -

dustr'es . 

nother important area 1ft out hut which is \ilal fo r fu-

ure s udi is in the ur a of servi 

sur nee co mpani s , beauty care , eLc . 

illdustri s ] il·e banks , jn­

Th sc probably use market 

se gm nta i on mor than om consumer goods indus rics and so Lh~y 

should b e.·amined in fi.tture . 

Gi ven t..ha this · tudy \vas he firsl of 'its I in 

segmenta ion in r n;.·a, and hcnc w s mainly in 

in market 

in s L 

11 hi ng Lhe praclic , further studie · can b don on Lhe scgm n­

• a tion variables wi~ p r icuJ r cmth~sis on mnrke s gmen alion 

model s . 
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APPE, DIX 

Specimen Lc ter to the Rcsponden s: 

r Sir/fadam 

I am ~ gr. dua st11 cnt in th f:.1cul t}· of omm rcc, Vf!r-

s' ly of ··~ i rohi . I ~\m curren 1:·· cngagc•d in a monag ·m n r sC'. r h 

.. ojec on mari-e segmen .:tl ion and i s :tp( 1 len ion b~· m •d inm , nd 

rgc settle manufacturing firms in .·:l't•ohi. Tbls i• in fulf'll-

m nt of he de;;r e of ~las c t·s in Bus i1 'SS and Administration . 

J h r for(• r~ques L you ld ndl)· lo f j 11 ·hC" qll l. ion a i J' • al~-

" Ch d to th h !'t of your h10\\l dgC' . Th informal ion Y"" :;iv 

"ill be us d for •·es arc: It purposes onlr :nd i IJ no 

ntm ofylr firmappeat'in h• finnl r .pot·t . A 

r C' port h'l 11 b<' mnclc: nva i 1 :tbl c t.o you upon rcques 

Your coopt r I ion \dll be grcally appreciated . 

i n advance . 

Yours faithfully, 

·g'ang'a J . • f. 

I.B . A II Sluden 

A9 

lv' y \ i 11 th 

opy of h -~ 

Tht nl in~ you 



QUESTIO AIRE 

SECTIO, A: 

arne of Firm (OPTTO .\ ) .............. ............ , ... , , ..... . 

-· Indus ry F'rm h lons ...... .... ......... . ....... ....... ...... . 

3 . Ownersh'p (Tjck as appropriate) 

Locall. Ol·mcd 

P r ly local, partly foreign 

Subsidi ar) of a mulLinaLional firm 

\n . 0 h r sp c. r~· ................................... t •••• ' ' • 

) . Nt mb r of years firm has been in opera ion: 

1 - 5 y ars 

6 - 10 " 

11 - 15 " 

16 20 tl 

Over 20 It 

5 . Ho'" m n~· produc ~/br. nds docs :our firm produc ? 

1 

2 

3 

!)0 

( 



Others cif~· .......... . ... . , ...... . . .... .. ... ........... . .. ... .. 

( n) Do ·ou hn ·e branches aronnd the cou n r.· . 

'es . ·o 

(b) If 'es , please iudica nt1mb r ..... . . . ... . ....... . ... ,., .. 

7 . Indica e the location (Tiel· as approprial e) 

:airo i and C n ral Provinces 

We tern Pro jnccs 

Co st. Prov inc 

RifL v" lley 

Ot h r sp cify ..... . 

8 . ) Do ou bav n ~~ .d;;:e Ling/Sales Depar men ? 

Yes 'o 

(b) If 'es , pl '\S list som of th' fun c lons of I i.s ·tr -

m nt in your firm ....................................... . 
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SECT 0 ' 

tn 'h r·odu I .J II ·I . r . .. r t h 

foll I 'l J =~ 1 ~- II' f: J .... I 

un l: nn 1, 7. • It 'l• 

. r d, ·l { I ,, 

of ·n ,'lll\P, f) ·d. r !)Ill' cur.;tom r·-: 

II • • I I 

ll ( :\('("01111 Lhr n!,; ·• :- o f Ollt' cc•n-

o ln1~· Ill' {' rodll(; 

''' c• I n I r i 11 t n a c c o 1111 I. I h llll' 1 . o I).\ l.d I s o f' 

10 . Givet most. of h nbo,·c 'trt. c ·sen inl nctivi lic!s ln 

rnnrh-l:. ~. egmcnt.'ll, ion , i n d i c n l. l j 11 It c• <:: • n 1 c be 1 o '' 

m, r!-~t· segmen t al ion 2 1s jn :out· firm . 

