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1\ nya n< 1 d:-. to ::-,c·( k expo1·L expansJ on 'a~ export 

t d 1 • 1 1 i n g :-; ' n t, o f i n a n c c i m p o r· t s n e c e s s a r y i n h e r e c on o m i c 

d .. \' 'l opm<>nt.. ln lhis regard, government e xport promotion 

as ·urn s an import.ant . position. 

By 1984, the KcTJya External Trade Aut horiLy(KETAl 

which is the government exter·naJ t· rade promotion division, 

decided that, despite pr·evious government, export promotion 

efforts Kenya's export performance was still not good 

enough. Consequently, in 1984, the divi~ion conducted a 

massive export promotion campaign, the Kenya Export Year 

(1984) program. The program was aimed at improving the 

country 1 s expot·t performance by bringing mor·e domestic 

firms into the exporting scene and persuading oLhers to 

improve their export operation~. 

The study report .d here was a re i w of the Kenya 

Export Year ( 19 4.) progr·am. A r .. vi . w ot this program was 

important. for three r a uns. lir:..tly. it \as n'c's:-.ar 

s ablish th . achievement ut l his prugr·am be<:aust· Lh . 

Lo 

ucrcss wi h whi h Ken •a an xpand , por•l earning::-, p· I' I y 

dep nds on he 

1 • n in 

• id 'or 

m 

ll ll 
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ll 

( ll 

of go' P r·n m n t <' . p () r· t p t • u mot i on . 

i nt c th(• ;I< hi \'1 rn nt cf I he pt• n ••t am 

1' :r I> t t c r p l llllill r f 111 · c·qu nt 

n 11 nq } .td h ll m.tdc 
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t 1 d lilt a::.-.ur d t h'u ~ t·tec Ls ot th 
pr·ogram . e ffect 

(1 /j .tlt ilttdt 
and <-!tft~c( on c·xport earnings. ft wa& 

pt 1 t pr•omoi 1 on 

b 'SP Lwo Pfff'ct.s becau.c,e gov e rnment 

olldtt<' Lr> d on Lhe basis of t h e 

r c I n5hi p b<'t,we n a1, 1 Ltt d c changf• an d export earnings. 

Th r lation.ship in thi s cas• assumed that increas d 

publi 
predisposition tnwards exp orLS could lead to 

increased export arti ,1ty an d hence more export earnings. 

For purposes of measuring t h 
program effect on 

public attitude , the publi c was divided in~o two 
groups. 

These were business men and others publics. 
As these 

groups constituted large populations, t he sample survey 

method was used. Businessme n wer 
. am~led probabiliti ally 

but a 
onvinient sample \>.a::.-. taken for oth er publics. 

Moreover questi onnaires wPr ~ used to get ~h 

inf'ormat·on . 
p r in .nL 

wa 

U-ing th. r 1 vant 

inve· igat d for 

a so . ia ion. 

t'or om 0 h findino 

r phica.Jl an ly d. 

r m 

m 
I 
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CH1\PTER ONE I 

fNTRODUCTCON 

A necessary Jut not suf ficient, condition for 

d<~Y lopmcnC of Third \\'orld countries 
. . 1.s econom1. c 

1 growLh, which can be defined liS a sustained 

increase j r tho nation 1 s incomr1 or r;r oss National 

Product(r;NJ 1 . 2 
However, these countries lack ·the 

necessary c·~pital and technological resources for 

investment Ln growth. 3 Thus they have to remain 

under-developed or acquire these resources from 

the,developed world. 

Prefer~ing 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 exrhangc.4 

It, th•~r·eforc, seems thaL d vel opin~ nation nc d a 

1 . . 
M1cha .l P . t~ndaro: 

2nd !.d. , Bm•nL 1ill 

2 
b'd p. ll2 

UNl E 
IRO 

I 
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constant c ·pa11.s ion o( thei 1' ex p o t· t e arnings a s a me an s 

Co oconomi<· g·r·owt.h . 1 n Lhi.c::; r·egar· d Kenya is n o e xcep t i on. 

!·or· L u .s <' counLri cs to achieve export expa n sion 

Lh · i r· lom1 st. i 1 fi.t•ms have to pursue exporting vigorously . 

h po1·t.i np; fir'tlls need to f:OnsLanL 1 v pursne export 

marl· ts and a 1 .so a continued flow of new firms into 

Lhe exporting scene is needed . llnncc Che success 

with which tht •se countries can aC"hicvc expansion 

of their expo1 ts depends to a lat·r~e cxCenL on how 

aggressively lheir domestic fir ms pursue exporting 

as a marketing strategy . 

In the case 0f Kenya firms do not aggresively 

pursue export j ng . Two reasons are given for this 

situation . S First the local market is highly 

protected 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 <'xport. Secondly mo~L Kenyan busin . ss-

m n arc not highly adept in cxpor·L business. 

0 r medy Lhis i.t.11at.. .on, thn Kcny.n C~overnment 

ha 0( 197(1 he en involv ,d in C' port pr•nmo ion. 

H r, by l ,, d pi nin yc•nr f ·p I't prnm t i I 11 

i l t I t, t .I (' a ·t.ill n 

ny, I ·t 4 r·n. I I J'c d u h r it (Kl. h 

. s 



opinion t h.t mas'"'ave pr-omoti.o n program , dit:'f.(=> r•ent 

t'I'Illll Jll '( 11 I 1 adc promotion i 11 scale and approach. cotdd 

<IC •l .1 l I yst to push up tht~ level ot· export ing 

:11 i vi t, () 
Phis idea gave ri.s to the acclaimed 

K>n a Expor-1 \'ear 1984 program,a massive twelve-month 

e ·port. prom<1t ion pr·ogram. 

1. 2. Need for the study 

The very important role f.or· exporLs 111 the economic 

growth of a developing country like Kenya means 

government expor·t promotion should be v icw d s ~~·i ousl y. 

It seems to the author that: there are two i mpo1 •t. ant 

things to consider abou export promotion: 

'[h 

hi 

h u 

n 

( 1) r\t the end ot each pr·omol ion pr·ogram, 

what th pr·ogram has achi ' d <>houJ d he 

e t .abl i shed. 

( 2 ) If what he program ha~ ;wh i ,, cd 1 s not. 

what ' as cxp c:t, ·d he n t h d i S('l' 'J>,lfH .Y :--.hould 

b 1 II\ ~ t,iga t. d. 

knrwl d• :H qui r d as () ' hat ht JH O"l lOI ha s 

d and ht r• a on. t r ( it l!l 

d h lp i pl II I i I1 1' 111 ld t -

lht h u d n h t 
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<llJl<'d t l'orn <'. port promot ion efi.urt. FurthC'rmore, 

(' po • ;u•n i ng. are so import. ant ly co nn ec ted to 

'' >nomi< '1 1'nwth, knowledge of the a<hjevl~me nt ~ of 

.- pot' I pt omoi ion s hould help in 

for ' on0mic growth. 

b • t. t e r p L ann j ll g 

I· or these reasons , the au i... h or is of the o pi n j on 

t hat the practice ot· reviewing gov rnmen( ex po1·i 

promotion programs should be keenly adopt d. After 

considerable s earch and consultations wit-h KLJ;\, tho 

author found out that no review had tH~e n mad e, ot-" 

the Kenya Export Year program. Al t hough r et:'e r ·e n< es had been 

made as to what was achieved 111 th Ke n ya Expur·t 't Par 

no attempt had been made to show \..-hat was act tta ll} a hi eved 

a a resul t or · h program. 7 It i s p T'i Ill <l T' i 1 ) f 0 T' c hi s 

reason th author undertook t h e ta~k of' r vi wing th 
enya Expor·t Year program. 

2 . .1 . Problem 

1. .1 . 1 : D fining promotion 

lhis stud wa S d s i g n d t o < t a b 1 i ~ h I~ h a I I I H 

, fl a L pol't ar· pr gram had cl 

fir p t.ownrd I ' \ i (, \ 'l fl T t h pro<~t·am. ,,, do this 

on n d m . a:->ut· ht Ill t 1t JH nmut Oil. 

prtmo < n • 

zm I l h ' ou p n 

. I 



und< 1'1 ak ~ ) comm uni.c at (' its prodncts 1 m e J •it~s 

d II d t () 1 h. 1 .. ' II rl d I. I aT' g e t CUSLl"!lll<:! l 'S t.o buy h 
., 8 

1..; Clll. • 

11 1 11 ,, t h i :-> d • t_ i n 1 L J_ on one c an t h c n d e t j n e 

"<>' t'l'nment expor t., promoLi on as var iou b activj Li es 

that the governm~nt und ert ak es to ~ommunirate 

the importance of expor·ts and Lo p cre:, uad e La1·get 

businessmen b e more exp ort oricnl.ed. 

Taken in this sense promotion Wtltdd hP ex p ec t,e d 

to give two results: the communicat-ion eftcct. 

and the sales effect. This is attest-ed t() b y 

Marcus et al when they say •: promoti on ob.ieC"tive!". 

can be translated into communication and ~a l es 

goals". 9 

Communication is the t i· an...,fer uf a mP-...-,age 

from a source to a receive r( o r· audienc~>) 10 

The m ssage is ex pected o put -..omet h i n g( Ctlll,nj t i 011:-; l 

~n th . mind s of t h audi JH e --,uch J." 1 h r o I t• 

of expo r ing. This incr ·as -.. awd.rt:Jl(.!:-.:-. o 1· the: 

individual wh o 

about Lh ob .i ct O I ' themP of 1 ,)mmun i c a ion. 

hJJ' example t, h 

Philip ~ h J-.d . 
I nd n. 

k 
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<bout t.he i.mport.an(· <~ of exporting and vie w it. 

n.s highl) Ol' ju;-:;t impor·Lan L. The indJ.v iduaJ. 

1\tlllld £'1'< J favourably about the ob j ect or theme, 

lh1 dPgrc ' of this feeling depending on the 

<t:Tect. of the message on that p erson . The 

aftects would then enable the individuaJ Lo 

develop a tendency to act(connations) Lowar d s 

the object or theme of communication, for 

example exporting. Thus communication is made 

with the intention of producing cognitive: 

affective and connative or b e havi oural e tf e ct.s. 

This is what all of us expect when we give 

messages. Indeed as Hayman and She at sl e pLtt it, 

It seems intuitively obvious thaL 
most human communications ar produced 
with the intent of causing some c ffe c L. 
of shaping the mind s and st ering 
the behaviour of others.ll 

To a f i r m , t h m a .i or mod e s of < om m u n i v at i on _. 

called promotion mix ar p e r ,..; o n a l ::; _, J l j n g :;, al <• ~ 

promo ion, ad' rti::;ing and publi ci t ·. \gain, 

dra\ing from Kotl r, 12 these mod b can 

in f:!,>v•rnmen expor promo ion a,.., f;ol lnh:-.: 

01·at pi'< ~ t ·ll t.ltion in 

n r· a . 1 n b t , \' • n < J 'llrn t nt ut {' i c 1 :-- • nd 

n 

1 J 
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busi n ssm n tor t.h purpose ot persuading those 

hu~itHs llll'tl to gn inLo ex.pot·ling. 

Jll'tlllllll i < ll: Shor.L-~erm incent1 .ves~ to e ncourage 

IH h11 i ll<'SSill n Lo adopt exporting as a marketing 

sl1 at lk! for· th ir firms. 

of he subiect of exporting in the print and electronic 
media. 

Publicity: Planting of significant news on exporting 

in the print media or obtaining the favourable 

presentation of the subiect upon radio and television 
without payment for the use ot these media. 

Most of the activities in government export 

promotion c:an be conveniently grouped under lhes 

four modes. The picture is complete when w add 
a fifth one, that is education. 1 3 In his as 

educa~ion ret rs to oral presentation in a l sson 
for h<· purpo~e of imparting knowl dg on xpor·t ing. 

fh o her r sult of promo ion is h sal ;, ft-

01 banrrc in uni .s of a produ bought T 

ommuni c · ion pre du he I) T i I 

Ihd. p. 1. 



c 11 :-> t o nH' 1 b t h .1 \ ' i our ( f r om n o t h u y i n g i o b u y i n g 

i ll \ I) I I llll ( ' which i_~ Lhc me c.hut'e of the 

.I I , ~ ~ f f ('( ' t In govcrnrne 11 l export pr()rnotion 

hhc n c: ommunicati.on results i.n cha n ge in b eha,· i.our 

1f bu-,in ·-;-,mf!n' (from not expu1·t. i.llg to 

exporting or from exporting less to rxport.ing 

more) th~ result, ic, export promoL i.on r:-ttect. f'hercftll'C, 

the sates etfect in this slucly ref 'r·s Lo changt-: 

in export volume. However, Lhc t'irm wuu Ld r•at..her• 

e x pres s the -.; a 1 e"" e f. 1:' e c t i. n m o n e t a r- y v a L u <; as L h i s 

shows better t,he impact of promoL. i.on on L he 

tirms a b i l i t.. y t o c rca t c \-a L 1 t e . fn thi,...; ,_,t_.udy 

Likewise the sale,..; ~ ffe< Ls m<· . .l--.,urc·d i" monel ar·y 

·alue as export earnings. 

1.,3.2: T~e study ob.iectives 

\\' i ~ h t he res u 1 t.. .... n f p r mot, i o 11 1 n rn i n d . h <..! 

"' udy was <. onduc.t-ed i . h t ht• f o llowin" <li>,i<' i \ (.,...; : 

( l ) I < 1 m ~" a 11 r· ht Offi lllll ll j l d t l {I ll t' t' . ( t 

lrt ' th t• pl 'O "l'.tlll \• ' S cl i lllt •d 

h h l racl 1 llJl h "11 i 

.1nd f (' ( 0 I t I muni 1 01 

J' 

"'' L t h• I ll 

uh II h . l 
tl II r 1 
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bu,...,int·s~m n was limited to managing directors(or· 

~t.-'1\t'I',\} m,tnagers) marketing d j rectors( or marketi ng I 

llltlliH"t r. l, .tnd propi'ietors. as "Lhe people mo st lil<ely 

t ) t .1 k e t h market in g d e c is i 6 n s of the f i r m . 

lur hermore, from a practical point of view, business-

men tn non-exporting firms cannot be .sai d Lu have 

changed behaviourally. Therefore, Lhe sample was 

made from those in exporling firms only. Tt.. should 

be noted that the government was mainly int..crested 

1.n changi ng the behaviour of the manufacLuring 

sect,or. So t he behavioural effPct wa'-> rnea .-,ured 

fur businessmen in firms exporting manufactured 

goods. 

'2) ro measure the effect of "Lh program on the 

export policy and processing of e portpaperwurk. 

rhe same sample of business m . n were a-:;ked 

to rat, government 

Lh"' ert:ort, h·r cou.l d be t akc•Jt d .l Ill I .1 ,; ll I' I ' () f. h<' 

h hav·oural eff c Of t.,h~ pr•o~l'clnl II gov 'I'llnll 11 

nd v rnm·nC p rsonn l on c e r•rt ( d h ' • t h p u r• t 

met rs. 

lU ( l · p ro t'.tlll . rh . 

h d 

h l 

p ( ( 
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t.h'{'!~o <'arning-.; by changing Lhe behaviour 

11 nt on l n f (, IH• manu fa c L u r in g sec t u r but also 

u t' t I I o t h ~~ 1' s u c L o r s i n c: 1 u d i n g go v e r n rn e n l 

« cl,or and through Lhe muLual reinforcement. 

of. t.he ef.fect~ in all Lhe -.;<:ctors of lhc 

C(' I)Tl omy, .\s the definitifln of exporting 

hinged on goods originating from Lhe dome--.Lic 

market exporL earningsonly r8ferred to earnings 

from domestic exports. Thi::; deti.niLion Lheretore 

excluded earnings trom re-expor"Ls. Secondly, the 

sales effect was mea .,;ured on e x:por·t earnings 

of manut'actured products. By creal i ng an f~xporL 

oriented manutac:turing i ndu-,1 ry L he export pl'ograrn 

w a::-> thus ex p e c t e d l o <:. t t c c t ea rn i_ n g :-. f.· r· om 

1 4 manutactured exports. 

f :+) l'o present a con< cp uaJ. frame\vork t:'t·<,!ll 

marke1,i ng t.;hcory l o de..,cr i })(' "oV<;rnnH·nt 

expor promotion. l'h is framework 

tn point ou the theorei icetl founda inn 

0 f fH' (Jill 0 t. i 0 II • ktln\l d<T of IH' h <•rt tica l 

b, ..,i-; of prom l Oil 

inn tr()\ rnn nt 

lh Ill} If' < fl( (l 

u c I n .u h r 

hould IH Lp 11 ]'1'(\1 l r in 

pOI' 

t hi l 

J>l'um t ion oh.l c I 

l I 

' 

d h 

( .. 
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ln\'al id program ob.iccLi.vc.'-' may spring 
1'1'orn b.tsi<'ally invalid Lheorics or from 
in · .II id d .clucLion s from \ ' ulid theories l5 

\ l ondl the framework by analysing the deci s ion 

m.tk in" invoLved in a government ex port promo Lion 

1 r\ ed to show the order i.n lvhi<"h action -,;houlcl 

proceed, being guided by cc~rLai.n Lheorie.-;, 

.,.,o as to have better government. exporL promotion programs. 

