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ABSTRACT

This study aimed to determine the effect of public policy marketing practices on
performance of poverty reduction projects in the agricultural sector in central Kenya.
Specifically the study sought to: determine the influence of public policy marketing
practices on the performance of poverty reduction projects in the agricultural sector in
central Kenya; assess the influence of managerial qualities of project staffs on the
relationship between public policy marketing practices and performance of poverty
reduction projects; investigate the influence of demographic characteristics of project target
beneficiaries on the relationship between public policy marketing practices and
performance of poverty reduction projects; evaluate the joint influence of public policy
marketing practices, managerial qualities of project staffs and demographic characteristics
of project target beneficiaries on performance of poverty reduction projects. The study was
anchored on the broad theory of social marketing. Other relevant theories included
adoption and diffusion of innovations, and public policy formation and marketing. The
study aligned itself with the positivist paradigm and adopted a descriptive cross-sectional
research design. Four hypotheses were developed and variables measured empirically using
quantitative methods while statistical software SPSS was used for the analysis. The study
population comprised all the poverty reduction projects in the agricultural sector in central
Kenya. The unit of analysis was the individual Project. Performance Index (PPI) and other
Project performance issues, as identified by the project staffs, were used as the performance
indicators. The primary data were collected from the field using a semi-structured
questionnaire while secondary data were collected from project documents and other
Government publications. The study concluded that the overall public policy marketing
practices have a positive effect on the performance of poverty reduction projects in the
agricultural sector in central Kenya. However it is important for implementers to carefully
price the products and services as high prices were found to have a negative impact on
performance of projects. The staffs who manage the projects were found to positively
influence the performance but technical and managerial skills with sufficient experience
was necessary. Participative style of management in line with the Kenya Constitution 2010
and support from policy makers was found to have positive outcomes. Youthful Male
target beneficiaries between 18 and 30 years with up to primary education and earning less
than 25,000 Kenya shillings per month were found to be the key drivers of poverty
projects. This suggests that implementers of projects should focus on the male youth who
do not go beyond primary education. This appears to contradict a common perception that
poverty projects are mainly driven by rural women. Because managerial qualities of project
staffs and demographic characteristics of target beneficiaries were found to jointly have a
significant moderating influence on the performance of projects, it is important that
implementers consider these aspects jointly rather than separately as this would improve
performance of projects in the agricultural sector. The study recommends further research
first to investigate the influence of public policy marketing on performance of other projects in
other sectors including health, tourism and education. Research in Arid and Semi-Arid Lands
may give other perspectives not captured in this study. Second, effect of public policy
marketing practices carried out by Government agencies in free primary education, health care,
and free laptops to primary schools presents a good opportunity to do more research. Third, the
inclusion of other variables in the conceptual framework such as beneficiaries’ perspective
should be carried out. In addition, research on a social experiment might give an insight into
marketing of policies. Fourth, although some authors proposes 8Ps (Product, Price, Place,
Promotion, Publics, Partnerships, Policy Environment, and Purse Strings) of social marketing,
this study found that only 3Ps (Price, Place, Promotion) appears necessary in the case of
poverty reduction projects. Further work in this area may help resolve this issue.

XVi



CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

The primary role of any elected Government all over the world is to look after the welfare
of its citizens. In particular, citizens will elect a Government into power if they perceive
such a Government will significantly improve their quality of life in general and their level
of income in particular. In developing countries and particularly in Africa, the goal of
poverty reduction is one of the principal reasons why Governments are elected. In fighting
poverty, Governments often seek financial help from the United Nations institutions such
as the World Bank, and the International Monetary Fund (IMF). Bilateral institutions such
as United States Agency for International Development (USAID), the Department for
International Development (DFID) of United Kingdom and Danish International
Development Agency (DANIDA) among many other institutions have also extended a
financial helping hand. Unfortunately, such “Aid” which comes with conditionality often
leaves a country worse off than it originally began. One of the reasons for this unfortunate
scenario is absence of good poverty reduction policies. Where satisfactory policies exist,
the implementation of these policies is often weak resulting in poor outcomes hence
poverty persists. The implementation of poverty reduction policies may be associated with

Public policy marketing practices.

A public policy is a specific solution product proposed to solve identified social problems
(Nancy &Kaotler, 2011). Public policy marketing practices fall under the general theory of
social marketing. Social marketing is defined as a process that applies marketing principles
and techniques to create, communicate, and deliver value in order to influence target
audience behaviour that benefit society (public health, safety, the environment, and
communities), as well as the target audience(Nancy & Kotler, 2011). According to Nancy
and Kotler (2011), a public policy, whether economic or fiscal, may be considered to be a
specific recommendation, prescription or a course of action and therefore a solution
product proposed to solve identified social problems which can be marketed using the
principles of social marketing. A project is defined as a temporary endeavour undertaken so
as to create a unique product or service. A Project is more likely to succeed if staffs possess

managerial qualities such as strong technical, marketing and management skills and believe



in participative style of management (Thieme et al, 2003). When marketing either a
commercial or a social product such as a public policy, it is better to target the often-elusive
consumer category known as early beneficiaries (Gerard, 2014).Understanding managerial
qualities of project staffs and demographic characteristics of target beneficiaries is

important for project success.

The study was anchored on the broad theory of social marketing. The International Social
Marketing Association (ISMA), European Social Marketing Association(ESMA), and the
Australian Association of Social Marketing(AASM) have endorsed a Consensus Definition
of Social Marketing(CDSM)(2014). According to CDSM(2014), social marketing seeks to
develop and integrate marketing concepts with other approaches to influence behaviours
that benefit individuals and communities for the greater social good. According to
Weinreich(2010), the key elements of social marketing theory are the 8Ps namely; Product, Price,
Place, Promotion, Publics, Partnerships, Policy Environment, and Purse Strings. Other relevant
theories that guided the current study are the Adoption and Diffusion of Innovations theory
and Public policy formulation theory. On the theory of Adoption and Diffusion of
Innovations and Rogers (2003) asserts that a population of target beneficiaries may have
five different segments. These are innovators, early beneficiaries, early majorities, late
majorities and laggards. Each category has demographics and attitude towards a particular
innovation. For most innovations especially on poverty reduction projects early
beneficiaries (13.5% of the population), tend to move innovations forward. Early
beneficiaries have demographic characteristics, which include finding out how a new
innovation meets their demographic needs or solves a problem. They also tend to be risk-
takers and sets the trend (Robinson, 2009). The theory of public policy follows the process
of identification of the problem, policy formulation, analysis, implementation and finally
the monitoring and evaluation of the impact (Buurma, 2001).

A Project will succeed based on benefits target beneficiaries perceive they will derived
from adopting the project, ease of use, facilitating conditions, (or supporting infrastructure),
and the perceived social value (Thieme et al, 2003). Participative style, bringing together
policymakers, implementers, civil society, local communities and other stakeholders, is
beneficial to development (Mitullah, 2005).The Kenya Constitution 2010, requires all

Government programmes to have public participation.


http://www.ideacouture.com/blog/author/mgerard/
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http://europeansocialmarketing.weebly.com/
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http://en.wikipedia.org/wiki/Common_good

Discussions and documentation of fighting poverty have been common in Kenya. In 1965,
the Government of Kenya (GoK) came up with a policy articulated in Sessional Paper
number 10, which identified poverty, disease and illiteracy as the key challenges to
development. Key strategies focusing on these challenges are articulated in several public
policy documents. Kenya has a well-established international reputation for preparing high
quality policy documents (Ryan, 2002).Good projects and programmes have been designed
to implement the poverty reduction policy but marketing of these projects has been a
challenge (Gitu, 2001; Ryan, 2002). Researchers, including Kenya Institute of Public
Policy Research and Analysis KIPPRA (2013) have shown that in spite of the considerable
amount of resources put into fighting poverty, the problem persists. The motivation for this
study was the quest by the current researcher, to understand and explain why in spite of all
the effort by GoK over the past fifty years, the World Bank and other development

partners, poverty persists and in some cases, appears to increase.

1.1.1 Public Policy Marketing Practices

Public policy marketing practices, according to Buurma (2001), is the sum total of planning
and executing processes to cause marketing exchanges with social impact. Since a public
policy is a specific solution product proposed to solve an identified social problem, it can
therefore be marketed using social marketing principles (Nancy &Kaotler, 2011). According
to the authors, customer-oriented governments use social marketing to sell their policy
products to beneficiaries. The concept of public policy marketing practices, according to
the authors, allows governments to sell their policies. Thus Public Policy Marketing
Practices is likely to improve implementation of policies to citizens (Kotler & Lee, 2009).

Because public policy, in most cases introduces ideas and innovations that are perceived to
be new to targeted beneficiaries, diffusion of innovation (DOI) theory (Rogers, 2003) is a
useful model to explain user adoption of new technologies introduced by a public policy.
Rogers (2003) says that diffusion takes place at the level of social systems. It is defined as
a process where an innovation is communicated through certain channels over time among
the members of society. It is the way the innovation is spread. Adoption, unlike diffusion,
takes place at individual level (Rogers, 2003). Adoption theory explains the way a
population or target beneficiaries acquire an innovation or changes behaviour. Poverty
reduction policy targets the poor. Marketers of new poverty reduction innovations



introduced by a public policy are more likely to succeed if they target early beneficiaries
(Gerard, 2014).

1.1.2 Managerial Qualities of Project Staffs

Project staffs refer to project managers (or coordinators) directly involved in implementing
the project. Managerial quality of project staffs refers to the ability and capacity of project
staffs to use the resources available to achieve the objectives of a project on time and
within the agreed cost structure. Project staffs of poverty reduction projects, which possess
strong technical, marketing, and management skills are more likely to succeed in getting
the projects adopted (Thieme et al, 2003).Participative style of management and support
from senior policy makers increase chances of success. Availability of adequate resources
to implement the project and frequency of visits by project staffs are factors that increase
the probability of adoption. Exemplary organizational skills are necessary for good project
staffs. They are charged with managing several tasks simultaneously, organizing and
managing other workers. They maintain project budgets, develop work plans and ensure
they operate within a budget constrain. They also ensure they meet milestones and
deadlines, address and handle issues and setbacks, and meet client needs (Larsen, 2011).
According to Larsen (2011), a competent project staff is a good communicator, a master

negotiator, listens to the workers and the clients.

Effective project staffs, according to Baker (2010), command respect naturally, sets
priorities and is flexible. Project priorities are set, observed, and re-evaluated frequently.
Such staffs are sensitive to the needs of stakeholders and are good communicators. Larsen
(2011) argues that effective project staffs take charge and can make unpopular decisions.
They protect their workers whenever necessary, and focus on meeting their clients’ needs.
Therefore, poverty reduction projects that are run by staffs with most of the above qualities

have a much higher chance of succeeding.

1.1.3 Demographic Characteristics of Target Beneficiaries

Demographic characteristics of target beneficiaries refer to the age, gender, level of
education and income associated with a particular target adopter. These characteristics are
important factors influencing adoption of poverty reduction policy by target beneficiaries
(Adeoti, 2009).
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The age of a target beneficiary is important in the success of a project. Some projects are
better suited to the younger population than others are. The gender is another important
factor as women are said to better implement some projects than men. According to the
author, the level of education is also an important factor to consider. If a project requires a
certain level of education for the beneficiaries to understand it, then it would have a lesser
chance of success with beneficiaries of a lesser education level. On the other hand the level
of income of target beneficiaries required by a project is also an important factor. If for
example a project requires cost sharing for its services and/or products, those with lower

incomes many not have the capacity to adopt the project.

Rogers (2003) posits that, beneficiaries who adopt innovations early, form 13.5 percent of
the population and are well-known opinion leaders who spread new ideas to others. Project
early beneficiaries tend to find out how a new idea or product can meet their demographic
needs (Robinson, 2009). Adesope et al (2012) argues that these early project adopters are
willing to invest money to acquire the new innovations brought by the project. If they see
no immediate demographic benefit, the adoption level will be low. Hence, project staffs
should focus on the early beneficiaries to maximize on the possibility of project adoption
(Hamblin, 2014).

1.1.4 Performance of Poverty Reduction Projects

Performance of Poverty Reduction Projects refers to the extent to which a given project has
achieved its stated objectives. A good project should have a prioritized list of objectives
with well-defined benchmarks and timelines. According to Greene (1990), a public policy
is a latent variable. Latent variables are intangibles that cannot be measured directly except
through proxy variables. To implement the poverty reduction policy, programmes and
projects are designed and implemented which then act as proxies of policy adoption and
implementation. The success or failure of a given project may be measured using a
performance index (P1) of its stated objectives. The PI indicates the degree of achievement

of the various performance targets set by each project.

Thieme et al (2003) suggests another method of assessing performance of projects and
asserts that a project will succeed or fail based on what beneficiaries perceive as the
benefits derived from adopting the project, ease of use, facilitating conditions (or
supporting infrastructure), and the perceived social value. Gondi (2005) says that,
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programmes and projects for poverty reduction are said to have succeeded if they improve
the lives of their intended beneficiaries. According to Gondi (2005), one way of measuring
performance of projects is to gauge the perception of target beneficiaries on whether they
consider the projects as having reduced their poverty levels, improved their incomes, levels
of education, health status and food security and nutrition. Another way is to assess the
perception of project staffs on what they feel the project has achieved. Pozin (2013) gives
six factors for measuring performance of a project namely; first the schedule-timely
completion; second the scope (or objectives) of what the project needs to achieve within
the time frame; third, a budget which, is often the most important for many projects. In the
end, the project should achieve its objectives strictly within the budget; fourth, staffs
satisfaction is another important factor. The project management staffs should never be
taken for granted; fifth customer/target beneficiaries’ satisfaction. Target beneficiaries may
not be sure of exactly what they want. It is the job of staffs therefore, to identify the needs.
Sixth, the quality of work as the outcome of one project may affect the quality of another
project. It is important therefore, to monitor and evaluate quality and adjust accordingly.

1.1.5 Agricultural Sector Projects in Kenya

Poverty reduction efforts in Kenya date back to the onset of independence in 1963. More
recently, the Kenya Vision 2030, launched in 2008 after successful implementation of the
Economic Recovery Strategy for Employment and Wealth Creation (ERS) 2003-07, is the
country’s long-term blueprint for economic, political and social development. Vision 2030
is anchored on three pillars. The first pillar of economic development, aims to attain and
sustain an economic growth rate of 10% per annum until 2030. It is expected that this will
generate resources to achieve the Sustainability Development Goals (SDGs). The social
pillar comes second and seeks to create just, cohesive and equitable social development in a
clean and secure environment. The third is the political pillar that aims to achieve an issue-

based, people-centered, result-oriented and accountable democratic system.