.., -· mnrkct sP• .. mcntnl.ion ls l, h c pru ·e$S of di · idiat~ :1. he ro • ncous 

i ll ( 0 ,'(' 'lllC'll "' I ich nt r idr-11 i f ir1hle for h p11 rpos" of 

fk!ii~nin~ a prod11cl, pricin~ i f'PJ'npr j • dc ~i•n'ng h · np-

• r· o [ r-i '' I r promol.ion ; nd dis 1·itu io ll ·o as to mcc th _ n cds of 



• t•; [Oi tl.&. 

f ttt• :ti)SI~ I :i imp t•l ;u i J\1 !( 

,.J : l ~ )· i 11 ~ n;;n il.~ c· a l'P r·o ) r j . 1 t • mt 11 

F" m 00 sm11 11 

Cone p1 0 .'lppr-or r i:• 

no idtlllifja 1~ nne! me:te.llr<hl~ 

H h~ on]: relC\' nl 

Out bt·: nd is he domitHUt l r. nd in 

'-1. rkc t. no suh:-:1 ant ial I o ~er. rate a ·: 1 ·s 

\"0 1 IIlii l.haL IISIIJ• s profilabi]j 

not. acr.C's:-. i b lr 

. lttrJ;: ,. l 1101 . r ~pot ::; ,. 

gr:tm•· d v~ 1 op d I o rr:-~c:h :.c;pcci fie ·.:: ·gmrnl· 

An,.· o t I <• r p 1 as0 . pee i. f y . 

GO TO 13 

'2. If yonr ans1.:r_r ·o Ott~"S ion 10 is "Impor nn '' or "\'ct·:: upo • -

I ic)· l h rrn~ou ''hY ft•om amon~ L fol ln ··u~ 

Profi I nh i 1 i y ha· .. i mpro ' cl 

l3r•t'Pl· 1 1 ocnl ion of r·r .. ,;out 

omp .i or·!" h:t • 

~· . .. 

n 1 

la· resulted 



ll , I l t• 1 lt , s ·., pe c . f y , ....... . 

GO TO 1 I 

i3 . In th nbs nc of formal mat·l.ct :-- ,.,.ment:lion s d r·n 

aho·e ,·hich of the followin~ apply •o ~:our f'1ru:' 

ln.kc prodttc s11iLnblc for e"·er.·on 

~lnlw p roclur.l a ud hen lotll for· p0·~;"' j i 1• 

Cl l:>t.Omf>l'S 

~~a 1-c~ pt·od 11 :.Ill ar!Y I' '·f"' 'l. 

~lak produc·t. and Lh n t :: to C'lrlnpt r:ot "'li m •rs 

0 [>tOdiiCL 

Fo 11 o,.. comp 

GO TO 19 

or~., ' innovations 

I . In h product ion and mn rl·c :in~ of yo11r ·prorluc 

e.: n r · :ou j flucn eel r Ll C f )O\dn~? 

tc-,.,.ion, clim:\t, t.c ) ( a l G o •• I' a ph i <, c n s i d c r· a l i o 11 :..; ( i . 

.·o .. nt ,\11 1\ Grcnl n~nl 

3 ·' i 
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(b) Demogr h·c cons·d ra ions 

"ot at All 

c s . , f arn i l y s i ze, i ncom 

2 3 5 6 

Grcn D 1 

7 

(c) Psyc h ographic Consider5tions(~oci 1 cl ss, lifestyle, per­

sonality, e c) 

1 ot at All 

1 2 3 

(d) Beh vioral Consid rations (occasions , 

tus , attitud to1ards product) 

ot at All 

1 2 3 4 

( 

Great De 1 

5 6 7 

n fi s, user sta-

A Gre t Deal 

5 6 7 

5 . (i)I f your answer to Question 1 is (a) giv some possible 

reasons ............... . .... . ..... . .......................... . 

t t t t t f I f f t f t t t t t t t I f t t f t f I t f t t f f f t f t t f f f I t I t f f f t t t t t t f f f t I I I f 

( i i ) If (b) g i v r son ( s ) ....... . ........... · .............. . 

t t t t t t t t t t tIt t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t t f t t t t t t t t 

t t t t t t t t f t t t t t t t 1 t t t t t t f t t t t t t t t t f t t t t t t f t t I t t t t t t t t t t f t • t t t t 
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( iii ) If ( c ) t! i vc r , ~on ( s ) .............. , ..... , ............ . 