In hort then the two ''thingc..; " pr·omoLiun should hav 

are guiding L..heories and urdc·r in i.L.s adrninj st, ration. 16 

l.4. Antiripated contributions 

I'h1s study is a contributj on t.o Lest ing pr(lmot. ion 

c.~ff e(·t i veness. l'he academi.ci <:til \Vi L l c.tgrPf' hc.1t when 

muc' h has been done in testing the 17!ff:'cctivt>Ile.·~ of 

som of the component8 of promo · ion I pf•r:-..ona l sf' l Ling, 

• d v ~ r t i .:-;in g, ' d L e s promo t i on ) j tt ,.; 1 i (' ~~ h, ..., n n l I> ( P n 

don t o t e s in g t h n e f f e c t j " en c • ..., ,.., of promo t i em as 

a o a l ·urn of it:-.. com pon •nt,.;. \ l s 11 t he ,H ad m i i an 

1 u d find th u-...P of m rk ·t ir" tool i II h i ..... td 

n tnt r tinn he· .1ppl i ( a j ,,n o t 

h '<IJ \ • 

pi ( m i )I l :Ill lntpc r 11H tn 1 l lld ]fl<T 

t 0 I l I h \ Ln >t 
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Commerce and lndustry. rh e government should 

th ret'or e find this "tud ut particular importance. 

I· i r· · l. , t h t! "" t 1 1 d i ncl i.ca t. cs Lo t.he government what 
W,l <lthic•\cd wiLh lh(' Kenya ExporL Year program. 
't•t und I · t,hc ~tudy gives a framework that should 1 

h "'l p in p Llrlning and execuLi on of government 

e ·por promoLion programs. L'h ese t\vO · ndcavours 
are a ontribution Lo better public administration. 

lhe taxpayer being the financi er of government 

service~ ~hould no doubt be interested to know the 
achievement of the Kenya Expo r · L \ e a r· p r· o !2. r am • 

This would give an indication whether th Laxpayer 1 s 

money was spent on a worLIHvhi l e pro.iect. In thi-, 

r e .., p e c t the aut h u r again a{!. r .~ e s w i_ t. h S 1 t c h m a n w h c; n h c ~.., a Y s : 
~oc ial institutions are required t r> pr tn ide rrproof" of their legitimacy and e ffect..i,·eness in order to .iustify '::>Ociel.y 1 s continu d -.;upport 

F in ally , s in(' e export-..., .. r· <' -; u i 111 port an L l ) l i n k *' d 
to growth, be t.er expor promo t, i u n ad m i n i.:, t rat i o u 

direc .ont r·i.hu 1.0n lc1 th• de· loprn1 n pr n<.f' ""· 
fhi s ud a mp s I) pcn111d { f' l> t t I! I ' 

por p r m o i on ad min i t, r , 1 1 i n . lh K • n ' • n c i t. i t. n 

17 

ill n doub ind hi ">t ud · (ln 1 nq ul t a11 I' . h ll t. i 0 ll 

1l,nnin• t cit: ·lqm tt h 

I . I . 
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l. 'i. Ov,•r'' 11 ~ of Che report 

1 ~H r· sl, of the reporl is i.n five chapters. 

lh,qH 'I' fl review ~ the Lilerature on Kenya Export 

Year• program. The chapter gives lhe 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 

sen:-.e marketing can be said to he a discipline 

dealing with the way action is eli c ited from targ - t 

f l lc.; groups o peop e. Viewed this way, markeling 

becomes an appropriate discipline to describ gov€'rnm .ot 
·xport promotion where th government is eliciting 

<l ion from target groups ~uch as bu;;:;ine::-, men. 

Chapter IV i. ~ d \. o t • d q I, h met_ hod o l o gv f o l l ow . d 
lfl the t.ud ·. " det. i l (~ d account i ' 1 en oF ht r•e:-. !al'< h 

d ign mP hod,., of cia a c o l I e c t i. on ,unpl i 11g p r·o . l ! d u r·t 

dt. · elopm II <UHI ht:! hv of h 011 t hnd u l ,nv. 
l h m hod · u cl n d .1t . ell HI r• f . t. )II 

h 1 n h m I ' l.\ n i.n h hd p r . 

1 
I . I , l 
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\ di <'11:--. inn nf analysi:-;, research findings 

.tttd tmit "'ton,.. of. Lh' :::.Ludy appear in Chapter V 

.111d th, tt•lf•van conclusions and recommendations 

tr pr• •-..,pn ,, c) in Chapter VI. 

• 



1 ) 

c 11 \I' 1'1 !' 1 ,,·n 

I I I L ]{ \ I I tJ R L R E v I E \\ 

2.1 lntt·odu<Lion -·------

\ cl veloping count..ry Like Kenya needs to be 

~nn1 rned ahout export promotion as failure t..o export 

. an hav ~ quite unwelcome consequences. In L972, 

Hopecraft, addressing himself to the need for Kenya 

I 
to engage in a strategy of export promotion, staLed 

that: 

The consequence of export suppression are 
curtailed investment and growth, inefficient 
usP of a country's resources, chronic balance 
of payment problems and eventually an 

19 unsuccessful industrialisation effort. 

By 1Y76 spurred by opinions such as Hop crafts, 

he C,overnm nt of Kenya had awaken d to the n e d for 

xport promotion. That year saw th e tablishm n · of 

Kenya External Trade Authority(KETA) which was ·ni ially 

m ant, to opera as a trad promotion paras a al bu 

r h < am' th r·d promotion division of t..h 

D par m n of E.· rnal rrad (D l ) wi hin h 

f 1 mm T' and [ndus r . . l IH ' h n KE r1\ h. ::-; und(r -

k n .· p I PI' m ion a c. i \ i t as cl m, .i or· 'utH t. ion 

h If d f111H OJ 

()( i n h d I t i h l 
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priurii y ~ 1L did in JQ 4. By this year it was ('onsidered 

that ma~s ·, f pr•nm<lt 1 on was 11(' ded as Kenya 1 s Expor· t 

p(•r ·foJ'llltllH ".t"' :-.l iII nul. g;ood enough·. following a c abinet 

d! •( 1 ..... ion t llc ••n\' ( r·nm ni dec I ared thal. year the "Kenya 

put ( v;i t h exporl promol.ion taking the highc~L 
p , . i (> ,. l t on thr> national agenda. 20 

2.2: I tka of an Lxport Year- beginnings 

fhe idea of an ''Export Year 11 was conceived "·ithill 
KET~ almost immediately after KETA's establishmenL. By 
''Export \ear" is meant a twelve-month period in which 

export promotion is stepped up enorn,ous.Ly in comparison 
·to other 21 year·s. 

rn .June 1977, KET1\ asked for help in organis in£ 

an Export Y_ar from Britain where one had .iust been 
h ld.

22 
The rnarket,ing officer in KETA though h -

·ould draw from the British experienc in planning 

cnp in KJnya as well. Specifically, h a::-.k d to 
b < ..., i .., t · d \" i h i d e a,..., t h a could p1·odu ·· r sp<>lh<' 
an cl t o I> c a <h is e d on t he pit, falls o avoid. 

[h i Jl l' • in .tn h. por• t Y ar· in ll i i \ · ,1:-. .... p.u·l· d 
t b h lid n pr a i l i II rr j Jl . n•a b•!c\1.., 

( I 1 I lll d l I 
in 

1' d h l .. I . l n t I', cl 

11 
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h;td i mp1 l\ t·d t u1l:-i i <kr,lb l y fH'incipa Lly clue to exceptionally 

hi"" < td'ft•t pl'l < <'s and Lo '-iomc xLcnL to import \.onlroJ s 

t lw par•t of bu··d rH!ssmcn. 2 :3 

In -,pi of this excep~ionally good position for 

hPn~an exports, KETA wa~ concerned. lt was f.elt 

that since the demand for coffee is price inelasLic, 

should the coffee prices fall in later years, K nya 

would not be able to compensate for ~he loss in 

export earnings simply by increasing produ tion. 

ronsequently it wa::-. noted that.. there was n d l 0 

C:I eate another ma.i or export earning se('tor .i ust in 

c <h • th i situa~ion should hit th coun~ry. urdjng 

o KETA. the best way tu crcaLe such a sector 

~a to hold an Expor 1 ar. KErA th n plano d that 

h~ E pnrt. i <!ar· should b h ~l d in 1<)7 bttt 

adminio..;t rat iv~ bot l n<~( ks h _ id<·a did not matPJ'J.tli,.,, 

D b cl't 011 t hP I:.xpu1't Year ( () 11 inu'd unLil \\ < ,.., 

' in p lcillll<'d for· jq 0 ~ clll d .1ga in t h< plan did ))()( 

J' 1 i ..... y cl J' Pl.tps<d s 1 Jl ( (' h< COil< •p I <l II 

h r· p J' ('c_l J' 1 ell • h< fn1'1 i h< t'in.tl dt ( i,.,inll 

h )ld •• t , I n 1 I 1 I 



1 

1 <·aJ h.l:-. l al't!Il, 1\.cuya 1 s cco nomi( sit uation 
h.ld harl'•t•d foJ' t lw worse in comparison to 197 7 
lvhc·n t Itt i d<'a wa::-; conceived. 2 4 fhe growth 
rat, <• of Ch< e<'ono my had dropped considerably. 
Her share of world lrade had also dropped 
appreciably. 

Most of the export earnings went to finance 
oil imports and to service eternal debt. For example 
in 1982, eighty two percent ot non-oil expoi·L. ear·nings 
went to pay for oil imports and to pay lhe inL.erest 
on external debt. Furthermore, exports consisled 
mainly of tradjt_.ional agriC'ultural products 
-,uch as coffc<' and tea which in 1982 accounted 
for ~o% of L.otal exports. This situation showed 
t.hat the capacil.y of traditional agricultura) 
product:-:; to u<~ncrate adcqnat<" export. arnings wa-.. 
d<!< lining. C n n :-; e q 11 <! n t, l y . 1\. ·~ n y a n c c d e d L o 
divPr·~ify 

export~. 

t'r·om aur·i c:ultural Pxpor·t~ Co manut:aC't, ur·t~d I hi~ wuul.d he· I p o i rH ' r · t~a:-.e < xpor·t, 

• I'll ng. · and ht•Gak t'<,l ia11< c on , n <>. pc r•t 
• r• n • r w h o ~ , p 

WI ,lk, 

I I 

' 1 

i ion j n ,,. u r l d 

' .. h r 

r·acl <, \vel. h , :>Ill in ·• 

l )\ llllllC •. l 

II 
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111c c·nt i f' for bnsinc ssm~n in the manufacturing 

c·c t nr l u u .... < t•xpnrl j ng as a marketing strategy. 

pnt•t i n•• <an be • considered as one way for a 

I t lJII!) ,lrl t,o d i <~rsi ( y geographic ally Since iL in,olves 

from h 

o foreign markets goods originating 

dom stic market . 2 5 

The lack of incentive to motivat businessmen 

to seek exporting was a direct result of Kenya's 

policy of import substitution. Faced with the 

need to develop local industri s in the 

period immediately after independence, Kenya 

embarked on a policy of import . ubstitution 

and high protect-ion of the local market fr,>m j mp<>l'l...,. 

·\1 thou<Th import substitution was a hie\Pd Lu a 

great ext nt i had i ~ own misgi ings. For in~t anc·p, 

th ra gy l C'ild 0 th d lopm n of high -

cost-. small-seaL. local firms with in<!f .. cic·nt PI 'Cld tiC t i (} 

111 (" h () d ~ and \ h i ( h w r· r. r· I u ( t c'' I) ( t I I " • ,o a<opt ><'ll<'l' 

t} I f . k . :!6 mP HH ~ o. mar(' 1ng. I hf' 1 oc· a l m.1rkP t had 

on f qu 11 I' bt ( (IJll( .... u [)]' i 1 Ill la~t ic I h.t t he 

t''rm oulcl d il P• th 'lr lln .itt--.1 i t • i tl>l , hinh II\ <II' " i ll l l 

t t h cl ( 1111 tun r II 1\ ( ' t, ht l I)\ 

II,.IJlC 1 ell j I II 0 p )J' 

Ill 
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of e xpor~ orientation 

lh l q .1 Lh< sit uaLion wa s suc h that few 

m:tnttfac t, tti ing firms would have b ee n sa id to b e highly 

t, (wd. or•i<·nted, d cs piL c KET'A 1 s promoLion since 1976. 

0 scribing this s i~uaLion, the Department of 

Ex ernal Trade felt that: 2 7 

( 1) Few exporters sought export orders all the 

time as part of their marketing strategy. 

Many of them e xp·or t-e d only when 

domestic sales tell b e low a certain level. 

This was described as in-and-out expor ting. 

( 2) Fe\v exporters had adequate awareness eve n 

of the readily availabl e mark t information 

contained in u~ and government publ ication s . 

\'ewer s emed mot i , . a L d o use uch informa ion 

I· w .· port. ~ r::-. used h product sp ciric 

informal ion puhli h d in lel "b I \ on 

ive j mpot'Lt!l'::-. . 

( s) pot r~ \'' , l't~ i. llino t) par· t i ( i pat. u 
.ln bus in Ut d I'Octd (. ht I Jlt' OI' 

•r eip·nt aJ ffil Ol I' dt 

c i ,;; or lJl b h I .u m I 

I r td 
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Busine:-.smen W'l' a I :=iO bLamed tor poot' awareness on 

t h (. t ' () l I () w i II g p (} i I) t ..... • 

( I I l'ht i mpor·tancc' ot ag ncy agreements in providing 

m r•kl.t r· search information and in establishment 

and maint nance ot distribution networks in 

foreign markets. 

(21 The scale ot business with respect to 

attracting a good agent in the toreign marke~. 

(31 The importance ot packaging and quality 

restrictions as barriers to foreign markets. 

Tt was pointed out that tew businessmen 

c on s ide red these r· est r i c t i on s s e r· i o us 1 y . 

It was expected that atter the treatmen ot h 
Kenya Export Year program Lhis situation would c hange 

tor- he better. This would mak i pos-:;ibl to :-;ubsti u 
't \ xpoi' er·s" with "many xporT. t' ::-. 1

' t)r "most xpor r:-;" 
in h abo\ sen enc s. !low v r on ' ould no~ l.ell 

ly what pet•('entage nt: t,h in d u ..., t. r• · w a :-. s a i d 
() h \ b II) hi hi · por·t ()l' i . need f U I' h " f ,. 

C T'lll \v 
no p Lit i 110 l Th, ( ons qu n L t , h h ng c. p ( l ( d 

1 no kno n . J ly. lh I' f l I ( 0111 

oul 
•l p d j cr I' 1\1 jj, 

1 I k ( I 1 

i:-. 



oPiPnt 1l ion uti l hr• pa!'l ut businessmen was 
pl.wt>d <Itt gn\t ! l'llllH'J1( , in<·ffi.('jency in expor~ 
dur lllllt'rlt s J)l'or·c -.;!->i ng and implcmcnling 

Jll ) l'( poI i c:y. T ( was not cd Lhat: 

I ·. xpC)rt. er~ complained of delays in gelting 
<'X port. forms and too much paper work 

in exportation. 

( i i) lhese delays occured because exporl 

paper work was not gi¥en priority 

over other work in goYcrnment ministrie~ 
and parast atal~ d ealing with ex port 
document. ~. 

ti i i.) '1any export \vcr e announced 
but. impl emeu tat. i. u n eunld take upto 
fuur y •ar-... l u !..!;1 : t. off t hf' grnund. 

I:..ven wh<•n h<' · got off t.h gruund, they 
were COlts an ly hc>inQ c hang d 

... u · h t-hat ~H·y would b •co me cont'usin~ 
to businr•s m 11. 

(H cl h.tl lll lh {'I) 'c.: L J'>OI t 
I ell h J (_•I 'an 0 { I 11111 Ill Ill I ll 1 t I I clll I 

el l • J (J d d 111 II I 1 p It h 1 h 
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prohi<Jll (JI t' pn!'l do<'ttlll<'ni ,a tion and p olicy 

i Ill p I '!lit. II I .lt i ll 1\ • ~ u c h a co nsciou sness 

\\ ( llll mp1 n\ 1 gtl\ f!l'll lllC'llL effic i ency on this 

) t 'Oit -,n d., l o -.,Lop ex por te r s complaint s 

abott pool' ('ffj c iency. 

~~ e e cl t or an Export Year 

~hile Kenya 1 s manufacturing sector wa s 

le~~ cxporL oriented, it was highly import 

inLen~ive in capi tal investment making i t 

diffi( ul1 for Kenya to meet h er high import 

bill. 

B :-. l '-1 ~q . L he g r e at e r b u 1 1< of Ken y a 1 s 

import..., h't:re made up of c;ssen"ia L de-v clopment 

OnJy 60- of th-' import bill cuuld 

29 
ex purL earnings . Thus K nya h ad 

(' I' 1' hf·a' i l · on ('X Lc!rna L d bts and grant .... 

o f'inancP t ~w 40"" ha lan< <' ot:' her i mpn1·t 

I i l I. 

I llnH' ll t h (! 1 ( t• () T' (. f 1,! I t ( h ( l' ( ,,. < ... 

II f t d ar·n i ng 

l I I c h h p1 nduc p•·< i c:t ll 

II h h t c L l •\ n" 1 o 

I P· 
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(II lu t~<hit\'t' an ll\('J't'ase of 33% in C.;NP 

l>11111tl It) .j. and 1988.3° 

l~) lu r•duce reliance on foreign debt and 

aid Lu finance h er dom est i c investment 

so a~ to raise Chc domest ically financ e d 

component to 87 .2 % by 1988. 31 

Ihe govern ment also felt that t h e best way to 

achieve improvement in export earnings was 

o conduct a one-year intensive export promotion . 

lhe Kenya Export Year 1984 program. 