Agriculture is one of the key sectors identified under Vision 2030 to help deliver the 10%
annual economic growth rate proposed by the economic pillar. Agriculture is important to
Kenya’s economy. It directly contributes 24% of GDP and another 26% indirectly (GoK,
2005). The sector supports manufacturing by supplying raw materials. It generates tax
revenue and foreign exchange that support the rest of the economy. Agriculture sector

provides employment to over 40% of the total population and over 70% of the rural
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population. Vision 2030 calls for a transformation of smallholder agriculture from
subsistence to an innovative, commercially oriented, and modern sector growing at a target
of 7% annually. In response to this challenge, the Ministry of Agriculture, Livestock and
Fisheries (MoOALF) developed the Agricultural Sector Development Strategy 2010-
20(ASDS) from which Agricultural Sector Development Support Programme (ASDSP)
was designed and implemented in 2013.

Based on the ASDSP (2013) and other various Government publications (Economic
surveys, Welfare reports), the majority of Kenya’s population lives in the rural areas
(67.7%), and significantly more women (77.8%) than men are rural dwellers. The country
continues to exhibit strong social differentiation, with exclusion and disadvantage
reflecting stratification by class, ethnic group, gender and region. Kenya’s Gini coefficient,
which measures inequality of expenditure per adult equivalent, declined from 0.417 in
1997 to 0.380 in 2005/06 in rural areas. In urban areas, the coefficient rose from 0.426 in
1997 to 0.447 during the same period. ASDSP (2013) asserts that food security and
adequate nutrition levels have not yet been achieved for most Kenyans. The national food
poverty rate is estimated at 45.8%. There is strong regional variation in levels of food
poverty and malnutrition. ASDSP, a sector-wide programme has the overall aim to support
the implementation of the Agricultural Sector Development Strategy 2010-2020(ASDS).

ASDSP is one of the programmes designed to implement the poverty reduction policy.
Ryan (2002) asserts that Kenya has good poverty reduction policies but implementation has
been lacking. According to Ryan (2002), Kenya has a well established international
reputation for preparing high quality policy documents but has also a reputation for
backtracking on such policies. Many National Development Plans and strategies such as
Economic Recovery Strategy (2004), and Vision 2030, emphasize the need for poverty
alleviation. In spite of these well-intentioned plans, the implementation appears
unsuccessful. The ASDSP has some 147 projects being implemented in all the 47 counties.

This study considered 53 of these projects based in central Kenya.



1.2 Research Problem

A public policy is a latent intangible variable difficult to measure directly (Greene, 1990).
According to Greene (1990), in order to measure the effect of a latent variable, such as
poverty reduction policy, programmes and projects have to be designed and implemented
as proxies of policy adoption and implementation. The literature on this issue, points to
several factors that may influence performance of poverty reduction projects including,
marketing practices, quality of staffs directly involved in managing the projects and
demographic characteristics of the beneficiaries targeted by these projects. The manner in
which these factors influence the performance of projects is based on the theories of social
marketing, policy formation and adoption and diffusion of innovations. Whereas several
suggestions exist regarding the influence of the various factors on performance of projects,
there are still significant knowledge gaps and unanswered questions regarding their

individual roles and interactions.

There is extensive but inconclusive debate on the status of a public policy, its
implementation and whether or not it should be marketed. Nancy and Kotler (2011) argue
that a public policy is an intangible social product which involves a society’s welfare and
should therefore be marketed using the principles of social marketing. Buurma (2001) says
that since the government uses public policy to achieve its developmental goals, it should
be marketed to the intended beneficiaries. The Author argues that marketing of a policy is
different from that of a tangible product since the choice made by the beneficiaries will
have an impact on their welfare. Smith (2000) argues that it is important to sell whether one
is considering a loaf of bread or school choice initiatives. There is need therefore to add

insights in this issue.

On the issue of quality of staffs, the debate ranges with Gondi (2005) asserting that
competent project staffs should internalize the projects they are implementing. Theme et al
(2003) on the other hand argues that competent project staffs needs to have strong
technical, marketing and managerial skills. The role of beneficiaries has also attracted
diverse viewpoints leaving several unanswered questions. Venkatesh et al (2008) says that
gender, age, level of education and level of income are the key important factors when
considering the adoption of poverty reduction projects by the target beneficiaries. Adoption

is an individual process detailing the series of stages a person undergoes from first hearing



about a product to finally adopting it while diffusion is the rate of adoption within a social
system (Rogers, 2003). Although a lot has been written about how a consumer adopts a
tangible product or service, significant knowledge gaps remains about the thought process a
target adopter goes through before deciding whether or not to adopt a proposed

project/programme.

Until fairly recently (about a decade ago), the Government of Kenya (GoK) gave little or
no attention to marketing of its policies. The practice was mainly confined to government
sponsored workshops, seminars and the administrators’ public meetings (barazas). As Ryan
(2002) notes, although Kenya has good policies, marketing to the intended beneficiaries
has been less than satisfactory. In recent times, however, there has been increased
realization that policies and hence projects need to be marketed in order to increase their
level of adoption. Marketing professionals are now increasingly consulted to design
marketing strategies of public policies and projects. The Government of Kenya and
development partners have invested heavily in order to meet the Sustainable Development
Goals (SDG). The Vision 2030 policy blue print identified the agricultural sector as one of
the key drivers of the vision. The blue print envisages a growth of at least 7% per annum in
this sector but as Ryan (2002) argues, the Government of Kenya comes up with good
policies which are not marketed. It was therefore important to investigate the extent to
which policies are not implemented. There appears to be consensus among scholars that the
main hindrance to poverty reduction in Kenya is not lack of policy formulation and
analysis but policy implementation due partly to lack of marketing effort (Gitu, 2001,
Kimenyi, 2002; KIPPRA, 2013). Studies by Government agencies such as KIPPRA (2013),
have shown that the percentage of the poor population in Kenya rose from 46.1 percent in
2006 to 49.8 percent in 2012 and was still rising. This assertion is an observable
phenomenon based on Government’s secondary data. However, the underlying factors
giving rise to these phenomena have not been rigorously studied. There was therefore a
need to carry out an empirical study to shed more insights into this important area of

marketing discipline.

A review of the extant literature revealed few studies that link Public Policy Marketing
practices and performance of poverty reduction projects. The effect of managerial qualities
of staffs and the demographic characteristics of target beneficiaries on the performance of

projects has also not been adequately studied. Rynell (2008) in an empirical study

9



conducted in the United States of America found that poverty is widespread in America.
However, the poor population is not homogenous and that each group has different triggers
to poverty. In another study done in the same country by Thieme et al (2003) tested 20
hypotheses and found that participative style of management and support from policy
makers will influence success of poverty reduction projects. However, the moderating
effect of the managerial qualities of project staffs and demographic characteristics of
beneficiaries were not considered in these studies hence the need for the current study.
Bredgaard and Larsen (2007), in their study conducted in Australia, Holland, and Denmark
to analyze the interconnections between formal policy and operational policies, interviewed
key respondents in the three countries. The study concluded that quasi market models could
not live up to the preconditions for a well functioning market and political expectations.
The study however focused on formal policy but did not link the marketing of the policy
with performance of projects meant to implement the policy. Further, the roles of project

staffs and beneficiaries of such policy were not considered.

Turkyilmaz, et al (2011) in a study of 220 public service employees in Turkey found that
there is a strong relationship between staffs satisfaction and loyalty. However, the study did
not look at the quality of these public service staffs charged with implementing government
policies thus leaving a knowledge gap which the current study sought to narrow. Linna, et
al (2011) in their study of productivity in Finland’s public service found that to develop
public sector productivity, the issue of effectiveness in the public sector's development
efforts need to be considered. The study however had significant limitations in that it did
not consider the role of marketing of policies in the effectiveness of development. Further,
the quality of staffs and demographics of the development recipients was not considered.
Buurma (2001) in a study based in Netherlands asserts that the concept of Public Policy
Marketing practices as a tool to market policies to citizens is expected to improve
implementation of government policies. Managerial qualities of staffs such as strong
technical, marketing, and managerial skills are important for success of projects. However

the study did not consider the role of beneficiaries in the performance of projects.

Irwin (2014), in his study of associations that influence public policy in Tanzania
concluded that attempts to influence policy are not good enough to practitioners. The
author however did not take into account whether the government of Tanzania markets

policy and whether staffs who implement policies are of right quality. Singh et al (2010) in
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a study for implementation of e-governance policy interviewed 918 citizens in Ethiopia,
Fiji and India. The authors concluded that e-governance is positively related to
government, citizen relationship and corruption reduction. The limitation of this study is
that the authors did not consider the marketing of this policy to citizens and whether the
demographic characteristics of the citizens influence implementation of the policy. The

aspect of the quality of staffs involved in implementing this policy was also absent.

Although it is argued that beneficiaries’ participation is critical to project success, it is
inconclusive on what role the target beneficiaries have on Public Policy Marketing
practices (Mitullah, et al 2005). Kiriti and Tisdell (2005) in their case study of family
planning policy in Nyeri, Kenya concluded that both social/cultural and economic factors
are important influences on family size. The study however was uncertain on whether the
family planning policy is appropriately marketed to the intended rural beneficiaries. Further
the issue of the role and quality of the health workers implementing such a policy did not
feature in the study. Ayiro(2010) did a cross-sectional survey study in Kenya to identify
key entrepreneurial variables in social entrepreneurship contributing to enhanced impact of
HIV/AIDS policy. The author found that 53 percent of variation was explained by
organizational boundaries, work discretion, rewards management support and time
availability. The author however did not look at the marketing of the HIVV/AIDS policy,
the quality of staffs involved in implementing the policy and the demographic

characteristics of the target patients.

Based on the above discussion, it is clear that there has not been a rigorous study linking
Public Policy Marketing practices and performance of poverty reduction projects in the
Kenyan context. In particular the moderating effect of managerial qualities of project staffs
and demographic characteristics of target beneficiaries has not been studied. This study
therefore sought to narrow the highlighted knowledge gaps by providing an integrated
approach embracing the four variables. The study was guided by the following question;
what is the effect of public policy marketing practices, managerial qualities of project staffs
and demographic characteristics of target beneficiaries on the performance of poverty

reduction projects in the agricultural sector in central Kenya?
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1.3 Research Objectives

The general objective of the study was to determine the effect of public policy marketing
practices on the Performance of Poverty Reduction Projects in the agricultural sector in
central Kenya. The specific objectives of the study were to:

)} Determine the influence of public policy marketing practices on the
performance of poverty reduction projects in the agricultural sector in central
Kenya.

i) Assess the influence of managerial qualities of project staffs on the relationship
between public policy marketing practices and performance of poverty
reduction projects in the agricultural sector in central Kenya.

iii) Investigate the influence of demographic characteristics of project target
beneficiaries on the relationship between public policy marketing practices and
performance of poverty reduction projects in the agricultural sector in central
Kenya.

iv) Evaluate the joint influence of public policy marketing practices, managerial
qualities of project staffs and demographic characteristics of project target
beneficiaries on performance of poverty reduction projects in the agricultural

sector in central Kenya.

1.4 Value of the Study

This study contributes to the current theoretical knowledge in social marketing.
Understanding how to market policy prescriptions is as important as to market a tangible
product (Smith, 2000). It contributes to the understanding of marketing of a public policy
and confirms the theory of marketing a policy as a social product. For example the
structure of correlation coefficient between policy marketing and project performance was
found to have a significant contribution to the theory of social marketing. The nature of the
joint influence, of managerial qualities of project staffs and demographic characteristics of
target beneficiaries was found to contribute to the theoretical knowledge. It is therefore
expected that this study will assist social marketers to better understand the factors
influencing marketing of policies. In addition, although, buyer behaviour in commercial
products is fairly well understood, this study also contributes to better understanding of

adoption and buyer behaviour in respect to social products.
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The findings of this study are likely to have important implications on the design of policy
prescriptions and studies in policy analysis. Several studies including, Gitu(2001),
Ryan(2002) and PRSP(2004) assert that the main hindrance to poverty reduction in Kenya
is non-adoption and implementation of policies. The study will, hopefully, help to explain
why seemingly good policies end up not being implemented. Once it is established what
triggers action on implementation of policies, then the marketing effort will be directed
towards encouraging action, which will in turn result in better implementation of policies.
To development agencies such as the World Bank, the IMF and bilateral partners,
understanding of the factors that contribute towards adoption and implementation of
policies means that the design of programmes and projects meant to implement those
policies will be more focused and therefore improve the chances of success of those

policies thereby increasing the impact of the programme outcomes.

In practice, the findings of this study will be useful to coordinators/managers of public
projects. It is expected that the findings of this study will assist managers of public poverty
reduction projects to improve their managerial qualities. New insights in managing these
projects emerged and are highlighted in this study. This is likely to result in better adoption
and implementation of projects by the target beneficiaries which is in turn likely to bring
real poverty reduction among the poor in Kenya.

1.5 Chapter Summary

This chapter introduced the research with some background to the study. The concepts of
the four variables considered in this study were presented namely; the Public Policy
Marketing Practices; the Managerial Qualities of Project Staffs; the Demographic
Characteristics of Target Beneficiaries; and the Performance of Poverty Reduction Projects.
The issues in projects within the agricultural sector in central Kenya were also presented.
Finally the research problem was articulated from which four research objectives were
extracted and the anticipated value of the study given. Chapter two reviews the literature

relevant to this study.
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CHAPTER TWO
LITERATURE REVIEW

2.1 Introduction

This chapter reviews theoretical and empirical literature on Public Policy Marketing
practices, Managerial qualities of project staffs, Demographic characteristics of target
beneficiaries, and Performance of poverty reduction projects. The chapter underscores the
theoretical foundations of the study variables before pointing out some research gaps.

Towards the end, a conceptual framework is extracted and hypotheses stated.

2.2 Theoretical Foundation of the Study

This study is anchored on the theory of Social Marketing. Other important theories include,
Public Policy Formation and Marketing, Adoption and Diffusion of innovations. The
theory of social marketing is relevant since poverty is a social issue and interventions need
marketing to the intended beneficiaries. The principles of social marketing are therefore
more appropriate than those of commercial marketing. On the other hand, interventions
come in form of policies to be marketed to target adopters hence the need to understand the
theory of Public Policy Formation and Marketing. Target beneficiaries have the choice of
either adopting the policy products or rejecting them. The Theory of Diffusion and
Adoption of innovations together with Buyer Behaviour therefore become necessary to this

study. These three theories are briefly discussed.

