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ABSTRACT

Kenya needs to seek export expansion “as export
earnings go to tinance imports necessary in her economic
development. In this regard, government export promotion

assumes an important position.

By 1984, the Kenya External Trade Authority(KETA)
which is the government external trade promotion division,
decided that, despite previous government export promotion
etforts Kenya's export pertormance was still not good
enough. Consequently, in 1984, the division conducted a
massive export promotion campaign, the Kenya Export Year
(1984) program. The program was aimed at improving the
Countrx}s export pertormance by bringing more domestic
firms into the exporting scene and persuading others to

improve their export operations.

The study reported here was a review of the Kenya
Export Year(1984) program. A review of this program was
important tor three reasons. Firstly, it was necessary to
establish the achievements ot this program because the
Success with which Kenya can expand export earnings partly
depends on the success of government export promotion.
Secondly’an insight into the achievements of the program
should form a hasis for better planning of consequent
Programs. Finally, no previous attempt had been made

to analyse the achievements ot this program.



The study measured two ettects of the program: eftfect
on attitudes and eftfect on export earnings. It was
necessary to measure these two ettects because government
éxport promotion is conducted on the basis of the
relationship between attitude change and export earnings.
The relationship in this case assumed that increased
Public predisposition towards exportécould lead to

increased export activity and hence more export earnings.

For purposes of measuring the program effect on
Public attitude, the public was divided into two groups.
These were businessmen and others publics. As these
groups constituted large populations, the sample survey
method was used. Businessmen were sampled probabilitically
but a convinient samplé was taken tor other publics.
Moreover questionnaires were used to get the pertinent

information.

Using the relevant tools. the data ftrom respondents
was investigated tor central tendency, dispersion and
4ssociation. Statistical signitficance was also test ed
tor some of the findings. Data on export earnings was

graphically analysed.

From this study it can be said that the program had

4 moderate etfect in increasing awareness. However a linear

I‘elat,i()nship could not be tound between the cognitive. atfective

and conative etffects of attitude change. l'he program managed

to increase both overall export earnings and earnings

tfrom manutactured exports,




CHAPTER ONE "

i

[ INTRODUCTION ‘ 4

o Background:

it j /
A necessary but not suffticient, condition tor

development of Third World countries is economic

growth,1 which can be defined as a sustained

increase in the nalion's {ncomu or Giross Nationai

Proéuct(GNl”.2 However, these countries lack the

necessary capital and technological resources for

investment in growth.3 Thus they have to remain

)
under-developed or acquire these resources from

the\developed world.

Preferring development, the Third World opts
to import capital and technology from the -.developed
world. This importation requires foreign exchange

I

and exports provide a powerful means for acquiring

foreign exchange.4

\

It, thereforc, seems that developing nations need a

\
-

lMichhel P. Tondaro: _Economics for a Developing World.
2nd Ed., Burnt Mill, Harlow, Longman 1982, p. 117.

216id p. 112
UNIVERSITY oF N

: ; - AIRO
31bid p. 304 LIBRARY -

Todaro defines foreign exchange, as "claims on

a4 country by another held in form of currency of
that country". The system of foreign exchange
facilitates trade between countries by making it
possible for tha ourency of one country to be
converted into that of another. Ibid, p.411.



constant expansion of their export earning s as a means

to economic growth. In this regard Kenya is no exception.

For these countries to achieve export, expansion
their domestic firms have to pursue exporting vigorously.
Exporting firms need to ponstantly pursue export
markets and also a continued flow of new firms into
the exporting scene is needed. llence the success
with wﬁich these countries can achieve expansion
of their expoits depends to a larpge extént on how
aggressively {heir domestic firms pursue exporting

as a marketing strategy.

In the case of Kenya firms do not aggresively
pursue exporting. Two(reasons are. ., given 'for this
situation:5 First the local market is highly
pProtected and so highly price inelastic that domestic
firms are able to pass all their marginal costs
to the consumer. Hence there is little financial

incentive to export. Secondly most Kenyan business-

Meén are not highly adept in export business.

To remedy this situation, the Kenyan Govermment
has since 1976 been involved in export promotion.
However, by 1084, despite nine yecars of export promotion
it was felt tlat the situation was still not satisfactory.

The Kenya Ext«rnal Trade Authority(KETA) was of the

SKETA: Export Strategy for 1984. p.59




opinion that a massive promotion program, ditferent

from previous trade promotion in scale and approach, could
act as a catalyst to push up the level of exporting
activity.6 This idea gave rise to the acclaimed
Kenya Export Year 1984 program,a massive twelve-month

eéxport promotion program.

1.2, Need for the study

The very important role for exports in the economic
growth of a developing country like Kenya means
government export promotion should be viewed Sertousiar:
It seems to the author that there are two important

things to consider about export promotion:

(1) At the end of each promotion program,
what the program has achieved should be

established.

(2) If what the program has achieved is not
what was expected then the discrepancyv should
be investigated.
The knowledge acquired as to what the program has
achieved and the reasons for discrepancy(if any)
should help in planning for better results in subse-

quent programs. This should ensure that the best

Sl
KETA: Press Statement - Kenva Export Year:

1984. July 1983. p.2




Ls gained from export promotion effort. Furthermore,
4S8 export earnings are so importantly connected to
economic growth, knowledge of the achievements of
export promotion should help in better planning

for economic growth.

For these reasons, the author is of the opinion
that the practice of reviewing government gacp ot
promotion programs should be keenly adopted. After
considerable search and consultations with KETA, the

author found out that no review had been made of

the Kenya Export Year program. Although reterences had been

made as to what was achieved in the Kenya Export Year

no attempt had been made to show what was actually achieved
as a result of the program.’/ It is primarily tor this

reason the author undertook the task of reviewing the

Kenya Export Year program.

R Problem definition

1.3.1: Defining promotion results

This study was designed to establish what the
Kenya Export Year program had achieved as a
first step towards reviewing the program. To do this

one needed to measure the results of promotion.

Kotler defines promotion, with respect to

a firm, as"...various activities that the « ompany

‘For example, in KETA: Kenya Export News.
Nairobi, News Publishers. Vol. IS5 No. %6¢. March 198§5.p
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1

undertakes to communicate its products' merits
and to persuade target customers to buy them".
Using this detinition one can then define
government export promotion as various activities
that the governmént undertakes to communicate

the importance of exports and to persuade target

businessmen be more export oriented.

Taken in this sense promotién would be expected
to give two results: the communication eftect
and the sales effect. This is attested to by
Marcus et al when they say "promotion objectives

can be translated into communication and sales

goals”.9

Communication is the transfer of a message
% ; 10

from a source to a receiver(or audience) -
The message is expected to put something(cognitions)
in the minds of the audience such as the role
of exporting. This increases awareness of the
individual who then gets some feelings(affects)
about the object or theme of communication.

For example the individual may develop the feelings

8Philip Kotler. Marketin%rﬂana ement : 5th Ed.
London, Prentice-Hall. [U8]. p. 0.

Burton Marcus, et al: Modern Marketing: New York,
Random House, 1975. p. 200.

0

Everett M. Rogers and F. Floyd Shoemaker:
Communication ot Innovations. 2nd Ed., New York,
Free Press 1971. p.11.




about the importance of exporting and view it
as highly or just important . The individual
would feel favourably about the objecﬁ or theme,
the degree of this feeling depending on the
etfect of the message on that person. The
atfects would then enable the individual to
develop a tendency to act(connations)towards
the object or theme of communication, ftor
example exporting. Thus communication is made
with the intention of producing cognitive,
affective and connative or behavioural gffectas

This is what all of us expect when we give

messages. Indeed as Hayman and Sheatsle put it,

It seems intuitively obvious that

most human communications are produced

with the intent of causing some effect,

of shaping the minds and steering

the behaviour of others.ll

To a firm, the major modes of communication,
called promotion mix are personal selling, sales
promotion, advertising and publicity. Again,

drawing from Kotler,l2 these modes can be used

in government export promotion as follows:

Personal selling: Oral presentation in

4 conversation between government officers and

— - —

Herbert H. Hayman and Paul B. Sheatsle: "Some
Reasons why Information Campaigns fail" in The Process
and Effects of Mass C mmunication. Wilber Schramm and
Donald F. Roberts ;eds., Rev.Ed., Urbana, University
of Tllinois Press, 1972. PP.448 - 466.

12
Kotler Op cit p. 602,



businessmen tor the purpose ot persuading those

businessmen (o go into exporting.

Sales promotion: Short-term incentives, to encourage

the businessmen to adopt exporting as a marketing

strategy for their firms.

Advertising: Any paid torm of non-personal presentation
ot the subject of exporting in the print and electronic

media.

Publ tditys Planting of significant news on exporting
in the print media or obtaining the favourable
Presentation of the subiject upon radio and television

without payment for the use ot these media.

Most of the activities in government export
Promotion can be conveniently grouped under these

four modes. The Picture is complete when we add

a titth one, that is education.!3 In this case

education refers to oral presentation in a lesson

for the purpose ot imparting knowledge on exporting.

The other result of promotion is the sales eftt-

ect or change in units of a Product bought. To

a tirm, when communication produces change in

-13Ibid. p. 631,



customer behaviour (from not buying to buying

or buying less to buying more) the result is increase
in sales volume which is the measure of the

sales effect. 1In government export promotion

when communication results in change in behaviour

of businessmen-: (€rom not.exporting to

exporting or from exporting less to exporting

more) the result is export pPromotion efttect. Theretore
the sales etfect in this study refers to change

in export volume. However, the firm would rather
express the sales etftect in monetary value as this
shows better the impact of promotion on the

tirms ability to create value. I ohis studs:
likewise the sales eftect is measured in monetary

value as export earnings.

1.3.2: The study objectives

With the results of promotion in mind, the

Study was conducted with the following objectives:

(1) To measure the communication effects of
the program. Since the program was aimed
at the whole nation the coenitive
and affective effects of communicat ion
were measured for a sample of the Kenyan
public. Measuring of the behavioural

effect was limited to businessmen. Fhe term



(2)

,,.
(2
~—

businessmen was limited to managing directors{cr
general managers),marketing directors(or marketing
managers), and proprietors, as the people most likely
to take the marketing decisions of the firm:
Furthermore, from a practical point of view, business-
meén in non-exporting firms cannot be said to have
changed behaviourally. Therefore, the sample was
made from those in exporting firms only. It should
be noted that the government was mainly interesﬁed
in changing the behaviour of the manufacturing
sector. So the behavioural eftfect was measured

for businessmen in firms exporting manufactured

goods.

To measure the effect of the program on the

export policy and processing of exportpaperwork.
The same sample of business men were asked

to rate government efficiency in these aspects.
The ertort here could be taken as a measure of the
behavioural effect:of the program on government

and government personnel concerned with export

matters.,

fo measure the sales effect of the program. 'his
objective was accomplished in two ways.
First, from the point of view of overall export

efarnings., he program was expected to attect



thetse earnings by changing the behaviour

not only of the manufacturing sector but also

of all other sectors including government

sector and through the mutual reinforcement

of the effects in all the sectors of the

economy. As the definition of exporting

hinged on goods originating from the domestic
market export earninggonly referred to earnings
from domestic exports. This detinition theretore
excluded earnings trom re-exports. Secondly, the
sales effect was measured on export earnings

of manufactured products. By creating an export
oriented manutacturing industry the exXport program
was thus expected to ztfect earnings trom

1
manutactured exports. .

To present a conceptual framework from
marketing theory to describe government

export promotion. This framework served first
to point out the theoretical foundations

of promotion. A knowledge of the theoretical
basis of promotion should help greatly in
setting government export promotion objectives.
Frhe importance of this is underscored by

Suchman when he savs:

14

Manufactured exports as set out

in detail

in Appendix ¢ ceter to SITCI(Rev) codes 5,0,7 and 8§



Invalid program objectives may spring
from basically invalid theories or from
invalid deductions from valid theories 15

Secondly the framework by analysing the decision
making involved in a government export promotion
served to show the order in which action should
proceed, being guided by certain theories,

SO as to have better government export promotion programs.

In short then the two "things" promotion should have

i 4 : B4 e oAty ; 1
are guiding cheories and order in its administration.

i R
A 4 Anticipated contributions

Thais ;tﬁdy is a contributionto testing promotion
effectiveness. The academician will agree that when
much has been done in testing the effectiveness of
some of the components of promotion(personal selling,
advertising, sales promotion) justice has not been
done to testing the effectiveness of promotion as
a total sum of its components.  Also the academician
should find the use of marketing tools in this study
an interesting extension of the application of

marketing theory.