2. 5: The or·iginal plan 

The original (197-l plan was design d Lo 

cone ntrate on promo ion of 

mark ts.j2 

xports to c r ain 

lh :--.( mat·ket-., w rc c hu,., non t-hree cri •t·ia 

\ hi(' h I' 

l ) \,dl.tb'li. 111 

or . por·t 0 cl 

ll"cl >f' pt'dlt< ::-.suit.tbl 

b n rna r k c 

.\ I 

I . l -

Hence 
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( 2 ) K 11 n ,, l r d • 1 u f t, h v p o t. ' n t i a 1 of t hat m a r k e t, 

«>r t h• "-• 11 al\ product,:,;. 

1 , l \ .11 l t~b iIi 1 v of a tl' and sea transportation 

, 1 h.11 rnar·keL at competitive rates. 

nd~'T' t hc~1 rr i ceria Lhe focal markets chosen 

h Europ1~all Economic Community, \\'est 

and Central \frica and selected cities in 

the nited tatP~ of America. 

I he program was to be divided itt to two part, s. 

nationaL promotion and international promotion. 

'aLional promr>tinn would concentrate on providing 

inccnt j' c·~ for exporting to business firms and 

mak1ng thPm awarP of Lhese incentives through 

promot-ion Ln he print and ele·tronic m dia 

.md t.hr•ough r1;gional m, ·Lings. I n t r· n a L i on a l 

pI' om o t i n w o 11 l d u t i l i ~ • t. r ad _ ) inks st.abli:-;h , cl 

o promot 

h pt•od ll< c ho-:.Pn. Ollli11PI'Gl<ll at, a< hP,.., 

Hdd < )()J di I cl I' hi-.; p· J't nt Lhe program. 

I hi I l II ~. cl i m d a dt \'( Lopin~ i l\ 

II Ill l 11 1n ... m·n n l I · p111't b 

f II' nd b t ('J' ) h IH 

d t t 1 f 011 t 

I• I 1 
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1,· a -; 1 o < • 1 • P a l c· a n d -... u ~ l t1 i. 11 g r · < • a l < ~ 1 • <' \. p' > J • L 
I 

0 r· : e n t .1 ' 1 \) 1, " i t II i n . 1 I I 1 > t i n cl u ,.:; t 1 • y i.l n d t 1 • .:.~ cl 1 · 

lv i I ll p a I t i t ll I a I' r ll ( I I .... \) l) b II s j t 1( ' '-; sIll (. n . lhi-; 

plan t. (' rn t d 1> t t l 1 ,. t I ,111 L h ~ one t i n a l l y t' o L 1 o " ' e d 1 '1 L t) "-+ · 
I 

{ h final pi an which was tollow d duti ng the Ke11ya 
E pur·L \ear· showed deviation from a narrow LargeL of 

.33 involving other publics. 

From 19 0, the idea of educating other· public-, 

on the role and importance of exporting in nati~naL 
development started to take root in the planning 

tor an Export Year . It was not explicity indicated 

why a broad larget aimed at other publics as well • 
I 1.;a - important. It seems from the K nya T~xporl \ear · 

literatur·e that the need to involve ot...her public-.; 

w a t o de v e 1 o p their sup p or· t , tor inc r a-, d e p or 

pr·oduction and o change their a titude toward~ 

expor ing trom untavourable to favourable. It . wa 

a d a~ an ampl ot the pub lie 1 ..., un t' ;n ourab L e 

ud oward::. xpor ing ha 

I 

1 an n t h 
1) \11 
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(' c1 < t 1 1 1 • , " 1 1 • I· 1 • 1 • , t h < • 1 • 1 1 J • ; 1 I c · J • :\ t' t -.; 111 a ll , 1 h c_: 

ur·han .11'1 an, 1 he• orcl i.n;-try r·mp Lnyec <~ n d t h e 

I' n t o 1 < • < • (' u t i ' c i 11 t, h c p r i \' at c an cl pub L i c 

'I ( l ll I' 

\lso in reLation t() inl·rnaliunal promotion 

the elaborate definition of i·. argeL. mark<:Ls 

depic ed in the original plan -.;cems lo be 

lacking in the final plan. ln fact it was 

stated that the program would Lry L.o reach 

buyers of Kenya's product~ worldwid~ 

2.7 Comparison with Britain's program 

2.7 . 1: Target group 

Britain' conceptual foundation for h r 

Y ar wa. clearly s atPd. fhP ExporL Year plan • 
\a ba~ed on the precept t·hat th quantity of 

.;ork of mploy Pnds o improv< in dir c 

pr por ion to manancm< nt ff r• inform and 

h m lrl a t i \ h f . 1 s 
( l.f'lll. 

th pr n 
pl.tllll<'d I) ll\lll\ 

mpl 
<- l )11 ( 1\1 J Jl d h 

i t h I) p I O J\11 

rm urn I 

xport... 

n 11 d n 

II 
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2 . 7 . 2 : C.;( ,ogr·aph i.< .1.! organisali()n 

'I tw t .tt•gnL of firms expecled to participate 

v1. • a i 111' • d .11 o 11 < • L h o 11 s an c1 f i r• m s . The countr·y was 

'llhdivi od i nL<o rc11;j ons f.oJ· Lhc purpose of Lhe . I 

E.·pnl'l. t.at· pt'<•gram and ea<·h region was to 

set up Ls nwn Export Year Committee. Each 

committee was to coordinat<• the activities 

of firm: in its region since firms were to 

organis<• 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. I· i.vc hundrcn people .tttended with case 
studies om res lll t~s being- pr·11s en ted . Tt was 
decided that Chr. program wa• a success and 

ther wa.; n ed f. or such an ••xcrc i. c to be 

conduct('tl aga:in. 

Ih r r ' pl. n r K ~n • h.d om r . mb anc 
h () n n "t 

n<rr \ d 
wn h n n ul. pr • J d 

.iu h r r n 
d n mpl n d h 



<' pol'l ill". ll(l\1 ('\ • ' I'. I hi' r: i_ 1\d I Kenyan pLan ~holl'(:cl '-'Dlll(' 

cl< \ i <~L i ~ n1 l't · ~~~~~ .1 tt.ll't'u\\ l :u·gct L<> a hrnad 

t (IJ' I I I 

btl.,., 

i II\ (I I i n g t lw p u h L i c 

of K<•ny .u1 pl'tldttcLs worldwide. 

and 
I 

\\hi le for Bri Lain t-he exercise was org.:wised 
r 1 g i n n a L I \' f o r K (' n y a i l was or g anise d c c n t r a l l y 

1,·i_t h 1 hP "anH! trcat.me11t.,.; for differenl regions. 
t;nLike in Britain, in Kenya, a formal review 

wa ..... not. carried uut. at the end of the program. 

2. Expectations 

2 . .... . 1 : 0 b .i e c t i v e :-, 

were: 

lhe Kenya Export \car program objectives 

to create national awareness abou th importance of exports to the Kenyan economy and i.ner ase xport earnings b creation of a favourable en ironm nt f.or exports through th provision of e ·r·a faciliti. -~ by th Kenya Ciovcrnm nt. dlld d~velopm n of xport ori nt d and in ~r·na iogall · < ump itiv manufac uring indu:-. rv 1 

I r•om ln i ean b ' aid hat. 
h pro rc:m p 1 ncrt~ a ( d 

l ·' 
ionc1l 

ll imp1r n md hi 
p d 1 I ur 1 l ld p l 

\ .l 
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Jl!ll'l - pa:-;.sporL Lo pro...,pcrit,y 

0\,\)'1 4 ar1 Export Leap year 

,. port 1\enyan - build Kenya 

upport c•xports - I K 37 suppor.., enya 

I or the exposure to and perceplion of. theo;;;r> 

m ::,:-.ages and others to result into aclion(morc 

xports and therefore more exporl arnings) the 

indi,·iduals so exposed had to und rgo 

a process of attitude change. 

'2.:.2: Attitude change 

Response to a message repr s nts Lhr e levels 

ot attitude change.3 Firs the person d velop 

knowledge (awarenes about the obje t of th 

m :-.sage. The knowledge enables the individuals Lo 

d ' lop cer ain b li f abou hat ob.i c L. 

This is he cogni ive le L. S condl ~ the p r:-.on 

ould d v lop r ain f lings about t h oh.i '<' 

u h • i impor n 'I his ~s h 

lt' l. lhirclly h< p r•:-. on d ~\' lops n<.l 1\( 

rd n h dt 1 s <ll t Q pol 

r t h.t 1 r <1 1 

I p I 
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t 1 ttndt•J'gn LlH! LIH'C(~ LeveL~ uf itll itudc~ , 

lh•Jt .lcLjons wouLd r~suLL in more 

t• po t'l o~nd hcrpfor incr as d export eal'niugs. 

2. ions arising from Lhe Literature revie w 

\\ h n "the 1 i t era t, u r e on t he Kenya E x p or L r e u r was 

rt~, i 1,ed some of the questions that ;u•o:,.,c h·ere: 

ll) Khat were i.-he levels exp·cted to be achieved 

with respect to increase in awareness and 

export earnings? 

(2) Khat was actually achiev d? 

(3) \\'as there any discrepancy between Lhe actual 

and expected results? 

fhe fir t que tion was difficul ' to answ r 
b .au e the Kenya Export y ar li era ure, d ail d 

a it was kept silent on th rna t r. fnfac 

onsultations wi h offi rs in KI:.l \ rev al •d t.h 

n ~p cific go 1 is d. Ih b<s that could b said 
a hat some in r as w, (; J)('( ( d howi'\Pr ::.. 

l · cr- rna 1 

I l u on f rm d h f 1 hi 

d 
i II l' 

h m n 
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l'ht• lhi1•d qut.s ion ~vas also a difficult one 

( (l d ll W 'I' '( a11s there were no speci fic goals 

Lu ·ompar with the results of the st udy. Absence 

of such goals in the program meant that d~screpancy 

could only arise if the study found that the program 

did not have any effects at all. In that case 

a different study would be needed to investigate 

the reasons for the discrepancy. 



l 
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<11\PILI' IIIRLL 

EXPOR! PRO~'!O'T JON 

4. 1: The basi& for ~overnment export promotion 

Before a firm can go into exporting, somebody 

in the firm has to make certain decisions referred 

to as international marketing decisions. A government 

that want to expand its country's exports has to 

persu-ade its businessmen \managers 

and proprietors) to make these decisions. rhi£ is 

the ba is for gov rnment xport promotion. 

International marketing deci ions hing on I 

(1) wh th r to uo abroad \2) whi h market to nter 

( how o en cr t...ha mark (4) Lh mark ting program 

o apply and 5) Lh • mark<f 
~ 

• P r promo 1 on , ( t i vi 

d i i n mak'nrT i n I ) 

m k I) IT II m k in 

n \ I 

39 ing organi ation to b us d. 

dl' m an o influ nc 

h f i . pha::-.t s of in l c r•t a . O!Hll 

B l n d r in ~ a c h of 

n lllt t ht r II \ ha 

d 11 •h F n d h I n 

m k · n T 
. 

------------------
h l d. 



a b r' o ad 

'lalld''' r p1 <ll I' i t · l o1' ..... may sl art thj nking on 

t I w i 1 , 1 v. 11 ,.,. h, t h , t ' t o i n v o l v e L h 'i r f. i r m s in 

i nl t•r·n.ll i un.1 L nku'kt'l i ng or they may be approached 

\II j llqJOt't 40 r or foreign government. Then they 

h<~V' to d ide whether there are sufficiently 

a tra~tive opportunities abroad and whether the 

firm ha · the resources and capabilities to market 

abroad. 

The c.;overnment is keen to persuade businessmen 

to make this decision. Through certain agencies, 

the CioYernment makes exporting opportunities 

attractive by of.~ering businessmen Export 

Compensation and Insurance and Credit C.;uarantee 
41 cheme. KETA participates actively in putting 

b . . t t . th . . 42 us~nessmen ~n con ac w~ prospect~ve ~mporters. 

KETA officers go on a fac finding mi ·ion abroad 
and ompile a li of. pro pecti imp rt rs of. 

· nyan product lhey com back home, con ac 

mana r and propri ors of firm::. d aling ~n hos 
1 r·odu nd v ,n off. r 0 t,ak h•m on a hu:-,in ...., 

r p d it rd , r on c t hf pl' 

r n J r dtu in 

.b 

u d t • 11 • J 

' . 

I 
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tirnh nul r·r·rn·e:o;..-ntcd i.ll th<' tai1·. fn .such case~ 

~!:,[ · -\ .Sf'l1d--. tht•-..t· inquiJ ' It '--. ba<· k ho1110 to the f.i .rnh 

Clc: a j j II g I I I I \ \( pr •l tlll< t--.. ltJ'lhur, Lhrough com1ncrcial 

<l t Lit< 1\(· J-.:1 1 \ 111 1 lt..., Kt•nyan f i. J'm:-; Lo apply for tenders 

j 11 n( ht•t t t>\111( I' I\ ro improve Lhc ability of. Kenyan 

fil'lns t (} mtt•k •t internati.onaLLy, KETA conducts courses 

radc. l'hese activities are an 

on-going cttfair• at KEf.\. Sometimes importers also 

mak · enquirie at.. KE L\ which KET i\ directs to the 

rele" ant- Kenyan firms. finally KETA also publishes 

importer .... enquiries in its publication Telex-KErA. 

~.1.2: ~hich market to enter ---------------------------------

To make this decision a firm has to conduct 

market research to determine market size, growth 

of. various markets, competition and risk in those market~.~3 
The market~ are Lhen ranked to give the best market 

to ent-er. 

ro inf.lu nee thi::-, d cision, KETA onducts 
compr hen~i'c market ~urv . y o de ermin 

marke ~ K,n'cHl firm,.., c · n >n PI' 'l 44 a ~ y. 

which for ign 

K , 1\'~ librar 
cc l f:'f l' ~ LHl r c ..., of in t. or m a i on on which K , n y " 
bu n m n <Ill ll Icl\k h p r·t in n 

h 1 p L r Op. p. 



Ill i1 I ' k 1 ' l 

l h tJ'• .IT'•' thl''''' d\,I JI<~i>Lc • oplion-., ut' 

I'll( t 1 I II" .I t U l ' t ' j "II nt;ll'k('\ c•xporl .i ng . . i uj nt 
.+ ) 

\ ' Ill \II <: cllld d i rc~r ·l j 11\' f"-; I mPn L. fn exporting 

1 hr> i 1 m r· an ~ c ! t up <.~n r~ x ptH' t. d cpart ment a l 

hum"' or dTl ovrrsc·as .s aLes br·anc ·h. fL may also 

depc!n d un sale::. lrj P'"' abroad or use fureig11 

agen s. 

[o help f.irms make thi-., decision, KEl' .<\ 
46 

organises sal~s missions. .·e\'eral firms are 

invited t .o send someonu with aulhority to conclude 

busines~ deals to parlic ·i pa ~ lll lhc:;:,e sales missi.o ns. 

'''hen abrQacl KEL\ introduce~ Lhe-..e people to 

pros p c t i v e import er ~ h'ho ~11ay en d up or d · ring 

Kenyan product;-,. In general KErA give~ pr fer n · p Lo 

firms which hav Tl cr par i<'ipa cd in a .:>aLE!s mission 

be for It al:so h lps firm~ to ., cur 

n s o rcpr ~ nt t hc·m abroad. 

De .idin 

ell\ 
lh L h mai'I 

I r d pl 1( pl me Oil nd 

\'li ll n r h. 

h 1 
u 

1 I . I . 

I . 

I 



1>r pri<P u t · pi'tlllltll iun nr· cli --, tr ih ttt Lon n e lh'IH' k s 

•>t ctl!\ t t>mi>J ll.ll ' u11 t> L L- h< •.-.;c• "" .t-., Lu s at, i -,l<t<·l , •>I' i Jy 

Ill! t•t t t I' ' I "II ll t't' d '->. ~ 

1\ I I \ \('J'. il('( j, in helping businessmen 

Ill l hi ph.l of dt•c i ~ ion maklng. It also helps 

f' i 1'111 v. 1 h p r o d u c • t d e v <; l o p m n \... an d p r i c i n g s o 

h ll h · can be compel iLive abruaJ 9and promotes 

proJucl through trade fairs and exhibilions. 

Which organisation to u~ 

The organisational arrangements available 

in international marketing ar xport deparlm nt, 

50 international division . and multinational organisation. 

The export department is the simplest organisation 

consisting of a few clerks and a sale manager. 

This i the organisation an xpor ing firm t'irst adop s 

its operations internationally becom 

more compl x it may . tart an inL rnational divi · ion, 

h ad d by a managing dir ctor. p ak of:' 

1n rnational op . ra ion h firm may adop a 

mul ina ional organi:-..1 ion wh •r i vi WS h· 

hol \ orl d Oil m, rk wi hou making t h. 

dif r n b Jl dom 1 ( and fort i"n mark(ts. 

p r pr m n I I K n 

i l h 1 ll 
l "' d 



11 11 t'1 tht·tn 11 • i t lll 'J'II<Il.itlll;ll m<~rkel.ing, 

K l I \ l t I \ ht t it•m..., to dc< · ic!P t>n the o 1·gani:-;aLion 

l t• ICi tl pt dt t•ncl i ng on ! heir oh. i ecLives in intP-r­

n.ll i 1 11 1 I m,u•kc• in 
) 

·xporL promotion as commun ication 

lo influence deci.,;ion making in international 

mark t.ing communication must akc place. 

The process of communication in governm nt 

export promotion can be described 

communication model as depicted in 

Figure 1: Communication mod l. 

in terms of a 

51 
t'igure 1. 