• e f. f f t t f f f f t f t f f t f f f f If If t f If e f f f If. f I 'f t t If f f t t If Iff f t f t f f f 

1 f f f f f f f f f. If e Iff' I e 'f f 'f f e. It • f f f. e f Iff. I Iff f e If t. • e 'f f e f • 'f 

(iv) If (d) gi ·t- reason(s) ..................... . ............ . 

'6. Among the bro~d en gorics ci ed in Qu s ion 1 l abo e, lease 

indicate h ow impor an he follo\oJins ·ariz hlcs ar : 

V RIABLES 

Geographic : 

region 

climate 

density 

Demographic : 

age 

family siz 

family life C)Cl 

inc ome 

occupati on 

. education 

religion/rae 

o Im ortant Im ortnn Very Impo nnt 
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Dehnv i ornl: 

occ. sion"' 

en fi s 

ser s atus 

loyo.l : st. u .. 

atti ud t O\•'nt•ds 

produc 

17. From Qu s ion 16, choo· he · m.•o nut nnrl • r:v impor 

variables for :ou r·rm n d .·p}.~; ln ·c flr 1 o · h,..~. nr~ 

us 

•••••••••••••••••• • •••••••• t ••• • t ••••••••• ' • •••• ' •••••• 

I 8 . \vl l ch of followin~ · ct ivit i s r l 1 ing 

do s .·onr firm u dcrt.akt'? (Ti k YES o :o) 

\nal ~'Z our pot n i 1 marh~ s 

S\1rvc .· he n cds of oux consumers 
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n c i. (' CHI 1\'-, i r s~gm 11 .tliOII fo1· 

:\1' yin• on t l. lat I)}' • '.' .·o 

Dec i d · on h b. ·l· of s ~me ion r 
J I . 

h -urY .·o 

Determine s •m 11 , on the basi:-. 

of con. urn rs Otl ~ I 0 r r ] vnn y "• .·o 

Group consum r \, ho v lnr _, i m i l.1 r rcspons 

prof' 1 s og<'l ht ,. Yes ( ,'o ( 

Decompose consumers ' j n i\·irlual r !:pons s 

in o compon n conlr · u ions th. ar 

perso n related r s < 

9. Ha e you in reduced n '" produc or modj fi n of your 

brands in )I s '"0 ~·cars? 

Yes 0 ( 

20 . If "YES" tick from mong the follo\dng pos::.j\1 re son(s) 

To ~eep pace wilh compe itors 

To meet ne' consum r n cds 

To add o our product line so as o g 

ompeti ti ve db 

To plug a product lin gap 

J\ny otl er pleo.~ ci fy .... 

, t t t f t t t 1 t t t t t f I I f t f f t t ~ I I I I t I I t I I f f I 

t tIt tIt . f I t I I I • If t I I I t I I I I I I I I I I It I 
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.r "0'' ick ftorn mon;; he fol o,•ing po ibl ~on( ·) 

Indu · . r y s <1lll s n 1 

,·o n w p~rc iv~d needs ft om c::onsttnl<'l' .; 

011r markr.l. shnr is I r.; .and prori :.J, r• as it. 

.i <. 

It is oo costly 

Consqmers ar no · t•csl ons i. ,.,.. to n ,. pro ' 

t'\n: oth pleas , pee i fy ......... . ' ......................... . 
I If t I I I f f Iff f f f t t t f t 0 t t t If t t to t t t t t t to f t I t I I I I I It Itt t 

. ............................. ' ...... . .... .............. . 