Export promotion

1S an important fFunction
from the

indging
Size of its division

in the Ministry ot

——

15
hd\\-.l[ d 3.

e ———

Suchman : Evaluative
Russel Sage, 1972. p.122.

Research. New York
— ———————— s

16
Fredrick D. Sturdivant, Et al: Managerial \nalysis 5

in Warketing. filenvile, II1., Scott
Ve 379

y Foreman & Co 1970




Commerce and Industry. The government should
theretore find this study ot particular importance.

First, the study indicates to the government what

was achieved with the Kenya Export Year program.

Secondly,the study gives a framework that should
help in Planning and execution of government
export promotion programs. I'hese two endeavours

are a contribution to better public administration.

The taxpayer being the financier of government
services should no doubt be interested to know the
achievement of the Kenya Export Year program,

This would give an indication whether the taxpayer's
money -was spent on a worthwhile project. In this
respect the author again agrees with Suchman when he says:

'Social institutions are required to provide
Tproof" of their legitimacy and effectiveness 17
in order to Justify society's continued support 4

Finally, since exports are so importantly linked

to growth, better export promotion administration

is a direct contribution to the development process.

This study attempts to expound the basis for better

€xport promotion administration. fhe Kenyan citizen

will no doubt find this study an important contribution

to better Planning for the development of this country.

~y

/
Suchman, Op.cit., p.

re



1.5.0verview of the report

The rest of the report is in five chapters.

Chapter II reviews the literature on Kenya Export

Year program. The chapter gives the relationships

upon which the program is reviewed.

Chapter III is devoted to development of a conceptual
framework for analysing government export promotion
in the light of marketing theory. In the broadest

SENnse marketing can be said to be a discipline

dealing with the Way action is elic

18

ited from target

sroups of people. Viewed this way, marketing

becomes an appropriate discipline to describe government

export promotion where the government is eliciting

action from target groups such as businessmen.

Chapter IV is devoted to the methodology followed

in the study. A detailed account is given of the research

design methods of data collection, sampling procedure,

questionaire development and the why of the methodology.

'he methods used in data analysis and the reasons

tor chosing them are siven in this chapter.

dKot,ler. Y- eit., p.10



P

'%ﬂaﬁ%ﬁiﬁ) research findings

:of'thafatudy appear in Chapter V
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nt conclosions and recommendations
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CHAPTER TWwO

LITERATURE REVIEW

2.1: Introduction

A developing country like Kenya needs to be
concerned about export promotion as failure to export
can have quite unwelcome consequences. In 1972,

Hopecraft, addressing himself to the need for Kenya

2
to engage in a strategy of export promotion, stated

®hat :

The consequence of export suppression are
curtailed investment and growth, inefficient
use of a country's DESources; «ohrofic balance
of payment problems and eventually an 9
unsuccessful industrialisation effort.

By 1976 spurred by opinions such as Hopecrafts,

the Government of Kenya had awakened to the neeed for

, Xport promotion. That year saw the establishment of

Kenya External Trade Authority(KETA) which was initially
meant to operate as a trade promotion parastatal, but
later became the trade promotion division of the

Department of External Trade(DET), within the Ministry

of Commerce and Industry. Since then KETA has under-

taken export promotion activities as a major function

of the government. However, as a government function

€xport promotion had never before assumed as high a

0
Peter N. Hopecratt: "Outward | ooking Industriali sation:

the Promotion of Manufactured Exports from Kenya" in

51 rs Nos. 141-160, Institute of

Development Studies, University of Nairobi, Sept.
1972 .9, 1.
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priority as it did in 1984. By this year it was considered
that massive promotion was needed as Kepya‘s Export
performance was still not good enoughi >Following arcabunet
decision the goverhment declared that year the "Kenya
Export Year" with export promotion taking the highest

pPriority on the national agenda.20

2.2: Idea of an_Export Year-beginnings

The idea of an "Export Year" was conceived within

KETA almost immediately atter KETA's establishment. By

“Export Year" is meant a twelve-month period in which

€xport promotion is stepped up enormously in comparison

to other year-s.21

In June 1977, KETA asked tor help in organising

an Export Year fr
22

om Britain where one had just been

held. The marketing otficer in KETA thought he

could draw from the British experience in planning
one in Kenya as well. Specifically, he asked to
be assisted with ideas that could produce response

and to be advised on the pitfalls to avoid.

' I ¥ Need for an Export Year in the 1970s.

The interest in an Export Year in 1977 was sparked

& o . 2 . . - -
ott by the Situation prevailing in Kenya because ot

€Xceptionally high prices ot cottee in that year .

It was realised that Kenya's 1977 balance of trade
20,
KETA: Press St atement: Kenya [ Xport Year 19usy
fuly 1973 Taar B g /
21 ;
Ibid, pp. 1-3.
")0

“CXETA:

Kenya Export Year ¢ ile.



had improved considerably principally due to excepblonally
high cotfee prices and to some extent to import controls
and an increased effort to seek export markets on

: ; 2
the part of businessmen. 3

In spite of this exceptionally good position for
Kenyan exports, KETA was concerned. It was felt
that since the demand for coffee is pice inelastic:
should the coffee prices fall in later years, Kenya
would not be able to compensate for the loss in

eéxport earnings simply by increasing production.

Consequently it was noted that there was need to

create another major expart earning sector jast in

case this“situation should it the country. According

to KETA, the best way to create such  a sector

Was to hold an Export Year. KETA then planned that

the Export Year should be held in 1978 but largely because of
administrative bottlenecks the idea did not materialise.
Debate on the Export Year continued until it was

again planned for 1980 and again the plan did not
materialise. Six years elapsed since the conception
of the Export Year idea before the final decision

to hold it was taken in 1981.

2.4: Need tor an Export Year in the 1980s.

T ———————————————— —————————————————— — —

¢! 'he economic situation.




Year was taken, Kenya'sg economic situation
had changed fop the worse in comparison to 1977

when the idea was conceived.?4 The growth

rate of the economy had dropped considerably.
Her share of world trade had also dropped

appreciably.

Most of the export earnings went to finance
0il imports and to service eternal debt. For example

in 1982, eighty two percent ot non-o0il export earnings

WeRt o pay for oil imports and to pay the interest
on external debt. Furthermore, exports consisted
mainly of traditional agricultural products

such &5 coffee and tea which in 1982 accounted

for 80% of total RIPOrEs .. . Thip. sitnation showed

that the capacity of traditional agricultural

Products tgo generate adequate €xport earnings was

declining. Consequently, Kenya needed to

diversify trom agricultural éxports to manutactured

®XPpOorts. This would help to increase export

€arnings and break reliance on an export

€arner whose Position in world trade was becoming

weak,

2.4.2: Incentive to export

't was felt that there was low financial
\\\“
Based On Analysis in ANET A ] Xport Strategy for
1984. pp. 2.7, ket Strategy for

—Fh— -



incentive for businessmen in the manufacturing
Sector O use exporting as a marketing strategy.
Exporting can be considered as one way for a

company to diversify geographically since it involves

taking to foreign markets goods originating

from the domestic market.25

The lack of incentive to motivate businessmen
to seek exporiing was a direct result of Kenya's
policy of import substitution. Faced with the
need to develop local industries in the
period immediately after independence, Kenya
embarked on a policy of import substitution

and high protection of the local market from imports.

Although import substitution was achieved to a

great extent it had its own misgivings. For instance

the strategy lead to the development of high -

cost, small-scale local firms with inefficient productio

methods and which were reluctant to adopt better

D)

methods of mar‘k(),t;in,g."'6 The local market had

consequently become so price inelastic that the

i P RTINS ks . fs :
Irms could easily pass (.helr‘lanUN(l?‘luhly high marginal

costs to the domestic consumer. Hence the 1ow

financial incentive to export

y

& ) ; :

Warren J. Keegan: Multinational Marketing Management
Englewo C1 : : R e -= —n
nglewood r ol RN DGR SN Prentice Hall. l19R4. p.508%.

KETA: ] Xport >1tuation in Keny

LVYQSs P |




2.4.3: Indicators of export orientation

By 1984 the situation was such that few
manufacturing firms would have been said to be highly
export oriented, despite KETA's promotion since LO7H ;
Describing this situation, the Department of

External Trade felt that:27

(1) Few exporters Sought export orders all the
time as part of their marketing strategy.
Many of them exported only when
domestic sales fell below a certain level.

This was described as in-and-out exporting.

(2) Few exporters had adequate awareness even

of the readily available market information

contained in UN and government publications.
(3) Fewer seemed motivated to use such information

(4) Few eéxporters used the product specific

information published in Telex KETA on

Prospective importers.

(5) Few exporters were willing to participate

in business tours abroad either alone or

as participants in sales missions or trade

fairsorganised by the Department of External

Irade.

e

“TKETA:

prnrv Strategy toi LUS4. 1984. Pp.29-40,



Businessmen were also blamed tor poor awareness on

the following points.

(1) The importance ot agency agreements in providing
market research intormation and in establishment

and maintenance ot distribution networks in

toreign markets.

(2) The scale ot business with respect to

attracting a good agent in the toreign market.

(3) The importance ot packaging and quality
restrictions as barriers to foreign markets.
It was pointed out that tew businessmen

considered these restrictions seriously.

It was expected that atter the treatment ot the

Kenya Export Year program this situation would change

tor the better. This would make it possible to substitute

n P - § 1 - 1 " "
tew €xporters" with "many exporters' or ‘most exporters’

in the above sentences. However one could not tell

exac

tly what percentage of the industry was said

to have been highly export oriented tor the term "few" is
not explicit enough. Consequently, the change expected

could not be known specitically. Theretore one

could only say that a change was expected, big or small.

2.4.4: Government etticiency in

export policy
_impiementation

Some ot the blame tor lack ot hi gh export



orientation on the part of businessmen was
Placed on government iJ)ﬂFfi(dxnxcy in export

document s Processing and implementing

éxport policy. It was noted that:

(i) Exporters complained of delays in getting
eéxport forms and too much paper work

in exportation.

(ii) These delays occured because export
Paper work was not given priority
over other work in government ministries

and parastatals dealing with export

documents .

(ii{i) Many export schemes were announced
but implementation could take upto

four years to get off the ground.

(iv) Even when they got oft the Zround, they
Were constantly being changed

such that they would become contusing

to businessmen.

It was expected that inp the Kenya Export

» 1"
Year the relevant government ministries and

|)3171wtiltills would come ¢t 2rips with 1 h ¢



problem of export documentation and policy

implementation. Such a consciousness
would improve government efficiency on this
on ¥ .

tront so as to stop exporters complaints

about poor efficiency.

*2.4.5: Need for an Export Year

While Kenya's manufacturing sector was
less export oriented, it was highly import
intensive in capital investment making it

difficult for Kenya to meet her high import

bill.

By 1983, the greater bulk of Kenya's

imports were made up of essential devel opment
. 28 o
goods. Only 607 of the import bill could
29
be met by export earnings. Thus Kenya had
to rely heavily on external debts and grants
to finance the 407 balance of her import

bill.

I'he Government therefore felt there was

need to improve export earnings and diversifty

them both by products and markets especially

to achieve the followi ng two goals:
. = —
 KEid: Eaport Strategy sor 1954. pp. 4 X
=4 To%
AETA eSS _Statement : Renya  Export Year losy.
July 1ax? - RS e
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(1) o achieve an increase of 33% in GNP
4 0
between 1984 and 1988.3
(2) o reduce reliance on foreign debt and

aid to finance her domestic investment
SO0 as to raise the domestically financed

component to 87.2% by 1988.31

The government also felt that the best way to

achieve improvement in export earnings was

to conduct a one-year intensive export promotion. Hence

the Kenya Export Year 1984 program.

§iigd The original plan

The original (1978) plan was designed to

concentrate on promotion of exports to certain

mar-kets.32

These markets were chosen on three criteria

which were:

(1)

Availability in Kenya of products suitable

for export to a given market.

—

Kenya Government:

Kenya Development Plan.Nairobi,
Government Printer,

p. 20§,

MIKETA: Kenya Export

Directory 1984/5. P.17

e
KETA: Kenva Export Year file. The

Account in
Lthis subsection is based on this

source.



(2) Knowledge of the potential of that market
for the Kenyan products.
{3) Availability of air and sea transportation

to that market at competitive rates.