~decodinq-) 

In th. mod l th ommuni<":at, i on pro ss n .art,s 

h h our( - wan ing 0 Cran::-.f r an id a a ~ a 

m th v r OT audi nee. 'I h • id ., 

pu mhol 1\( { d l d ) 
() mak 

h m h h n mi \I d 

ll h llt n d i 1m) II h 

r h n 

I • 



lo und·r,..,t , ncl h · nw,.;sagl t. h ' audi<'llC'f' mu~\ br .i.ng 

Jil('illi i ll"l dt•( lldt u l ht • sy mbol s COlll[Jl'L.Sing j l . . I' h e 

Jill ' d "(' l ht J) o 'f r•csJH>nsc from the audien ce 

.llld J>.ll 'l n l' \hi ;, t ' t s pon .se is communicaLed back Lo 

l ht• ll Ill ( cl How ver the proper reception 

sag may b affect d by noise or unplanned 

tl i st l1l' ion in h sysLem. 

c;oyernment export promot..ion can be depicted as 
a communication process(figure 2). Th e idea sta rL s 

with the trade promotion division (KETA) and is puL 

into words, pictures and logos to form a messag 

(export theme). The export theme is transmitted through 
the radio, TV, newspapers, events, Lectures and/or 
telephone, to b~sinessmen and other publics . I'hes 

publics give the message different meanings . rhe 

mes age may mean profits to businessmen and high r 

tandard of living to the public at large. R spons 
to the me sage could also be diff r nt. 

r ponse businessm n may hang attitud, or 

in 0 '. por ing whil 0 h r public may .itt:-. 
d 1 p fav urabl . ude () - por ng. 

k i •i n 0 h - sour c in form of mor• 
kn ·1 d d a ncl por t ttr n n .. . 
It r ·i Ill 

h m 
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i.gllT't' 2 : ( <>lllrntln 1 C'al ion frame\vork tor 
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administrative 
problems may interfere 
with the communication 
at any stage 

ha gov rnm n expor 

ion pro If on of 

pr·o s 1 s iunor· d, tf ~v n s 

' t' d. o n qu n 1 h d i. r• d 

l d h ma ' n b n OI 
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'l'h(• vxporl h<'lll< is c· ommttlli c; atnd by t. h<~ <·ontp<> tl et .Jt, s 

llf prontot LOll mi ha is, personal se.Lling, --;aLt.: . ..;; promut,ion, 

ildYert ising· , publici.ty and education as summar·isecl in table 1. 

lable Promotion mix in governmcnL 

e~port promotion 

personal conversation when, inviting 

firms to participate in sal e .:.; mi--;sion .--. 

a n d ex h i b i L i. on s and L r ad e f a i r s a h r o ad 
Personal ' 

• Lo take up a foreign goYernmenL Lender, 

! s ell i n g when d is c us s in g r: x p or t e r . ..;' p r u b 1 e rn s u r . 

or 

I telling them of Pxi~Ling e xport 

~~------------~--~-~-·_n_c __ e_n_t_i_,_- e_~_·_,_e __ L_c_. __________________________ ___ 

export compensation, fn:-.uran('c cr •diL 

I Sale:::> and r1uarantee ~cheme, trade fair.., and 

exhibitions, manut'a( turer bond, 
I Promotion 
1 president~ award clc. 

I 
I payment f.or feat.ttres of. KLI' \ a c t i,· it i "" 

in h lo(al or fort-• i.gn radio,]\', 

n h'spap rs, magal. i IH' and paid 

distribution of po:-. ~tic 1-: f' I ':-.. \ch· r i,.., i ng 
Logo:-., on cxpor·t th m t c. 

pr·•· s 

Put li < t 
K I i \ 

n < 

u 
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I t • c i ,.., i n n in gov cr·nnH:Jl l export:. 

{Jl'tlflllll j (Ill 

I u JH'nduc · th > required respon s e the commun ica -

t.lon PJ'!l(. LSS in a government pr•ornot: ion program 

fane! for that matter any other promotion program) 

musl be planned for. Planning for this process 

52 
in\·olves making certain decisions) referred 

to as promotion decisions. These are as follows: 

Deciding on the target audience 
-+·4~·~1~:-------------------------------

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 exporL 

earnings first it should be determined what 

sectors are not performing well and why. l'his 

may re,eal for example that firm in th manufa-

cturing industry are not performing w ll in 

e porting as compared o the agricul ural or 

~ rv1. · es ::;ector. !he busines men in this .....e c or 

1 auld then <; on::-. itutl l ht, aucli nc \n impor•lar 

hin con ide a 1' he audi ll ( I id nt ' fj,cJ 

h; t .tl di ll< II d ) h l 

n h h I i 

1 I . p. 



I h i . 1 :-, i. ttl p u r • L an l be c au s e 

IH'opl< \vilh lil."."t J' n ~ocial characLe1·istics 

h a v t' d L t t' t J' 'n 111 'd i a h a b i l s 5 .l c; u c: h as me d i a 

pref r nc , and media exposure anc.l can only 

b r a hed with different program plan s . 

r 1rea t. er audience aggregation mak e.s it more 

difficult to influence behaviour and co rrespondingly 

lowers the effectiveness of the program. For 

instance because businessmen differ in level of 

education, age, income, occupation, they may 

respond differently to the same promotion activitie~. 

4.4.2: Deciding on the communication ob.iective.s ------------~~~~L-~~~-------------------------------~~~~~~ 

Each promotion program should have specific 

goals to be achieved through the communication 

process. It is important to be specific 

about the goals since evaluation o f th 

program-:; achievement will be ba:-,ed on t h s 

croals. 

How v r Lo do hi:-. orH' mtl:-> h c l •< r 

r p of t.h task irl\ol-. d . 01 . ampl it 



is not <tll btt---int>-.,:-.11\t ' l! 1vhn llld\" h.lV<' a Luw Level of 

C.lWitf'(•t)(•-.,,.., lll1 I' Jl!ll'( lllf.1 , I\ <'11 Lhosc: il\varA of · ~ :-.pur L in g 

may 11 o t b < f.1 \ u 11 J • d ll y d i s Jl o s ~ d Low a I'd s expo r t i n g . 

Tht•rt orP .111 011- oo in~ mon i Lor i_ng of Lhe image Largc~L 

'r•oups ha v t' a bon t, ex pr>r t ing s ho ul d help identify 

a:->k of each promotion program. For example 

if th a,,·arene ·s of bu.-..inessmen abouL exporting; 

is mea -ured, they may be grouped according 

showing low or high awareness. 

lo those 

If the majority fall j,n the firsL category 

then t.he task would be to increase awarenes,;. (Jn 

the other hand if the majority show high awar ness 

further analysis would be needed. 

In spite of high awareness, busine smen md) 

have a negatiYe image of exporting if they s . lL 

as too dif~icult for them. FurthPr analy~is would 

focus on finding out wh th r busin c sm n ha 

a negative or posi.t.i_v atti ud !'his could be 

done by asking hem t 0 rat, · c rtain a:--.p . c. ts 

of e por ing on a :--.(·a L o f v ry dif"icult 0 

v ry a r·om t 0 ,d Jr , S t h l>u:--. j IH:::-.:--.m II 

ll d b (l (}] in wo 'I' ups, on 

h'nk p ll f i ll td 

h r h t iII k i 



If mu~t td" Ill<· l>tt...,iJH'~...,JII•·n t.'<tll 111 Lhc t'ir .-, t . gr 0 11 p 

l.h<· !:tsl· ts thc•n Lo chang' negaLivc• atLiLudc . Tt· . the 

m 1 jn1·i tv :.d I in t.he ''econd £!.' J'11llp, Lhen ttu·Lhc1· analysis 

can be done to L arn why Lhcy don't engage in 

<" porting. 

l. ro on. 
I he analy.si, wouLd t LnaLLy identify whaL Lo 

Having identified Lhe Lask Lhcn one can 

develop the appropria'Le me-;-;agcs to produce 

the expected response. It is only then guals c· an 

be set ~uch as: 

(1) ro increase awarene .... ~ b) changing Lhe proportion 

of bu~inessmen wiLh high awareness from 

10% to so% 

(2) To change attitude -,uch that. ...'0% of all 

businessm-en should view exporting as 

easy, and ~a forth. 

· t.ting 
4. 4.:...-~3.:...: ---------------

Having k p elo:-., lll<lnl ori ng o 1 h ( r· '· l a i on-

hip b 'l w en {H' 0 Ill 0 ion or nd inc r as t in 

. por pc j f i ( :s.tl cr, 1 h ltld b s t' t 

u h 

1 ' • h 1 poJ h 

l L 

2 ) I r dt 

II IU. 



it \v;ly Llwt llH' ;wd i ( JH ' ' wiLL he~ abLe to decode it. 

For cft't•< · ( t\ t. mmunical.ion, the Lwo processes mu,st merge. 

~chramm -.;ugg~s ::, that the effectivene"'s of a message 

clepend.s on how the field of experience of the sour·ce and 

audienc 54 It should be noted that the field merge. 

of experience of government is mainly macro(national 

level) while that of businessmen is mainly mi cro(exports 

for the individual tirm). Export promotion messages 

s h ould therefore be coded in such a way t ha t t h ey 

emphasi z e not the macro but the micro aspect if they 

are to be properly decoded and acted upon by businessmen. 

~-·~5_: ___ D __ e~c_i_d_l_._n~g~t_h __ e __ m_e ___ di_a 

There are various media available for 

export promotion, including the TV, h radio, local 

new·paper, events such as the Safari Rally, 

and ~eminar- and conventions. HoweY r, all 

m dia do no off r th same lev 1 of effici ncy 

Of r aching diff rent typ ~ of ar~ ~ audi ·nc s. 



Deci.o,ion-.; ~hou.Ld lH~ (' ,\refuLLy 

made as to h'hich nH'dittlll i .... bt '-., L Lu reach 1vhie:h 

t argcl "r·ntq;. l'ht r't'tpt i t•t·d r·c;\<'h <an be calcula"Led 

and wilh lht· knm lcdg<· of Lh ·media habits of the 

l arg<·l <·d aud i t'JH <' .tnd lhc> ef f i.e i ncy of each channel 

i11 mi.z1d, thes m dia can be utilised with the minimum 

wa ·Lage of promotional efforL. 

M dia analysis and utilisaCion is quiLe a difficult 

mat"Ler. fherefore, the author proposes that the 

government enlist the services of. a media agency to 

give advice on this issue. 

Decidin~ 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 ob.i ecti ve 

and task method. In the affordable method, KETA 

would spend any amount that i allocated from th 

Treasury without a clear con .eption of th p ifi. 

goal In h obj ctive and task m hod KE1~ 

would analy::s th ask 0 b a ·kl d uch s 

in r a Th n a goal IICh 10% 

in r in . \ ·mon ('lJl ~ 1m d p J>ll l.l t lOI) 

f 1 bu in m n u d b \I c 1 ng t h( 

p pul I m di h I i m oun I 

s 1 J I . p. I . 



1 O% of the (H>)Jll Lal ion w,lt ch h · n ·. ~0% read claj Ly 

new·spaper'-> <lllci lt> · aLl c'IHI cunft : renc e ...... . fhe requi rc' d 

CXpOSliT'(':-, nt' dll rH h l ' l ' ( i,.., ... 11\l ' llt () )I I\' . IH'w ..... paper·:-. and T'(~d i_ t) 

rc•l i ng nn p.t (H~ ric·n<'e: an ex p riment or pilot. study. 

1'1\c <·ns s <' .Ill t h( :Jl be~ calculat.ed accordingly to give 

L h · ad,. r t i :-. in g budge L . KEf.\ can Chen press for this 

amount from the freasury and if less is given, the 

goal can be revised proportionately. 

4 • 4 ..:·...!.7_:...: _ _.:D:::...:::e:;:c:..:~::·. d::::...=i:..:.n.:.!g;;2.__::o:...::n.:._,j;;P..:r_o=--m-...:.o_t_~_· _o_n~n_l_i_x 

As mentioned earlier: the components of promotion 

are personal selling, advertising, sales promot.ion, 

education and publicity. These mod es of promotion or 

communication are different in efficiency in producing 

awareness, comprehension, conviction and ordering.S 6 

For instance publicity and advertising are 

better used in building awareness whil 

better used in building comprehension. 

i. primarily used to ecure ord r~. 

apply o governmen expor promo ion in 

ducat.ion is 

Per ~ onal ;,elling 

mod s should 

h ··am . manrH! r. 

\\'h il adv r i ing and publi i y would h . appli d 

n , war n hui ldin , . du .c ion and personal 

< uld b cppli d imp. r in port, in • 

k. 1 nd ctn n in bu II :-.rn n 0 < k p 1'1 II 

pp r uni i 

r l ·d. 1 • 



4.5 : 

Kr 1 \ h<~ 

to all<>l'.tt t· t n c· ·1c h c()mponent of the promotion 

mix nnd wh i c h t o 11 ::->c' for which purpose. 

i.::-.ioll on measuring promotion results 

4·~·.~---------------------------------

~easuring promotion result is the subiect 

of thi,:; 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 of government 

export promotion 

To complete the picture export promotion should 

be made in coniuction with the other components of its 

marketing mix, that is product, the co. t of exporting 

With regard to a product 
• and di tribution. 

promotion per ~ uad the customer to 

ake a certain offering ( · he produc nd tha 

offering mu sati fy a certain n d. Al-o 

h () f l'illcr mu~ h ,. " h ri h prit and i 

mu b in h righ pL . and 1l I' i ~h 

{d" 1 tbu d) 1' h ll 0111 r· < k i 
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c:: l l h\' pr· ocluc L 
.~. )_:_• ~: --- ----

1 · h • oppol't,uni Ly to cxporL. rhc qucstiun ~s' 

doPS · hi offering .satisfy <·cJ·Lain Clt->tnmer necd(s)? 

~c \ there are ::-:.everal meri ·L<.; of exporting to 

a firm. These include: 

(1) Obtaining higher profits (2) achieving 

higher sales volume with consequent., drop 

in per unit cost (3) smoolhening off. seasonal 

fluctuations in sales, ( 4) lengthening the 

product life cycle (5) di\ersifying risk and, 

(6) avoiding competition at home. 

These are the needs th opportnnily to xpor 

should meet. KETA hould hav Lhe practice of. 

anal.y"Z.ing which firms are prone to low profit 

margins, high unit costs, s a. onal flu uation 

in sales, high risk, high comp•tition a home 

and which are in the d clining s ag of h 

product lif cycl . h :,., firm;, would ea il w learn 

g.oing in 0 expor ing on prof.it,blc op~~or• uni 1. :,., 

ar poin , d Oil t, 0 h m. Pr•om t i. on \ 0 I ' k htll 

b m si r a lH~ m ( d ll b d t 0 h· 

d h r mp l h 

rm u II ll 



j 11 .... ,dt..., 1\tlulcl hf' lll<lJ't ' <~fft•cLivc if i.t e mpha s i. l. es 

thi.s pt '< d> l vtll t•nt h 'I' than on the virtues of 

<·xp<>r't itt" l<> till nation. 

n11""'ine-,-,m'll may not want to go into 

e.·por ing for fear of the borrowing of funds 

at hi~h interest rates or the difficulty of 

coping with government bureaucracy in export 

documentation or the difficulty of acquiring exporting 

capabilities. Ihese represent the cost of 

taking up KETA's ottering; exporting 

opportunity. KETA should then know what are 

the things that businessmen may find difficult, 

about exporting. As t:.helie con-stitute the cost of 

taking up exporting export promotion would 

be easier if they are known so that they can 

be .dealt with. 

2 Distribu ion 4. 5. : 

fh oppor uni y to . por ~ no wholly 

on r o 11 ~ d ( d · t rib u t . d ) b · K :. 'I ~ '] h ~ 1' 

r· h r r gani i n 1 'kc tho ' ck<l.l i ng .. i t h 

pOI' do urn n n .. ·p r omp II 

h n n h~~ .tti<•n 

J1l k i dl. i u r n r 

m 
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to Lhe extent.. that it nJa) not export at all. !'he proper 

rccc:) pl i1111 of KI· I'\ ..., offC'ri. r1g i .-; dcpt~ nc.lcnl u11 Lht~ effici e ncy 

() f l h (• cl i ..; L 1' i b II t i ( lll p (l i ll l -; . 

abuuL Lhc d i ...,[ r i l>ttl inn nt · l woJ'k giving ri.sc l o l he need t..o 

improY(' c· ptll'l dtt< tlllll'lll at jon, (H'oc · e .c..;:-;j ng of 'xpc,r C compen-.;al;ion, 

h<• Lp i.ng t' pul't ., . ..., 111 freight., rnaLCer s and so on. 

4.6: Nod l' L f. or government export promotion 

fhe purpo · e of t hi~ chapter was to bring a better 

under->t and in g of go' ernment export promotion us i.n g a mark e c iug 

framework. fhe author would like to suggest the folLowing 

rnodellfig. 5) for visualising government export promotion. 

This model gives an integrated conceptualisation of. the 

decision phases in government export promotion. This 

conceptualisation should go along way t o help in better 

planning for promotion programs such as the Kenya Export 

Year program. 

Fig.J: Model for government export promotion 
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Export promot.ion :-;houlcl aim at 

mC<'l i 11' <. r·t ai n (' port earnings ol>.iectiYes. l'he .-.;e 

ob.i 'CL i' ,,..; ar' going to be achieved t.,hrough a process 

of ~ommunication. 

Ihe decisions t.o be made during the cumrnuni.c:alion 

proce.:,; are identifying the audience, setting 

communication obiectives, designing the message, 

sellecting the media, setting the promotion buc.lgeL , 

deciding on the promotion mix and finally measuring 

the results of the promotion program. FurLhcr 

obiectives on export earnings can be set ba~ed 

experience from past promotion program~. 