2.2.1 Social Marketing Theory

Social Marketing Institute (SMI) defines social marketing as the planning and
implementation of programmes designed to bring about social change concepts from
commercial marketing. Social marketing is a process that applies marketing principles and
techniques to create, communicate and deliver value in order to influence target audience

behaviours that benefit society and the target audience (Nancy &Kaotler, 2011).

A public policy, whether economic or fiscal, is a specific recommendation, prescription or
a course of action and therefore a solution product proposed to solve identified social
problems (Andreasen, 2002). It can therefore be marketed using the principles of social
marketing (Nancy &Kaotler, 2011).
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2.2.2 Theory of Public Policy Formulation and Marketing

The theory of public policy formulation process, according to Anderson (2003), follows
five stages. First, identifying the problem and setting the agenda. This involves identifying
problems to be solved by public policies. The second stage focuses on formulation of
proposed courses of action sometimes called available alternatives or options. The third
stage is adoption, which comprise choosing the best alternative. Here, taking no action is an
option. The fourth stage is implementation which involves the actual activities done to
apply adopted policies and finally fifth, monitoring and evaluation which involves
activities to determine whether the policy is achieving its intended goals, and also

identifying divergences and other unintended consequences.

According to Buurma (2001), policy marketing is very different from a tangible product or
even service marketing because the choice made by the target beneficiaries directly affects
their welfare. Marketing of a public policy requires a different marketing mix from the
traditional one. In addition to the traditional 4Ps of marketing (product, price, place and
promotion), Weinreich(2010) proposes four additional social marketing Ps, namely publics,
partnership, policy environment and purse strings. Publics are the external and internal
groups which are active in the programme. Social marketers of necessity have a
multiplicity of audiences involved in their programme in order to succeed. By their nature,
social issues are complex and one agency cannot make an impact by itself, hence the need
to form partnerships. Weinreich(2010) argues that social marketing programmes needs a
supportive policy environment in which the programmes are operating. Most organizations
involved in social marketing programmes are funded by foundations, governments or
donations from individuals. There is therefore another dimension of the holder of purse

strings.

2.2.3 Theory of Adoption and Diffusion of Innovations and Buyer Behaviour

Diffusion and Adoption of Innovation (D&AOQOI) theory (Rogers, 1995, 2003), proposes
five adopter categories. These are Innovators, Early Beneficiaries, Early Majority, Late
Majority and Laggards. Most beneficiaries tend to be in the middle. Adesope, (2012) gives
five factors influencing adoption of an innovation. These include first, relative advantage
meaning the extent to which an innovation is perceived to be better than the idea,
programme or product it seeks to replace. The second is compatibility which involves the
extent to which the innovation is consistent with experiences, values, and the needs of the
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target beneficiaries. The third factor is complexity which indicates the degree to which the
innovation is easy to understand and/or use. The fourth factor is Triability which indicates
how difficult it is to test or experiment the innovation before the beneficiary decides to
adopt it. The fifth factor is observability which reveals the extent to which the innovation

provides tangible results.

Buyer behaviour may be taken to comprise the study of processes involved when
individuals or groups select, purchase, use or dispose of products, services, ideas or
experiences to satisfy needs and desires (Solomon et al., 2013).The Utility Theory (UT) is
the most common model and proposes that the choices made by consumers are based on
what they expect as outcomes of their decisions. Buyers make rational decision based on
their self-interest (Schiffmanet al, 2014). Njuguna (2013) concludes that because of buyer
behaviour of social products, there is need for a social marketing policy.

2.3 Public Policy Marketing Practices and Performance of Poverty Reduction
Projects

Smith (2000) concluded that selling is a necessity whether selling a tangible product such
as soap or an intangible product such as a school choice. The author asserts that a policy
reform idea or a loaf of bread is unlikely to walk off the shelf on its own. Most intellectuals
do not understand how the marketing of a policy is different from marketing of a tangible
product (Smith, 2000). Buurma (2001) focused on the concept of public policy marketing
practices as a tool to “sell” policies to citizens. The author concluded that public policy
marketing improves implementation of public policies and that citizen participation is
critical to success. These studies addressed the theoretical aspects of policy marketing but
did not look at performance of projects and did not consider role of beneficiaries on the

public policy marketing practices.

Yasmin (2013) found that projects that succeed; meet the set objectives, are implemented
and maintained within a set timeline, and are financially efficient, deliver expected
outcomes and have good return on investment. The author asserts that the most critical
factors in project success are effective management and governance. The most critical
project characteristics for success according to Yasmin (2013) include first clearly
articulated goals. Second is detailed comprehensive and long-term planning. Third, the

deliverable quality criteria need to be identified early in the project. Fourth the project
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needs an active support from the executive who shares the vision of the project. This study
did not look at policy marketing. There is a need therefore for studies that look at
performance of projects and the role of beneficiaries on the public policy marketing

practices.

2.4 Public Policy Marketing Practices, Managerial Qualities of Project Staffs
And Project Performance

Cross and Brohmann (2015) identified several challenges for project managers and policy
makers. These include: identification of critical issues and relevant stakeholders for
evolving technologies; introduction of relevant projects inthe right contexts; directing
timely marketing effort to the right beneficiaries using the best method and evaluating the
impact at appropriate stages. Thieme et al (2003) concluded that project staffs with strong
technical, marketing, and management skills, who believe in participative style of
management, are more likely to succeed in implementing poverty reduction projects.
Government support and allocation of adequate resources are factors that increase the

probability of adoption.

Larsen (2011) found that a project manager who portrays confidence will be remembered
by clients long after a project is completed. The author concluded that effective project
staffs will always take charge and never shy from making unpopular decisions. They will
support their workers whenever necessary, and are focused on meeting their clients’ needs.
Although the above studies have highlighted some issues, it would be useful to have a
study that links Public Policy Marketing practices, Managerial Qualities of Project Staffs

and Project performance.

2.5 Public Policy Marketing Practices, Demographic Characteristics
of Target Beneficiaries and Project Performance

Kibera (1979) concluded that while several demographic and socioeconomic variables may
explain the earliness-lateness dimension of innovative behaviour, they do not substantially
influence the intensity of the adoption process. Munyoki (2007) reported that technology
transfer in a commercial setting positively affects organizational performance. The study
focused on the technology transfer in a commercial setting. The current study considered a
social setting. Rynell (2008) focused on finding out the causes of poverty in the United
States of America. Based on empirical studies, she concluded that poverty is widespread in
America and that poor population is heterogeneous with different triggers for entry into
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poverty. The author confined herself to the American situation, mainly, the causes of

poverty.

Venkatesh et al (2008) identified four demographic characteristics of target beneficiaries,
namely gender, age, experience and voluntariness of use. The authors asserts that
expectation of behaviour is a predictor that may explain the limitations of the intention of
behaviour, provides facilitating conditions and gives a better understanding of how to use
technology. They argued that the cognitions that are behind the intentions of behaviour and
expectation may be different. Further the mechanisms used to influence different
conceptualizations of use may also differ. They concluded that gender, age, level of
education and income moderates the relationship between perceived usefulness, ease of
use, and intention to use. They focused on developing a theoretical model to explain
behavioural expectations rather than its application. An empirical study based on the

African context is therefore useful.

2.6 Public Policy Marketing Practices, Managerial Qualities of Project Staffs,
Demographic Characteristics of Target Beneficiaries and Project Performance

Wymer (2011) provided better understanding of the factors behind poor results of social
marketing campaigns. The author proposed a model which may be used to guide strategic
social marketing planning to improve programme outcomes. This conceptual study found
that over-reliance on commercial marketing tactics and an over-emphasis on individual
behaviour change limits social marketing planning. The author did not consider the effect
of policy as a product. Donovan (2011) described and dispelled eight
“mythunderstandings” common with social marketing practitioners. The study presented
observations on issues that arise from social marketing forums and conferences and
suggested that a look at the history of marketing could help dispel some of the observed

myths. The author however, did not consider social marketing mix.

Viswanathan et al (2012) described findings of a study of informal economy of consumers
and owners of survivalist microenterprises in subsistence marketplace in South India. They
carried out a descriptive cross-sectional field survey and concluded that general
environment in such settings is characterized by pervasive interdependence among people.
The authors did not consider the role of social marketing. Njuguna (2013) concluded that

there is need for a social marketing policy after studying Community Based Organizations
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operating in Nairobi County only. It was important therefore to have a study that considers

the social marketing mix in other counties.

2.7 Summary of Knowledge Gaps

Literature has exposed gaps among the relationships of public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of target
beneficiaries, and performance of poverty reduction projects. The gaps relate to conceptual,
contextual and methodological issues. The conceptual gaps include those identified in
literature regarding the relationships between the concepts under study. The contextual
gaps relate to poverty reduction policy in Kenya while methodological include gaps in
population, sample sizes, research design and data analysis gaps. Table 2.1 summarizes

knowledge gaps and how this study narrowed some of them.

Table 2.1: Summary of Knowledge Gaps

Study Focus of Study Methodology | Study Findings Knowledge Focus of this
gaps study
Irwin, D. | Reviewed Tanzanian| Empirical Activities and Author did Current study
(2014) busings; interviews with| strategies used to | not consider | focused on
associations’ business influence public policy marketing of
;EEWELSO'{I?CTIUEHCG associations policy described. marketing. public policy
Yasmin Qualities of Descriptive Found successful | Study did not | This study
(2013) successful projects. | survey. projects meet set | look at public | looked at
objectives, are policy as it public policy
delivered and relates to and its effect
maintained on project on project
schedule, within performance. | performance.
budget & deliver
expected outcomes
Njuguna | The performance of | Descriptive There is need for | Study looked | This study
(2013) community based | cross- a social marketing | at Community | focused on
HIV and AIDs sectional policy. Based individual
Klragiarlg:azia:r? dnth:ir survey. Organi_zations beneficiaries
strategic social based in rather than
marketing operating Nairobi. organizations
environment.
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Viswanath| Authors give Descriptive Study concludes Authors did Current study
an et al results of informal | cross- that general not consider | focused on
(2012) economy study of sectional field | environment in the role of the role of
consumers & survey such settings is social social
owners of characterized by marketing marketing in
survivalist pervasive (8Ps) public policy
microenterprises in interdependence marketing
subsistence among people. practices
marketplace in
south India.
Wymer Poor results in Thisis a Over-reliance on The author This study
(2011) social marketing conceptual commercial did not considered
campaigns. A study marketing and an | ~onsider the policy as a
model to guide OVer-emphasis on | gt of product to be
social marketing individual . .
strategic planning behaviour change | POlicy as a sold using
to improve were found to product. social
programme limit social marketing
outcomes was marketing principles.
proposed. planning.
Donovan | Author describes Presents The study Does not talk | Current study
(2011) and dispels eight observations | suggested that a about the described and
“mythunderstandin | on issues that | look at the history | social explained the
gs” common with arise from of marketing marketing social
social marketing social could help dispel | mix. marketing
practitioners. marketing some of these mix (8Ps).
forums myths.
Fosu, Evidence globally | World Bank Declines and Author did Current study
A.(2011) | was found on the data was increases in not consider focused on
transformation of analyzed for | poverty was found | the role of the role of
economic growth the $1.25 and | to be driven social public policy
to poverty $2.50-level mainly by income | marketing of | practices in
reduction in poverty growth. policies. poverty
developing headcount reduction.
countries. ratios.
Turkyil Identify factors that | A survey A strong Author did Current study
maz determine public covering 220 | relationship not consider looked at
’ employee employees of | between employee | quality of managerial
A, et satisfaction. a Social satisfaction and staffs. qualities of
al. Security loyalty. staffs.
Institution in
(2011) Turkey.
Linna,P. | Meaning of Empirical Productivity in Authors did Current study
et al productivity in interviews Public sector must | not study looked at
(2010) public sector and and consider the issue | quality of managerial
its measurement. workshops. of effectiveness. staffs. qualities of
staffs.
Singh, Survey citizen A survey of Developing Authors did Current study
G. etal perception of how | 918 citizens countries benefits | not consider looked at
(2010) e-governance could | in Ethiopia, equally just as the | marketing of | policy
fight corruption. Fiji and India. | developed egovernance | marketing.
countries from policy.
using
egovernance.
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Avyiro, L. | Identified key The study Results showed 53 | The author This study
(2010). entrepreneurial adopted a percent of variation| did not focused on
variables Cross- was explained by | consider the the public
contributing to sectional work discretion, marketing of | policy
enhancement of survey rewards the marketing
impact of design. management HIV/AIDS practices.
HIV/AIDS policy. support and time policy to
availability and patients
organizational
boundaries.
Rynell Focused on finding | Used a survey | Poverty is Author This study
(2008) the causes of of published widespread in confined focused on
poverty in the emp'lrlcal Amerlcg. Ppor herself to central Kenya
USA. studies. po_pulatlon is not Amer_lcan and_ on p_ubllc
uniform and has situation policy aimed
different triggers mainly the at reducing
for entry into causes of poverty.
poverty. poverty.
Venkatesh | Authors studied Used They argued that | Focused on This study
et al expectation of empirical data | the cognitions that | developinga | focused on
(2008) behaviour as a from past are behind the theoretical the
predictor that may | studies to intentions of model to application of
explain the improve on behaviour and explain the model to
limitations of the the model. expectation may behavioural public policy
intention of be different. expectations marketing
behaviour. rather than its | practices.
application.
Bredgaar Authors analyzed Interviewed They found that Focused on This study
d & formal policy respondents, quasi-market public focused on
' reforms and observations | models do not employment | application of
Larsen, | operational policies | at service meet service. the model to
F. to get delivery preconditions for public policy
interconnections agencies, and | a well-functioning marketing
(2007)' desk studies market, and practices.
of existing political
research. expectations.
Munyoki | Author studied Descriptive Technology The study Current study
(2007) effects of Cross- transfer positively | focused on looked at
technology transfer | sectional affects technology technology
on organizational design organizational transfer in a transfer in a
performance in performance in commercial social setting.
Kenyan firms manufacturing setting.
firms in Kenya.
Kiriti & Determined the Case study of | Both factors Study did not | Current study
Tisdell, effect of families in found to be consider considered
C. (2005) | social/cultural and | Nyeri, Kenya. | important demographics | demographics
economic factors influences on of of
on size of family in family size. beneficiaries | beneficiaries
rural Kenya
Buurma | The concept of General Public policy Role of The current
(2001) Public policy Review of marketing beneficiaries | study
marketing practices | studies in this | improves on the Public | -ynsidered
asa}t_ool to _s_ell area. |mplgmentat|on of pollcy_ the role of
policies to citizens. policies. marketing
practices not target
considered. beneficiaries.