Under these criteria the focal markets chosen
were the European Economic Community, West
and Central Africa and selected cities in

the United States of America.

The program was to be divided into two parts,

national promotion and international promotion.
National promotion would concentrate on providing
incentives for exporting to business firms and
making them aware of these incentives through

Promotion in the print and electronic media

and through regional meetings. International

promotion would utilise trade links established

abroad through coffee and tourism to promote

the products chosen. Commercial attaches

would coordinate this part of the program.

Ihis plan was aimed at developing in

Kenvan businessmen an interest to export by

offering more and better incentives to business-

men and focusing their attention on the existence

of these incent iy es ., I he

Ltarget simply stated



was to create and sustain greater export

. . / . . ) .
orientation within all ot industry and trade
_with particular focus on businessmen. This

|

plan seemed better than the one tinally tTollowedsin 19844
|

2.6: 'The 1984 plén

T'he tinal plan which was tollowed during the Kenya

Export Year showed deviation trom a narrow target oft

33

involving other publics.

From 1980, the idea of educating other publics
on the role and importance of exporting in nati'onal

development started to take root in the planning

~

tor an Export Year. ‘It was not explicity indicated

why a broad target aimed at other publics as well
-
- / ?

was important. It seems trom the Kenya Export Year

literature that the need to involve\other publics

was to develop their support tor increased export

Production and to change their attitude towards

eéxporting trom untfavourable to favourable. It was

stated as an example of the public's untavourable

attitude towards exporting that,

The ordinary consumer treats exports as
something which causes shortages 'in the
€conomy and is, theretore, detrimental
to their (consumer's ) well-being 34

33

.KETA: Keny§ Export Year tile. he account in this™
subsection is based on this source .
MKETA

Press Statement : Kenya

July 1987. Py Export Year 1984.
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'he program would involve Chie Tarmer. ‘the
I ¢

factory worker, the rural R EETan . the

urban artisan. the ordinary employee and the

senior executive in the private’ and public

sectors.

Also in relation to international promotion

the elaborate definition of target markets

depicted in the original plan seems to be

SaERing in the final plan. In fact Lt Was
stated that the program would try to reach

buyers of Kenya's products worldwide.

Comparison with Britain's program

Bal.l;: 28rget group

Britain's conceptual foundation for her Export

Year was clearly stated. 'he Export Year plan

was based on the precept that the quantity of

work of employees tends to improve in direct

Proportion to management effort to inform and

A 3
involve them in activities of the firm.ﬁg

Consequently the program was planned to involve

employees of all organisations concerned with

éxporting activities. 'his meant personnel of

firms and government in- e

utions involved in

exporting and export work respectively

>
b}

5
Roy Earnshaw:

'EXport Year An Tde¢
on'’

a that Caught
international ,l,,"ff(" Forum. uly/Sept. 1078,
rhe account in ¢t his subsec tion i

and KETA: Kenya Export Year file.

s based on this sourc e,



2.7.2: Geographigal organisation

The target of firms expected to participate

was aimod at one thousand tirms. The country was
/

subdiviied into regions for the purpqs¢ of the
Export ear program and each region was to

set up ts own Export Year Committee. Each
éommitt'e was to coordinato thé/activities

of firm« in its region since firms wer; to
organisc¢ their own export year. The whole

Program was to be monitored centrally by an

office created purposely for that role.

/

2.7.3: Review

A review was held at the end of the Export

/.
Year. Five hundreq pPeople attended with case

studies on results being prosented. It was

decided that the program was a success and

there was need for such an txercise to be

conducteil again.

2.7.4: Comparison

The original plan for Kenya had‘some resemblance

to that of Britain since its target was narrowed

down to businessmen, Particular products and

Particular markets just as the target for Britain

had been narrowed down to employees concerned with



exponpting. However, the final Kenyan plan showed some

deviation from a narrow GRmEe - e, d brioad
target involving the public 1in gemeral and
buyers of Kenyan products worldwide.

While for Britain the erercise was organised
regionally for Kgnya it was ofganised centrally?
with the same treatments for different regions. 2

Unlike in Britain, in Kenya, a formal review

wWas not carried out at the end of the program.

282 Expectations

2.8.1: Objectives

The Kenya Export Year pPprogram objectives

“

wepre:

to create national awareness about the
importance of exports to the Kenyan
€conomy and increase export earnings

by creation of a favourable environment
for exports through the provision of
extra facilities by the Kenya Government
and development of export oriented and

internatiggally competitive manufacturing
industry

From these objectives it can be said that

the program expectations were increased national

awareness on the importance of exportihg and this was

: ( 4
expected in turd (o lead to increased export

36,
KETA: Press Statement : Kenya Export Year 1984
July 1983, p.3
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earnings. lo increase awaréness the program
exposed people to such messages as:

exports - passport to prosperity

make 1984 an Export leap year

export Kenyan - build Kenya

3
support exports - support Kenya “’/

For the exposure to and perceprionof these

messages and others to result into action(more
exports and therefore more export earnings) the
individuals so exposed had to undeérgo

a process of attitude change.

2.8.2: Attitude change

Response to a message represents three levels

of attitude change.38 First the person develops

knowledge (awareness) about the object of the

message. The knowledge enables the individuals to

develop certain beliefs about that object.

This is the cognitive level. Secondly, the person

would develop certain feelings about the object

such as its importance. This is the affective

level. Thirdly the person develops tendencies

towards action such as the detision to export.

This is the conative or behavioural level. People

exposed to the Kenya Export Year treatments were

-~
3

7 : .
Various Kenya Export Year program posters

James W. Taylor: "Two Requirements for Measuring

the Effectiveness of Promotion", Journal ot Market4in
VOl' 29’ NO. 2, l‘)&s, PP. 4‘_4§. -'_‘""""“’“""‘_——g




expected to undergo the three levels of attitude

change. Their actions would result in more

exports and therefore increased export. earnings.

»o

.8.3: Questions arising from the literature review

When the literature on the Kenya Export Year was

reviewed some of the questions that arose were:

l

(1) What were the levels expected to be achieved
with respect to increase in awareness and
export earnings?

(2) What was actually achieved?

(3)

Was there any discrepancy between the actual

and expected results?

The first question was difficult to answer

because the Kenya Export Year literature, detailed

as it was kept silent on the matter., ' Infact

consultations with officers in KETA revealed that

no specific goals existed. 'he best that could be said

was that some

increase was expected however

big or small.

'he second question formed the basis for this
study. lhe achievements were to be measured in relation

~N
to the objectives of the

program as mentioned
above '2."$.l),




The third question was also a difficult one
to answer because there were no gpecitic goals
to compare with the results of the study. Absence
of such goals in the program meant that discrepancy
could only arise if the study found that the program
did not have BNy et¥ects at all: Inm-that ‘case
a different study would be needed to investigate

the reasons for the discrepancy.
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CHAPTER " 'THREE

CONCEPTUAL FRAMEWORK FOR
GOVERNMENT EXPORT PROMOTION

/

i A The basis for tiovernment export promotion

Before a firm can go into exporting, somebody
T the'firm Bas. to make certain decisions referred

to as international marketing decisions. A government

that wants to expand its country's exports has to

Peérsuade its businessmen (managers

and proprietors) to ‘make these decisions. This. is

the basis for government export promotion.

International marketing decisions hinge on
A}

(1) whether to go abroad (2) which market to enter

(3) how to enter that market (4) the marketing program
to apply and (5) the marketing organisation to be used.39

Export Promotion activities are meant to influence

~

decision making in any of the five phases of interhational
marketing decisions making. By considering each of

these decisions one

can bring into the focus what

the government does through KETA, and other agencies,

to influence Kenyan businessmen

in making international
marketing decisions.

3
ot it e Kiniers

Marketing Managemunt. 5th Ed., London.
Prentice-Hall, 198y, p.444.




& wliidivr " Whether.tto go _abroad
Managers /proprietors may start thinking on
\
their own whether to involve their Ll Hs dn

international marketing or they may be approached
by an importer or foreign government.40' Then they
have to decide whether there are sutficiently
attractive opportunit}es abroad and whether the

firm has the resources and capabilities to market .

abroad.

s

4

The Government is keen to persuade businessmen

to make this decision. Through certain agencies,

the Government makes exporting opportunities
attractive by offering businessmen Export

Compensation and Insurance and Credit

41

Guarantee

Scheme . KETA participates actively in putting

\ : ) ; 2
businessmen in contact with prospective importers.4

KETA officers g0 on a fact finding ﬁission abroad

N

and compile a list of prospective importers of

Kenyan products. They come back home, contact

Managers and proprietors of firms dealing in those

products and even offer to take them on a business

trip abroad in order to contact the Prospective

importers in person. Moreover during trade fairs

abroad, KETA may receive inquiries about

Kenyan goods produced by Kenyan

401bid, p. 449

’
S XETA: Bxport Strategy for 1084.

KETA: Trade Promotion Or‘anisation - KETA:
force Behind Exports.,

PP. 59-68.

42
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tirms not represented in the fair. In such cases
KETA sends these inquiries back home to the firms
dealing in these products, Further, through commercial
attaches KETA invites Kenyan tirms to apply ftor tenders
in other countries. To improve the ability of Kenyan
firms to market internationally, KETA conducts courses
on international trade. These activities are an
On-going attair at KETA. Sometimes importers also
;ake enquiries at KETA which KETA directs to the
relevant Kenyan firms. Finally KETA also publishes

importers enquiries in its publication Telex-KETA.

4.1.2: Which market to enter

To make this decision a tirm has to conduct

market research to determine market size, growth

of various markets, competition and Pashk i

The markets are then ranked to give the best market

to enter.
To intluence this decision, KETA conducts
comprehensive market surveys to determine which toreign

markets Kenyan firms can enter easily.44 KETA's library

also ofters sources of intormation on which Kenyan

businessmen can use to rank the pertinent markets .

43
14

Philip Kotler, Op.cit. p.450

KETA, Trade Promotion Organisation - KETA: A Force
Behind Exports. Undated, p.3.

those markets .,

1%



et %) How to enter a market

lhere are three available options of

entering a foreign market : EXDORV I Nnaw 1o nt.
\ 45

venture and direct ‘investment. 1In ExXporting

the firm can set up ancexpert department \at

home or an overseas sales branch. Tt may also

depend on sales trips abroad or use foreign

]

agents.

To help firms make this decision, KETA

46

organises salgés missions. Jeveral firms are

i
invited to send someone with authority to conclude

]
A

business deals to participate in
}
When abread KETA introduces the

these sales missions.
Se people to
prospective importers who may end up ordering

3 Kenyan products. In general KETA gives preference to

/
tirms which have never participated in a sales mission

before. It also helps firms to secure

3 agents to represent them abroad.

Ty Deciding on the marketing program

The elements of the marketing program can /

be classified as product, price, promotion and

distributioni7as well as marketing research.

The firm mast decide how it

will alter the product

VPl in ketler, Op. cit
16 .

KETA: Irade Promotion Organisation -KETA: A Force
Behind Bxports Gpdated, PP.4-12,

‘o P45,

7Philip Kotler, Op. cit. p.45§s.
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GEpPrice or promotion or distribution networks

or any combination ot these sou as to satistactorily

. : 48
meet toreign needs.

KETA is very active in helping businessmen
in this phase of decision making. 'It also helps
firms with product development and pri¢ing so

S ; &9,
that they can be competitive abroad ’and promotes

products through trade fairs and exhibitions.

g g WHECH oroanisation to use

The organisational arrangements available
in international marketing are export department,
international division,K and multinational organisation.SO
The export department is the simplest organisation

consisting of a few clerks and a sales manager .

This is the organisation an exporting €firm tirst adopts

As its operations internationally become

more complex it may start an international division,

headed by a managing director. At the peak of

international operation the firm may adopt g

multinational organisation where it views the

whole world as one market without making the

difference between domestic and foreign markets.

Government export promotion in Kenya does

not involve in helping tirms make this decision.

48,14,

49 ; ; A

Especially so in handicrafts. KETA,Op.cit, +13-185.
KETA: Iradé Promotion Orguni:aliun-KEyAtl A pgorge )
Behind Exports. Undated. Pp.13-15, :

—50 : .

Philip Kotler, Op. cit. P.459
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flaving set them in international marketing,
KETA leaves the tirms to decide on the organisation

to adopt depending on their objectives in inter-

national marketing.'