22. Khat in ~·onr opinion nrc Lhc main p1·obl ms hmnp ring t.h• use 

of mArJ·c s qmct~lntio morlls in th loc-,1 scLtin<' 

'fc hods oo c::ompl .i , :. cd to nnde rs I nnrl 

La·k of n .c s~=wry snthi. · .icated quipm nt 

Jar I· t not rJ vrl opr. l enough 

Lac-k of tr:dn d personnel 

.fc hods not n ccssary for our firm 

0 her please spec· fy ........•..•.......•• .. .......•....... 

• ' t • o t I o t t I I t t t I 0 t I I I I t t I t I t I t I I t I I I I I I t I t t t I I I I I t I t I 

f t t t f t 1 I t I It I I I I I I I I I I I I I I I I I 0 t I I I It t I I I I I I I I I I It I It f 

**** ***'ffiA 'r YOU ERY .IUC'II FOR YOUR COOPER TIO ***** 
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APPE 'DIX Bl 
~EA'S SHOWING I 'FLUE CE OF TJJE SEGHE TATIO' VARIABLES BY I DUSTRY 
================================================================ 

feat and Dairy 

., 
3 

l.fean 

G ogrn.phic 
6 
·I 
6 

5 . 3 

Products 
0 mographjc 

6 
6 
7 

6 . 3 

ho•• r 1 h l c 
G ,, 
fi 

5.6 

2. Canned Vegetables, Fish, Oil and Fa s 
Geographic D mographic Ps,·chogrnphic 

I 5 6 5 
~ 6 6 5 
6 4 6 G 

.lean 5 . 0 6.0 

3 . Grain Mill Products 
Geographic Demographic 

I 5 5 
8 I •I 
9 2 7 
10 7 1 

~ean . 5 11 • 3 

I. Bakery Products 
Geogr phic D mogr phic 

:1 1 7 
12 2 6 

3 7 

1e n 2.3 6.7 

5. Sugar and Confectionery 
Geographic Demographic 

1-1 3 7 
15 1 1 
16 7 7 

Jean 3 . 7 6 . 0 
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Psyclographic 
3 
2 
7 
3 

3 . 8 

Psychogrnphic 
7 
7 
3 

5.7 

Psychographi c 
6 
1 
6 

1.3 

D hm• i ora 1 
I 
I 

I. 3 

Rt· vioral 

I 
6 

5.3 

Dclavioral 
3 
5 
6 
3 

1.3 

Or:!havior·ll 
·I 
3 
7 

I. 7 

Behavioral 
3 
6 
7 

5.3 



Ch mic 1/Pharmaccut.ical 
G~o ·r. 1 hi 0Pmo· rnpl j c 

i 6 () 

s i ... 
I 

19 7 7 

. ean 6 . 7 13. 7 
---- ----

I ' Bever g s J Beer and Spirits 
Gcogr t hie Demo gr. hi e 

20 7 7 
21 3 ~ 
2:! 6 7 

lean 5 .3 6 . 3 

Clothing and Textiles 
Geograph'c Ocmogra hie 

23 7 7 
-1 6 7 
')" - :> 6 7 
26 6 7 
27 l 6 
_a I 7 

a n 5 .5 6 . 8 
---- -

9 . Footwear 
Ge ographic D mogr~phie 

2!) 6 7 
30 7 7 
:li 6 7 

!-le n 6 .3 7 . 0 
---- ----

o. Cosmetics and Soaps 
Geographic Demograph'e 

32 5 7 
33 6 6 
3 7 7 
35 7 7 
36 6 7 

6.2 6 . 8 
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APPE DIX B2 
IMPORT A CE ATTACHED TO THE BASIC ELEHE TS OF SOfE OF THE SEG IE -

TATION ARIABLES 
----------------------------------------------------------- -----

GEOGRA-
PIIIC D E l 0 c R \ p £1 T f\EII\\'TOUTL L 

-------------------------------------------------------------- --
a c d e f g h i j J· m n 0 

----------------------------------------------------------------. Meat and Dairy Products 
3 3 3 3 2 3 3 3 3 3 3 ., 1 2 2 2 

:? 2 2 1 3 1 2 2 3 1 1 3 3 1 2 2 ? ... 
3 3 3 1 3 1 3 3 ') ? " 2 3 

,., 2 1 1 v ... ~ ... 