Source: Current Researcher
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2.8 Conceptual Framework

This chapter reviewed several concepts such as social marketing; poverty reduction efforts;
public policy, formation, adoption and implementation; public policy as a social product
and its marketing; and finally managerial qualities of staffs and demographic characteristics
of target beneficiaries. Figure 2.1 summarizes these concepts and consolidates them into a
model. It presents the conceptualized interaction between the independent variable, Public
Policy Marketing Practices (PPMPP), the dependent variable, Performance of Poverty
Reduction Projects (PPRP) and the moderating variables, Managerial Qualities of Project
Staffs (MQS) and Demographic Characteristics of Project Target Beneficiaries (PCPB).

Figure 2.1: Conceptual Model
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Based on the discussion thus far, it was postulated that a public policy (in this case the
poverty reduction policy) is a social product that can be marketed using principles of social
marketing. Depending on qualities of this product and projects designed to implement the
policy, if the product is properly sold, it can be bought (adopted) by the target market hence

resulting in reduction of poverty. The following was the proposed conceptual hypotheses.

2.9 Conceptual Hypotheses
The conceptual hypotheses were stated in the alternative form as follows:

H1: Public policy marketing practices will significantly influence performance of
poverty reduction projects in the agricultural sector in Kenya.

H2: Managerial qualities of project staffs have moderating influence on the relationship
between public policy marketing practices and performance of poverty reduction
projects in the agricultural sector in Kenya.

H3: Demographic characteristics of project target beneficiaries have a moderating
influence on the relationship between public policy marketing practices and
performance of poverty reduction projects in the agricultural sector in Kenya.

H4: Public policy marketing practices, managerial qualities of project staffs and
demographic characteristics of project target beneficiaries have joint influence on

the performance of poverty reduction projects in the agricultural sector in Kenya.

2.10 Chapter Summary

The purpose of this chapter was to review the literature relevant to this study. The
theoretical foundation of the study was reviewed together with the theories of Social
Marketing; Public Policy Formulation; and the theory of Adoption and Diffusion of
Innovations and Buyer Behaviour. Literature was also reviewed on the concepts of: Public
Policy Marketing Practices and Performance of Poverty Reduction Projects; Public Policy
Marketing Practices, Managerial Qualities of Project Staffs and Project Performance;
Public Policy Marketing Practices, Demographic Characteristics of Target Beneficiaries
and Project Performance; Public Policy Marketing Practices, Managerial Qualities of
Project Staffs and also the Demographic Characteristics of Target Beneficiaries and Project
Performance. A summary of knowledge gaps was extracted from which a conceptual
framework and a Conceptual Model were presented. Finally four conceptual hypotheses

were postulated. The next chapter describes the methodology applied in this study.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Introduction

In this chapter the methodology used in this study is discussed. Also discussed is the
procedure for selecting the projects included in the study population and the research tools
used. The chapter also discusses the operationalization of the research variables and

presents operational definitions of the study hypotheses.

3.2 Philosophical Foundation of the Study

Research philosophy refers to perceptions, beliefs and assumptions of how knowledge is
obtained. Two broad categories of research philosophy have been proposed, namely:

Positivism and Phenomenology.

Phenomenology developed by Husserl (1907), is the investigation and description of
phenomena as consciously experienced. It does not consider the theories about their causal
explanations or their objective reality. According to Manen (2007), phenomenologic
inquiry focuses on people’s experience of phenomena and how such experiences are
interpreted. Its main aim is therefore to seek to understand how people construct meaning.
Understanding people's perceptions, perspectives and understandings of a particular

situation (or phenomenon) is the primary aim of a phenomenological research study.

Manen (2007) asserts that, Phenomenologists’ main concern is what things mean, and not
identification or measurement of phenomena. Phenomenologists in particularly believe that
human experience is in itself a source of data. Measuring the existence of physical

phenomena does not necessarily constitute the only true research.

Positivism philosophical system fronted by Comte (1850), argues that knowledge is more
about description and not just questioning. Positivists can only recognize positive facts and
events that can be observed. Saunders, Lewis and Thornhill, (2009) posit that the positivist
philosophy considers only observable facts that can both be measured and counted. The
positivist system follows the traditional, scientific view of the world. It is characterized by
formulation and measurement of hypothesis based on existing theory of observable social

realities. The positivism system uses empirical measurement based on quantitative
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methods, experiments and surveys as well as statistical analysis (Saunders, Lewis &
Thornhill, 2009).

The current study aligned itself with the positivist paradigm. This is because the variables
discussed in this study namely the Public Policy Marketing practices, success of poverty
reduction projects as well as the moderating effects of managerial qualities of project staffs
and demographic characteristics of target beneficiaries is based on existing theories as
discussed earlier in this study. Some hypotheses were developed from existing theory and
were tested through measurement of observable social realities. The variables were
measured empirically using quantitative methods of observed facts while statistical tools

were used for analysis.

3.3 Research Design

A research design is the plan and structure of investigation so conceived as to obtain
answers to research questions (Cooper & Schindler, 2001). Research design expresses both
the structure of the research problem and the plan of investigation used to obtain empirical

evidence on relationships of the pertinent variables.

The study adopted a descriptive cross-sectional research design. This is because data was
collected across several projects at one point in time to determine association among Public
Policy Marketing practices, success of poverty reduction projects, the moderating effects of
managerial qualities of project staffs and demographic characteristics of target beneficiaries
and project performance. This type of design has been successfully used in marketing
studies by several researchers including Akyol and Akehurst (2003), Munyoki (2007), CA
De Matos (2008) and Njuguna (2013).

3.4 Research Setting

The study was carried out in the 8 counties comprising the former central province in Kenya,
namely Nairobi, Kiambu, Mirang’a, Embu, Kirinyaga, Nyeri, Nyandarua, Laikipia,
(Appendix V). In the current system of governance, Kenya is divided into 47 Counties
equivalent to the former districts in the old system. The following table 3.1 provides some

pertinent secondary data for the study area.

25



Table 3.1 Population Distribution by Gender, Number of Households, Area and
Density of Counties in the Study

Population

Area Density

No. of in Sg. | (Total per
County Households | Km. Sg. Km.) Male Female Total
| Nairobi 985016 | 10323 | 304 1605230 | 1533139 | 3,138.369
, | Kiambu 469,244 | 4946 | 328 802,609 | 820,673 | 1,623,282
5 | Mirang’a 255606 | 2517| o4 457,864 | 484717 | 942581
, | Embu 131683 | 10206| 3B 254303 | 261,909 | 516,212
s | Kirinyaga 154220 | 1401| 377 260,630 | 267,424 | 528,054
| Nyeri 201,703 | 2077| 334 339,725 | 353833 | 693558
| Nyandarua 143879 | 1259 | 474 292155 | 304113 | 596,268
g | Laikipia 103114 | 1023 3% 108625 | 200,602 | 399227
Total 2444555 | 24842 | 2980 | 4911141 | 4226410 | 8437551

Source: Kenya Bureau of Statistics(2009)

The counties included in this study are located around Mt. Kenya region in central Kenya.
As table 3.1 shows, the counties included in this study have a total area of 24,842 square
kilometers and a population density of 2,980 persons per square kilometer. The combined
counties have 2,444,555 households and a total population of 8,437,551 persons with
almost equal numbers of both male 4,211,141(50%) and female (4,226,410) (50%).

3.5 Population of the Study

The population of this study comprised all poverty projects implemented in the agricultural
sector in central Kenya. This was a census study and hence all the projects under ASDSP

were included.
There were a total of 53 projects with Kiambu having the highest number of projects (12),

followed by Miirang’a which had 10 projects and Nyeri with 6 projects. The other counties

had 5 projects each.
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3.6 Data Collection

This study used primary data from field surveys and secondary data obtained from project
staffs based on their knowledge of the project(s). The individual project was used as the
unit of analysis. Project Performance Index (PPI) of each project was computed. PPI is a
ratio that measures the performance of each project compared to its stated targets (Bible &
Bivins, 2012; Chia & Shiu, 2014). To calculate the PPI, the objectives of each project were
listed in order of their importance. The performance of each project’s objective was then
obtained from project staffs. The achieved performance (at the time of interview) of each
objective was divided by the stated target to get Objective Performance Index (OPI). The
PPI was taken as the average of the OPIs. For example if a project had Objective 1: Train
30 women groups on chicken husbandry, and at the time of interview 20 women groups
had been trained, the performance index for that objective would be 20/30=0.67. On the
other hand if Objective 2 was to: increase indigenous chicken population from 1,000 to
10,000 in the county and at the time of interview it had trained 8,500 women groups, the
OPI1 would be 8,500/10,000=0.85. The PPl would then be (0.67+0.85)/2=0.76.

The primary data were collected from the field using a semi-structured questionnaire
(Appendix 1l (a)). The key staffs of the project were interviewed and their responses
recorded. The dependent variable, Performance of Poverty Reduction Projects (PPRP) was
measured using Project Performance Index (PPI). Demographic Characteristics of Project
Target Beneficiaries (DCTB) and Managerial Qualities of Staffs (MQS) were obtained
from the questionnaire filled by the project staffs. Data on Managerial Qualities of Staffs

(MQS) were also obtained from questionnaire filled by project staffs.

3.7 Reliability and Validity Tests

When collecting and analyzing data, two important criteria namely; reliability and validity
are important. Reliability focuses on establishing whether the results of a study can be
repeated elsewhere. Validity refers to the extent to which the variables as operationally defined

actually portray correctly the theoretical meaning of the concept being studied (Mugenda, 2003).

27



3.7.1 Reliability Test

Reliability, according to Bryman (2004), is the ability of a system to routinely perform and
maintain its functions in all circumstances. In quantitative research it refers to the statistical
reliability of a data set (Bryman, 2004). In order to test the reliability of each study
variable, the researcher used the Cronbach’s Alpha Coefficient (Sekaran, 2005). The
Chronbach’s alpha coefficient was computed for each construct studied. The Chronbach
alpha coefficient ranges from 0 to 1. Different scholars have used different Cronbach’s
Alpha coefficients cut-off points. Hair et al (2007) asserts that alpha coefficient below 0.6
implies that the strength of association among data instruments is poor. Cronbach alpha
values of above 0.6 generally indicate sound and reliable measures for further analysis
(Mokhtar, et al, 2009). All the variables and their indicators used in this study had a
Cronbach alpha coefficient of over 0.6 with the lowest, Place (distribution)(0.629) and the
highest, Price (0.724) (Appendix 1V(a)). The measures used were found to be internally
consistent and therefore satisfactory and to have adequately measured the relevant study

variables and hence suitable for further analysis (Table 3.2).

Table 3.2 Reliability of Study Instruments

Variable and Its Indicators Scale Mean Scale Corrected | Cronbach's
if ltem Variance if | Item-Total Alpha if
Deleted Item Correlation Item
Deleted Deleted
Policy Marketing(Aggregate) 47.0822 4777 .965 .643
Performance of Projects(Index) 50.3860 5.260 373 .682
Performance of Projects(Other 471022 4.854 602 658
Issues)
Quality of Staffs 46.8682 4,712 401 673
Demographics(Average) 51.0655 5.668 -111 .700

Source: Primary Data
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3.7.2 Validity Test

Validity refers to how accurately the data obtained captures what it is designed and
purports to measure (Mugenda, 2003). Construct validity was tested using discriminant
validity test. This is the extent to which scores on a scale correlates to scores on other
scales measuring different constructs. According to Hair et al. (2007) a pre-test of five to
ten representative respondents is sufficient to validate an instrument. The questionnaire
was pre-tested with a sample of six staffs to check for any weaknesses in design of the
questionnaire. This was necessary in order to clear any problems of comprehension or

administrative issues. The final instrument is attached in Appendix II.

Next, each study variable was subjected to factor analysis (results present in Appendix
IV (b)), using Principal Component Analysis (PCA) technique. This was used together with
Varimax rotation (with Kaiser Normalization) to discover the underlying drivers of the
predictor variables. PCA procedure bundles together a larger set of highly correlated
variables into a smaller set (components) accounting for most of the variation. Thus
minimizing redundancy and maximizing reliability of research instrument. Varimax
rotation was applied for its value in maximizing the dispersion of loadings within the
components. It attempts to consolidate fewer numbers of variables which are highly
correlated onto each factor. Any items showing Eigen values which are greater than 1.0 and
loadings greater than 0.5 are good and hence they were extracted.

3.8 Operationalization of the Study Variables

Operationalizing refers to defining a concept to make it measurable. It is done by assessing
the behavioural dimensions, facets, or properties of the concept Sekaran (2003). They are
converted into elements that can be observed and measured in order to develop an index of
measurements of the concept. The purpose of the study was to understand the effect of
marketing on the adoption of public policy and hence the effect on poverty reduction. Table

3.3 describes the operationalization of the various variables used in this study.
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Table 3.3: Summary Operationalization of the Study Variables

Variable Operational Measures| Supporting Questionnaire
Indicators used Literature items
Public policy Product, Price, place, | Interval: | Weinreich Section 1
1 marketing practices Promation, Publics, 5-Point (2010)
(Independent variable) | Partnership, Policy rating Kotler et al .
Environment, Purse scale (2007) Questions
Strings Gitu (2001) 1.01-1.78
Managerial qualities of | Technical, Marketing | Interval: Section 2
project staffs & Management Skills | 5-Point Thieme et al
2 | (Moderating variable) | Participative style of | rating (2003) .
management, Support | scale Questions
from senior policy Baker (2010) 201-210
makers
Demographic Gender, Age, Nominal | Venkatesh et al Section 3
Characteristics of Education, Income Ordinal: | (2008)

3 Project target Direct Rogers (2003) Questions
Beneficiaries Kibera (1979) 3.01-3.05
(Moderating variable)

Performance of Project Performance Chia, L. & Shiu, Section 4

4 Poverty Reduction Index Ratio P. (2014)

Projects Bible, M.J & .
(Dependent variable) Bivins,.S.(2012) algalsﬂcgs

Source: Current Researcher (2016)

3.9 Tests of Statistical Assumptions

The study data were tested for the major assumptions of non-parametric data analysis.

These include tests of linearity, normality, multicollinearity and homoscedasticity.