4.2: GLovernment export promotion as communication

To influence decision making in international
marketing communication must take place.
The process of communication in government
export promotion can be described in terms of a

communication model as depicted ind figure 1.

Figure 1: Communication model.

e ‘Me&d

Epurcﬁ-—)—-tncodingj—)-'ges;age > decoding—»>{audienc
!

o -

noise 4

IfeecbaCH {response
: g WA SelE R

In the model the communication process starts

with the source wanting to transfer an idea as a

message to the receiver or audience. The idea

is put into a set of symbols(encoded)to make f

the message. The message is then transmitted

~

through a channel of communication (medium) such

as the radio, TV, or newspaper -t

’

0o the audience.

leUtLPP, Op. cit., p.60s
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To wunderstand the message the audience musts bring

meaning(decode) to the symbols Lomph i sdme v, [he

message then sparks off response from the audience

and part of this response is communicated back to

the source as teedback. However the proper reception

of the message may be atfected by noise or unplanned

distortion in the system.

Government export promotion can be depicted as

a communication process(figure 2). The idea starts

with the trade promotion division (KETA) and is put

into words, pictures and logos to form a message

(export theme). The export theme is transmitted through

the radio,vTV, newspapers, events, lectures and/or

telephone, to businessmen and other publics. I'hese

publics give the message ditferent meanings. The

message may mean profits to businessmen and higher

standard of living to the Public at large. Response

to the message could also be different. As a3

response, businessmen may change attitudes or
€0 into exporting while other publics may just

develop favourable attitudes to exporting.

Feedback is given to the source in form of more

knowledge, changed attitudes and export earnings

However administrative problems may prevent

pProper reception of the message.
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Figure 2: Communication framework tor
Government export promotion
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KETA may wish to % Change attitudes
M€asure changes in < and/or go into
attitudes ot - Tl eXhoptang fop
SXport earnings export more

The model shows that government export promotion is an

integr‘ated communication process. It one ot the components

ot the process is ignored, the etfectiveness ot promotion
becomes attfected. Consequently the desired results may

Be realised only in part or they may not be realised at all.




W s . . .
i' =8 Promotion mix in_ government pPromotion

he export theme is communicated by the components
of : . % i
f promotion mix that is, personal selling, sales promotion
; g )

advertising, publicity and education as summarised in table 1

Table 1: Promotion mix in government

export promotion

personal conversation when, inviting

firms teo participate in sales missions

and exhibitions and trade fairs abroad, or
x b

Person:
6} 3 i
nal to take up a toreign government tender

selling wheni discussing exporters problems or
telling them of existing export
incentives, etc.
e ——

export compensation, Insurance credit
Badles and.uya?antee Schgme, trade fairs and
exhibitions, manufacturer. bond,

Promotion
president’s award etc.

payment for features of KETA activities
in the local or foreign radio, 1V, :
newspapers, magazines and paid
Advertising distribution of posters, stickers,
logos, on export theme etc.

e ——
Press conferences, other free press
coverage at home or abroad ot KETA
Puhliciby activities or Kenyan products,
documentaries on Kenyan exports
etc.
P —
export seminars/conferences/conve-
- ntions, diploma course in
Education international trade, Radio

program on exports, et

- —




Promotion decisions in government export
promotion

lo produce the required response the communica-
tion process in a government promotion program
(and for that matter any other promotion program)
must be planned for. Planning for this process

52

involves making certain decisions, referred

to as promotion decisions. These are as follows:

e Deciding on the target audience

The source of the message starts with a
target audience in mind. This should be deter-
mined by the problem to be solved through
communication. If the problem is low export
earnings first it should be determined what
sectors are not performing well and why. This
may reveal for example that firms in the manufa-
cturing industry are not performing well 1in
exporting as compared to the agricultural or
services sector. The businessmen in this sector
would then constitute the audience. An important
thing to consider after the audience is identified
is whether that audience needs to be

segmented on the basis of their differing

52 . v
Kotler, Op. cit., p.607



characteristics. This is important because
People with ditferent social characteristics
have ditterent media habits 53 such as media
preference, and media exposure and can only
be reached with different program plans.
ireater audience aggregation makes it more

ditticult to influence behaviour and correspondingly
lowers the effectiveness of the program. For
instance because businessmen ditter in level of

€ducation, age, income, occupation, they may

respond differently to the same promotion activities ;

4.4.2: Deciding on the communication objectives

Each promotion program should have specific
goals to be achieved through the communication
Process. It is important to be specitic
about the goals since evaluation of the

Programs achievement will be based on these

goals.

However to do this one. must have a clear

grasp ot the task involved. For example, it

—

53

Reed H. Blake and Edwin 0. Haroldsen: A laxanomy
Of Concepts in Communication. New York,

House, 1975. p. 121.
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is not all businessmen who may have a low level of
awareness on exporting. Even those  aware of exporting
may not be favourably disposed towards exporting,
Therefore an on-going monitoring of the image target
groups have about exporting should help identify

the task of each promotion program. For example

if.the awareness of businessmen about exporting,

is measured, they may be grouped agcondingls £6 those

showing low or high awareness.

If the majority fall in the first category
then the task would be to increase awareness. On
the other hand if the majority show high awareness

further>ana1ysis would be needed.

In spite of high awareness, businessmen may
have a negative image of exporting if they see it
as too difficult for them. Further analysis would
focus on finding out whether businessmen have
a negative or positive attitude. This could be
done by asking them to rate certain aspects
of exporting on a scale of very difficult to
very easy. From total scores, the businessmen
would be categorised into two groups, one
that thinks exporting is gifticult and

the other that thinks exporting is easy.



Lf€ most of the businessmen fall in the first group

the task is then to change negative attitude. I the

majority fall in the second group, then turther analysis
can be done to learn why they don't engage in
exporting. The analysis would ftinally identify what to
2ero on.

Having identified the task then one can
develop the appropriate messages to produce
the expected response. It is only then goals can

be set such as:

(1) To increase awareness by changing the proportion

of businessmen with high awareness from

10% to 50%

(2) To change attitude such that 80% of all
businessmen should view exporting as
easy, and so forth.

Setting the sales objectives

- R

Having kept close monitoring of the relation-
ship between promotion effort and increase in
exports, specific sales goals should be set

such as:

(1) To achieve 10% increase in exports over the

1983 level,

(2) To increase the product range of exports

by 20%, and so on.
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v4.4! Deciding on the message design

Designing the message involves encoding in such
a way that the audience will be able to decode it.
For effective communication, the two processes must merge.
Schramm suggests that the ettectiveness of a message
depends on how the field ot experience of the source and
audience merge.54 It should be noted that the field
of experience of government is mainly macro(national
level) while that of businessmen is mainly micro(exports
for the individual tirm). Export promotion messages
should theretore be coded in such a way that they
emphasize not the macro but the micro aspect if they

are to be properly decoded and acted upon by businessmen.

4.4.5: Deciding the media

There are various media available for
export promotion, including the TV, the radio, local
newspapers, events such as the Saftari Rally,
and seminars and conventions. However, all
media do not offer the same level of etficiency

of reaching different types ot target audiences.

Wilber Schramm: "The nature of Communication

Between Humans" in The Process and Effects ot Mass

Communication. Wilber Schramm and Donals F. Roberts
= 9

eds. Rev., Urbana, University of 1Ill. Press
A9%3s p.31.
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Decisions should be carefully
Matle as to which medium is best to reach which
target group. 'he required reach can be calculated

and with the knowledge of the media habits of the
targeted audience and the efficiency of each channel
in mind, these media can be utilised with the minimum

wastage of promotional effort.

Media analysis and utilisation is quite a difficult
matter. Therefore, the author proposes Bsiats the
government enlist the services of a media agency to

give advice on this issue.

4.4.6: Deciding on _the promotion budget

There are several methods that can be used

-

55 ;
to set promotion budget, two of which are of

interest in government export promotion. These

are (1) the affordable method and (2) .the objective
and task method. In the affordable method, KETA
would spend any amount that is allocated from the
Treasury without a clear conception of the specific
goals. In the objective and task method KETA

would analyse the task to be tackled such as
increasing awareness. Then a goal such as 10%
increase in awarenesss among an estimated population

of 100,000 businessmen would be set. Analysing the

populations' media habits it may be found that

SSKut,ler, Op. cit., p.021.
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10% of the population watch the TV, 80% read daily
newspapers and 10% attend conterences, F'he I‘(B;]Lli_r\<<z(j
exposures ot an advertisement on IV, newspapers and radiop

to achieve the required level of awareness can be calculated
relying on past experience, an experiment or pilot study.
The costs can then be calculated accordingly to give

the advertising budget. KETA can when. press: forwthis

amount from the Treasury and i€ Jless 1s given, the

goal can be revised proportionately.

4.4.7: Deciding on promotion mix

As mentioned earlier, the components of promotion
are personal selling, advertising, sales promotion,
education and publicity. These modes of promotion or
communication are different in efficiency in producing

awareness, comprehension, conviction and ordering 5

For instance publicity and advertising are
better used in building awareness while education is
better used in building comprehension. Personal selling
is primarily used to secure orders. These modes should
apply to government export promotion in the same manner.
While advertising and publicity would be applied
in awareness building, education and personal
selling would be applied to imparting exporting
skills and convincing businessmen to take exporting

opportunities.

S6Kotler, Ibid. p.031%
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KETA has to decide how much of the budget
to allocate to each component of the promotion

mix and which to use for which purpose.

Decision on measuring promotion results

iR BT

Measuring promotion result is the subject
of this study. The author is of the opinion
that each promotion program should be reviewed
to show what it has achieved and discrepancy
(if any) between actual and expected results

established and investigated.

The marketing mix ot government

export premotion

To complete the picture export promotion should
be made in conjuction with the other components of its
marketing mix, that is product, the cost of exporting
and distribution. With regard to a product,
promotion persuades the customers to
take a certain offering (the product) and that
offering must satisty a certain need. Also
the offering must have the right price and it

must be in the right place and at the right time

(distributed) for the customers to take it



e The product

In the case of export promotion, if customers
can be seen as businessmen then KETA's otfering
is the opportunity to export. The question is,
does this offering satisty certain customer need(s)?
Now, there are several merits of exporting to

a firm. These include:

(1) Obtaining higher profits (2) achieving
higher sales volume with consequent drop
in per unit cost (3) smoothening off seasonal
f£luctuations in sales, (4) lengthening the
product life cycle (5) diversifying risk and,
(6) avoiding competition at home.

These are the needs the opportunity to export
should meet. KETA should have the practice of
analyzing which firms are prone to low profit
margins, high unit costs, seasonal fluctuations
in sales, high risk, high competition at home
and which are in the declining stage of the
product 1ife cycle. These firms would easily welcome
going into exporting once profitable opportunities
are pointed Sut to them. Promotion work then
becomes easier as the message can bhe tailored to the
specific needs of each firm. For example the

message to a firm suffering seasonal fluctuations




in sales would be more affective 1f it emphasizes
this problem rather than on the virtues of

exporting to the nation.

2.5:2: The cost of exporting

Businessmen may not want to go into
exporting for fear ‘of the borrowing of funds

at high interest rates or The"d1t¥lculty of

coping with government bureaucracy in export

|

documentation or the difficulty of acquiring exporting
capabilities. These represent the cost of

taking up KETA's oftering, exporting

opportunity. KETA should then know what are

the things that businessmen may find difficult
about exporting. As these constitute the cost of
taking up exporting export promotion would

be easier if they are known so that they can

pe dealt with.

4.5.2: Distribution

The opportunity to export is not wholly
controlled (distributed) by KETA . There |
are other organisations like those dealing with
export documentation, export compensation,
freight organisation, etc. These organisations may

make it difficult for the firm to export



to the extent that it may not export at all. The proper
reception of KETA's offering is dependent on the efficiency
of the distribution points. Therefore KETA has to worry
about the distribution network giving rise to the need to

improve export documentation, processing of export compensatic
I I I sation,

helping exporters in freight matters and so on.

4.6: Model for government export promotion

The purpose of this chapter was to bring a better
understanding ot government export promotion using a marketing
framework. The author would like to suggest the tollowing
model(fig. §5) for visualising government export promotion.
This model gives an integrated conceptualisation of the
decision phases in government export promotion . sThis
conceptualisation should go along way to help in better
planning for promotion programs such as the Kenya Export

Year program.