It is on this model that the review of 

()Jl 

Kenya Export Year program was based. l'h r "iew 

specifically dealt with h la t st p in he 

model which i~, measuring promo ion obi ctivcs. 

rh following chapt r l.S f cu ·d on h . design 

ha wa,., u~ d in m a urin h ~ a<'hi vern n ,.., 

of h ~ pr 0 rram. 



< ll \ I' f I I' I ()tJI< 

M I· I If 0 I>() I 0 ( i \ 

4 . l _:__:..;K:..::e::..:· '"'..:...':..:.·.:.:· \~t...:' ,_;1~1__;_<1=-:t:..:' "~i .;og~n 

\~ point' d out in the liLerature review, Lhe 

ha::-i-; for tht "enya Expor-L Year program was the 

relati_on:-.hip bet-ween attitude change and export 

earning::;. fheretore, measuring its effects 

also invoL,ed determining whether the program 

was succe ·stu! in developing this relationship. 

\s for him to be able to test this relationship 

the author u~ed descriptive study design. The 

descriptive design was chosen because it is a 

-uitable design for a study that involves 
57 

determining her lationship between variable · . 

further, as the whole population of intere t could 
\ 

not be urvey d, the sample survey method was us d. 

l'h ~t.udy applied r.ros.s-sectional analy is. lhi::-. 

man..., th· rompon n ::-.of a i ud chang wer m asurcd 

a ,-,inrlt pint tn tim Accord ina o h ob.i <:t iv " 

() h ud o.;uch m a ur m n 1 

n 

d 

lt Lha \C\s c.llld 

ll t pr'm<1r 

Hldc I 

or 

Ill d 

d. 

I 

tl ! 

I 
I 

I 
I 

I 



...;ui.table a:-> it could he· l<>ft tn t'( •,..;ponclenl-; Lo fi_ll 

at t.heir lei -.ur ' <llld IH•n pi< · k< ·<i Li tt e r ur mailed Ln 

t h t • aut h o r· . 

cl i C' h o L om o 11 .... <, r · mil I t i p I l ! c h o i < t ' L o m; tl< e it e a:-; j_ e r 

for lh(' I'cspullclllll~, l'::i)>t'CL.1lly busy manager-;, to 

fill t.h Jll, "orne of the secondary daLa was exLracted 

fr Hll ...;our ~ ~ publ i:.;h d by lh Cu~Loms and Excise 

D partmen , ~linistry of Finane OCher secondary data 

~va"> pro' ided by Kenya External J'racle L\t1"lhod Ly 

(KEl'A). Hinistry of Commerce and fudustry. 

One of the questionnaires(~ppendix A) was used 

to collect pertinent information from managers and 

proprietors. Copies of this quest..ionnaire were 

either taken by hand by the author or mailed to 

the sampled managers and propri tors. Similarly, 

the filled questionnaires were either picked by 

the author or mailed back to th author by Lh 

managers/proprietors. Personal d .livery and 

collecting was applied to incr as th respon . c rate. 

Mailing wa used only for hos firms who:.; 

phy ical address was difficult if no t. impossibl 

o lo at If on hre is it h clllt,hor 

mld no coll' t. h qu s i o nn c1 ir( '1 h r 

b u t h rt pond t , Il clb t, nt o r it 

. ' 11 d n u 



addrv-.,..., h "<h Lt'fl a:-.1-:ing t h ·~ re-.;pondent to ki n dly 

rna i l 1 h ' q ll t :-. L i u n n a i 1' t~ • l hi -.; \vas don e to give 

t h • re,..t•:tJ'c . h c t ' Lh c Li me to manage other data 

t Plll•ct ion t a~k~ \viLhin Lime of the re search. 

lhe o her questionnaire (~ppendix B) wa s used 

to collect the relevant information from the general 

public. Five interviewers wer e employed to 

distribute and collect copies of this quest ionnaire. 

The five interviewers were peopl e 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 proprietor They could 

easily follow this instruction ince they only 

approached their closest friends, people they 

knew very well. All the respond nt s, therefore, 

would be people living in Nairobi x~ept manag r 1 

proprietor . 

Da a o n expor earning wa ra d or h 

p riod l 76 0 19 4 t'rom ariOlb . d i ions of. h Annual 

r d R p( r published by Cu om and E <.is 

n 1 in i in· nc 

rr· d R l s h.d n b ll 

p h m h' 

n p h' d 
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) I 

computPr pr·ittt -out JH'O\ i.clecl hy t:h<· sa me clepart.mcut 

I radc· R<·pr >t l . 

Lo Lh, aut hut ' 1 !)t' .... l kttnhlr!dgc, Lhcy were the 

most < Ptllpt·r•hr·ns i \ r· sour r c·s of c·xpor·L data. 

l' ht> r• por·t da a in t hc.:~e s ource s .LS arranged 

uc rdin•r l o Lhr! l 1d ted Nations SLandard International 

rradjnrr Classification which Kenya operates for 

ta purp oses . fhe schRdule which was used to 

extract these data giving item description and 

_ITC codes is at~ached 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 departmen~. In testing 

the effect of Kenya Export Year program on export 

earnings graphical analysis similar to that of 

a time eri s quasi-experimental design wa applied. 

The te - t in~olved analysing whether, being 

different in magnitud and approa h, the program 

had a high r impac. han arli r go rnmen expor 

promo ion. Hen< d from h ar 

wh•n hj pr Ill() t i on h< an CIS ( s . rious ffor 0 

bu d d\ urabl r• nd ll por •arn in s 

nd u n h 1 i t u r < 

l .. 
r ~ I 
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SampLing pl.tn 

-1 • J . l : 
l'upttl ;1L i 011~ 

lhcJ'!' w<!re Lwo populations of interest which 

ga' ri ·· to two samples.The first population comprised 

managing directors(or general managers),marketing 

dir ectors (or marketing managers) . and proprietors 

of firm s 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. To 

increase response rate within the s hort time of 

the research, the author de ided t hat not much 

would be lo~t in repre entativen -s by 

he ~airobi firm only. fhe ampl wa~ 

ampling 

th r for 

drawn from a li of firm lo a d n airobi. ~h n 

compiling hi:-> lit 'irms ~ xpo tino h foll win g 

i em 

J) duff: dOd animc\ pr Ill< 

2) R.t I I I ( I .\I 

P rl mpd 

r n h d 



-q 
) . 

llli\l\ttf;u · t tti 'P d <' p()J'L-.; adopL<~d 
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in Chi.-.; -.;tudy. 

w utl L d h , n t • I> ' ell h <- t C c 1' 1... o 1 i m i n a i., e n am e s 

n I' f i t'llt s do i 11 r r - x port in g as i., h de fin i i., j on 

of pcrts in this s"Cudy doe s nol include re-exports. 

I! " .. ,. r hi was not possibLe be cause the 

dire tory doe<; not distinguish "Chesc acLiviLies. 

The -,econd population h ere 1 pr'P.r·ccl Lo a-.. 

'L)ther publics!' was mad e up of p eo pl c• who < ottLd 

read and \\·rice EMglish except lllclJlag-er· -.. / propt·icLor .... . 

To sample this population probabili-.;tically withi..n Lhe 

country would have been very difficult given cost and 

the time const raints. Thi~ necessi"Cated 

the use of a non-probability sampling plan. 

3 2 Sampling procedure 4 .. : 

From the list of 192 t'irNb a 

probabili y sample of 50 firms wa~ drawn by 

the lo tery m thad. Each firm was gi n a numb . r 

from 1 0 192. rhe numb r w r , wri t Jl Oil 

of p p I nd plac d in a bo\ l. LhP~(~ 

p.tper h I) horourhl ml d b hand. 

I' m h bo l s p p r w r• pi k• d wi h ll r p 

nd h inrr h t umb l ll 

rm cl h mp 0 s Jm . 
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I 
qu .sti.olll1<t i rt· .tl t ;H IH'd a-, aptwndix i\ were sent 

t..o man<:lgt>J'-... Ol' J'OJll'j c!tor::> of th se firms whlche rer 

\v <:1 s a p p 1 i c a b 1 ' c i t h c r· p · r on a L L y by the aut h or 

or by maiL . Ihe lottery method was used as an 

easy way to get a probability sample than use of 

random numbers. ~ 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. Unfortunately he could 

not locate the premises of the other 20 firms and 

therefore mailed the questionnaires. 

fo get a sample of other publics 

non-probabi~i~y convenient 'Sampling 

was u ed becau-e the author 

could not manage probabili y sampling giv n 

the re_ource and time con raints. The ample 

i~ v-a~ al o 50. Inter\ie ers were imply 

IC :"'> k cl o giv qu ~ ionnair·-... o their fri nd whom 

h • knQ.\ no mana r·s o propr i ors f 

.tr , hu n OJ pelT d <1 < 1 



L • 4 . . ~ . 

From a discussion with Mr . .J.N. Nyaga a 

f ' Llll\' -.,tudcnt. jn the M.B. !\. program it was 

ant.icipated that the return rate for mail 

questionnaires was abouL 40%. Nyaga had earlier 

used a mail survey and his experience was Lhat in 

Nairobi the return rate was about 40%. :\~ the 

sample si~e required here was 23 (appendix 01 Lhen, 

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 si~e merely satisfied the wid ly held 

rule of thumb that to be representative a 

ample hould be 30 or more. 59 
Having mad 

th de is ion to use a con n~ nt sampl 

calculation of the ampl si~ was not 1 gi imat. 

rhe u hor ther fore used h larg 

~.mpl h auld m.n ge. 

lf ou l 



1 1 · R<·-... P .tl 1 h ln-..t l ' tlllll 11l 
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() lll . i o1111:t i J ' t ' t.'oJ ' \[;tnag 'J ' ;-, ancl 

I' I ' ') ) I ' i (. t' () t' :"'> 

1 h1 qu ~ ~ i onnaire for managers and proprietors 

h,ts di.,id'd inLo four parts, that is, ,\, B,C, and 

I 
I 
I 

D. seven questions an d serYed t~ hr e~' 
1 

purpo~es. questions were meant 

to collect data to evaluate the le,·el ur a tirms 

e.'. po r· t orientat-ion. l'he e question ·-; were 

deri,ed from statements used by Lhe Department 

of External Trad e to describe manufacturing firms 

that \,·ere low exporL oriented as had been et ou in · h· 

literature review. The information generated 1n 

thi.s part enabled the author to evaluate 

the beh a vioural effect of Kenya Expor Y ar 

program on businessmen of exporting firms. Que~tion 

::-.L al::-.o deriv d from the literature re,~ w st d 

he awarene s of busines~men on he importance ot' 

pr•oduct quality, pa .k aging and ag n in p n r ing 

for< i.gn mark :-,. Qu 

>f "ov rnm ~ n in expor 

[ t , l I s o • m <~ f r· om :-.. t. a 

ion ~ v n 

.m n 
policy 

s in h 

d h ffici n 

nd do j' n. 
li · e atnr \1 w 

n p r mpl 1n s · bout ov rnm nt 

i n • 1.n h I n 1 m ci • i n • • n r· t t d 

d h u h 

b h 1 n • Ill 



on personnel of r Lt:'\ ant g·(w rnmeill·. ministries and 

para . .;;l ala L~ Lo impro' P t p )l'l do · ttnJcnc s proc ess ing 

and po .li('y impltm•nl.ttion. 

P·u·t. II ''is cl ~ion< d to collect data on how 

busino .sJtJen t h ught exports of the sampl e d firms 

wer iufluenced 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 of 

questionnaire for other public$. 

4-.4.2: Questionnaire for Other Publics. 

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 exporcing in the Kenyan economy. In 

the same part the author collected information on the 

priority the respondents felt should be given to export 

fhi information helped the author to evaluate the 

cognitive and affectiv effe t of the Kenya Export y 
r 

pro err am. The e qu ion were deriv d from the ha kgrouncl 

of hi udy on the imp or anc of e por ing 
I 

in h 

K n an nlmy a ·hi:-. is wh \V b ing ommtnic· .d 

by h n • p r• Y < r· pi 

p I J' d 1 I d i hcth' 

h r rtli n l r m n h p cl Lht. 



L (J uncl e r -.,t dttd 1vh) -.<>Ill<' J'•'-.,Jl<llldnnL s wf,r(· Jtul- alvd J'e 

\P<'J'l ) t'.ll' j)l 'U!-!. l 'illl l. 

.:LJ . ..:...l.: ( 1111-..l I Ill l l <lll <lf \J tl( ':o-;(,j OilS 

Jn p<hl ·-., t i n g < • on11n u n i <' i.IC ion on at tit u cJ e .s 

t h "rc art• LhrPP appro<H hes Lha t can h e use d. Th ese 

arc una i.ded rcc all ( whc:'r t h P resp o nd e nt i s not 

give11 cue-, or prompting); aided recall, ( 1v-h ere t h e 

respondent is giYen prompt,ing in terms of quest.ions 

about the subiec~ of the research) and recognition 

(where t h e respondent 1s shown a f eature about t h e 

60 
subiect of the r esearch). 

As thi~ st.udy dea lt with testing t h e total 

impact o f the Ke nya Export Year pr ogram and not 

iust one aspect, say advertising, recognition 

approach was unmanageable because of t h e many 

f eatur es involved. Gnaided recall could not 

also work appropriately be au e the program was 

imp.l m nt e d about one and half year pa t wh rea::; 

un, id cJ r calL ~ .. or k :-:. b t r for v,n s of immediat 

pa ::-. t h qu s ions uti Lis aid , d r call, 

1 r· a i n hi ng-~ w< t't m ·n ion cJ o remind t h 

r p rd n ubi ,c f tu~ r c, ~ c a r c h 

lu h1 l: I . l . p. l-

h t 
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l' r1 t ' :JIV dll .tlttlhttlt' !l t .1 <<'t •l; till lf'<'dLfll('lll 

of t h( · Jll '() ''t'itlll <>1' l•l I'.Jl l ' t h<· i lllJl<Jr·Lance ot:' L. hat. 

t 1 • (·;I( nt ( · 11l l 1 IH • t ' t' p<HHknt . a rat i ng se a I - or 

liiiJlOI' ( i llH (' ~ i \ <'TI 1)\ 1\oll cr wa .c..; e mpl oyed. 

noLh Llw dtchul<lllllh .111d muLLiple choice questio11s wer e 

lt..,.;<'d to t•l i< i l u hel' inf<>rmaLion about.; lhe program 

l. r· c a t m • n t s . 

..J. . 5: ~lethods of 1\nalysis 

..J.. 5. 1 : Primary data 

:\tter the necessary coding and calculation ot 

mean scores, the primary data was summarised jnto 

frequency di ~ributions to enable lh author to carry 

further analysis. From the frequency distribution 

the mode, median and mean were extract d as mea':iur .s ot 

central tendency. ~~ the data was eith r norminal 

ordinal or interval thes were t h m asures of conlral 

enden y hat could be u~ed lerri 62 
imat ly. 

ro the ab ocia ion betw·e n the ogni iv 

at f. , lV · nd b ha\·i ur·a 1 -..,cor s r• ind X of. pr d i< 

1 i or and ( 0 r l.l i n C'l Il < 1 rp ll-.. d. 

ind 1 • n • r lnl 'l- r 1' no Cl SO( i ell 1 0 I l 

p l ( ( ltl )Jl h HI <Ill 

pr diet h r·i n I l bl b k n ' i nt ( 

I . ) . 

ivc 

f'h 

) OIH. 
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thr• intpc>t 'l< tllt pr·t>dtl ·lt~ l ' \:tl ' iahl<'. I <>I <' ', tmpll · L h P 

Lnd<·x <·; tJl bt • 11 <'d tn J>l'<·di<t the ai.t c·c livc· rc •,-, pun,.:;P 

t: 1 • () 111 t I H • 1 < > " 11 i t 1 ' • • 1' 1 ..., p n 11 ..., 1 • 1 > 1 • t h v b <: h a' i our a L 

!'h e index 

a,.,,.;o< i;lt inn o t t hc> co.gniLi' e, atfccLiv and behavioural 

et'fl'< "l-.. of the Kt:ll\d txporl Year program. Corre laLi un 

an d 1 y ..., i --. '"a -., u..., e d t o t e s t whet her L h e r e was a L i n c a r 

relat. i(ln:::-.hip in the primary data. rhe standard 

de,idti un was used Lo test tor dispersion u t the 

dala. 

[he te,.:;t of -.,ignificance of two propurLions 

wa..., u,.,ed to det e r·mjne whether the sampl e pe r ce ntage 

ot hiahl) export oriented firms repr ~ented a lik Ly 

population percentage. The author wanted to test 

the claim made b fore the Kenya Expor Year, Lha 

only a t· ew ot:' 

w J r· f> hi ah 1 y 

h firm . in th manufa turing secto r 

port orient d. I'h author int rpret d 

11 t w me n l ,..::-, t, han SO% and th r tor 

h r p pula i< n f1•om \vhi c: h t,h wa~ 

co ld bt 'd () h.ve )0 OJ mor · hi gh1 . por 

n t'rm I h, '". h o ~ n h ( cl\1 

d it \ lfll p I' ll n 

h p h d nd h r b in h 1m1 I pr 

hur 1 . I . 