3.9.1 Test of Linearity of the Data

Linearity was tested by using ANOVA and Linearity test. The dependent variable,
Performance of Poverty Reduction Projects and the independent variable, Public Policy
Marketing practices along with Managerial Qualities of Staffs were tested for linearity.
Test results showed an alpha value less than 0.05, implying a linear relationship between

the variables. Relevant results are contained in table 3.4.
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Table 3.4: Test of Linearity of the Data

ANOVA Table
Sum of Mean
Squares| df |Square F Sig.
Performance Of |Between |(Combined) 778 4 194 | 10.080 | .000
Project * Groups | inearity 607 607 | 31.486 | .000
Deviation from
Policy Marketing Linearity 170 3 057 | 2.944 |.043
Within Groups .868 | 45 | .019
Total 1.646 | 49
ANOVA Table
Sum of Mean
Squares| df |Square F Sig.
Performance Of |Between |(Combined) 918 3 306 | 19.327 | .000
Project * Groups  |Linearity 280 | 1 | .280 |17.688 |.000
Deviation from
Quality Of Staffs Linearity .638 2 319 | 20.147 | .000
Within Groups .728 | 46 | .016
Total 1.646 | 49

Source: Primary Data

3.9.2 Test of Normality of the Data

To test normality, Kolmogorov-Smirnov (K-S) one-sample test was used. K-S is a non
parametric goodness-of-fit test for continuous scaled data. According to Malhotra and Dash
(2011), the K-S test makes comparisons in the cumulative distribution functions for
variables in a specified distribution. The goodness-of-fit test was used to evaluate whether
observations could have come from the specified distribution. The K-S test results of the
specified study variables, namely, Public Policy Marketing Practices(PPMP), Managerial
Qualities of Staffs(MQS), Demographic Characteristics of Project Beneficiaries(both
Gender)(DCPB) and Performance of Poverty Reduction Projects(PPRP) revealed that the

data were normally distributed (table 3.5).
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Table 3.5: Test of Normality of the Data

One-Sample Kolmogorov-Smirnov Test

Demography | Demography
Policy |Quality of of Performance
Marketing| of |Beneficiaries|Beneficiaries| of Project
Staffs (Male) (Female)
N 50 50 50 50 50
Normal Mean 4.248 | 4.462 4260 .5860 2.0376
Parameters® |gtq.
Deviation 2073 | .4485 04431 .02268 18329
Most Extreme |Absolute .259 320 461 451 233
Differences  |positive 173 | .320 461 269 182
Negative -259 | -.285 -.279 -451 -.233
Kolmogorov-Smirnov Z 1.832 | 2.266 3.262 3.193 1.647
Asymp. Sig. (2-tailed) .002 .000 .000 .000 .009

a. Test distribution is Normal.

Source: Primary Data

3.9.3 Test of Multicollinearity

Multicollinearity was tested using regression procedure together with examination of

correlation coefficient among variables. Multicollinearity (or collinearity) refers to a

situation where two or more predictor multiple regression variables are highly correlated. It

is the linear correlation among variables. This means their correlation coefficients tends to

+1 when there exists a high positive multicollinearity or tends to -1 when the

multicollinearity is negative. In this study, the general objective was to determine the effect

of Public Policy Marketing Practices on the Performance of Poverty Reduction Projects in

the agricultural sector in central Kenya. The following sections present the correlations

among the various variables and their indicators. The results implied that some independent

correlated highly.
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3.9.3.1 Public Policy Marketing Practices and Performance of Poverty
Reduction Projects

Based on the conceptual framework, the Public Policy Marketing practices construct had
eight indicators that comprise the 8Ps of social marketing, namely, Product, Price, Place,
Promotion, Publics, Partnership, Policy Environment and Purse Strings. On the other hand
Performance of Poverty Reduction Projects construct had two indicators, namely: mean
project performance index and other project performance issues. A Pearson product
moment correlation coefficient analysis was done to examine the relationship between

policy marketing and performance of projects. Relevant results are contained in table 3.6.

Table 3.6: Correlations for Public Policy Marketing and Performance
of Poverty Reduction Projects

|tem 1 2 3 4 5 6 7 |8 9 (10
1 |Product 1
2 |Price -059 1
3 |Place 1241 -.209 1
4  |Promotion .058-.6377.4907| 1
5 |Publics .015|.6097 |.4867|-.137 | 1
6 |Partnerships .088| 256 |.877"| .167 | .8347 | 1
7 |Policy Environment .081| .111 |.8817|.337"|.820™ | 965" | 1
8 |Purse Strings -076| -.257 |-.342"|.468"| -.111 |-3707|-133| 1
’ me:gjzecgormance Index | 17g|-451"| 343" | 529™| 192 | 001 | 147 | 060 | 1
10 g;teegpmje“ Performance|_ a5 012 | 161 |.547™| 4517 | 250 |.463~|.802™| 083 |1

Method: Pearson Product Moment Correlation

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

Sig. (2-tailed, for all was 0.000 less than the P- value or 0.01 and 0.05.

Sample (N)=50

1.Product, 2. Price, 3. Place 4. Promotion, 5. Publics, 6. Partnerships, 7. Policy Environment
8. Purse Strings

Source: Primary Data

The results presented in table 3.6 show varied degree of interrelationships. Both the Mean
Performance Index of Projects and Other Project Performance Issues are significantly
positively correlated with promotion (r=0.529, p<0.01; r=0.547, p<.01; (2-tailed)
respectively. This high positive correlation suggests that the performance of projects may

be greatly improved by promotion in terms of creating awareness to the beneficiaries.
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Other Project Performance Issues are highly positively correlated to publics (r=0.451); to
policy environment (r=0.463); and to Purse Strings (r= 0.802) all at (p<.01, 2-tailed). This
may suggest that performance of projects is positively impacted by the publics involved in
the projects such as local leaders and administration officials. The high positive correlation
with policy environment suggests that the policies guiding the implementation of the
project will have an important impact on the performance of the project. The highest
positive correlation (r= 0.802) is between the project performance and the purse strings
suggesting as expected that adequate funding of a project is critical to its success. This
supports the ideas fronted by authors such as Weinreich (2011) who posits that funding

agencies highly influence the outcomes of specific projects and programmes.

The Mean Performance Index of Projects is correlated to place (distribution) (r=0.343
p<0.05; (2-tailed) which suggest that success of the projects can be enhanced if the
products/services offered by the project is efficiently distributed to the intended
beneficiaries. However Mean Performance Index of Projects has a high negative
correlation with price (r= -0.451; p<0.01). This suggests that a project requiring a high

price (either in cash or in kind) from the beneficiaries will have little chance of succeeding.

3.9.3.2 Managerial Qualities of Staffs and Project Performance

A Pearson product moment correlation analysis was done to determine the correlation
between Managerial Qualities of Staffs and performance of Projects. The indicators of
Managerial Qualities of Staffs were correlated with project performance indicators.

Pertinent results are shown in table 3.7.

Table 3.7: Correlations for Managerial Qualities of Staffs and Project Performance

Correlations
Mean Other Project
Quality of Performance Performance
Staffs Index of Projects Issues
Quality of Staffs Pearson Correlation 1
Mean Performance Index |Pearson Correlation -
. .569 1
of Projects
Other Project Pearson Correlation - 081 083 1
Performance Issues
**_Correlation is significant at the 0.01 level (2-tailed).N=50

Source: Primary Data
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The correlation results presented in Table 3.7 suggests that the Mean Performance Index of
Projects and Managerial qualities of staffs are significantly positively correlated (r=0.569,
p<.01; sig. 2-tailed =0.000<0.05). This high positive correlation suggests that the capacity
of staffs to implement poverty reduction projects is critical to success of those projects.

However, quality of staffs does not seem to affect other project performance issues.

3.9.3.3 Demographic Characteristics of Beneficiaries and Project Performance

In order to explore whether significant associations existed between Demographic
Characteristics of Beneficiaries and performance of projects, data for each of the variables
were subjected to Pearson product moment correlation analysis. Relevant results are

presented in table 3.8.
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Table 3.8 Correlation of Indicators of Demographic Characteristics of Beneficiaries

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 |17
1 1
2 .a .6.
3 6777 3 1
4 | -6997 23 -9797| 1
5 4687 3| 459" -6297| 1
6 6667 2 .844™|-935"| .864™| 1
7 7687 3 .702™| -618™| .016| 407" 1
8 | -.852"| 2| -749™| .706™| -.225| -56077| -.976™| 1
9 79271 3| .604™| -7217| .846™| 8537 .4997| -.6747| 1
10 =229 B -077| .277| -9217"| -.600™| .289°| -.076| -.685| 1
11 | -520™| 2| -.804™"| .813™| -.481"| -.746""| -.488™"| .5517"| -.542""| .188| 1
12 | 537 & 7647 -820"| .667"| .835™| .383™| -.492™| .6667| -.414™"| -.9727| 1
13 | .468™| & 79677 -753™| .247| .600™| 572" -5797| 370 .071| -966"| 878" 1
14 | 4687 2 .79677| -.753"| .247| 6007 .572"| -5797| 370 .071| -966"| .878"| 1.0007| 1
15 -146| 2| -3797| 4157 -3647| -.435"| .001| .054| -219| .242| 274| -312" -.214 -214| 1
16 | .411™| & -001| .004| -.013| -.008| .379"| -.391"| 275 .014| -.052 .045 .057 057 7147 1
17 | -311°| & -330"| .326°| -.165| -.287"| -289°| .310°| -257| .041| .393"| -.374™| -.388"| -388™| .201"| .083| 1

a. Cannot be computed because at least one of the variables is constant.
*. Correlation is significant at the 0.05 level (2-tailed).
1. Male, 2.Female, 3.Age(18-30)yrs, 4.Age(31-40)yrs, 5. Age(41-50)yrs, 6. Age(Over 50)yrs, 7. Education(Primary), 8. Education(Secondary),

**_Correlation is significant at the 0.01 level (2-tailed).

9. Education(College), 10. Education(University), 11. Income(0-25,000)pm, 12. Income (25,001-75,000)pm, 13. Income (75,001-150,000)pm,
14. Income (Over 150,00)pm, 15.Policy Marketing PPMP(Aggregate), 16.Project Performance(Other Issues) and 17.Performance of Projects(Index).

Source: Primary Data
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Table 3.8 shows varied correlations among the various demographic variables.
Performance of projects (index) (17) appears significantly (at 0.01 level) and positively
correlated to Income (0-25,000)pm (11), with a correlation coefficient of 0.393. This
implies that performance of a project has a lot of impact on the poorest beneficiaries who
earn the lowest monthly income. Performance of projects(Index) is also significant (at 0.05
level) and positively correlated to Age(31-40)yrs, (4), with a correlation coefficient of
0.326 indicating that beneficiaries at this age bracket are key to project success. The
significant positive correlation coefficient (0.310 at 0.05 level) of project performance
(Index) with Education (Secondary)(8) may imply that those beneficiaries with highest
education up to secondary school has a high impact on performance of a project. This is as
expected since those who do not perform well to continue to university education are more

likely to remain in the rural areas where these projects are being implemented.

3.9.4 Test of Homoscedasticity of the Data

Homoscedasticity (homogeneity of variance), assumes that the variances around the
regression line are the same for all values of the independent variables. According to Hair
et al(1998), homoscedasticity assumes that independent variable exhibits similar amounts
of variance across the range of values for that dependent variable. However, a slight
heteroscedasticity (divergence of variance) is said to have little effect on significance tests.
Levene (1960) test for equality of variance was computed based on one-way Anova
procedure to test for homoscedasticity. The dependent variable, Performance of poverty
reduction projects, was tested against the key explanatory indicator, Policy Marketing
(Aggregate). The intervening variables, namely quality of staffs and demography of

beneficiaries (both Male and female) were also tested. Results are presented in table 3.9.

Table 3.9: Test of Homogeneity of Variances
Performance of Project

Levene Statistic df 1 df 2 Sig
Policy Marketing(Aggregate) 2.828 4 45 .036
Quiality of Staffs 15.855 3 46 .000
Demography of Beneficiaries(Male) 872 1 48 .355
Demography of Beneficiaries(Female) | .265 1 48 .609

Source: Primary Data
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Table 3.9 indicates that demography of beneficiaries for both male and female have a
Levene statistic with a p-value>0.05 hence not significant. This implies that the variances
are homogeneous in these variables. However Policy marketing (aggregate) has a Levene
p-value of .036 which is slightly significant since p<0.05. The Quality of staffs has a
Levene statistic with a p-value<.05 implying it is significant. However, according to
John(2015), the main assumptions underlying ANOVA in order of importance are;
Random independent samples; Normality; and Homogeneity of variance. If data has passed
the first two tests, the Levene’s test does not invalidate the data. Raid Amin(2015), argues
that if Levene test is significant, the use of non-parametric test, such as Kolmogorov-
Smirnov, validates the data. In this study, the data have passed both the other tests and
partially passed Levene test hence they are good for further analysis.

3.10 Data Analysis

This study applied mainly quantitative technigques to analyze the data. However, qualitative
analysis was also done so as to organize raw data collected from the field. Since primary
data corrected in raw form is not easy to interpret, they need cleaning, coding and analysis,
Mugenda and Mugenda (2003). A similar task was carried out in this study.

In order to meet the study objectives, quantitative analysis was done comprising of both
descriptive and inferential statistical procedures. The data was subjected to both descriptive
and inferential analyses. Basic analysis of raw data was done using the Microsoft Excel
spreadsheet software. The results of statistical data analysis were obtained using Statistical

Package for Social Scientists (SPSS) software.

3.10.1 Descriptive Statistics

Descriptive statistics was used in order to explore the underlying features in the data. The
data covered several aspects such as the response rate, geographical distribution of the
study projects, profile of individual respondents, demographics and all response variables.

The descriptive statistics of each variable and its indicators were used.

For each of the indicators of each variable, the mean score of the responses was calculated.
Then the standard deviation of each indicator was also calculated and finally the
Coefficient of Variation (CV) was calculated as a percentage so as to give an indication of

how each of the responses varied and to simplify comparison of the relevant variations.
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3.10.2 Inferential Statistical Procedures

The role of inferential statistics is to make inferences about a population, (Harper et al,
1977). This study performed inferential statistical tests to understand the relationships
between various variables and to test the hypotheses postulated. Inferential statistical
procedures were applied in order to reveal important aspects that could not be brought out
by descriptive statistics. The data was subjected to simple and multiple and moderated

hierarchical regression analysis.

Multiple regression analysis helps to predict the magnitude of the dependent variable based
on the values for the independent variables. This was applied in analyzing the moderating
effect of managerial qualities of staffs, demographic characteristics of beneficiaries
between public marketing and project success. Moderated regression analysis supposes
existence of moderator variable. Pearson Product Moment Correlation Coefficient(r) was
computed to reveal the nature and strength variable relationships. The amount of variation
in the dependent variable explained by moderating variables was measured using the

coefficient of determination (R).