Fig.3: Model for government export promotion

: consider other et export identity the set the
KETA facilitating arnings target communica-
. |organisations | | bgect1ve§ audience tions £
“"laspirations off ¥ ? objectives
firms and thed
difficulties
b 8 COMMUNICATION Design THE
: messages
Measure chose set select the
Promotionf ¢ promotion , |promotion media
results i mix = |budget iy |

The model shows that government export promotion

Should be viewed in conjuction with other components



of its marketing mix. Export promotion should aim at
meeting certain export earnings objectives. These
objectives are going to be achieved through a process

of communication.

The decisions to be made during the communication
process are identifying the audience, setting
communication objectives, designing the message,
sellecting the media, setting the promotion budget,
deciding on the promotion mix and finally measuring
the results of the promotion'program. Further
objectives on export earnings can be set based on

experience from past promotion programs.

It is on this model that the review of
Kenya Export Year program was based. The review
specifically dealt with the last step in the
model, which is, measuring promotion objectives.
The following chapter is focused on the design
that was used in measuring the achievements

of the program.

.UMUV
BRAR},NAJROQ



CHAPTER FOUR

METHODOL OGY

Fha Research design

As pointed out in the literature review, the
basis for the Kenya Export Year program was the
relationship between attitude change and export
earnings. Theretore, measuring its effects
also involved determining whether the program
was successful in developing this relationship.
As for him to be able to test this relationship
the author used descriptive study design. The
descriptive degign was chosen because it is a
suitable design for a study that involves
determining the relationship between variables.s7
Fur%her, as the whole population of interest could -

not be surveyed, the sample survey method was used.

The study applied cross-sectional analysis. This
means the components ot attitude change were measured
at a single point in time. According to the objectives

of the study such measurement is all that was called for.

4.2: Method of data collection

In this study it was necesssary to collect primary

data tor evaluation of attitude change and secondary
data for evaluation of export pertformance. The questionnairel

was utilfsed to collect the primary data. This was found

57;ilbert A. Churchill: Marketing Research 3rd ed.,
New York, Drydeen, 1983. pp. 05-76.




cuitable as it coeuld be left to respondents to fill

at their leisure and then picked later or mailed to
the author. Furthermore, the questions were either
dichotomous or multiple choice to make it easier

for the respondents, especially busy managers, to

£fill them. Some of the secondary data was extracted
from sources published by the Customs and Excise
Department, Ministry of Finance. Other secondary data
was provided by Kenya External Trade Authority

(KETA), Ministry of Commerce and Industry.

One of the questionnaires(Appendix A) was used
to collect pertinent information from managers and
proprietors. Copies of this questionnaire were
either taken by hand by the author or mailed to
the sampled managers and proprietors. Similarly,
the filled questionnaires were either picked by
the author or mailed back to the author by the
managers/proprietors. Personal delivery and
collecting was applied to increase the response rate.
Mailing was used only for those firms whose
physical address was difticult if not impossible
to locate. If on three visits the author
could not collect the questionnaire either
because the respondent was always absent or it

was not filled, a note with the author’s



address was left asking the respondent to kindly
mail the questionnaire. This was done to give
the researcher the time to manage other data

collection tasks within time of the research.

The other questionnaire (Appendix B) was used
to collect the relevant information from the general
public. Five interviewers were employed to
distribute and collect copies of this questionnaire.
The five 1interviewers were people working in
Nairobi and each was asked to interview ten of
his/her closest friends. The interviewers were
instructed not to interview people whom they
knew were managers/or proprietors. They could
easily follow this instruction since they only
approached their closest friends, people they
knew very well. All the fespondents, therefore,
would be people living in Nairobi except managers/

proprietors.

Data on export earnings was extracted for the

period 1976 to 1984 from various editions of the Annual

Trade Report published by Customs and Excise
Department, Ministry of Finance,

The Annual Trade Report for 1985 had not been
printed by the time of this research, Data

on exports for this year was extracted from a
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computer print-out provided by the same department
which would form the basis for the LOR5 Annual
Trade Report. lhese sources were used because
to the author's best knowledge, they were the

most comprehensive sources of export data.

The export data in these sources is arranged
according to the United Nations Standard International
Trading Classitication which Kenya operates for
tax purposes. The schedule which was used to
extract these data giving item description and

SITC codes is attached herewith as Appendix C.

The year 1976 was important in this study because
that was the year when the government started a fully
fledged export promotion department. In testing
the effect of Kenya Export Year program on export
earnings graphical analysis similar Lo bHat o
a time series quasi-experimental design was applied.
The test involved analysing whether, being
different in magnitude and approach, the program
had a higher impact than earlier government export
promotion. Hence the analysis started from the year
when this promotion began as a serious effort to
build a favourable trend in export earnings
and that year as set out in the literature

review was 1976.



Sampling plan

4 g Populations

There were two populations of interest which

managing directors(or general managers), marketing
directors (or marketing managers)-énd proprietors
of firms exporting manufactured products.

A list of these firms was made from the Kenya

Export Directory 1984/85 published by KETA. This

directory was chosen as the most current since the 1986

edition had not been published yet. The directory
contained 325 names of exporting firms and details
of their addresses, telephone numbers and products
they export and import. It was found that

about 80% of the 325 firms were located in Nairobi.
increase response rate within the short time of

the research, the author decided that not much
would be lost in representativeness by sampling

the Nairobi firms only. The sample was therefore
drawn from a list of firms located in Nairobi. When
compiling this list firms exporting the following
items were omitted.

(1) Foodstutfs and animal products

(2) Raw materials and horticultural products, and

(3) Petroleum products and services which

items are not in the definition of

To

— .
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manufactured exports adopted in this study. Tt

would have been better to eliminate names

of tirms doing re-exporting as the definition

of exports in this study does not include re-exports.
However this was not possible because the

directory does not distinguish these activities.

The second population here retered to as

I
3
o
|
i
§

P

i

i

“other publics” was made up of people who could

read and write English except managers/proprietors.
To sample this population probabilistically within the

country would have been very difficult given cost and

the time constraints. This necessitated

the use bf a non-probability sampling plan.

3.4 Sampling procedure

From the 1list of 192 firms a ?
probability sample of 50 firms was drawn by
the lottery method. Each firm was given a number
from 1 to 192. The numberns were written on
pieces of paper and placeg in a bowl. These
papers were then thorough&y mixed by hand.
From the bowl 50 papers were picked without replacement

and the tirms bearing the numbers on ghese papers

formed the sample of 50 firms. Copies of the

SQSee Appendix (C) €or definition of manutfactured
exports adopted in this study.
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quest&onnair« attached as appendix A were sent

to managers or proprietors ot these tirms whichever
was applicable, either personally by the author

or by mail. The lottery method was used as an

easy way to get a probability sample than use ot
random numbers. A probability sample was here
used to enable testing of the statistical significance
of the calculated statistic on export orientation.
The author personally distributed copies of this
questionnaire to 30 firms. Unftortunately he could
not locate the premises ¢t the other 20 firms and

therefore mailed the questionnaires.

To get a sample of other publics

non-probabilizy convenient sampling

was used because the author

could not manage probability sampling given

the resource and time constfaints. The sample
Size was also 50. Interviewers were simply

,asked to give questionnaires to their friends whom
they kngw were not managers or proprietors of

any businesses or parastatals.



T B Sample Size

From a discussion with Mr. J.N. Nyaga a
fellow student in the MBS A progran “it was
anticipated that the return rate tor mail
questionnaires was about 40%. Nyaga had earlier
used a mail survey and his experience was that in
Nairobi the return rate was about 410%. 'As ‘the
sample size required here was 23 (appendix D) then,
relying on Nyaga's information, the author
found it necessary to send 50 questionnaires

so as to get a response of about 23.

The sample of other publics was 50.
This sample size merely satistied the widely held
rule of thumb that to be representative a
sample should be 30 or mor‘e.s9 Having made
the decision to use a convenient sample
calculation of the sample size was not legitimate.

The author therefore used the largest

sample he could manage.

]

yayne W. Daniel, and James C. Terell:
Business Statistics Atlanta, Houghton Mifflin,

1975, p- 97-




il Research Instrument

& el Questionnaire for Managers and

Proprietors

lhe questionnaire for managers and proprietors

was divided into four parts, that is, A, B,C, and i
D. Part A comprised seven questions aﬁd served,three?
purposes. The first five questions were meant %
to collect data to evaluate the level of a firms
export orientation. These questions were

derived from statements used by the Department

of External Trade to describe manufacturing firms
that were low export oriented as had been set out in
literature review. The information generated in

this part enabled the author to evaluate 1
the behavioural effect of Kenya Export Year "
program on businessmen of exporting tirms. Question

six also derived trom the literature review, tested

the awareness of businessmen on the importance of

product quality, packaging and agents in penetrating

toreign markets. Question seven tested the etficiency
of government in export policy and documentation.

It also came from statements in the literature review

1
on exporters complaints about government

-

efficiency in these matters. Information generated

here helped the author to evaluate the

behavioural effect of Kenya Export Year program



on personnel ot relevant government ministries and
parastatals to improve export documents processing

and policy implementation.

Part B was designed to collect data on how
businessmen thought exports of the sampled firms
were influenced by the Kenya Export Year program.
This data would help to further evaluate the

behavioural effect.

Parts C and D were similar to parts A and B ot

questionnaire ftor other publicg.

4.4.2: Questionnaire Cor:. Other Publicgyg,

The questionnaire comprised two parts, A and B.
Part A was designed to collect information on the
Kenya Export Year program in building public awareness
on the role of exporting in the Kenyan economy. 1In
the same part the author collected information on the
priority the respondents felt should be given to exports.
This information helped the author to evaluate the
cognitive and affective effects of the Kenya Export Year
program. These questions were derived from the background
of this study on the importance of exporting 15 the
Kenyan economy as this is what was being communicated

by the Kenya Export Year program.

Part B was designed to collect media habits

of the respondents. This intormation helped the auth
or



to understand why some respondents were not aware

of the Kenya Export Year program.

Vi SR b Construction of Questions

In post testing communication on attitudes
there are three approaches that can be used. These
are unaided recall(where the respondent is not
given cues or prompting), aided recall, (where the
respondent 1is given prompting in terms of questions
about the subiject of the research) and recognition
(where the respondent is shown a feature about the

60

subject of the research) .

As this study dealt with testing the total
impact of the Keﬁya Export Year program and not
just one aspect, say advertising, recognition
approach was unmanageable because of the many
features involved. Unaided recall could not
also work appropriately because the program was
implemented about one and half year past whereas
unaided recall works better ftor eve;ts of immediate
past. Theretore, the questions utilise aided recall, that

is certain things were mentioned to remind the

respondent of the subject of the research

60Hinert A. Churchill: Op.cit., p.170



lo rate an attribute of a certain treatment
of the program or to rate the importance of that
treatment to the respondent, a rating scale or
o1
importance scale as given by Kotler was employed.
Both the dichotomus and multiple choice questions were

used to elicit other intormation about the program

treatments.

4.5: Methods of Analysis

F. 8.1 " Primary data

Atter the necessary coding and calculation ot
mean scores, the primary data was summarised into
frequency distributions to enable the author to carry
further analysis. “From the frequency distribution
the mode, median and mean were extracted as measures ot
central tendency. As the data was either norminal
ordinal or interval these were the measures of central

tendency that could be used legitimately.62

To test the association between the cognitive,
atfective and behavioural scores "index ot predictive
association” and correlation analysis were used. The |
index which ranges from zero tor no association to one

tor pertect association, shows how well one can

predict the criterion variable by taking into considerati
’ 2 1on

61
Kotler, Op. cit. p. 204

62$idney Siegel: Nonparametric Statistics. Kogakusha
Japan, McGraw-Hill, 1956. p.30. o
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the important predictor variable. For example the

index can be used to predict the attective response
trom the cognitive response or the behavioural

response trom the atfective response. l'he index

was thereftfore used to test the strength of

association of the cognitive, affective and behavioural
ettects ot the Kenya Export Year program. Correlation
analysis was used to test whether there was a linear
relationship in the primary: data. I'he standard
deviation was used to test for dispersion of the

data.

The test of significance of two proportions
was used to determine whether the sample percentage
of highly export oriented firms represented a likely
population percentage. The author wanted to test
the claim made betore the Kenya Export Year, that
only a few of the firms in the manufacturing sector
were highly export oriented. The author interpreted
"tew' to mean less than 50% and theretore tested
whether population from which the sample was selected
could be said to have 50% or more highly export
oriented firms. I'he test was chosen because it
is conducted with only two percentages, one

: 6
hypothesised and the other being the sample proportion. 4

93%i1bert A. Churchill., Op.cit. p.592.