2. Canned Vegetables, Fish, Oil and Fats 
3 3 1 3 1 2 2 3 2 ? 2 3 2 2 2 .. 
3 3 3 3 3 3 1 3 1 3 2 3 1 1 1 1 
2 2 1 2 1 2 2 3 1 2 3 3 1 1 1 

. Grain Mill Products - 2 2 3 2 1 1 2 2 3 1 1 2 1 1 1 1 
8 3 2 3 1 1 3 2 2 1 J '> 3 1 1 1 2 I 

9 1 1 1 3 1 2 2 3 1 1 2 ? 1 2 2 2 .. 
10 2 2 2 1 1 1 1 1 1 1 2 1 1 1 1 1 

I. Bakery Products 
11 1 1 1 2 I 3 1 :1 1 2 2 3 3 l 1 1 
.2 1 1 1 2 1 3 -2 3 2 2 3 3 3 2 1 1 
13 2 2 1 2 1 2 2 3 1 1 1 2 1 1 1 1 

5. Sugar and Confectionery 
14 1 1 1 2 1 1 2 3 1 1 1 2 1 1 1 1 
15 1 1 1 3 1 2 1 1 1 1 3 3 1 1 1 1 
16 3 3 1 3 2 3 3 3 1 1 1 3 1 1 1 1 

6. Chemical/Pharmaceutical 
.i 2 2 1 3 3 2 2 2 ? 1 1' 1 ? 1 2 2 .. ... 
8 3 3 1 3 3 2 2 3 2 2 3 2 3 1 1 1 

19 3 3 2 3 3 2 2 3 2 2 ? 1 3 1 1 1 .. 
- Beverages, Beer and Spirits 
20 2 1 3 3 3 2 3 2 2 3 3 3 2 3 2 
~1 3 2 2 1 2 1 1 3 1 1 2 1 1 2 1 1 
22 3 3 3 3 3 1 2 3 3 3 3 3 3 2 3 3 

8 . Clothing and Textiles 
23 3 3 1 3 3 2 2 3 2 2 2 2 2 2 2 1 
24 1 3 1 3 3 2 2 3 2 2 2 2 2 1 1 1 
25 1 3 1 3 3 2 3 2 3 2 2 2 2 1 1 2 
26 3 3 1 3 3 2 2 :3 2 2 3 3 3 3 2 2 
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. - 3 :'l 3 3 2 2 3 1 3 3 1 1 1 - I 

28 1 3 3 3 ., 3 3 3 :l 1 1 1 "' 9 . foo wear 
29 2 2 1 

., 3 " 2 3 ') ., 
3 .. 1 ,, - -

30 '3 3 1 3 3 3 3 :i 2 '1 1 2 1 1 ... 
31 2 3 t 3 3 ? 2 2 ') .. 2 ., ') 2 

,., .. -
10 . Cosmetics ·and Soaps 
32 ., 

3 2 .l 3 1 ... 3 3 3 ~ ? 3 3 3 - .. 
33 2 " 2 3 3 3 3 :l 3 ., 3 .. 3 3 3 ~ - .. 
J 1 3 3 2 3 3 :l 3 3 2 3 3 ::1 2 ') 2 ... 
3 - 2 2 3 3 3 3 3 3 2 =~ 2 1 1 
36 2 3 3 3 3 3 , 

2 3 ? 2 1 1 ~ .. 
KEY : 
a reg io n i occnp:d ion 
b cl ima j educnt ion 
c densi ~· k reli~ion 
d age 1 occasior s 
e sex m benefit· 
f family size n user s.ntus 
<f family lifecycle 0 loyalty sta tiS , 
h income attitn cs .awards produc l 

1 = ljni mporLanl 2 = Jmpor ant 3 = V0.ry ImportunL 
--------------------------------------------------------------------------------------------------------------------------------