I I I . PI · 



I' IH' t " o p r up 11 r · 1 i Ptl ' ..., .1 l • > ..., h o 11 I d h 1: ..., ll l h L h a t n 11 e 

po::. . ...;n-.,-., iII,!.!, and t>Ilt doH'-.. ll<lt pos-.,t'::-iS <I c rtain 

('hilt'(H [ l'l' l 
it ) 

l i ( . In .lt i-.,t · t.hl~ latter requir e ment.; 

ttw fi J'llh r· •pt'l~..., •nt ('d b r<~-;pond<:.!nts were categorised 

il'> ha' Lll!!. l (llv. moder•at e or high export orientatj on. 

-1- • ) • 2 : ~econdary dat.a 

fo test the etfect of t he Kenya ~xporl 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 experimenL can b diagramed as 

0 - 0 6 o
7 

0 II 6 6 h 
) · were 0 1 o2 

o
3 

...... oi 

are time periods and X is the treatment under 

. 67 
considerat1.on. If the ~ime period~ could b 

r· · Pr es nt . d 

by years 1Q76 to 19 5 and X by the Kenya Export Year 

program, he introduction of thi~ program b com s 

i m i l a r· t. o a t i me · e r i e s xperim n 

rh clnal ·~l.~ <.ompri.s •d pro.i c ina in 0 19 4 

aud 1 ~;; S h r· , n d o t' ·· p o r· d b 

r•l i r r ptom Th" ion r• pr· (J) d 

h d I r r m tfl ·i h ll h J I ' L P >r 

\ pr m. 

.1, ur h · 1 I . 1 



I' h (' d ( l. II .t l t' /l I'll i II " t."nr the Lwo years were 

II<' r1 li(H'J'IIIIjlthtd nn lh1~ JH'o.icction. rinally 

n v t > 111 p <:II' 1 urt h " ,.., m .1 cl <: l o r- i n d o u L w h e l. h P r the 

il< ' lllill I'"II'Jltll.::! hCI'f' over and aboY(' L h e pro.i ec Led 

CCII' II in g.-,. 

F r o m t- h i .., a n a 1 y s i s , t' o u r u u t c r• m e -, we r e 

68 
exp .cLed as follow~: 

(a ) Immediate but .s h ort-run effect. i\ctual ear·nings 1.n Lll~4 

(b) 

t <: ) 

d 

h d 

h t 

8 

were expected to he more lhan proiected 

but those tor l9 5 would be equal or 1 c.;-, 

t han proiected. 

[ndication of immediate long-run ffect. 

Here actual earnings tor 19 4 and 19 5 

would be more than projected for both y . ar~. 

J'he new tr~nd w uld app ar parall,l t.o the 

pru.i ec i.on. 

I a rrg d ft 1t. Onl • h > l <l S <u· nino s w u l d b 

m J"' .a han pr o.i e( d. 

c1ll. H r h ual • rnin 

I o h u l d I qu h. n pr 

l qu p d 1 t h 
ll 

h I 1 r m1r 

II 

d. 
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I) \ I \ \:-J\1 \ S f .S 

s. l : fnLrodu · ion 

The thrusL of Ghe analysis i n thi,.., <-;t udy was 

t o e E-> t a b l is h L he imp a c f the K e 11 y a l·: x 1 > 1 > r L \ e a r 

had on people ' s attitude t•J\varcl-, expor·ting and 

consequently on ex por t. earnings. 1\'i L h res pee t 

tu attitude change only re.;;ponse-, from t.ho se 

people who were aware ot the Kenya Export. Ye ar 

program could be use~ully analy~ed. T' h ese 

were the only respondent,; who could be ";ai d to 

have been exposed to t he program Lreatments . 

5.2_: __ ~B~u_s __ i_n_e_s __ s_m_e __ n 

Thirty filled questionna ire~ wcr r ceived ~rom 

businessmen. 1:\ L1 th thirL bu~in·~smen had hard 

or r ad abou the Kenya f.xpor·t Y ar·. H o \v \. _ r 

th ir r ~pon s abo u L t h f' imp o r· t n n c · o f his 

p r u ram i n b u i 1 d i n rr • h • i r < 1\.,. ,1 r· 11 :--. ,.., c1 b o u t h 1 

r· l t · p r·t i ng 1.,. r \ (I I' l d . bl 

h qu nc tribu ion h \.tllOll 

1 
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I 

,._I\ 

lab l ,. ) 0 1 r ~"t ptt 'J l< v d i -; t . r · i httt i fJII 

t• l I ' "IIi \ i 11 11 1'1 ' -i P UIISCS 

-
t•t•,..,pnn,..,, • Frequency 

-
1 e I' lllt' l ~ llllj)O!'l oil L 

-----
very imp o rtC\nt 9 

I 

important 14 

sligh tly imporlant 3 

n ot important I '1 
.) 

! 
30 

From t h e table it ran b e seen t hat 90% ot 

'Z 

3 

.30 

47 

10 

10 

100 

t he businessmen indicat.. d that the program was aL 

least slightly important in building their awareness 

I f t h eir r spon:-,es are given s or on a s~:\le 

of one f. or no i rn p o r· t a n and f ive f. or xtremely 

imp or ( ll t, h , <ff.~(t of th Kenya · xpnr y ar 

proe;ram on i h r cl\-'c r· , n • :-. ould h num ·ri .all 

d. \h n t, h · a :-. d o n , t, h < r qu n <. 

h c r :-. n r e n c b 1 o · 

• t 1 i h h m d lu' 

-

J 
I 

~ 
j 

I 

J 
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J' I' <j ll I 'II ( .} d j :-l ( I' j h U l i I) 11 f () J' 

< ngn i l i \ 1' :-;c·•H'e:-; 

~-s--------+----r-·r __ e_q_u __ e __ n_(_: _y--------~ 
L 1 ) 

----j 

I 

I -+ 9 

.3 14 

") 3 L. 

I 

1 3 

To clearly see the impact of t he program on building 

awar ene -~ o n the role of exporting, the sco r es could be 

catecrorised as low, moderate and high by use o t h 

~ andard d via ion. Scor s falling wi t hin on• s andard 

d \ ia ion of t h e m '.tn wer taken a::. mod • r·at c hhi L 

t h "> takt•n a-.. low or 

bich 11 p ( i L:. ht> analy i hJW d 

h p hcd .t hiah 

bu ir m n ·hi 1 ht 

I d h I u 

)r nd 1 h 

n d n 



/l. 

pro g r· am rna y h <n c· had ..;; u <: h <1 --.Ill a L L i m p a c t o n them t hat 

L h 1 • y uw y h a Y 1 t ur go l l 1: n t h ·i s L m p a c L o v c J • t h e p e r i o d o t 

0'1' tt•d y r~ sine thP clos0 of 

t ht• p! 'l l"l' : llll. 

,\ s i m i.l.at' analy~ i--. l o Lhf' one a h o v e 

h ' a s d one t o est a b 1 i s h li-H· a f f ec t i v e e f f e c t 

uf t.he program On the bus i n e-;-.. nH:!ll. Scores 

w"rt· gi,Pn to Lheir re s pon :e;t·-; on L h e import-

ance ot exporting and it.-.. pri o r ity on 'lhe 

development plan on a scaLe of one for Lowest 

score and five for hi ghest ::jCO re. 'r h e mean 

score for the responses ot Pach individual 

were then taken. rhe fr e quency disLribution 

is presented in table 4 with L h f' mude as five. 

Table 4: Frequency distribution for affect 

scores 

~res 
I 

I frcg,uenc;y % 
I -

14 47 5 
.... 

13 4 

3 3 10 
- ~· 

2 .fJ u 

L 0 0 --
[ I 1 



c ogn it i' <~ 
-..c ores 
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"e,aJ 11 tt i 11' t hl ' :-.t anclaJ•d dcvialion t .o catego rise 

into lc)\v, mod raCe and high it 

1-1as t nttnd t ha 1 0~ of' the ba .·-d.nessmen showed ' . 
i 

I nh· . q ( l mud c r a 1 e at f e c t s . ,' N on e ;;;howed 
' 

h 1 gh aft e< t-.;. Ihe question now was 
I 

, 

I 

how much did the Kenya Export ,Year program 

contribute to lhe development ; of these affects. To 

answer' thi:::> question the index ot' predictive 

association was calculated. The index was 

calculated using the contigency table 

below which shows the frequency distribution 
' 

of matched cognitive and affecL scores. 

Table 5: Contingency table for matched 

cognitive and affect scores 

affect scores 

I l I I I l ') I 4 ) l I 
I l 
I--

I 0 ) 1 0 2 3 

2 (J ' 0 2 1 I 3 

I 
I ) () I 8 5 14 

-
0 '5 

r---
( 

r• --·-

·-'-- ·-



['hr. tormula t'oi ' Lhi,...; indt·x 1..., u;iven a .--;: 
69 

,, . ! ', . 

II 

wht·r<· t ht I ar' "<'SL marginal frequency of Lhe 

c r i L rion variable 

the largest trequencies on all rows ot 

the predi tor variable s ummed tog ether 

11 - ~amplP ~i_~c 

U::-.ing this formular, our 

\.B. 2 - 2+ +5+1 - 14 - 0.2) 
30 - 1-1. 

Applying test of statistical significance of the 

correlation coefficient (appendix El it was found that 

the association between the cognitive and affective scores 

was not a linear relationship. 

The association between affects and conations was 

investigated by scoring the re ponses of busines ·men about 

the exporting function ot their firms from one to five. 

fhe re ponses expected were: 

(a) Ihe firm expor s all the time a~ a componen 

of i s marketings rategy. 

h) T h f · rm us ~ KE'fA or n i e d ' t ion s Ag n c i 

c our• • s o f mark inf, r·ma i o n. 

h ·· rm 1 r p l ;tnn d m,rk 

d) Ih ·· rm 11 i d t. l ' cl 

l U t in ( n p 

m m J)( Hl b1 n 

r p h b n n l 

t, l b r . ( h I . 
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Th e att.,rih ut· f':-. in t.hcs · r· spons , ::-, were offered in t .h e 

1 j tcrat ur< t 'C' 1 < h <1 ::-. t I ' it l'J' i a for c•xport orien tation. 

I f a b u -..; i rw Ill I l l u;l\ \ Clllt' ( [)( CI.C d response, hi S f irm WaS 

~;i' <~n a s< ,,t • ,,r o ne .. 1 f t. wo < xpecLe d responses hi :-. firm gol 

a scor<' ot 1 "' dt cl n Oil U(JLO ri.ve. A t'irm giving no e xpected 

r • s pons c \' o 11 L d b d r o p p e d out as n o t p o s s i b l y at' f e c t e d 

b L h , 1\. · ny a T·. port 'r. ear program. All firms gav e at 

l e a-.;t on e perted response. The frequency distribut.,ion 

of their scores is given in Table 6 below. 

Table 6: 

score:::. 

5 

4 

1 

2 

l 

Ih O J ' I 

h t" h 

111 ' Ill 

Frequency distribution for 

export orientation scores. 

frequen c y % 

1 3 . 3 . 

4 13.3 

1 5 50 

7 23.4 

l 0 

100 

L '~ rnc d r• 

I l 1 n ' 

II I 

in 

1 I 1 
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This analysis show d ha~ lb.7 Chad high, 77- 3% 

had mode rat , and 1 0% h.\ d I u I' x p o 1 • t o 1 • i n La L i 0 n . 

Th propol't ion of 16. 7 w· s u.s<•d to L('sL the 

hypoLhcs L. t hal. t.he populat, ion would b e likely 

to have so% I' mor highly xpor·t oriented 

firms. 

Earlier in the literature review iL had 

been suggested that one aim of the Kenya Export 

Year program was to change the number of highly 

export oriented firms t ' rom "few" to '' many''. 

If "few" could be interpreted to mean .Less than 

SO% and ''many" to mean more than 50%, then 

the null hypothesis could be stated as: 

HO: p o.s 

J f signifi ance level 1s sp cifi d at 0.05, 

hen re.iection point is any value of I -.,lat i~ti< 

less han - 1 . (q S. Calculat..ed z j...., .giv<>n by 

h f o r•rnul 
70 

• D ni 1 nd J nu C. J ''"L (p.<il. p.l-
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--7 p - p wh ""' is the r p sample proportion J' ---
/(~o (q ) p is the hypot h esised proportion 

.I 

qo is 1 - po , 
n 

n is the sample s i-r.e 

U ing hi s formula 

z 

- 3.65 

This value is less than the re.i ection point and therefore 

the null hypothesis (HO) can be re.iected and the alternative 

h3~othesis (Hl) accepted. This indicated that th population was 

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

If this was the case, hbw did t h e 

Kenya Export Year mes sages on the importan of exporting 

contribute to development o f' r;e<Port ori ntation? 

To ans' r t hi s question an inve igation w s 

made of he r la ionship b w n aff c and .. port 

or·i n at ion. or for aff' ct.~ ab u xpor ing " 1 

11 • h mat·htd w1 he por' < r•it-n at.i.on s<.o r'Ps 

th t irms th. r'<.pr·, n f•d. lh• r· sult. 

h n c I lt h ·I > h'ch ::-.how 

h h rn 'l h d 



affect 
scores 

7 

Contigcncy tabl ~ for affe~t 

and export orientation scores . 

Export Ori~ntation scores 

1 2 3 4 5 r l 
1 0 0 0 0 0 0 

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 

predict ive association. Using the formula 

gi en e arlier, 

t\. B = (2+51 15 

30 - 15 

o.o 

IPl'O i h \'alw for· no pr· di(· i\ J'l l at.ion-..hip. 

hi ind . pOi! d ha J)] d ic cl~ u ]•t iun 

n i n. 

ll t 1 n 

t t . l 

urd Ill t 

d I 1 II l 1)1 t lf . 
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(I J't a ill f:H . lOl'!-o had b n given as affec ~ing 

l ht lH t' f o t'Jll,ll\C <. o bus in ~ ssm n in foreign 

mal'kt>t ~ one" th ·y d cided Co export. These 

fa< tor~ included foreign market. packaging 

and quality restrictions and foreign market agents. 

-\n att mpt 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 fi,e with one as very poor and five 

as very good. The frequency distribution 

of these responses was as in Cable 8 below. 

Table Frequency di tribution t'or 
on importanc of packaging 
and ag nt . 

cor '::> 

quali y 

,-----------------------~~-----------,-----------

, . ry rrood 

c. o d 

n i o 1d n r· p 

p II 

frequ n ' y 

1 

... 
'. 

1 



0 

rtw ana I :-.1::-. show d thai., most of the 

bus i 1H s mt 11 ( abou l 6 3%) had poor awareness 

t~n h t cl ors. J'hc mode was 11 poor awaren ess 11 

Poor government, service ~n export docume-

ntation processing and policy had been given 

in the literature review as a disturbing factorto 

firms which wanted to aspire to high export 

orientation. Therefore 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 distributed as in table 9 below. 

Table 9: Frequency distribution for response, 
on government efficiency 

Businessmen who said 
c,overnmen servi .e in 
expoi' do . um nta ion 
and proc . :; ing- was 

E· tll n 

\ J' od 

d 

fr qu n y 

0 

s 

1 i 

i 

\ 

\ 

1-
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[h~ Clllalysis revealed that 77 % ot' the businessmen 

indicatPd the sf'r\· i< · e \a" at I cast. fair and 

This 

\v a::-. an i 111 p l' o' <'Ill 1 Ill f I ' { Ill L h ' s i L u a L i on bet· or e 

L 9 -.: ..j. \v IH t 1 m o o..; l h u ~ i n • s s m n c o nip 1 a i n e d o f p o o r 

' 
\ s a complement to the ~oregoing analysis, an 

atl ~pt was made to ~ind out t h e exact response 

ot exporting ~irms to the Kenya Export Year 

program. The responses o~ businessmen s h owed 

that 10% of the firms came into the exporting 

scene during or after the Export Year. 

90% of them had been exporting be~ore. 53% 

o~ all firms were involved in the activities 

of the Kenya Export Year program, and 27 % 

could attribute increase in their exports 
• 

to the effects ot' the program. 

The analysis here indicated that he 

program had an ett'ect on export pertorm n e. 

Io pur.u thi poin further graphi al 

analy~i::-. of xport p rt'orman wa:--; nduc ed. 



s. J. Expol'l e.tr•n i 11g::-. 

l'lw t't:( : t f h program on Pxport earnings 

wa ~ c~ d b applying a time series analysis 

l:ir'-'t overall export earni ng-s 

.:.u1d secondly earnings trom manufact ured exports 

were graphed tor the period 1976 to 1983. The 

expected trends were then interpolated for 1984 

and 1985. The actual 1~84 and 1985 data were 

then ploted for comparison of actual and 

projected earnings . 

The outcome was as follows: 

(lJ The graph tor overall export earnings showed 

indication of short-run impact. 

(?> The graph for earnings from manufactured 

exports showed lagged etfect in the year ot the 

treatment but a tremendous ~oot up in 

export earnings a year la er. This ugg ·ted a 

lagged effect. 

Thes graphs are . hown as App ndic t, and II 

r• sp c i v ly. 'I'h oraphs ar dr.wn to 

nd h r sp ~ d pict ou com::-. ( 

nd d r·ih d 



l!;n ing <~rla l ....;t d t lw <'ff.ec l of the program wi L h 

respect tu bttsillt'....;'"'nHn and export earni_ngs, the author 

t:h . 11 consicli'J' •cl it,s 'ff:'ccl wiLh respecL Lo other publics. 

( h a n r i_ n • l lw a t. l i u d ::> of o L her pub 1 i c s w a~ on e of L he 

program:-. nb.i «>ct i' s and it was therefore necessary 

to 111 a·ure it,.., ff.ect in this reo;;,pect. 