Hypothesis one (H1) which postulated that Public Policy Marketing practices will
significantly influence performance of poverty reduction projects in the agricultural sector
in central Kenya, was tested using multiple linear regression Model(1). The moderating
effects, hypothesis two (H2) proposed that managerial qualities of project staffs have
influence on the relationship between public policy marketing practices and performance of
poverty reduction projects in the agricultural sector in central Kenya. Here a linear
regression model (Model 2) was used. Model(3) also a multiple linear regression was used
to test hypothesis three (H3) which sought to establish whether demographic characteristics
of project target beneficiaries have influence on the relationship between public policy
marketing practices and performance of poverty reduction projects in the agricultural sector
in central Kenya. Finally, Hypothesis four (H4) sought to establish whether or not Public
policy marketing practices, managerial qualities of project staffs and demographic
characteristics of project target beneficiaries have joint influence on the performance of
poverty reduction projects in the agricultural sector in Kenya. A linear regression model (4)
was used here. Table 3.10 summarizes the objectives of the study, hypotheses that were

tested and the theoretical models used together with analysis method and interpretation.

39



Table 3.10: Summary of Objectives, Hypotheses and Analytical Models

Obijectives Hypotheses Analysis Method Analysis Method
and Interpretation
Objective (i): | Hypothesis:H1 | Regression R?
Determine the Public policy model(Modell):Performance | Pearson’s product
influence of marketing of Poverty Reduction Projects moment correlation (r)
public policy practices will (PPRP)=a + Bj(Public policy r=0 means there is no
marketing significantly marketing practices /8Ps) + error | correlation between
practices on the influence term Project Success and

performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

PPRP=a+ B, X; + B, X, + BaX3 +
BaXy + BsXs + BsXs + BrX7 + PeXs
+ &1

Where; a=regression constant,
B....Bg are coefficients.

X,=Product Xe=Partnership
characteristic ~ X;=Policy
X,=Price Environment
X;=Place Xg=Purse
X4=Promotion Strings
Xs=Publics &,=Error

Public policy marketing
practices

r<0 means there is
negative correlation
r>0 means there is
positive correlation
r>0.5 means there is
strong correlation

Objective (ii):
Assess the
influence of
managerial
qualities of
project staffs on
the relationship
between Public
policy marketing
practices and
performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Hypothesis:H2
Managerial
qualities of project
staffs have
influence on the
relationship
between public
policy marketing
practices and
performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Regression model(Model2):
Performance of Poverty Reduction
Projects (PPRP) =a+
Bi(Managerial Qualities of staffs +
Public policy marketing
practices/8Ps)+ error term
PPRP=a+ BoXo+ B1oX10 + &2
Where;

a= regression intercept

Bo, B1o are coefficients

X,= Mean Score of MQS

X, o= mean score of PPMP

&,= Error term

RZ

Pearson’s product
moment correlation (r)
r=0 means no influence
of managerial qualities
of project staffs-
between public policy
marketing practices and
success of poverty
reduction projects.

r<0 means negative
effect

r>0 means positive
effect

r>0.5 means strong
positive effect

Objective (iii):
Investigate the
influence of
demographic
characteristics of
project target
beneficiaries on
the relationship
between Public
policy marketing
practices and
performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Hypothesis:H3
Demographic
characteristics of
project target
beneficiaries have
influence on the
relationship
between public
policy marketing
practices and
performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Regression model(Model3):
Performance of Poverty Reduction
Projects (PPRP)= a+ [3;(PCPB:
Gender, Age, Education, Income
+ Public policy marketing
practices/8 Ps) +error term

PPRP=a+B11X;1+B12X;, +€3

Where;

X,,=Mean score of PCPB

X,, =Mean score of PPMP
&3 = Error term

RZ

Pearson’s product
moment correlation (r)
r=0 means no influence
of demographic
characteristics of target
beneficiaries-between
Public policy marketing
practices and success of
poverty reduction
projects.

r<0 means -ve effect
r>0 means +ve effect
r>0.5 means strong +ve
effect
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Obijective (iv):
Evaluate the joint
influence of
Public policy
marketing
practices,
managerial
qualities of project
staffs and
demographic
characteristics of
Project target
beneficiaries on
performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Hypothesis:H4
Public policy
marketing
practices,
managerial
qualities of project
staffs and
demographic
characteristics of
project target
beneficiaries have
joint influence on
the performance of
poverty reduction
projects in the
agricultural sector
in Kenya.

Regression model(Model4):
Performance of Poverty Reduction
Projects (PPRP)= Public policy
marketing practices/8Ps(PPMPP)+
Managerial Qualities of
Staffs(MQS)+Demographic
Characteristics of target
beneficiaries(PCPB) + error term
PPRP=a+3X13+B14X14+
PisXi5+e,

Where;

a=regression constant(intercept)
Bis....B1s are regression
coefficients

X,3= Mean score of PPMPP

X,,= Mean score of MQS

X,s= Mean score of PCPB
g4=Error term

RZ

Pearson’s product
moment correlation (r)
r=0 means no joint
influence of managerial
qualities of Project staffs
and demographic
characteristics of Project
target beneficiaries on
the relationship between
Public policy marketing
practices and success of
poverty reduction
projects in Kenya.

r<0 means negative
effect

r>0 means positive
effect

r>0.5 means strong
positive effect

Source: Current Researcher

3.11 Chapter Summary

This chapter described the research methodology adopted (by the researcher) in the current

study. The chapter explained the research philosophy, research design, population of the study,

data collection instruments, reliability and validity of the data instruments. The chapter also

showed the results of multicollinearity tests and gave an outline of how the study variables

were operationalized. The study variables together with descriptive and inferential statistical

data techniques were also outlined. The analytical models used for data analysis and

hypotheses testing were also provided. In the next chapter, data analysis, findings and the

interpretation of the results is presented.
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CHAPTER FOUR
DATA ANALYSIS AND FINDINGS

4.1 Introduction

This chapter presents the results of data analysis and research findings together with the
interpretation based on the research objectives and hypotheses of this study. The study
aimed to determine the effect of public policy marketing practices on the performance of
poverty reduction projects in the agricultural sector in central Kenya. The moderating
effects of managerial qualities of project staffs and demographic characteristics of target
beneficiaries were also examined. The response rate and various assumptions are described.
The chapter also presents a summary of projects and profiles of key respondents.
Relationships between the study variables and hypotheses test results are also discussed. A

new conceptual framework based on the key findings of the study is presented.

4.2 Response Rate

Data was collected coded and then cleaned to ensure consistency before analysis. Data was
collected from the agricultural sector in central counties of Kenya. This is because the
beneficiaries in this region have similar characteristics suitable for the study. Although
Nairobi is mainly urban, Dagoretti sub-county which is included in Nairobi County is
mainly rural with similar characteristics as the other counties in central Kenya and hence its
inclusion in the study. The survey collected data from 53 projects but three questionnaires
were found to have serious data gaps and were therefore left out of the analysis. Gaps
considered not serious were filled based on projections from the other questionnaires by
comparing what the common score was for a particular item in the other questionnaires.
The scores in such cases were adopted for the missing data. Analysis was done on the
remaining 50 projects representing a response rate of 94%. This was achieved through the
support of the National Project Coordinator of ASDSP, County coordinators and other
officials from the Ministry of Agriculture, Livestock and Fisheries (MoLF). Other national
and county activities funded as part of a larger programme across several sectors, if
relevant to this study were also included. The respondents were contacted and the
questionnaire explained to them. Some respondents chose to give immediate responses
while others asked for more time. In such cases the questionnaires were left and picked

later. Pertinent results are shown in table 4.1.
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Table 4.1: Response Rate

Projects Projects included
Number of included in the in the Analysis

County Projects (N) Analysis (%)
Nairobi 5 5 100
Kiambu 12 11 92
Murang’a 10 10 100
Nyeri 6 6 100
Embu 5 5) 100
Kirinyaga 5 5 100
Laikipia 5 4 80
Nyandarua 5 4 80
TOTAL 53 50 94

Source: Primary Data

Figure 4.1 Percentage of Geographical Distribution of Projects in the Study
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Source: Primary Data
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4.3 Geographical Distribution of the Study Projects

Studied projects were drawn from 8 counties within central Kenya as illustrated in table 4.1
and fig. 4.1. As shown in the two figures, Kiambu County had the highest number of
participating projects at 11 representing 92%. The questionnaire of one project had no data
in the performance section and hence was not included in the analysis. Miirang’a County
hand 10 projects and all were analyzed representing 100%. Nyeri, Embu and Kirinyaga had
6, 5 and 5 respectively and 100% were analyzed. Laikipia and Nyandarua had 5 each and 4

were analyzed from each county representing 80% of each.

4.4 Profile of Individual Respondents

Identifiable characteristics relating to respondents included length of time in service within
the civil service (years), designation, gender, and highest level of education attained at the

time of the interview.

4.4.1 Respondents’ Gender and Highest Level of Education

In the study, individual respondents were both male and female and had attained varied
levels of education. The results are presented in table 4.2.

Table 4.2 Respondents’ Highest Level of Education across Gender
Male Female Total

Level of education N % N % N %

Bachelors Degree 27 54 14 28 41 82

Masters degree 6 12 3 6 9 18
PhD degree 0 0 0 0 0 0
Total 33 66 17 34 50 100

Source: Primary Data

The result shows that out of the 50 respondents 33(66%) were male while 17(34%) were
female. The education levels showed that 27(54%) male had a bachelor’s degree while
14(28%) female had the same level of education. The master’s degree was attained by
6(12%) male and 3(6%) of the female. None of the interviewed respondents had attained a
doctor of philosophy degree or its equivalent. The results appear to be consistent with the

Government policy that all project managers should have at least a bachelor’s degree.
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4.4.2 Respondents’ length of service in the Civil Service

Respondents’ length in civil service was profiled against gender as shown in Table 4.3.

Table 4.3 Respondents’ Length of Service across Gender

gi?/aillr SS:;\;[:; Male Female Total

0-5 years 5 10 3 6 8 16
6-10 years 11 | 22 6 12 17 34
11-20 years 12 | 24 3 6 15 30

Over 20 years 5 10 5 10 10 20

Total 33| 66 | 17 34 50 100

Source: Primary Data

The length of service shows that 5(10%) of the male had under 5 years in the service while
11(22%) and 12(24%) hand 6-10 years and 11-20 years respectively. Those over 21 years
of experience were 5(10%). Their female counterparts were 3(6%) under 5 years in the
civil service while 6(12%) and 3(6%) had 6-10 years and 11-20 years respectively. The
female respondents with over 21 years experience were also 5(10%). The results show that
the respondents were well experienced and competent to give relevant information about

their projects.

4.5 Descriptive Statistics of the Study Variables

The next section provides descriptive statistics for public policy marketing practices,
managerial qualities of project staffs, demographic characteristics of target beneficiaries
and performance of poverty reduction projects in the agricultural sector in central Kenya.
In order to facilitate better data interpretation, the study adopted a scale of mean scores. If
the mean score was greater than 4.50, then the respondents were considered to agree to a
very large extent on a particular issue. A mean score of between 3.50 and 4.49 means that
the respondents agree to a large extent; between 2.50 to 3.49 means they moderately agree;
between 1.50 to 2.49 means they agree to a small extent while a means score of 0 to 1.45
means the respondents did not agree at all.
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4.5.1 Public Policy Marketing Practices

According to Buurma (2001), public policy marketing practices practiced by a government
comprise the process of planning and executing of policies the government applies to bring
about marketing exchanges that can cause the social impact aimed for. Weinreich (2010)
proposed 8Ps of social marketing namely, product, price, place, promotion, publics,

partnership, policy environment and purse strings.

The meanings of the 8Ps as proposed by Weinreich (2010) were adopted in this study. The
product means tangible products or services being offered by the project. Price refers to
actual money or effort needed to be paid or offered by the target beneficiaries in order to
obtain the product and/or services offered by the project. Place is the distribution channels
used to distribute the actual product or method used to provide the services to beneficiaries.
Promotion is the method used to promote products or services of the project while by
publics is meant the external and internal groups directly involved in implementing the
project. It also means the different audiences the project needs to address in order to
succeed. Partnership refers to organizations within the project area with which partnerships
have been formed. Policy environment is the situation in which the project/programme is
operating and finally purse strings refer to the funds from donors, foundations,

governmental grants or donations.

Questions of Public Policy Marketing Practices on the study instrument were designed on a
5-point rating scale where 5=strongly agree down to 1=strongly disagree. The questions
asked on each of the 8Ps, the means score of the responses, the standard deviation and the
Coefficient of Variation (CV) are next presented. The Coefficient of Variation (CV) is
calculated as a percentage of mean score (Standard Deviation/ Mean Score) x 100.

4.5.1.1 Product Characteristics of Policy Marketing

The product characteristics refer to the quality or nature of the tangible products or services
offered by the project. The respondents were asked the extent to which the products or
services offered by the project met the needs of the beneficiaries. The statements posed to

respondents and the analyses of their responses are presented in table 4.4.
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Table 4.4: Responses for Product Characteristics

Product Characteristics N Mean Star]da_\rd CV%
Score | Deviation
The project makes use of the latest design and state
of the art technology in its products/services. 50 4.16 0.468 11.2
The project takes into consideration the
usability/ease of use of the individual project’ | 50 4.36 0.485 111
products and services.
The project takes into consideration the
usefulness and value for money of the| 50 4.22 0.910 21.6
individual project products and services.
Thg project _takes into conade_:rgtl(_)n the need to 50 452 0.544 12.0
deliver quality to target beneficiaries.
The project takes into consideration the need to
maintain the brand 1image to target| 50 4.56 0.501 11.0
beneficiaries.
The project management regularly reviews the
design and technology used in the projects’ | 50 4.12 0.718 17.4
products/services.
The project management evaluates the
usability/ease of use of the individual projects’ | 50 3.86 0.729 18.9
products and services.
The project management assesses the
usefulness and value for money of the| 50 4.32 0.471 10.9
individual projects’ products and services.
The project management review quality and
delivery systems of products and services to | 50 4.26 0.565 13.3
target beneficiaries.
The project management monitors _and reviews | 4.2 0.700 16.7
the brand image to target beneficiaries.
Grand Mean Score 496 0.314 737

Source: Primary Data

The results in table 4.4 reveal a grand mean score of 4.26 and a Coefficient of Variation
(CV=7.4%). This indicates that the respondents agree to a large extent that the
characteristics of the products (whether tangible or a service) being offered by the project
will have a major impact on the performance of a given project. The need for the project to
take into consideration the importance of maintaining the brand image to target
beneficiaries was rated highest with a mean score of 4.56. The lowest rating was 3.86 which

are still high meaning that the respondents agreed to a large extent that the project management

need to evaluate the usability/ease of use of the individual project products and services.
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Adesope (2012) posits that a beneficiary of a project will adopt or not adopt a project based
on the relative advantage of the new product. This means the degree to which a new
product or service being introduced by the project is seen as better than the idea,
programme, or product it purports to replace. The issue of whether the project takes into
consideration the usefulness and value for money of the individual projects’ products and services
had the highest variation with a standard deviation of 0.910 and a coefficient of variation of
(CV=21.6%). The need for project management to assess the usefulness and value for money of the

individual projects’ products and services had the lowest variation (CV=10.9%).