T - \ LE 

Alphn level of significnnr for nondircctionnl ( we -tail I) c. ts 

f . 5 . 1 0 . 0.> . 02 . 0 I . 00 I 

1 
2 
3 
4 
5 

6 
7 

n 
10 

11 
12 
13 
14 
15 

lG 
17 
18 
10 
20 

21 

23 

26 

29 
:30 

10 
GO 

120 

1.000 
.816 
.765 
.741 
.727 

.71 

. 711 

.70 

.703 

.7 0 

.6!J7 

.69.'5 

.694 

.692 
91 

.6fl0 

.GH!l 

.G G 

• J 
7H 

.6-7 
7t1 

6.:H4 
2.920 
2. 3!):l 

2.132 
2.015 

1. !).13 
1.. 95 
1 .• GO 
1. 3:3 
1 .• 12 

· .1. 7DG 
1.7. 2 
1.77l 
1.-nt 
1 . 7!1:3 

1 . 7 ·1CI 
1 . 7•10 
t.n·t 
l.i20 
1.725 

1. 721 
1.717 
1.7H 
1. 711 
1. 70. 

1.706 
1.70:~ 

1.71 
J . G!l!l 
l. lfl7 

1. G. •I 
J .. 7 I 

1 . Of>~ 
] . ().l!j 

12.706 
-1. 30:l 
a.1 2 
2.776 
2.!i71 

2.447 
2.36.) 
2.306 
2.26~ 

2.22 

2.201 
2. t7fl 
2.160 
2.14!; 
2.1:11 

... I 20 

1.1 I 0 
2.101 
:2. oo:; 
2.0.~G 

2.0'0 
2.074 
2.0)9 
2.0G1 
2. G 

.... O!i() 
.... O!i2 
2 .01" 
2. O•l!i 
2.012 

, , . O'' I 
\ .'1 

~.()()() 

I. !l~O 
I . !l(iO 

31.~21 

G.!JGfJ 
4.5H 
3.747 
:l. ao5 

.. 143 
2.nn 
2.8!16 
2. 21 
2.761 

2.71 
2.6.'1 
2.G!i 
1. Ci~A 
2.()02 

2.!)67 
2.5.,2 
2. !}:~!) 
2.52~ 

2.51 
2.50-
2.5 0 
2.492 
2.4 . .) 

2.1.70 
2.473 
2.1 >7 
2.402 

:.... . ·I :.!:l 
2.:~!1() 

2.3:)S 
2.32G 

:J.G:i7 
!I. !12,'; 
!) . 41 
4.604 
•LQ:J .. 

3.707 
3. 4!), 

.35f 
3.250 
3. lG1 

3.10() 
3.0;J!j 
:3.012 
2.!!77 
2.!1·17 

2. !121 
.... ~! s 
2.S7X 
2.~() 1 

2 . ... 15 

2 .. :u 
2 .. }!) 

2 .. 07 
2.797 
2.7. 7 

.... 77!) 
2.771 
.... (i:J 
2.7r:. 

2.7.'i0 

:.! . 70 I 
:.. . (j(j() 

.., (' t' ..:· -· ) 

:.... r:70 

G~G. GHl 
:u .,';! s 
1 .... 9·11 
s. ,,() 
G. :)~) 

, 
I 

- ( t: ;) ... ), 

.) . 40;) 

5.0·tl 
4.7 1 
4.5 7 

4.4~7 

•L:31. 
4.2:..1 
-1.1•10 
4. (:3 

~.Olf 

:L n >:; 
3.92:... 
3 .l. '3 
3.:--i:jQ 

3 .. 'lH 
•. 7!12 

3.7G7 
3. 7·1.) 
3.7 ... !i 

3.707 
:l. G!lO 
:l. G7·l 
a. :,n 
:l . ().1() 

3.5.)1 
:1. ·I 00 
3.37:! 
:L2Ul 

o ne t: : Appendix B is t.nk n from TnhJ,. Jlt of Fi . hrr& Ynt «~: Stati,licnl Tables/or Biolo(lical, Aoricull11ral 

.'ld N rdical Ruearch, publi'lhcd by Olivrr & fioyd Ltcl., Edinbur~lt . :md by permission of tltl' nu hor · :>.nd 

publi. hers. This abridttm nt. i!l r produtf'fl from .Tuhn G. l'c:~tm:~n, Introduction to A7J'f}lied .Stati tics. 1 'c\v 

York : Hnrpcr & Row, Publi hcr!t, Hl!i:J. fi~>prin ul hy pc-rmi. l' ion. 
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