4wayne W. Daniel and James C. Terell. Op. cit. PP.175-176.



The two proportion's also should be such that one

possessing and one does not possess a certain

65
characteristic. To satisty the latter requirement

the tirms represented by respondents were categorised

as having low, moderate or high export orientation.

4.5.2: Secondary data

To test the etfect of the Kenya Export Year program
on export earnings, time series analysis was used. The
interpretation given to this analysis was similar to

that given to a "time series -experiment.

The time series experiment can be diagramed as

"01 02

: v16
O3 O4 X OS O6 O7 O8 6

h 0 .
where ) 02 O3 ...... O1
are time periods and X is the treatment under

6 3 . .
consideration. 7 1t the time periods could be represented
by years 1976 to 1985 and X by the Kenya Export Year

program, the introduction ot this program becomes

similar to a time series experiment.

The analysis comprised projecting into 1984
and 1985 the trend ot export earnings created by
earlier export promotion. This projection represented
the expected pertormance without the Kenya Export

Year program.

651bid

666i1bert A. Churchill, op.cit. 102-104.

%7 1bid



The actual earnings tor the two years were
then superimposed on this projection. Finally
a comparison was made to tind out whether the
actual earnings were over and above the projected

earnings.

From this analysis, four outcomes were

68

expected as follows:

(a) Immediate but short-run ettect. Actual earnings in
were expected to be more than projected
but those tor 1985 would be equal or less

than projected.

(b) Indication ot immediate long-run etfect .
Here actual earnings tor 1984 and 1985
would be more than projected tor both years,
The new trend would appear parallel to the

projection.

(c) Lagged ettect. Only the 19Rj5 earnings would be

more than projected.

(d) No eftect at all. Here the actual €earnings ftor

both years would be equal or less than projected
Jecteaqa.

Equiped with these tools the author went

the data. The following chapter comprises the

this analysis.

08Based on Gilbert A. Churchill. Ibid.

L9884

Llnto analysing

findings of
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CHAPRER: ¢TI VE

DATA ANALYSIS

L Introduction

The thrust ot the analysis in this study. was

to establish the impact the Kenya Export Year

had on people's attitude towards exporting and
consequently on export earnings. With respect

to attitude change only responses trom those

- people who were aware of the Kenya Export Year
program could be usetfully analysed. lhese

were the only respondents who could be said to

have been exposed to the program treatments.

g Businessmen

Thirty filled questionnaires were received from
businessmen. All the thirty businessmen had heard
or read about the Kenya Export Year. However
their responses about the importance of this
program in bpilding their awareness about the
role of exporting were varied. Table 2 shows
the frequency distribution ot the various

responses.



lable 23 Frequency distribution
of cognition responses

response Frequency 7
extremely important 1 3
very importént 9 30
important 14 47
slightly important 3 10
not important % 3 10
\ | 30 100

From the table it can be seen that 90% of
the businessiien indicated that the program was at
least slightly important in building their awareness
If their responses are given scores on a gcale
of one for not importgnt and five for extremely
important the effect of the Kenya Export Year
program on their awareness would be numerically
expressed. When this was done, the frequency

distribution of the scores wvas as presented below

(table 3) with the mode as three.
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Fable 3: Frequency distribution for

cognitive scores

scores frequency
5 1
4 9
4 14
“ 3
1 3

To clearly see the impact of the program on building
awareness on the role ot exporting, the scores could be
categorised as loy’moderate and high'by use of the
standard deviation. Scores talling within one standard
deviation ot the mean were taken as moderate while
those talling below or above it were taken as low or
:hiqh respectively. The analysis showed

the program had a high cognitive eftect on 3% of the
businessmen while the ettect was moderate on -7¢

i/

and low on 20% of the businessmen.

One may wonder why those who said the program

was not important in building their awareress are

included in the analysis. The reason is that the
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program may have had such a small impact on them that

they may have torgotten this impact over the period of
one and a half years since the close of

the program.

A similar analysis to the. one

- above
was done to establish the affective effect
of the program on the businessmen. Scores

were given to their responses on the import -
ance ot ‘exporting and its priority .on the
development plan on a scale of one for lowest
score and five for highest score. The mean
score for the responses of each individual

were then taken. The frequency distribution

is presented in table 4 with the mode as five.

Table 4: Frequency distribution for affect

scores
: | .
Scores : frequency %
| ! i
¢ , 14 47 '
4 13 43
3 ‘; 3 10
2 : 1 TN 0
1 0 0
30 100




cognitive
scores

Again using the standard deviation to categorise

the scores into low, moderate and high it

was tound that 10% .of the businessmen showed
: .

low, 90% moderate attects. None showed

high attects. The questioq Nnow was g

how much did the Kenya Export;Year program

contribute to the development' of these aftects.

answer this question the index of predictive
association was calculated. The index was
calculated using the contigency table

below which shows the\frequency distribution

of matched cognitive and affect scores.

Table 5: Contingency table for matched

cognitive and affect scores

affect scores

1 0 0 1 ¢ 2 3

2 0 0 0 2 1 3

3 0 0 1 8 5 14

4 0 0 1 3 5 9

L—: 0 0 0 0 1 1
T-‘, s W e LR EB T

To
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The formula for this index is given as:
L X - Y
n = Y
where ¥ - the largest marginal frequency ot the

criterion variable

the largest trequencies on all nows ot
the predictor variable summed together

>
il

1}

N sample size

Using this formular, our

ABs = 2+2+8+5+1 - 14
SR 1%

Applying test ot statistical significance of the
correlation coefficient (appendix E) it was found that
the association between the cognitive and atfective scores

was not a linear relationship.

The association between attects and conations was

investigated by scoring the responses of businessmen about

the exporting function ot their ftirms from one to tive

The responses expected were:

(a) The tirm exports all the time as a component

of its marketing strategy.

(b) The tirm uses KETA or United Nations Agencies

as sources of market information.

(c) The tirm engages in planned market research

(d) The tfirm considers Telex KETA as a major

source of information on prospective importers

(e) Sameone from the firm has gone on a business

trip abroad between 1984 and 1086.

69(,i_lbert, A. Churchill, Op. cit. p.594.



The attributes in these responses were offered in the
literature review as criteria ftor export orientation.

If a businessman gave one expected response, his firm was
given a score ot one, it two expected responses his firm got

a score ot two and so on upto tive. A tirm giving no expected
response would be droéped‘out as not possibly atfected

by the Kenya Export ?ear program. All firms gave at

least one expected respoﬁse. The frequency distribution

of their scoresiis given;in Table 6 below.

Table 6: Frequency distribution for

export orientation scores.

scores trequency %
5 1 3:3.
4 4 13.3
3 15 50
2 7 - ¢ G |
1 3 10
30 100

'he scores were categorised as low, moderate and
high using the standard deviation. Scores falling
within one stardard deviation ot the mean were taken

as moderate. lhose talling below or above

one standard deviation were taken as low or hi:.'.h respectively



This analysis showed that 16.7 % had high, 77.3%
had moderate and 10% had low export orientation.
The proportion of 16.7% was used to test the
hypothesis that the population would be likely
to have 50% or more highly export oriented

firms.

Earlier in the literature review it had
been suggested that one aim of the Kenya Export
Year program was to change the number ot highly
export oriented firms trom "tew" to "many".

If "tew" could be interpreted to mean less than
50% and ‘"many" to mean more than 50%, then

the null hypothesis could be stated as:

HOY D B A5

Hl: PS5

It significance level is specitied at £QS:,
then rejection point is any value of 7 statistic
less than - 1.645. Calculated Z is given by

70
the formula:

-

7 C b ;
y )Waylua W. Daniel and James C. Terrel, Op.cit. p.176



where P is the sample proportion,

po is the hypothesised p’r‘opo'r‘tionl

g0 X8 . L4po

n 1is the sample size

Using this formula ?1

«167 - .5
& =JT.5)§.5

i

30 ;

- 3.65

This value is less than the rejection point and therefore |

the null hypothesis (HO) can be 'r-ejected and the alternative |

hypothesis (H1) accepted. This indicated that the population was

unlikely to have 50% or more highly export oriented firms.

If this was the case, héw did the
Kenya Export Year messages on the importance of exporting
contribute to development of "b;'{po‘r‘t orientation?
To answer this question an investigation was
made of the relationship between affects and export
orientation.Scores for affects about exporting were
"matched 'with the export orientation scores
of the firms they represented. The result
was the contigency table below which shows

the frequencies of the matched scores.

QLaveps,,.
LI;?A?'PLA l RQQ



Table 7: Contigency table for affect

and export orientation scores.

Export Orientation scores

1 2 3 4 3
affect 1 8 s g 0 2 g
scores
2 0 0 0 0 0 0
3 1 0 2 0 0 3
4 2 3 5 2 1 13
5 0 4 8 2 0 14
3 7 15 4 1 30

This table was used to calculate index of
predictive association. Using the formula

given earlier,

A.B (2+5+8) s 00 G

7ero is the value for no predictive relationship

This index pointed that there was no predict ive association
L ’ - . <

between affects and development of export orientation

Testing tor the statistical significance
ot the correlation coetticient (Appendix E)
it was found that the attective and behavioural

etfects did not bear a linear relationship



Certain factors had been given as affecting
the performance of businessmen in foreign
markets once they decided to export. These
factors included foreign market packaging
and quality restrictions and foreign market agents.
An attempt was made to tind out how
good the awareness of businessmen on the
importance of these factors was. Their
responses were given scores and the mean score

for each individual was calculated.

The mean scores were then put on a
scale of five with one as very poor and five
a;’very good. The frequency distribution
of these responses was as in table 8 below.

Table 8: Frequency distribution for scores

on importance of packaging, quality
and agents. ;

scaled responses frequency
very good 5 1 3.3
Good 4 1 3.3

3
neither good nor poor 9 10

2
poor 3 3 12 4
.o Y . ! 6 20
very poor

30 100
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The analysis showed that most of the
businessmen(about 63%) had poor dwareness

| =7 ‘
on the factors. The mode was '"poor awareness'

Poor government service in export docume-

' ntation processing and policy had been given

in the literature review as a disturbing factor to

firms which wanted to aspire to high export
orientation. Theretore an attempt was made to
find out whether businessmen thought this
service had improved after the Kenya Export
Year program. Their responses were given

scores diétributed as‘4dn. table ;9 beiow.

Table 9: Frequency distribution for responses
on government efficiency

Businessmen who said
GGovernment service in :
export documentation frequency o
and processing was \
)
Excellent 0 F
very good 1 3
good 5 17
]
fair 17 57
/
poor 7 21 ‘\
J !
30 % 100 |




The analysis revealed that 77% ot the businessmen
indicated the service was at least tair and

the mode of the response was. "ftair". This

was an improvement trom the situation betore

1984 when most businessmen complained ot poor

service.

As a complement to the fo%egoing analysis, an
attempt was made to tind out the exact response
ot exporting tirms to the Kenya Export Year
program. The responses of businessmen showed
that 10% of the tirms came into the exporting
scene during or after the Export Year.
90% oﬁ them had been exporting betore. 53%
of all firms were involved in the activities
of the Kenya Export Year program, and 27%
could attribute increase in their exports

to the ettects ot the program.

Iﬁe analysis here indicated that the
program had an ettect on export pertormance.
To pursue this point turther, graphical

analysis of export pertformance was conducted.
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§.%2..  Export earnings

The ettfect of the program on export earnings
was tested by applying a time series analysis
First ‘overall export earnings
and secondly earnings trom manutactured exports
were graphed for the period 1976 to 1983. \The
expected trends were then interpolated for 1984
and 1985. The actual ¥984 and 1985 data were
then ploted for comparison af:acthal and

5 J

projected earnings.
The outcome was as follows:

(1) The graph for overall export earnings showed

indication of short-run impact. -

(2) The graph for earnings from manufactured
exports showed lagged eftect in the year ot the

treatment but a tremendous shoot up in

export‘earnings a year later. This suggested a

lagged effect.

:

These graphs are shown as Appendices ¢

? » i

respectively. The graphs are drawn to scale
and they respectively depict outcomes (a)

and (c) described in 4.5.2.

+ and H:



Having analysed the effect of the program with
respect to businessmen and export earnings, the author
then considered its effect with respect to other publics.
Changing the attitudes ot other publics was one of the
programs objectives and it was theretore necessary

to measure its effect in this respect.