4.5.1.2 Price Dimension of Policy Marketing

The product price is the actual money, or if the project has no product to sell directly, the
effort the beneficiary needs to pay/give to get the product and/or services offered by the
project. The respondents were asked to indicate the suitability of the pricing of the products
or services offered by the project. The statements posed to respondents and the analysis of
their responses is presented in table 4.5.

As depicted in table 4.5 the analysis yielded a grand mean of 4.28 and a coefficient of
variation (CV=6.5%). This implies that the respondents agree to a large extent that the
pricing of the products (whether tangible or a service) being offered by the project is
critical to the success of a given project. It is generally agreed in economic literature that
the poor are very price sensitive. Any small change in price will have a big impact on the
sales of the products or services. To a very large extent therefore, a project will succeed or
fail based on the pricing structure of its products. The need for project staffs to review the
price of products/services in order to enhance affordability by target beneficiaries was rated
highest with a mean score of 4.58.The issue of whether the project considers the need to
combine products and services together with special offers and special promotions to make
prices appear attractive was rated the lowest but still high at 3.96. All the ratings were
above this indicating that the respondents agree to a large extent that the pricing is

important for project performance.
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Table 4.5: Responses for Price

Price

Mean
Score

Standard
Deviation

CVv
%

The project has priced its products in a way to
enhance affordability by target beneficiaries.

50

4.10

0.580

14.2

The project has priced its products in a way to
enhance the perception of quality by target
beneficiaries.

50

4.34

0.626

14.4

The project considers the need to change the terms
and conditions of sale so as to spread the payment
over a series of periods.

50

4.34

0.626

14.4

The project considers the need to combine products
and services together with special offers and special
promotions to make prices appear attractive.

50

3.96

0.807

20.4

The project is open to the need for revising the
prices, if necessary, to remain competitive, to
survive and thrive in a fast-changing marketplace.

50

4.30

0.614

14.3

The project staffs review the price of
products/services in order to enhance affordability
by target beneficiaries.

50

4.58

0.499

10.9

The project staffs review the price of
products/services in order to enhance perception of
quality by target beneficiaries.

50

4.34

0.557

12.8

The project staffs reconsider the terms and
conditions of sale so as to spread the payment over a
series of periods.

50

4.12

0.328

8.0

The project staffs review the need to combine
products and services together with special offers
and special promotions to make prices appear
attractive.

50

4.48

0.614

13.7

The project staffs revise the prices, if necessary, to
remain competitive, to survive and thrive in a fast-
changing marketplace.

50

4.28

0.573

13.4

Grand Mean Score

4.28

0.277

6.50

Source: Primary Data

that the respondents agreed to a large extent on this issue.
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Smith (2000) asserts that selling is necessary whether dealing with a tangible product such
as soap or intangible products like school choice initiatives. The need to consider
combining products and services together with special offers and special promotions to
make prices appear attractive in addition to being rated the lowest had also the highest
Standard Deviation(SD) of 0.807 and still the highest CV=20.4%. In addition, whether the
project staffs reconsiders the terms and conditions of sale so as to spread the payment over

a series of periods, this had the lowest CV of only 8% and a mean score of 4.12 implying




4.5.1.3 Distribution (Place) Dimension of Policy Marketing

Place refers to the distribution channels used to deliver the actual product or method used
to provide the services to beneficiaries. The respondents were asked to respond to various
issues touching on the distribution of the products of their projects. The questions asked to

the respondents and the analysis of their responses is presented in table 4.6.

Table 4.6: Responses for Place

Mean Standard CcvV

Place N1 Score | Deviation %

The project staffs have entered into strategic alliances with
profit making firms to distribute the products to target | 50 4.52 0.580 12.8
beneficiaries.

The project staffs has entered into strategic alliances with NGOs
to distribute the products to target beneficiaries.

The project staffs have entered into strategic alliances with
Community Based Organizations (CBO) to distribute the | 50 | 4.54 0.542 11.9
products to target beneficiaries.

The project staffs have entered into strategic alliances with local
administration (chiefs and village elders) to distribute the | 50 | 4.50 0.614 13.7
products/ services to target beneficiaries.

The project uses technological inventions, such as cell phones,
Mpesa, to facilitate the access to and payments for project | 50 4.50 0.544 12.1
products.

Project staffs constantly seek strategic alliances with profit
making firms to distribute products to target beneficiaries.

The project staffs actively seek strategic alliances with NGOs to
distribute the products to target beneficiaries.

The project staffs actively seek strategic alliances with
Community Based Organizations (CBO) to distribute the | 50 4.32 0.713 16.5
products to target beneficiaries.

The project staffs actively seek strategic alliances with local
administration to distribute the products/ services to target | 50 | 4.54 0.542 11.9
beneficiaries.

The project staffs actively seek to use technological inventions,
eg cell phones, Mpesa, to facilitate access to/and payments for | 50 | 4.56 0.577 12.7
project products.

50 | 4.10 0.544 13.3

50 | 4.24 0.687 16.2

50 | 4.30 0.814 18.9

Grand Mean Score 441 0.460 10.4

Source: Primary Data

Table 4.6 reveals the distribution of products and services scored a grand mean of 4.41 and
a coefficient of variation (CV=10.4%). This shows that respondents agree to a large extent
that distribution of products (whether tangible or a service) offered by the project has a
major impact on a given project. On whether project staffs actively seek to use technological
inventions, such as cell phones, electronic money transfer services, for example Mpesa, to facilitate
access to/and payments for the project’s products was rated highest(mean score=4.56). Issue of
whether project staffs have entered into strategic alliances with Non-Government Organizations

(NGOs) to distribute the products to target beneficiaries was least rated but still high at 4.10.
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Yasmin (2013) says that successful projects in addition to meeting their set objectives also
ensure the products are delivered and maintained on schedule. On whether the project staffs
have entered into strategic alliances with Community Based Organizations (CBO) to
distribute the products to target beneficiaries; and whether the project staffs actively seek
strategic alliances with local administration to distribute the products/ services to target
beneficiaries was both rated at 4.54 and had the least CV of 11.9% and a SD of 0.542. The

respondents therefore agreed to a very large extent on this issue.

4.5.1.4 Promotion Dimension of Policy Marketing

By promotion it is meant the method used to persuade the target beneficiaries to buy
products or services or to adopt social products being offered by the project. This
promotion can take many forms such as awareness creation, advertisement, public meetings
(barazas) and any other method that may be applied. Several issues were put to the

respondents and their responses together with some analysis are presented in table 4.7.

Table 4.7: Responses for Promotion

Mean | Standard Ccv

Promotion N'| Score | Deviation | %

The project invests in mass media
advertisement of its products/services.

The project invests in a sales force for direct
selling of its products/ services.

The project uses special offers to market the
products/services.

The  project use gifts to  market
products/services

The project allows user testing in marketing the
products/services.

The project staffs use mass media to advertise
the products/services.

The project staffs use sales force for direct
selling of the products/ services

The project staffs use special offers to market
the products/services.

The project staffs use gifts to market
products/services.

The project staffs allow users to test the
products/services.

50 | 4.00 1.030 25.8

50| 4.30 0.580 13.5

50 | 4.30 0.505 11.7

50 | 3.94 1.058 26.8

50 | 4.36 0.776 17.8

50 | 4.28 0.701 16.4

50 | 4.40 0.495 11.2

50 | 4.04 0.947 234

50 | 3.90 1.093 28.0

50 | 4.42 0.609 13.8

Grand Mean Score 419 0.623 14.8

Source: Primary Data
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Smith (2000) asserts that Promotion is necessary. As social product such a policy reform
idea or a tangible product like a bar of soap cannot be expected to walk off the shelf by
itself without marketing. Table 4.7 suggests that promotion had a rating with a grand mean
of 4.19, overall SD 0.623 and a coefficient of variation (CV=14.8%). This implies that the
respondents agree to a large extent that promotion of the project’s products is likely to have
a positive effect on the performance of the project. On whether the project staffs allows users
to test the products/services had the highest rating of 4.42 (SD=0.609, CV=13.8%). The issue of

whether the project staffs use gifts to market products/services had the lowest rating of 3.90. All the

ratings show the respondents agree on all the promotion issues to a large extent.

4.5.1.5 Publics Dimension of Policy Marketing

Publics are the internal and external groups involved in the implementation of the project.
It also means different audiences the project needs to address in order to succeed.
Respondents were asked to indicate the extent to which they agree with the way the publics

of the project were being managed. The responses are presented in table 4.8

Table 4.8: Responses for Publics
Publics N

The project has put in place procedures for addressing
the internal groups involved in the project.

The project has put in place procedures for addressing
the external groups involved in the project.

The project has made efforts to identify key
audiences/stakeholders to be addressed.

The project actively involves the internal groups
involved in the project.

The project actively involves the external groups
involved in the project.

The project staffs constantly address the internal groups
involved in the project.

The project staffs constantly addressthe external groups
involved in the project.

The project staffs constantly identify key audiences/
stakeholders to be addressed.

The project staffs actively involve the internal groups
involved in the project.

The project staffs actively involve the external groups
involved in the project.

Grand Mean Score 4.30 0.346 8.1

Mean | Standard Cv
Score | Deviation %

50 | 4.58 0.538 11.7

50 | 4.50 0.614 13.7

50 | 4.14 0.535 12.9

50 | 4.26 0.487 114

50 | 4.20 0.571 13.6

50 | 4.36 0.485 111

50 | 4.06 0.470 11.6

50 | 4.26 0.487 114

50 | 4.26 0.487 11.4

50 | 4.12 0.422 10.2

Source: Primary Data
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Table 4.8 reveals respondents agreement to a large extent with the importance of publics in
the performance of projects with a mean score rating of 4.30(S.D. = 0.346; CV=8.1%).
The need for the project to put in place procedures for addressing the internal groups
involved in the project was rated the highest at 4.58 mean score hence the respondents
agreed to a very large extent on this issue. The mean scores of all other issues were above

4.00 indicating an agreement to a large extent on all the issues.

Weinreich (2010) argues that publics are important for project success. The Kenya
Constitution 2010 requires public participation in the design and implementation of all
public policy. The result reveals that the projects staffs appear to have a general agreement
with this principle of public participation. This may be deduced from the results since all
the means score are high and the CV is low at 8.1%.

4.5.1.6 Partnerships Dimension of Policy Marketing

By Partnerships is meant organizations within the project area with which partnerships
have been formed. These partnerships, if formed, enhance the performance of the project.
For example the performance of a micro loans project can be enhanced by forming

partnerships with local financial institutions. Table 4.9 depicts responses from respondents.

Table 4.9: Responses for Partnerships

Mean | Standard | CV

Partnerships N Score | Deviation | %

The project has close collaboration with private firms such

. S 50 | 4.44 0.705 15.9
as financial institutions.

The project has the support of the local community 50 | 4.48 0.677 15.1

The project has close collaboration with community-based 50 | 444 0577 13.0
organizations (CBOs).

The project has close collaboration with International
Development Organizations such as World Bank, IMF, 50 | 4.20 0.67 16.0
WHO, FAO etc.

The project has the support of the local administration

such as the police force and the chief. S0 | 452 0.54 12.0

The project staffs seek close collaboration with private

firms such as financial institutions. 50| 428 0.5 11.6

The project staffs seek the support of the local community | 50 | 4.36 0.525 12.0

The project staffs seek close collaboration with
community-based organizations (CBOs). S0 | 4.24 0.476 112

The project staffs seek close collaboration with
International Development Organizations such as Work 50 | 4.08 0.488 12.0
Bank, WHO, FAO.

The project staffs havethe support of the local
administration such as the police force and the chief. 50| 4.28 0.501 117

Grand Mean Score 4.3 0.36 8.2

Source: Primary Data
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Table 4.9 reveals respondents agreement to a large extent with the importance of forming
partnerships to enhance project performance. On whether the project has the support of the
local administration such as the police force and the chief, the respondents were in
agreement to a very large extent with a mean score of 4.52(CV=12%). This is not
surprising since the local administrators are government employees as well as the
respondents. As in publics the mean scores of all the issues was above 4.00 indicating an

agreement to a large extent on all the issues of partnerships.

Cross and Brohmann (2015), assert that identifying appropriate stakeholders is critical for
introducing appropriate projects in appropriate contexts. The result reveals that the project staffs
appear to have a general agreement with the principle of forming partnerships. This may be
deduced from the results since all the mean scores are high and the CV is low at 8.2%.

4.5.1.7 Policy Environment Dimension of Policy Marketing

Policy environment is the governmental governance conditions in which the
project/programme is operating. This is important because if the governance climate is not
supportive, the project has little chance of succeeding. Respondents were asked to indicate

the agreement or otherwise with a set of statements. The results are reported in table 4.10.

Table 4.10 shows respondents agree to a large extent that the policy situation in which the
project operates is important for project performance (Mean Score=4.36; CV=7.4%). The
very low standard deviation of 0.32 and a low CV of 7.4% imply a general consensus on
these issues. On whether Stakeholders’ participation, consensus, co-operation, commitment
and ownership in the policy process exist, was rated highly and all respondents appear to

agree to a large extent on this issue.
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Table 4.10: Responses for Policy Environment

Mean | Standard | CV
Score | Deviation | %

50 | 4.50 0.580 12.9

Policy Environment N

The project operates in a situation where proactive
policy analysis process exists.

There is availability of adequate, accurate and
timely information during the policy formulation 50 | 4.32 0.513 11.9
process.
A policy marketing system exists. 50 | 4.50 0.580 12.9
The: Key actors have the capacity to understand 50 | 4.30 0.763 177
policies.

Stakeholders’ participation, consensus, co-
operation, commitment and ownership in the policy | 50 | 4.62 0.490 10.6
process exist.