From the sample of other publics which comprised 

fifty respondents, all the questionnaires were 

returned filled. However 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 ff.ect of the 

program on attitudes of other public therefore 

proceeded on basis of information provid d by 

thirty two respondents. About.- 7 % ( 2 5 o u. of 12 ) 

of these re pondents though th program was a 
• 

lea.:st impor an in building h ir awaren .ss on 

h role of e porting. 1\ bou · 2 2% hough 1. was 

110 h t'r•t. qu ncy dis ribut.ion of tht ir r
1 pun:o. 

ttnd h r p ( i vt p r n \I p r f' s 1, n t d i 1 

b l'h , bl w. r p n r JH ' n h n 



impa(' ( of t h C' pln'l'am nn th respondents. 

l'al> l < I 0: I t'<'qu n ·y distribution for 
( ()<l1liti Rusponses. 

r-= 
R •sponst 

F ·trem"ly impor·tant 

very important-

imporLant 

slightly important 

nc. t imporhant 

I 

I 

1 f h c r· e..., p on ~ c s 

I 

f.req/enc'y 

I 

I 3 

7 

1 1 

4 

7 

32 

niven 
"" 

I 

I 

i 
' 

cor s 

% 

9 

22 

34 

13 

22 

100 

I i h 

on f r· not i mpor· an " and f i for 11 I' Ill 1 

i mpol a1 h <v"niliv, impa of th' prog1·am 

n b n um r· u 1 L " · pr• sed. A s or· o un • 

'' u ld r· pr•t n 1 h Lo :-. 1 i m p a c t, a n d f i. v h 

I t h t 1 m1 ·" 
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\\'hen ~his wa:-- done th r· sults (ta lt 11 

n how<•d t hat t h(• mode was a scor'<' ot· thr eP which c·or responded 

t,o Lh<• I'< spotls< ' i mpot • ant 11 • Th scor of three 

ht • mod< ::;cor d by busines s men . \.\'hen these 

s< ot•<:-.; '"~r·t c .1 <'gorised as low, mod e1·ace or high 

by u .s<' ot h , ..... tandard deviation, i1 wa s tound t..hat. 

the pl'ogram had a high ef.t:'ect on 9%, a moderate on 69 % 

and a low effect on 22 % of the respond e nt s . The figure$ are 

somehow different from those for bus iness men which 

were 3%, 77% and 20% respectively. 

Table 11: Frequency distribution for cognitive 

Scores. 

Scores Frequency % 1 

5 3 9 

4 7 22 

11 34 

2 4 I l 3 

1 7 2 

l ( 

h Ill nc ( n t 01 

II I ' I 

l 

I I I 

fh II h 



thir·ty two r·e<;.,pundenl,.; ga\ about Lhe importance of 

' 
exp()J'l ing and it-- Jll'iori ' in Lh , development plan 

1vcrn gi \ ' t•n s<'IH't's .tnd t h - CoLa L taken for each 

\\1 .111 C'Ol'C S \VCl' then calculated. 

Putt i ng l ht>,..;P ( 1 r· on a scale of one to five where 

L h c--. v p o i 11 t --. 1 · r! fH' "s n t e d t he 1 owes t an d high e s t 

rcsp ·eLi' el.J. the resuLt ·~ LabLe 12) showed 

Lhat lhe mode 1vas a score of four. This mode differs 

from that of bu:-..inessmen which was a score of five. 

tvlean cores 

5 

4-

3 

2 

i 

Table 12: Frequency distribution for 
affect scores. 

I 
F requency % 0 3 2 

I 

ll 34.4 

I 19 59.4 

2 6.2 

0 0 

0 0 

32 100 
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l'h<! r•<>la iotbhip bcGh'<'t' lt cugni.Li_(>flS a nd 

a f f P. <' t :-. \vas i 11' t • ~ l. i " a l. • d by c a I C' n l a L i n g t h e i n d ex 

The Lab l ~~ b elo w 

( t a b 1 (• 1 I l "hi c 1\ ~ h ows rrc•qu<'t1C i e,.., f. or 'the matc hed scores for 

('<>;.!,11 i linn :1n d dt: t 'ecL'"' was used to ca l c ulat e this 

j !HI\- • 

I 
I 
I 

I 
I 1 
I 

i 
I 

I 2 

I ' .5 

4 
I 

5 

in •T' h 

Lcul 

fable 1.3: Con'tigency table for matched c ogn it.; i v e 
and affect "'cores . 

,\ffective Sco r es 

I 
1 2 .3 4 5 

0 0 1 2 4 7 

0 0 0 3 1 4 

0 0 1 9 1 11 

0 0 0 4 3 7 

0 0 0 1 2 

0 0 2 l9 Ill I 32 

fo r•mu l al' i ' n ear 1 i 1' hf ind Wei 

d a 

.B ( 
·2 

n n ;I t d t 

n \ I d 

d 

1 n r n 



l'o urtcl t.• I''-' l .tnd ""' '-iOllll' ! '(•-.,po nd •nLs in the sa mpl e ot 

ot ht.·r · pub J t < h.1d ttlll t'l'ad ut· h va r· d about the Ke n ya Ex purL 

Y<·ar, Lh I ' l ._, p!J ll t 

h t.• whD It> -.,amplt . 

,ll>out. mcd i a habit s wer e analy->cd for 

Rl,!-ipon,.,es w<~re give n l::icores from o n e 

Lo t-'i_, e t h .... • ntunbcr,., represent.ing the Lowest and hi g h est 

SCOl'CS re~pe( t l\ f'ly · ;\lean o..;c()r·es were t h e n ca Le u I aLC'd a11cl 

the r ..;;pondent-, classi f ie d inLo t hose who we r e and Lh u-;e 

who wer·e not ah·are o t t h e Ker.y a Export Year. 

It '"as t ound that t or bo t h groups the mo d e wa.s Lhr e , 

scores . Also t o r both groups the first quartil e, the me dian 

and third quartile had sco red two, three and tour re'->p ctivel) 

and not one in t he two groups had scored five. fhe two 

gr 0 ups d i d not exhibit anY -:. t at is tic a 1 d if. t e r e n c ( ,\ p pend i x 1 l • 

In additi o n attendance o t other publi s o f th• 

Nairobi International Show in L984 and 1985, wh re t h 

K nya Export Year me sages were ex en ·i¥ely displayed 

on ickers, wa analy~ d. 66% ot 

() th 

h os who w r awar' 

ot' h Export \ear had gon s h ow as ompared to 

55 f. or ho:-;' .-hn h ' t r· not wat• I he WO gr·oup did ll () l 

ha\ n 1crniti1 II dit.f(~r· 1\( tat.i...,t i< a I 1 \pp ·nd i 

lhi n 1 i h ha d L1 haz.t Pi i 

h r· J ubl i Ull cJ I ( L in wh 
u I 

h I w r n t h p J 

) 0 
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5. 6: 

hi:-; :-;Ludy cau be gen ralised 

th<· l><'t't itH'lll lirttitat itlllS ~->hould b noted. firstly, lhe 

Ill and a halt' years at'Ler the close ot the 

\ It ng time lag is a big drawback when eYalualing 

an} communi at it n ffecl since some aspects ot the 

commttni.catinn e ff Pc t eva luation hinge on recall and r ec all 

is affected by recency. In short, some people may ha\ e 

given their answers differently had the program b en 

reviewed immediately after it was conducted. 

Secondly. the sample used in this st~dy tor evalllation 

ot the programs effect on ~ublics excluding busines:-;men 

was a convenient sample. This sample may not havC' be8n 

adequately representative ot the relevant popula tio n. 

Consequently, the findings of this study with r e..., p c to 

''other publics .. should be treated with caution. Fortunately, 

they are only a few and co titute a mall portion of 

trye s udy. 

Ihirdty , h det.'ini ion us d Ln hi stttd · t'or· 

mcnttfcH lll' d por :-. i~ no Wl hou t w ~akn ss s. \s 

t t in \pp ndi. J) t hi d ~fin" i {)fl ls adapted 

l , h ni d cl i 11 II' al c n. nit n 

H~d h n i. n <I in \pp nd ·• D 

n u cl h ul h 

l HU u r· 1 n • h 1\ d 
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Fo 11 rLh 1 y, l.>tt " in . ...,,..,111\'11 in non-export i.ng t i. rrns hav e not 

\ltlloup,h tr'o in a practical pu'int of 

\ ' U'W Oil' 111ay -.;d. l h ' 

Export \' ar program, 

wer e not c hange d by the Ke nya 

t heor tica .Lly Lhey may hav e 
) 

be e n changed if t h eir attitudes an d as pirations changed. 

Fifth, export promotion as applied ln 

Kenya may not influence much t h e subsi diaries ot 

multinational firms whose deci sions may be mad e in 

foreign countries. Perhaps export promotion should 

be evaluated from the point of view o t indigenours firm su nly. 

Furthermore, it was not possibl e to eliminate firm s 

doing re-exporting from the analysis. This was a ma.i or 

limitation considering the definition adopted for 

exporting did not include re-export s. 

It hould also be noted tha t h e recorded export 

figures do no perte tly refl e t the co un ry' export 

A . ording to K TA a con~i derabl e volum of rrood 

~p ially crat't:s ) l. xport .d I 1 hou nt ring 

uft"i 1 • l r cor·d ~. uu~in·~sm () ( () ll ( al ::O.Ll( h por s . 

in I d r· 0 'np a at on. 
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\ H \ P l' F R .'"-' l X 

CONCl US LONS 1\ D RECOMfvlEND ;\T ION S 

6.L: Con('ltL'i -------

On th ,· Lr ngth of the tindings ot t his study 

il can be concluded thaL the Kenya Export Year 

progt•am was quite successtul in attrar· ting 

public attenLion. However the program was more 

successtul with the businessmen, all ot whom 

were aware ot the program, than with other publics, 

some of whom were not. 

The respondents in the sample ot other 

publics who were aware or not aware ot the 

Export Year do not show any statistical difference 

in media scores. It is, theretore, unlikely that 

media habits could explain why some respondents 

were not aware ot the program. IL seems logical 

to ~uggest that elective exposure may explain 

why some respondents were not awar·e ot; h _ K nya 

E por Year proaram. S lee i\'e exposur may 

ha\' opera ed for many re a.s ons wh i('h \"<'t t 110 

ll i a c->d in hi s udy. 

'<1' ... 



'v\ u s t o t' L h e I' <' -.; p o 11 d t' n l ~ a I ;-, u i 11 d i < a L e d m o d c r a L 

.qt;'tccts towards '.·pnr·t i ng. l'his shuwcd lhal. the 

< · o g n i l i v c· c t' f t • c t 1 a s i 111 p o 1' l, ; 111 t i n L I H' d e v e L o p rn c n l: 

ut. t~ft.t•c·t . l!o1~f"\'t' t', l he· d<•v e Lopm<-! llL ot these at teet:-=; 

#f.t:"cct could not b explained by 

n L i.near r la ion hip. l'he Lack of a Linear relationship 

could also be concluded tor the development t>t conations 

from aftects. 

\\'ith regard to developing a more export or·ient d 

manufacturing industry, the program had a moderate 

rather than a high effect. Most ot the tirms represent, d 

in this study had moderate export orientation. Only 20% 

and 16.7% had low and high export ori ntation respectively. 

It was difficult to evaluate the ~ttect o¥ th 

program with respect to increasing the numb r ot highly 

export oriented firms. Before th . progr·am it was 

possible to state that these firms wer les - than 

tifty percent of the population. Ihc findings or. 

thi tudy showed aft r th program hey wer 

..., ill L , s · har1 fifty per en ot: h populat tun. 

''i t hou .1 mor· pr'P< 1 :-.1 ba~ i t 'o r · < ompar•t ;-,()n tould 

n b oncludcd hcl l d ll' did 
' 

I 

IH n r h numb ( t h 

• 
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Bc•t'IJT'<" t ht! fH'u!.!,J'.tnr t ht il\v<li't'Jl('~--; ot' mc,.;;t bu-, i.n ess mcn 

on Lhc· import.arw • ,,f p<tt k <tging, rn·uduct <.juality and 

agc11Ls in pt·llt•tt ·;tt in" toJ·nign lll.trl<ets had been 

d c ..... (" J' i b (' d d ,.., p ll (.l ) • I ht· pl·ngJ•am did nut seem l.o have 

i mpro\'t• d l hi...., itu.tlion. ~lost ot' Lhe bus ·inessmen 

inLPr'\ i hed -.till ,..,howrd poor awarene ss of these tacLors. 

rhe program had an appreciabl~ etfecL in improving 

gu\ernment etficiency in export policy and documentatjon. 

rhe efficiency wa~ described by most of the businessmen 

(77%) as fair. This was an improvement from the 

situation before the program when it had been said 

that most businessmen complained of poor government 

efficiency in the two areas. 

From the responses of the businessmen interviewed 

it can be concluded that the program increased the 

exports of only a f w firms. The proportion of 

firm in this study which had their exports 

in . reased by th prouram was twenty s ven p rc n 

How ver 1. should be not d tha mo bu ·inessm n 

may not h v b n awar what cont. ri bu d to t h e 

in h •ir· e por· 

rh I' pt i al r.l Jl l is h ow d h;1 th pr· r.tm 

h d ' 10 tmm di tt v r - 1J It 

l h p d 

1 d d l I t 

' 



t: h c et:'t'ecL on ('XJ.>()rt c · ;~t · ni ng-.. fttrt h< · r· b e ('ausc l: h e 

program wa s si L 'Ill a-.. l () ! hl: spcci t:'i< increases 

t'o IH a<'hi<'v(•d. 

lt wa ::; noLed 

Ul allrac ing the attention •;f bu-.ine.ssmen than of 

ot her publi cs . Furthermore t her·e 1vas no c;tatist i cal 

ditterence in media characteri.,;Li<..;; between other 

publics who were aware and those not aware ot t he 

program. It is theretore recommended that tur t h er 

study be done to det ermine why Lhe program succeeded 

less with other public~. 

Host busine s..;;men had poor awarene~s of. tac tors 

that attect s ucces s ot penetrating toreign market s, 

that is, pa c kaging and product quality re trictions 

and agents. Thi s situation ~hould be improved 

t hrough ' ubsequent export promotion. 

f t; ~ s a 1 S 0 imp 0 r t •ll1 l I 0 f I tr' t. h · T' l m p r 0 V e 

..,.overnm ni . 

poli ·y. 

. p r· 

h 

'l 'h'i 

m h 

r 

fticiency in xpor d o cum n a ion and 

i n impor•t ant f o r- Ln pr·omo i ng 

t"1ndin~ w a (Of\ lud d hat l.tl ,. 1 · 

h.cl n n 

) til 

h ' 

h II d I> 



1 L c.; h (l, t I d 1> t ' L v \v v d w i t. h uLmus L 

seJ•iutt . llt'-,-., .111cl l . h< ~ b"sl planning devoLed to 

Rul<',., of humb and intuition should be 

appliGd It•:,::-. in favour of more careful analysis. 

Planning should start with a clear definition 

of the ta·k 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 sL.rength 

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 r sult 

to s t out method 

Even mor import an 

through which he resul 

is 

would be mea:o.ur d for wi thou knowl dg of. i s r sults 

on . ould n 'eJ b' abl' o .ius i y port" 

pr·omo ion. 

l'k nrlin 

l 

r h 

p nding or· promotion would be 

n r h ~ ak 

mp r n 

rm·n 

of i 

' d ll . h 

P r 



prumot ion su a:-. o · o 111 • up w i L h L h c be.::; L mot i -

vaLion plan:-. for a h group. That way be-eler 

r ·ul ~ an b achieved. 

All in all, it should be realised LhaL 

government export promotion is essentially 

a communication process. There are cerlain basics 

which govern this process which if not met 

would mean little success 

export promotion. It is theref:'ore recorrnr1ended 

that the conceptual framework given in this 

s~udy 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 errect. 



.\I' PEND_!_ X 

QUESTIONNAI RE 

PART A 

Please indic ~ te your n w r by a tick ( -1 ) in the appropriate 
space . 

Which one of the following statements best describes the 
export behaviour of your firm? 

(a) The firm seeks exports orders only ~hen 
domestic sales fall below a certai n level 

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

(c) None of the above 

please specify -------------------------------

0 

D 

D 
2 . Which of the following sources of export market information 

are utilised by your firm? 

(a) Kenya Export Trade Authority(KETA) 

(b) Other government offices 

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

(d) ~ubli~ations available from 
the United Nations Agencies 

(e) Embassies 

{f) Oth r 

Sp cify ------------------------------------

D 
0 

D 

D 

D 

D 
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3. Which i s thf most important method o' identifying 

export market opportunities for your firm? 

\a) Pl nned mArk t res arch 

(b ) Enquiri es from importers 

(c) Other 

Specify ---------------------------------

D 

D 

D , 

4. Would you regard Telex Keta as one of your firms' sour ces of 

infor~ation about prospec tive importers. 

Yes 

D 
No 

D 
5. Has anybody in your f irm gon e on a business trip abroad be tween 

198~ and 1986 both years inclusive~ 

Yes D 
No 

D 
6 . Hm·; i::1portant wou ld you say are th e follow i ng·) 

extr~mely s lightly not 
important important important important important 

(a) Agents in condu­
t ir.g :;,arket 
r esear ch in the 
for'eign mar-ket 
c'or you:' f lr ' i/1 

(b) Agen:;~ i n 

~s:;a. l ishir1g 
cistt'ibJtio:-• 

1~~~t~ .. ·ar:·:s ir1 
: :Jrei r~- "T nrJ·~:? t( 

; .. or ,_; .t!"' : 1 ·"'m. 