Sa4h TOUtHer pitblics

From the sample of other publics which comprised
tifty respondents, all the questionnaires were
returned tilled. ﬁowever only thirty two of these
respondents indicated that they had ever read or

heard about the Kenya Export Year program.

The analysis to determine the eftfect of the
program on attitudes of other publics theretore
proceeded on basis of information provided by
thirty two respondents. About 78% (25 out of 32)
of theée respondents thought the program was at
least important in building their awareness %
the role of exporting. Aﬁout 22% thought it was
not. The frequency distribution of their responses
and the respective percéntages are presented in

table 10 below. These responses represent the cognitive



impact of the program on the respondents.

Table 10: Frequency distribution for
cognitive Responses.

Response frequncy %
| i
Extremely important f3 | 9
!
.very important 7 f i gy
important. i 3 | 34
slightly important 4 13
nct important 7 29 (
32 100

If the responses are given scores with
one for "not important” and tive for "extremely
important” the cognitive impact of the program
can be numerically expressed. A score of one
would represent the lowest impact and five the

highest impact.



When this was done the results (table 11 )
showed that the mode was a score ot three which corresponded
to the response "important!'. The score of three

was also the mode scored by businessmen. When these

scores were categorised as low, moderate or high

by use ot the standard deviation, it was ftound that
the program had a high ettect on 9%, a moderate on 69%
and a low effect on 22% of the respondents. The tigureg are

somehow different from those for businessmen which

were 3%, 77% and 20% respectively.

Table 11: Frequency distribution for cognitive

Scores.
Scores : Frequency % i

5 ‘ 3 9
4 7 22
3 11 34
2 4 13
1 7 22

32 100

The trequency distribution tor atrective scores

was ditfferent trom that for cognitive scores. The answers the

§



{
thirty two respondents gave about the importance of
exporting and its priority in the devélopment plan Y
were‘given scores and the total- taken for each
respondent.. Mean scores were then calculated.
Putting these scores on a scale of one to five where
these points represented the lowest and highest

/
respectively, the result J{table 12) showed

"

that the mode was a score of four. This mode differs

from that of businessmen which was a score of five.

Table 12: Frequency distribution for
affect scores.

Mean Scores Frequency ‘ % 32
5 53 34.4

4 19 | 59.4

3 A 5.2

2 0 0

1 0 : 0

32 100

Again, using the standard deviation to categorise
these scores into low, moderate and, high, the result was ‘had

6.2% of the respondents had low attects. Also 50 .4%

ot the respondents had moderate attects. Only 34.,4%

had high attects.



fThe relationship between cognitions and
affects was investigated by calculating the index
of predictive association. The table below
(table 13 ) which shows ftrequencies for the matched scores for

cognition and affects was used to calculate this

index.
Table 13: Contigency table for matched cognitive
and affect scores.
Affective Scores
i1 2 3 4 5
6 0 0 1 2 4 '
@
o 2 0 0 0 3 1 4
AN
~ 3 0 0 1 9 1 11
-
)
-
0 4 0 0 0 4 3 J
o
&
5 0 0 0 1 2 3
0 0 2 19 11 32

Using the formular given earlier the index was

calculated as:

\.B = (4+3+9+4+2) - 19
32 - 19

23

When the correlation coetficient was tested for
statistical sigaiticance (appendix E) it was found
that the cognitive and aftective eftects did not

have a linear relationship.



S uliciy Media

To understand why some respondents in the sample of
other public had not read or heard about the Kenya Export
Year, the responses about media habits were analysed for
the whole sample. Responses were given scores trom ohie
to five these numbers representing the lowest and highest
scores respectively. Mean scores were then calculated and
the respondents classitied into those who were and those

who were not aware ot the Kenya Export Year.

It was tound that for both groups the mode was three
scores. Also tor both groups the first quartile, the median
and third quartile had scored two, three and tour fespectively
and not one in the two groups had scored ftive. l'he two

groups did not exhibit any statistical ditterence(Appendix F).

In addition attendance ot other Publics of the
Nairobi International Show in 1984 and 1985, where the
Kenya Export Year messages were extensiwvely displayed
on stickers, was analysed. 66% ot those who were aware
ot the Export Year had gone to the sho@ as compared to
55% for those who were not aware. The tw6 groups did not
have any significant ditterence statiéticélly (Appendix F).
This analysis showed that the media characteristics
of other publics could not explain why some were and

others were not aware of the Kenya Export Year.



5.6: Limitations of the study

Before the findings ot this study can be generalised
the pertinent limitations should be noted. Birst vy the
study was done one and a halt years atter the close of the
program. A long time lag is a big drawback when evaluating
any Communicgtion effect since some aspects of the
communication ettect evaluation hinge on recall and recall
is aftected by recency. In short/ so%e people may have

given their answers ditterently had the program been’
¢

reviewed immediately atter it was conducted.

Secondly. the sample used in this study tor evaluation
ot the programs effect on publics excluding businessmen
_was a convenient sample. This sample may not have been
adequately representative ot the relevant population.
Consequently, the tindings ot this study with respect to
"other publics” should be treated with caution. Fortunately,
they are only a few and costitute a small portion of

[
the study.

Thirdly, the definition used in this study for
manufactured exports is not without weaknesses. As
set out in Appendix D this detinition is ad;pted
by the United Nations tor statistical convenience.
Had the other detinitions mentioned in Appendix D
been used the results tor the export pertormance

ot the 'manutacturing sector may have been ditterent



Fourthly, businessmen in non-exporting tirms have not ;
been included. Although trom a practical point of

view one may say they were not changed by the Kenya

Export Year program, theoretically they may hage

-

been changed if their attitudes and aspirations changed.

/
Fitth, export promotion as applied in

Kenya may not intluence much the subsidiaries ot
multinational tirms whose decisions may be made in
toreign Cdountries. Perhaps export promotion should

be evaluated trom the point of view of indigenours firmsonly.

Furthermore, it was not possible to eliminate firms
doing re-exporting from the analysis. This was a major
limitation considering the detinition adopted tor

/7

exporting did not include re-exports.

It should also be noted that the recorded export
tigures do not perfectly retlect the country's exports.
According to KETA a considerable volume of goods

(especially cratts) is exported without entering
oftficial records. Businessmen conceal such exports

in order to escape taxation.
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CHARTER 51X

AND RECOMMENDATIONS

CONCLUSIONS

pu Conclusions

On the strength ot the tindings of this study
be concluded that the Kenya Export Year

1t can
program was quite successtul in attracting
However the program was more

public attentiqn:
successftul with the businessmen, all of whom
were aware of the program, than with other publics, .gf
some of whom were not. - gf
<,
P, it
.;The respondents in the sample ot other Os
publics who were aware or not aware ot the g;ﬁ?
Export Year do not show any statistical difterence §
in media scores. It is, therefore, unlikely that
media habits could explain why some respondents
were not aware ot the program. It seems logical
to suggest that selective expésure may explain
why some respondents were not' aware ot the Kenya
Export Year program. Selective ‘exposure may
have operated tor many reasons wﬂich were not
investigated in this study. '
tienerally speaking the program had i moderate
cognitive ettect on most ot the businessmen. Tha
regard to other

same generalisation can be made with
the program.

publics who were exposed t«



Most of the respondents also indicated moderate

affects towards exporting. This showed that the

(
cognitive eftect was important in the development ’
ot arrects. However, the development of these attects

trom the cognitive ettect could not be explained by
a linear relationship. The lack of a linear relationship
could also be concluded tor the development of conations

i

from attects.

With regard to developing a more export oriented
manutacturing industry, the program had a moderate
rather than a high etftect. Most' ot the tirms represented
in this study had moderate export orientation. Only 20%

and 16.7% had low and high export orientation respectively.

It was difficult to evaluate the ettect of the
program with respect to increasing the number ot highly
éxport oriented tirms. Betore the program it was
possible to state that these tirms were less than
tifty percent ot the population. The tindings ot
this study showed after the program they were
still less than fitty percent of 'the population.
Without a more precise basis'forfcomparisun it could
not be concluded that the prbgraﬁ increased or did

not increase the number of these tirms.



Beftore the program the awareness of most businessmen
on the importance ot packaging, product quality and

agents in penetrating toreign markets had been

described as poor. ['he program did not seem to have
improved this situation. Most of the businessmen

interviewed still showed poor awareness ot these factors.

The program had an appreciable eftect in improving
government etticiency in export policy and.documentation.
The etticiency was described by most of the businessmen
(77%) as tair. This was an improvement ftrom thé
situation before the program when it had been said
that most businessmen complained of poor government

etficiency in the two areas.

From the responses of the businessmen interviewed,
it can be concluded that the program increased the
exports ot only a tew tirms. The proportion ot
tirms in this study which had their exports
increased by the program was twenty seven percent .
However it should be noted that most businessmen
may not have been aware what contributed to the

increase in their exports.

The graphical analysis showed that the program
had an immediate ettect on over-all exports. However
with respect to manutactured exports, the program

had a lagged effect. it was not possible to evaluate



the etfect on export earnings further because the
program was silent as to the specitic increases

to be achieved.

6.2: Recommendations

It was noted that the program was more Successtul
in attracting the attention of businessmen than of
other publics. Furthermore there. was no statistical
ditference in media characteristics between other
publics who were aware and those not aware ot the
program. It is theretore recommended that further
Vstudy be done to determine why the program succeeded

less with other publics.

Most businessmen had poor awareness of factors
that attect success ot penetrating ftoreign markets,
that is, packaging and product quality restrictions
and agents. This situation should be improved

through subsequent export promotion.

?

It, is also important to fturther improve

I
government etticiency in export document ation and

: R .
policy. This is an important factor in promoting

!

exports.

From the tindings it was concluded that

largely
the program had only a moderate efteci on attitudes. This may
have been due to poor planning and implement ation It sheswld

noted that Government export promotion is 2 otbeial
B :

tfunction in a developing country like Kenvya

be



It should be viewed with utmost

seriousness and the best planning devoted to
it. Rules of thumb and intuition should be

applied less in favour of more careful analysis.

Planning should start with a clear definition
of the task to be accomplished by export
promotion. This should be followed by a definition
of the interrelationships that would lead
to increase in export earnings. The inter-
relationships can then be tested for surength
in increasing export earnings to enable clear

setting of- communication and sales goals.

Such setting of goals should be accomp-
anied by the appropriate budgeting for the
right amount of effort is crucial in achieving
the desired res;lts. Even more important;is
to set out methods through which the results
would be measured for without knowledge of its results
one could never be able to Justify expopt ‘

promotion. Spending for promotion would be

like spending for the sake of it.

It is also important to identify the

right groups who determine success of export



promotion so as to come up with the best moti-
vation plans for each group. That way better

results can be achieved.

SRR RIT, IE should be realised that
government export promotion is essentially
a communication process. There are certain basics
which govern this process which if not met
would mean little success of government
export promotion. It 1is therefore recommended
- that the conceptual framework given in this
study be used to guide this highly important
function. It is also recommended that this matter
be pursued further to determine why the program

did not have a high etfect.

! LLBRAR;»' 4lkOgy



Please indicate your answer by a tick ( v )

5 47 -

SPPFENDIX - A

QUESTIONNAIRE FOR MANAGERS AND PROPRIETORS

PART A

gpace.

S

in the appropriate

Which one of the following statements best describes the

export behaviour of your firm?

(a) The firm seeks exports orders only when
domestic sales fall below a certain level

.

(b) The firm seeks export orders all the time
as a component of its marketing strategy

{(c) None of the above

please specify

o=

Which of the following sources of export market
are utilised by your firm?

(a) Kenya Export Trade Authority(KETA)

(b) Other government oftices

(c) Kenya National Chamber of
Commerce and Industry(KNCCI)

I

(d) ﬁubli¢ations available from
the United Nations Agencies

;

{

(e) 'Embassies

(f) Other

Specify —————mmmmm

information




Which is the most important method of identifying
export market opportunities for your firm?

j

(a) Planned market research

(b) Enquiries from importers

i

(c) Other : !

Specify

Would you regard Telex Keta as one of your firmé' sources of
information about prospective importers.

Yes

No

Has anybody in your firm gone on a business trip abroad bstween
1984 and 1986 both years inclusive?

Yes

No

e

How important would you say are the following?

extremely very slightly not
important important important important important
(5) (4) (3) (2) (1)

Agents in condu-
tir.g market
research in the
foreign market
for your firm

Agents in
establishing

disfribution
networks in
foreign market
Lor vour fin



PR e
extremely very slightly not

important important important important important

(5) (4) (3) ik L

(c) Agents in maint-
aining distribu-
tion networks

in foreign
markets for

your firm.

(d) The scale of
business in
attracting

“a good agent

(e) Foreign
market packaging
and quality
restrictions
in launching 5
your firms
products in
such markets

7. How would vou rate government's performance in the following areas at present?

Vs

excellent very
Good Good Fair .2oor
(5) (4) (3) (2) &5

(a) Processing export
compensation

(b) Processing export
forms

(¢) Reducing the amount
of paper work involved
in exporting e n e 85
(d) Implementing
export policy
promptly

{e) Implementing
export policy
without
frequent
changes



Pleascindagnte vour answer by "a- tick(: il Lnthe appropriate
Spae andicaratully Tollow the instructions in brackets:

o Have you ever heard or read about ' the:  'Kenva Export Year!:
£ |
Yes r‘; “”,
e i
No e :
I (please go to part.-D)
R When did your firm go into exporting~”
: S ,
{a) earlier than 1984 ot i
5% l i
(o) P 1984 e (Please o to guestion 12 )‘
{c) After 1924 | ‘ (Please go to question 12 Wl

10. Did the export volume of your firm show anv increase in
. 1984 or 1985 over the 1983 level?

Yes l»__l

No L__‘ (Please go to question 12)

11. How much of the increase would you attribute to the
"Kenya Export Year" activities?

Il

(a) all of the increase £
(b) most of the increase ' (.I
{c) some of the increase | {'W
: ]
. A3
(d) none of the incredse [_J
12. Did your firm get involved in anv activities of the
"Kenya Export Year"?
Ye:

d =



e £047 =
PART  C

Please indicate your answer by a tick (v ) in the appropriate space and
carefully follow the instructions in brackets.

13. How important would you say is the role of exporting in respect to
the following?

extremely very slightly not

important important important important important

(5) (21) (3) (2) ()

(a) Expanding the market : |
for Kenyan products |

(b) Stimulating the
growth of Kenyan !
industries

(c) Increasing the
wealth of Kenya
as a nation

(d) Stimulating the
effort to improve
quality of leecal
products

(e) Improving the
standard of
living of Kenyans

(f) Earning Kenya
foreign exchange

(g) Stimulating
development of
Kenya

14, Exports should be given the highest priority in the development plan of Kenya.

(a) strongly agree (::J
’
R :
\bj agree
{c) neither agree nor disagree [::]
i) disagree ' I

L

-
1
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How important would you say were the Kenya Export Year activities in building
your awareness/knowledge on the role of exporting?

(a) Extremely important k.
il

(b) Very important

(c) ' Important

ey
(d) slightly important o s
(e) Not important !
: 1
[ 28]
PART, D o)
Please indicate your answer by a tick () in the appropriate space. 52
A ! El, >~1
' 16. Did you attend the 1984 and/or 1985 Nairobi International Show? ()é?
R
Yes o3 -3
3% £
No ;
17, How often do you:
Daily Most“days a few days once less than
in the week in the week a week once a wesk
(a) Read the daily
newspapers”? It e e o e
(b) Listen to the
radio? i i s o, S
{c) Watch the TV? i s oy A S
18, How often do you read the Weekly Review?

(a)  All editions P
(bh) Most editions I‘T
() Manv editions E:
(d) Few editions o

(el Pon 't read at all L
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APPENDIX . B

QUESTIONNAIRE FOR THE PUBLIC

PART A

Please indicate your answer by a tick (V') in the appropriate space
and observe the instructions in brackets carefully.

1. Have you heard of or read about the "Kenya Export Year"?
i .

|

Yes ! .; [::]

o . ! (Please go to part B)

!

2. How important would you say is the role of exporting with respect
to the following?
extremely very slightly not at all
important important important important important

(s) (4) {3) (2) (1)

(a) Expanding
the market
for Kenyan
products

{b) Stimulating
the growth
of Kenyan
industries

(c) Increasing
the wealth
of Kenya
as a nation

(d) Stimulating
the effort
to improve
quality of

local
products

11

Improving
fhe standa-
rdard of
living

of Kenyans

facning
foreign

.....
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3. Exports should be given the highest priority in the development plan
of Kenya.

(a) strongly agree

(b) agree

(¢c) neither ayree nor disagree [::]

(d) disagree

(e) strongly disagree :::]

4. How important would you say were the Kenya Export Year activities
in building your awareness/knowledge on the role of exporting?

(a) extremely important (::j
(b very important
(c) important
(d) slightly important [:]
(e) not at all important

PART : B

5. Did you attend the 1984 and/or 1985 Nairobi International Show?

Yes




aa 1o £ o

6. How often do you:
Daily

Most days

in the week

£ 10

a few days

in the week

mcee

a week

less than

once a week

(a) Read the
daily
newspapers?

(b) listen to
the radio?

(c) watch the
TV?

7. How often do you read the

(a) All editions

(b) Most editions

(¢c) Many editions
(d) few editions

(e) don't read at all

Weekly Review?

v:qB:g T M
LRDLINGA M.

|

K
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hank you for your cooperation.
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APPENDIX

Definition of Manufactured Exports

The UN and UNCTAD recommend twoidefinitions for
‘manufactured exports. These definitions involve classifying
industrial products into Total A a?d Igtal “B. ' The ‘two
classifications include fourty seven;andfthirteen products
respectively identified by the United Nations Revised

: !

Stardard International Trading Classification, SITC(Rev),

codes.

Total A is referred to as "manufactured products" and
Total B as '"semi manufactured products". However the UN
(18 AREEIE R SNCTAN (20} did ot wsol SheBe Hefinitions
for several reasons. First adoption of these definitions
is beset by involved statistical work and lack of detailed
data(or missing SITC codes). Secondly deflation of current
value is required for Total A but this becomes impossible

because of unavailabilitv of the necessary price indices.

Consequently the UN (15 and 17) and UNCTAD (20) used
short or proxy definitions for manufactured exports,
SITC (Rev!) codes 5 to 8, and SITC(Rev) codes 5 to 8 minus

68, respectively.

The UN(15 and 17) proxy definition that is SITC(Rev)
’ ’
codes 5 to X was adopted in this studv as simpler to use.

'he product description and SITC codes for this definition



SITC ~Code Product description
5 Chemicals and related products N.E.S
6 Manufactured goods classified chiefly'
by materials.
! !
7 Machinery aﬁd tfansport equipment
8 Miscellanegus manufactured articles.

!

NB: This appendix is based on V. Prakash:

Measuring Industrial Exports: A Comparative Study

of Variations Arising from Differences of Definition.

The World Bank, February 1976, World Bank Staff

Working Paper No. 225.

\ ¥
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APPENDIX D

Determination of Sample size tor estimating proportion

of highly export oriented tirms.

T+ was stated in the literature review that one of
!

the objectives of the Kenya Export -Year Mas po develop
an export oriented manutacturing sector Py cﬁanging

the proportion ot highly export oriented firﬁs from
"few" to "many'". Tnterpreting "few" to mean ﬂess than
50%, the author wanted to test whether the &anufacturing
sector could be said to have 50% or more highly export
oriented firms. The formular ftor determining

sample size for estimating a population proportion

is given by Boyd et al as:

P4 5

TgP) where p is the hypothesised percentage,

& 18 equal to 100-p,

iyl :
(SP)® is the maximum allowable error.

'he author wanted to state with 95% contfidence
that the sample percentage was within 20% of the

actual universe percentage.

Theretore,

2sp 20
sp 10
p 50

and YO X



L

However, this sample size needed to be adjusted

as it was more than 5% ot the universe of B2hafiinmsn

Adjusting,
;
!
| 25
! n 53
| 1 (1. iE 5)
325
= Z:3
NB: The calculation of the sample size is based on

Harper W. Boyd, Jr. et al: Marketing Research

4th Ed, Homewood, IiII., Irwin, 1977. pp.321-324.



In order to apply linear

= 110

APPENDIX' E

regression to the primary

data in this study it was necessary to test tor dinedr

relationship. I$ the following description, r

retfers to coeffipient ot determination and r refers

!

to correlation coettiicient.

(i)

{ad

HO:

Hl:

Degrees

Businessmen

Pakdnp cognitive scores as (X)) and atfect scores

as (Y), the regression equation is:

Y-

2

r- =.0.0142186
o g s 0l S 0 1
the £

I

r\ o2

l-r

= 0 (there is

ot treedom

P 34 O (there is

(o &

lhe rejection point

it 2

2.0454

i

i

418

and

+2.0484

§ .

A 112 °S 9.08134X

statistic is calculated using

where n sample

no linear relationship

a linear relationship)
n-2

: 28

=005

theretore is any value

01421806

size

the formular:

between X and Y)

of

t

outside



As 0.6352 is between

- 2.0484 and +2.0484,; accept HO.

Therefore, Qhere is no linear relationship between

X andess |

(b) Taking attect scores as (X) and export orientation

{ ‘8 - . . &
scores |as (Y), the regression equation is:
i .

gl b T4, 8878 0051989 7%
r2 = 0.2f
ro= 0.142
HO & 5P
Hi= P ab
« = 0.05
30 < 2
% =S 47 /
- : = B0
= 0.759

At 28 degrees of treedom, the t value is 2.048

Since 0.759 is between -2.048 and +2.043, accept Ho.
Therefore there is no linear relationship between

A dnd Y.

(ii) Other publics

Taking cognitions as (X) and aftects as Y. the regression

equation is

y2 = 3. 2-%-0.028X
S % 0. 003736
I 0.006159
- ey 7 S A
1 ().00] "\)V 1 Y

0.00372206



HO: P )
Hl: Rakin0
X ) G5
degrees ot treedom SRt Tey L 3%~ o)

The t value at signiticance level 0.05 and

30 degrees ot treedom is 2.0423

Since 1.73 is between -2.0423 Snd w0 04223 accept HO.
Theretore, there is no linear relationship between

X gl o

The above tests are based on Wayne W. Daniel and James

C. Terrell: Business Statistics . Atlanta, Houghton

Mif¥liin, 1978 pp. 251-255.



APPENDIX F

The tollowing is a test of
habits and show attendance

and those

not aware of the
/

/ 7

(i) ‘Media characteristics

the ditterences in media

ot other publics aware

Kenya Export Year program.

I . . =
‘ , HO: U1 U2
!
* e 4y
o= 05
s Z = 1.96
ghe s statistic is.given by
Z :(X1 - Xz) - 0 where X1
/ o
[ 2 1
TR
e ’,
1 n
g 0y
A 2 A n,
682 . 0.662
B0 20
2 13
0.192857
2 0.674079.
As 0.674079 is between + 1.96 and
accept- HO.
rhere is no diftfference in media

between the

L wo ,‘_‘.’r'uul)\

O(there is no ditterence between the two groupé“

mean score of one group

mean score of the other group

standard deviation of one g

=]
group
standard deviation of the
other group
§12e of one group
size of tthe other group

+1.906G,

characteristics

|
i

# O(there is a ditference between the two groups)ﬂ

il
i
1
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(ii) Show attendance
The distribution trequency tor show attendance
with respect to other publics was as tollows:
aware ot program Not aware Total
!
|
attended 20 14 él
did not attend 10 9 47
Total 30 20 50
the - statistic tor proportions is given by the tormula
= P1 - P2 - 0
\/’ # - P} + P(I-P)
n, n,
where P = proportion possessing a particular characteristic
for both groups.
Pl = proportion possessing that characteristic tor one
group .
P2 = proportion possessing that characteristic for
the second group.
By size of one group
n, size of second group
Using show attendance,
P 2 - 11 hi B 0.02
30 =+ 20 50
/ {887 - 0.55) - 0
J10.62100.38) « (0.62(0.3%)



ROE T e B (there is no ditterence between the two groups)

Fig o iy (there is a ditterence between the two groups)

X L E 0

the Z value at 0.05 signiticance level is 1.96.

since 0.856 is between -1.96 and +1.96, accept HO.

Therefore, there is no difference between the two

groups with respect to show attandance.

NB: The tests above are based on Wayne W. Daniel

and James C. Terrrell: Business Statistics

At lanta, Houghton Maittldin, 1975+« PPs 177 ~L79.
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Manutactured exports.

Graph on export earnings
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