( 5) I 4) (3) ( 2) ( 1) 



(c) Agents in maint­
aining distribu­
tion networks 
in foreign 
markets for 
your firm. 

(d) The scale ot 
business in 
attracting 
a good agent 

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

99 

extremely very slightly 

;_r..p()rtant important important important 

(5) l4) (3) (2; 

not 

important 

I'\ 
-I 

7 . How would you ra~e go•ern~ent's performance in the following areas at pres~nt? 

.J ~x2-::llent 

(a) Process ing expo~t 
compensati0n 

(b) Processing expo~~ 
:orm"' 

(c) R~ducin ~h ~- Jnt 

(d) 

o p p r ~Jrk i~ •ol ·ed 
in exporting 

t 5i 

1er'.i 
Good Good Fair ?oo: 
( 4) ( 3) ( 2) 1 I 



J' l f• , , ., 1 i 11 d i 1 .1 r c· \ <, 1 : r · 1 11 .... " ' r· h' 'I 1 1 ( k I ' ) I :I t l1 I . ;I i> I) J ' '·) p 1' i '<1 ,, 

...:p;·11 ,. tiHI < ·o~ r·t · f·'llil' t' ,It,,,, ht• j 11 ..._ t 1 ' II (' I \ 11 I I .., I 11 }) T ;)( · \( ' ' ( -. . 

.. !\ (! Jl \ .'l 

) ('..; 

Nn I . ( p J. e ase go t c, part: D ) 
,_ 

l) . d i d y n u r t' i r· m go i n t o e x p o r t i n @' -: 

lill earlier· than 19'"'4 

ibl In 1984 . I , __ I f' l e a s e .2Jl L n (II t e .-. t i o r 1 1 ? l 

After 19 -1. 

~ --- ! 

10. Did the export ,-o]ume of· your f"irm sho" nn,- incr·e;.,.;;c, 1.n 

Jtl3-t. or 1985 o,·er the 1983 leY el-:' 

Yes 

No 

e_-__ 1 

0 (Plea!"e 12:o to question 121 

11. How much of the increase would you attribute to the 
"' Kenya Export YPar 11 acFivitie-; -:' 

a l al t of the increase C_l 
( h l mo::-.t. of the increase r 

( ( l some or t.h i ncrea·:-. I 
I 

-
I cl I n IH' of t h lll rPase t ~I 

1 :? . Otl I' f · r·m :r 1 1}\ >1 v d 1 n .lrl 1 \ l ot h . 
I· · po r·t c.II' "' 
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PART C 

Please indicate your answer by a tick \ V ) in the appJ'Opriate space and 
carefully follo·w th~ j 11struction<-S i 1 brackets. 

13. How important would 
the following,' 

(a) Expanding the mal~ 

for Kenyan pro bet 

(b) Stimulating the 
growth of' Ken_} an 
industries 

(c) Increasing the 
wealth of Kenya 
as a nation 

(d) Stimulating the 
effort to inprove 
quality of local 
products 

(e) Impro·i~g ~he 

standard of 
li :ing c•: 1.::=::1yans 

(f) Earni:1g ~.e:--!ya 

:·oreig:; ex :hange 

(g) 3ti~ llatina 
d~:el8pr:1-'ll': o: 

you say i~ the 

vtr IT1e ly 

i "lj)Ol't nt 

\ ) 

role of xporting in respect to 

v ry slightly 

important important important 

( 4) \3) (2) 

not 

important 

( 1) 

1 . . ,:.-per~ i·J·': t·~:.. '1ignest priority in t .. s dw1elopment pla:1 o: Y.e:-:::a. 

(a D 
( ~J \ r D 

)J' i 0 

D 
I ---
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15. How important would you Fay were the Kenya Export Year act i vities in bu i lding 
your awareness/knowle ge on the role oi exporting? 

(a) Extremel y important 

(b) Very important 

(c) 1 mportnnt 

(d) slightly irnp rt. nt 

(e) Not important 

PART D 

D 
[] 
D 
{~ 

0 

Pl ease indi cat e your answer by a tick ( V ) i n the a ppropriate s pace . 

16. D~d you a ttend t he 1984 and/or 1985 Nairobi International Show? 

Yes 

No 

17 . How often do you: 

la) Read the daily 
ne'·Jspapers? 

b) Listen to the 
r die? 

::ch .. h"' r ' 

18. Ho ·· o, to::r 

( ;• l J I ( 

( b 1 '111 

( ( 1 1,tn 

II 

Daily 1ost days a few days once 
in the week in the week a week 

I i ion-.. I_ 
clition-.. r: 

ell lOll c 
It t 1 « n 

JP d dl 

i 

D 
D 

1 es s -:r, an 
once a ·~:e-:::k 
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PPENDJX B 

QUESTIONNAIRE FOR THE PUBLIC 

PAHT A 

Pl e-1se indicate your 111. wer by tick ( V ) in th appropriate space 
and obsor''~ th, in truction in brackets car efull.) . 

1 . Ha·1e you he. rd of or read about the "Kenya Export Year" ? 

Yes D 

~0 c=J (Please go to par t B ) 

2 . How important would you say is the role of exporting wi. t h r es pect 
to the follow ing? 

extremely very slightly not at all 
important important important important important 

(a) Expanding 
the market 
for Kenyan 
pro::iucts 

{b) Sti11ula ting 
the gr·:)· . ..: th 
o: Kenyan 
industries 

(c) ncreasing 
th~ ·.,·~3.1 th 
oot ~: ny 
::.15 - nation 

a Sti1c~lating 

th--: o·~ 0 t 
to i~pro1e 

ali ty of 
~OC 1 
pro c't. 

( 5) ( 4) (3) ( 2) ( 1) 
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3. Exports should be ~iven th highest priority in the development plan 

of Kenfa. 

(a) 

(b) 

(c) 

(d) 

(e) 

stron~ly agree 

agree 

ne i tll r n••re nur di. 

discgre 

strongly disagree 

r . 

D 

D 

0 
D 

4. How important would you say were the Kenya Export Year activities 

in building your awaren~ss/knowledge on the role of exporting? 

(a) extremely important D 
( b I Yery important D 
( c ) import ani. D 
(d) .... 1 i gh t J ~~ i mpo r·t a n"L D 
(e) :1ot a: all important D 

Pll.R1 B 

5. Did yo• at~end the 1984 and/or 1985 Nairobi Tnternational Show? 

D 
D 



lOS 

6. How often do you: 

Daily Mo· t I, y a f ew day s )nee 

in the -..1eek in the week a week 

(a) Read the 
daily 
newspapers? 

(b) listen to 
the radio? 

(c) watch the 
TV? 

7. How often do you read the Weekly Review? 

(a) All editions 

(b) Most editions 

( r I ~1an :v editions 

f d) fe,, editions 

( p, dnn!t T' f';:! d at all 

D 
D 
LJ 
- , 

I ..__ 

o.: coope r ation . 

vF NAIR;B1 

less than 

on¢e a week 

- ,-
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APPE 11HX C 

t-1anu r ar tux·ed Exports -------------------------- ------------L-~--~ 

!Jefinition of 

l'N clll( N< 1' \D t' omn11 nci two dcf>ini tions For 

manuf>actur•t d 1 por·t ...,, lh c' d · f i 11 i t 1 on s in v o 1 v e r 1 ass if> yin g 

industrial [)1'!1d\ll t S j lit 0 rue a I A and 
I 
I 

B. The t\vO 

classiricat iun,.. ltwlude fouri v <-even! and:thirteen produrts 

resp ctivcl~ identit"ied bv the l7nitep Nations Revised 
I 

tardard International Trading Classif>iaation, SITC( Revl, 

codes. 

Total A is referred to as ''manufactured product s 11 and 

Total B as n semi man uf act ured pro duets 1' • However the UN 

(15 and 171 and LCT\D (201 did not use these definitions 

for se,·er'al rea"ion~. Fir~t adoption of these definitions 

is beset b~ imohed statistical work and lark of detailed 

data(or mis::;1ng ....,lTC rode....,l ;:;;e1 ondl, deflation of current 

v a lu c i s r e qui. r• e d for rot a l .:\ hut t hi ...., be c om s imp o s s i h 1 

becauo-.e ot' ttna,ailabilit...y of "Ghe nece . s:-~r' pric e indices. 

(" 0 11 -... ( q I H"' 11 l 1 t h c l' ' ( I S ;1 ll d l 7 I .111 cl l ' ~ ( l ' \ D ( :? 0 I u ,:; c cl 

.::I J'( RP\ I 0 and " I I ( ( R ('' I c n cl <' s ) () ... minu,..; 

I) 1'1 pr•( 1 •I\. 

l h ( J . ll d ,-) PI ( \ d<>f i I it i ()JI t I • t is I 1 < ( Rt , 

< ( I I <1 ) pt • I 1 1 Itt I II cl i nq I () II < 

I he r odu p I 01 II( } I d i 1 n 

II 



SITC Cod<> 

5 

6 

7 

1 J7 

t ' tH'lll i c a l s and r·eJ a led products N. E. S 

~1anuF;~ctured g-oods C'1assiried c hi e f"lv 

b' m <1 t c• r· i a 1 $ . . ' 

~ar hinery and transport eq uipm e nt 

I 

'1i sr ell aneous man uf" actured articles. 

NB: This appendix is based on V .' Prakash: 

Measuring Industrial Exports: A Comparative Study 

or Variations Arising rrom Dirrerences or DeFinition. 

T h e ~· or 1 d B <J. n k . Febrttary 1976, Bank St a t 'f" 

') ') -
L - ") • 

) 
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·\PPENDl D 

DcLerml.naCion of :-,amp It' i 'l.< . t.'or e-.,l i mating proportion 
~~~~~~~~~~-~-------

of highly 1: i t ' ltl ..... 

h • I i t .eral ure rrJ\ iew that one of 

I 

Lh ob.i ('<' t i' e .· ot t h< Kt•n a Export \ear ~as to develop 
I 

an export oricnt~d manufa<.:tur~ng ·ecLor by changing 
I 

Lhe proportion of highly export or·1ented firlns from 
I 

' 

"t' ew" to ''many". t'nt erpret ing '' t' ew" Lo mean .Less than 

so%, the author wanted to test whether the manufacturing 

sector could be said to have 50% or more highly export 

oriented firms. The formular for determining 

--;ample .si'l.e tor estimating a population proportion 

i . .., given by !3uycl el a.L a:-;: 

n pq 2 

<=P) wh re p i~ the hypothesised percentag 

q 1-.. equal to IUO-p, 

( .S P ) 
2 

i ..., t h (· m a . i_ mum a 11 o \-'a b 1 error . 

lh·· authut \dllt<d tu..., a<' hith ll~ % confidt>ll< ' t' 

I ht~l h t' -...uup L 

cl( tll.tl lllll\ ('1''>1 pc l'l <"ll a~c: 

I h c • r t 1 ( r <J • 

2 p 

p I ( 

p ... J 
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However, thi s sampl<' s i?.< n eded to b e ad .iusted 

a.:-:; i. L was nw 1' { L hat\ ~ " o t.' t, h u n j v e r ' s P o t 3 2 5 f. i ems . 

\d.i us ling, 

= 
25 

( 1 + 5) 

32 5 

2.3 

~8: The calculation of the sample si?.e is based on 

H a r per \\' . Boyd ; . J r . e t a 1 : Marketing Research 

..j.th Ed, Homewood; III., Irwin, 1977. pp.J21-324. 

" 
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APPEND! . b 

J n urd<•J' l o appl . 1 ill r'<' gr·es s ion to the primary 

data 111 l hi..., sLudy it wa~ nece::-;.~ary to test for 1 inear 

relationship. J~ the foll owi ng description , r
2 

refer::> to co t'ti
1
c ient ot det e rmination and r refers 

to correlation coet~icient. 

( i ) Businessmen 

(a) Taking cognitive scores as (X I and affect scores 

II · I . 

as (Yl, the regression equation is: 

y 4.1172 + O.OS134X 

2 
r o.o14218o 

r O.lt92 

fhc t, statistic is calc ulat e d nsing the t'ormular: 

t 
,....--

r V n-2 

l- r 2 
hh f' r C' n sa mpl e :-:;iz.e 

I' n I t,here i" no 1 irH'<ll' relat.i u n"lhip bet,~een .\ and \) 

P 1 t J I f h ' r 1 -. a l i llt! a r 1 • P J <ll i on ..... h i p I 

[), "J't•• ..., ot f1· ·Pdom ll- 2 

I ht I' I • ion poin 

- . () • nd 

2 
- 0·9S 
t,ht•t't t )J l 

I 4 

• t n · ' d I 11 1 n t' 't o u ..... i cl , 



1 1 1 

~s 0.6352 is between 

- 2.0484 and t2 .04 84, <l<'C"'pt liO. 

l'hC'refore, Lh<!rc· is 1< l iiH'at• I'P-l at innship between 

\ and 't. 

(b ) l'aking aff<•c·t ,...<'Ot'<'~ 3:-, (X I and export orientation 

"<'OI'<'s ;as ( 1 ) , t ht regres!-:>ion equa-tion ~s: 

y 11. 91" + 0.19 97X 

2 
r 0. 2 

r = 0 . 142 

IIO: p 0 

H 1 : p J 0 

"(; o . os 
'{!_o - 2 

l 0.1.+2 
1 - 0.02 

0./SY 

\ ( 2 d <' g r e (-' s of treed om ) t he L \ ' a lu < • 1 ~ 2 . 0-1-

'"' i n < 1 • 0 . 7 ') q 1 ~ b e t "' 1! " n - 2 . 0 4 ' a n d + 2 . U 4 J • a c c <' p t II u . 

<Ill d ) . 

I 1 1 ) () t~ h c r• p 11 b 1 i < • 

laki1n o•ni lUlls .t I.) and ,d'te• t-., as\. Lh,. l't "I •·-.,-...iun 

II" 1.011 

.. 
I • 
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HO: p 0 

H
1

: P .::/.- 0 

~ 0. 0) 

degr ees ot tr'(' ·dom .'U. t:.hat i:,.,, (32- 2). 

The L value at !':>igniticance level 0.05 and 

30 d egrees ot freedom is 2 . 0423 

Since 1. 73 is between -2 . 0~23 and +2. 0423, accept HO. 

Therefor·e, there is no 1 inear relationship between 

X and Y. 

T h e abo v e test s a r e bas e d on \''a y n e h' . Dan i e l and J ames 

C. Terrell: Business Statistics . Atlanta, Houghton 

Mittlin, 1975. pp. 251-255-
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APPENDIX F 

The following i c; a t t•,.;l <.ll llw eli ffer· nc s in media 

habi Ls and ,_,how all <'tl(l.ttl< ,. ot' nt h<'r publi . s aware 

and Lhosc nul c~ware of Lh< K nya Export.. Year program. 

I 

I 

(i ) ·M~dia chat·act risti( .-.; 

\ 

HO: 

u - u 
1 2 

""' o.os 

= O(there i& no difference between t h 
I 

t wo groups 

i O(there is a difference between the t wo groupsl 

z = 1.06 

The Z statistic 1s given by 

Z CX
1 

- X
2

) - 0 where x
1 

- mean ~core uf one group 

i 

/ .... 

I I 6~ T v-
n 1 

(j 2 
2 

2.7,1- 2.6 

~ ') 

\) ~--
0 

t .., 

O .l\l2 ) 

t ' I t I) 

mean :-:> ore of lhe other group 

st,andat~d deYiation uf one g 
group 

standard de,iaLiun of Lh 
other gr·oup 

n
1 

=- ,_,i?.e of one group 

...., i 7. e o f t, h e n t h l' r· ,ey u u p 

1. (/l <tid -l. )h. 

cl l ' P If ) • 

I t r t 

h 

r11 dt tf l<JH< til ntdtJ <h. t r.t• 

I IIIIJ> 

r • 1 ) ( 
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• 

( i i) Show attenda11c ' 

L' h f' d i S (, l' i }) II ( I 0 II t' T' < q Ill~ 11 c t' c>J ' show .tl . t. e ndance 

a ' a_r_· __ o_t_.-__..p_r_·_o_.g"'-r_·_a_m Not aware 

ai..t ended 

did not. attend 

Total 

2() 

10 

30 

11 

9 

20 

Total 
--~-

1 

Jl 
19 

I 

50 

the Z - statistic for propor tions lS given by the formula 

z = p - p 
1 2 

- 0 

I -J r~_P) P(1-PI 

where P =proportion poss essing a partirular characterist-ic 

tor· both groups. 

= proportion pos-;e~sing hu.l chara< t e rj -.;t ic for on 

P p r• o p o r t. i o n p u .s s e ::-. s i n g t h a t ' h a r a (' t f • r i. .., t 1 c t' o r 
2 

the ::-.Ctond group. 

n
1 

-.,l~P nf <JJH! gr<)Up 

iz.<' o f 

tsi ng ">hO\ .lt t e nd:uw<~ . 

l 1 ~ 1 U.n _ 

0 -t 2 

I 



HO: p 
1 

p I :j: 

p 
2 

I' 
2 

::>( U.U5 

11 5 

( lhcl' is no d i tf ren · between the two groups) 

( l ht J't i :-; a d i ft •rt•nce belween the two gro11po::; l 

the 7 'alue a 0.05 signifi ance level is 1.96. 

since 0. "5o is between -1.96 and +1.96, accepl HO. 

Therefore, there is no difference between the two 

groups with respect to show attandance. 

NB: The tests above are based on Kayne K. Daniel 

and James C . Terrrell: Business Statistics 

\tlanla , Houghton Mifflin, 1975. pp. 177-179. 
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117 Appendix H 
t.;raph on export earnings: Manufactured exports. 
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