The project staffs operate in a situation where

proactive policy analysis process exists and is 50 | 4.16 0.370 8.9
encouraged.

The project staffs have access to adequate, accurate

and timely information during the Policy 50 | 4.08 0.340 8.3

Formulation process.

The project staffs are actively involved in a policy
marketing system.

The key project staffs has the capacity to
understand policies.

The project staffs and Stakeholders get involved,
participate in consensus, co-operate, are committed | 50 | 4.38 0.494 11.3
and feel ownership in the policy process.

50 | 442 0.499 11.3

50 | 432 0.471 10.9

Grand Mean Score | 4.36 0.32 7.4

Source: Primary Data

Viswanathan et al (2012) say that the general policy environment in which pro-poor
projects operate is characterized by pervasive interdependence among people. The result
reveals that although the respondents had agreement to a large extent, they appear to have
doubts on whether the project staffs have access to adequate, accurate and timely
information during the policy formulation process since this was the lowest rating on this
issue at (MS=4.08) and had also the lowest coefficient of variation(CV=8.3%).

4.5.1.8 Purse Strings Dimension of Policy Marketing

Purse Strings refer to funds from donors, foundations, governmental grants or donations.
The funding levels a project has will make or break the implementation of the project and
will largely impact on its performance. The respondents were requested to indicate whether

or not they agreed with the following set of statements. Results are indicated in table 4.11.
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Table 4.11: Responses for Purse Strings

Mean | Standard | CV

Purse Strings N Score | Deviation | %

The project has received adequate financial
support from the sponsoring ministry.

The project has received skilled and qualified
staffs from the sponsoring ministry.

The project has received vehicles and transport
support from the sponsoring ministry.

The project has received adequate office space,
furniture and computers support from the 50 | 3.98 0.915 23.0
sponsoring ministry.

The project staffs constantly seek adequate
financial support from the sponsoring ministry.
The key skilled and qualified staffs from the
sponsoring ministry are in place.

The project always receives vehicles and
transport support from the sponsoring ministry.
The project always receives adequate office
space, furniture and computers support from 50 | 3.92 0.900 23.0
the sponsoring ministry.

50 | 3.34 1.479 44.3

50 | 4.32 0.551 12.8

50 | 3.88 0.872 22.5

50| 4.28 0.497 11.6

50| 4.44 0.541 12.2

50 | 3.92 0.877 22.4

Grand Mean Score | 4.01 0.423 10.6

Source: Primary Data

Table 4.11 shows that the purse string issue is one of the lowest rated at 4.01(CV=10.6%).
The highest mean score of 4.44(CV=12.2%) indicate that the respondents agree to a large
extent that the key skilled and qualified staffs from the sponsoring ministry are in place.
However, the lowest score of 3.34(CV=44.3%) seems to indicate that the projects do not
received adequate financial support from the sponsoring ministry. This is followed by the
next lowest rating of 3.88(CV=22.5%) suggesting that projects do not receive adequate

vehicles and transport support from the sponsoring ministry.

Weinreich (2010) argues that in most cases, organizations involved in social marketing
programmes are funded by foundations, grants from governments or donations. The result
reveals that the projects staffs appear to have a general agreement that the projects have
good and qualified staffs but lack adequate financial support from the sponsors of the

projects.
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4.5.1.9 Summary of Descriptive Statistics for Public Policy Marketing Practices

The results of the aggregate scores of public policy marketing practices together with the

various dimensions (8Ps) are summarized in table 4.12.

Table 4.12: Summary of Descriptive Statistics for Public Policy
Marketing Practices

Mean | Standard | CV
N | Score | Deviation | %

Product Characteristics 50 | 4.26 0314 | 7.37
Price 50 | 4.28 0.277 6.50
Place 50 | 441 0.460 |10.4
Promotion 50 | 4.19 0.623 14.8
Publics 50 | 4.30 0.346 8.1
Partnerships 50 | 4.30 0.36 8.2
Policy Environment 50 | 4.36 0.32 7.4
Purse Strings 50 | 4.01 0.423 10.6
Aggregate Policy Marketing Mean Score | 50 | 4.20 0.243 0.1

Source: Primary Data

Results indicate that the aggregate mean score of public policy marketing practices is
4.20(CV=0.1%) implying respondents agree to a large extent that policy marketing is
important for success of poverty projects. The near zero CV indicates almost unanimity
among the respondents on this issue. Policy environment was rated the highest with a mean
score of 4.36(CV=7.4%) while purse strings had lowest rating of 4.01(CV=7.4).

4.5.2 Managerial Qualities of Project Staffs (MQS)

Managerial Qualities of Project Staffs (MQS) had five indicators. First, the Technical
skills, which means the skills of staffs managing the project in terms of education, training
and experience. Second, is the Marketing skill which means specific ability of staffs to
market the projects. Third, Management skills which mean the capacity to manage the
projects. Fourth, proven ability to use participative techniques in managing projects; and
fifth the extent to which the project managers are supported by senior policy makers.
Respondents were asked to indicate their agreement or otherwise with the following

managerial statements. Table 4.13 displays the questions and some analysis of the results.
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Table 4.13: Managerial Qualities of Project Staffs (MQS)

Mean | Standard | CV

Managerial Qualities of Project Staffs (MQS) | N Score | Deviation | %

The project staffs have adequate technical skills. | 50 | 4.30 0.505 11.7
The project staffs have adequate marketing 50 | 430 0.544 127

skills.

Ikhillal Sp:rolect staffs have adequate management 50 | 4.30 054 | 127
The project staffs use participative style of 50 | 429 0679 | 161
management.

The project has a lot of support from senior
policy makers.

The project staffs demonstrate adequate
technical skills.

The marketing skills of the project staffs are
evident.

It is easy to notice management skills of the
project staffs.

Participative style of management is always
used by the project staffs.

Senior policy makers enthusiastically support
the project staffs.

50 | 4.28 0.497 11.6

50 | 4.46 0.734 16.5

50 | 4.28 0.784 18.3

50 | 4.36 0.693 15.9

50 | 432 0.513 11.9

50 | 4.08 0.851 |20.9

Grand Mean Score 4.29 0.495 12.0

Source: Primary Data

The results reported in table 4.13 reveal a grand mean score of 4.29(CV=12%) and very
low SD of 0.5 indicating that the respondents agree to a large extent on the indicators of
project staffs managerial skills. The issue of project staffs demonstrating adequate technical
skills was the highest rated at 4.46(CV=16.5%) while senior policy makers enthusiastically
supporting the project staffs was rated the least at a mean score of 4.08(CV=21%. This
seems to suggest that although adequate project staffs with requisite technical skills are in

place, support from senior policy makers appears lacking or inadequate at best.

Thieme et al (2003) posits that project staffs with strong technical, marketing, and
management skills, who believe in participative style of management, are more likely to
succeed in implementing poverty reduction projects. However although the right human
resource is a necessary condition for success of projects, it is not sufficient. Government
support and allocation of adequate resources are necessary factors that increase the

probability of success of poverty reduction projects.
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4.5.3 Demographic Characteristics of Target Beneficiaries (DCTB)

The Demographic Characteristics of Target Beneficiaries (DCTB) comprised four
dimensions namely, gender, age, education levels and income bracket of the beneficiaries.
Respondents were first requested to give an estimate of the percentage of each gender
(male and female) of target beneficiaries for each project. Second, they were then asked to
estimate the percentage of project beneficiaries in each of the age categories (18-30 years;
31-40 years; 41-50 years; and 51 years & above). Third, the respondents were then
requested to estimate the percentage of beneficiaries who had attained each level of
education (Primary; Secondary; Tertiary/College; and University). Finally, they were
requested to estimate the percentage of beneficiaries in each bracket of monthly income
(Kenya shillings 0-25,000; 26,000-75,000;76,000-150,000; and 151,000 and above). To
compare the magnitude of each category, relative frequencies(RF) were computed for each
indicator. Table 4.14 presents the results of the respondents’ responses and analysis.

According to Adeoti (2009) demographic characteristics of target beneficiaries namely age,
gender, level of education and income are important factors influencing adoption of

poverty reduction policy by target beneficiaries.

Table 4.14 Demographic Characteristics of Target Beneficiaries (DCTB)
(Percent for each Category)

. . Mean Standard RF
Indicator Demographic category N Score Deviation %
Male 50 0.45 0.066 44.6
Gender
Female 50 0.55 0.066 55.4
18-30 years 50 0.14 0.201 13.6
Age in 31-40 years 50 0.66 0.313 65.8
Years 41-50 years 50 0.15 0.076 14.8
51 years and above 50 0.06 0.104 5.8
Primary 50 0.42 0.114 8.3
Highest
Secondary 50 4.44 0.075 87.3
Level of _
] Tertiary/College 50 0.14 0.065 2.8
Education
University 50 0.08 0.061 1.6
Income 0-25,000 50 0.78 0.283 78.4
Bracket | 26:000-75,000 50 0.09 0.119 9.2
(Kenya 76,000-150,000 50 0.08 0.110 8.0
shillings) | 151,000 and above 50 0.04 0.071 4.4
Grand Mean Score 0.58 1.139

Source: Primary Data
RF=Relative Frequency of a cateqory for each indicator
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Table 4.14 suggests that female beneficiaries were slightly more representing 55%
compared to 45% of male beneficiaries. About 66% of beneficiaries were between the age
31-40 years but over 80% were between 31-50 years. This means most of the target
beneficiaries were in their middle ages. On education over 87 percent of beneficiaries had
attained up to secondary school education implying a high level of literacy among the
beneficiaries. The results also reveal that most of the beneficiaries (over 78%) earned
below 25,000 Kenya shilling a month. This appears to be consistent with the general
objective of the poverty projects whose aim was to focus on the beneficiaries who are at the
lowest bracket of income.

4.5.4 Performance of Poverty Reduction Projects

Performance of Poverty Reduction Projects refers to the extent to which a given project has
achieved its stated objectives. Performance was assessed based on performance indexes of
its stated objectives and also using a scale rating. Respondents were asked to list project
objectives in order of their priority/importance as stated in the project document. The two
key objectives were listed from which a performance index was calculated based on the
achievement of each objective. Other performance issues were assessed using a scale

rating. The results are reported in table 4.15.

Table 4.15: Performance of Poverty Reduction Projects

Mean | Standard

Performance N S CV %
Score | Deviation
Project’s stated Objective Performance Index 1 50 | 0.91 0.232 255
objectives/activities
in order of
importance(OPI) Objective Performance Index 2 50 | 0.96 0.234 24.5

The project operated (is operating)
within the allocated budget and did/does 50 | 3.40 1.195 35.2
not need extra funds.

The project was completed (will be
completed) within the expected time 50 | 3.30 1.147 34.8
frame

The products/services offered to the
beneficiaries of the project were of very 50 | 2.86 1.525 53.3
high quality.

Other project
performance lIssues

Number of target beneficiaries reached
each project year was/is as per target.

50 | 442 0.642 145

Income levels of beneficiaries
increased/will increase significantly after

) 50 | 4.00 0.286 7.1
the project.

60




The level of education of beneficiaries
increased/will increase significantly after
the project.

50 | 4.16 0.422 10.1

Health status of beneficiaries
increased/will increase significantly after | 50 | 4.16 0.468 11.2
the project

Food and nutritional status of

significantly after the project.

Source: Primary Data
OPI: Objective Performance Index

The results reveal that the overall mean score was 3.2(CV=40.3%) implying that the
respondents had moderate agreement on the performance of projects. Performance index
for objectives 1 had a mean score of 0.91(CV=25.5) while Objective performance index 2
had a mean score of 0.96(CV=24.5). This suggested that the performance indexes of the
projects were nearly equal. The question of whether the number of target beneficiaries
reached each project year was as per target was rated the highest at mean scores of
4.42(CV=14.5). The lowest rated issue was whether the products/services offered to the
beneficiaries of the project were of very high quality with a mean score of 2.86 and had
also the highest CV of 53.3. This seemed to suggest that there was moderate agreement

among the respondents on this issue.

According to Greene (1990) a good project should have a prioritized list of objectives with
well-defined benchmarks and timelines. One way of measuring performance of projects is
to gauge the perception of project staffs on what they feel the project has achieved, Gondi
(2005). The moderate overall mean score of 3.2 and a high CV of 40.3 imply that the
project staffs perceive the performance of their projects as only moderate.

4.5.5 Summary of the Study Variables

This study was based on the interrelationships between four variables namely, public policy

marketing practices, managerial qualities of staffs, demographic characteristics of target
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beneficiaries and performance of projects. The summarized descriptive statistics of the

pertinent study variables is presented in table 4.16.

Table 4.16: Summary of the Descriptive Statistics of the Study Variables

Mean | Standard | CV
Score | Deviation | %

50 | 4.20 0.243 0.1

N

Policy Marketing Practices(Aggregate)

Managerial Qualities of Project Staffs 50 | 4.9 0.495 12.0

Demographic Characteristics of Target
Beneficiaries
Performance of Poverty reduction Projects

50 | 0.58 1.139 X

50 | 3.23 1.3016 | 40.31

Source: Primary Data
X-The CV was not calculated here since the measure was based on Relative Frequency (RF)

The findings presented in table 4.16 suggest that Managerial Quality of Staffs had the
highest mean score at 4.29(12%) implying that the respondents agreed to a large extent that
Managerial Quality of Staffs is important for better performance of projects. The second
highest mean score came from public policy marketing with a mean score of
4.20(CV=0.1%). This suggests that respondents agreed to a large extent that policy
marketing is important for better performance of poverty projects. The nearly zero CV
seem to imply that there was a near unanimity that policy marketing is critical to
performance of poverty reduction projects at least in central Kenya. The performance of
poverty reduction projects with a mean score of 3.23(CV=40.3%) came third which means
that the respondents also agreed moderately on this issue of how the projects were
performing. However the high coefficient of variance (CV) at 40.3% suggests there were
varied views on the issue. The aggregate score of Demographic Characteristics of Target
Beneficiaries had the least mean score of 0.58. This has no CV since the measure was
based on Relative Frequency (RF). The very low mean score suggest there were major

differences in the views given by respondents about this issue.

4.6. Regression Analyses and Tests of Hypotheses

This section reports the results of testing hypothesis using inferential statistical analyses,
and the interpretations of relationships. The current study was based on the premise that

public policy marketing practices influences performance of poverty reduction projects.
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However, this influence is moderated by managerial qualities of staffs and demographic
characteristics of target beneficiaries. In order to test the respective hypotheses, simple and
multiple linear regression analyses were conducted at 95 percent confidence level (6=0.05).
Because measuring of Public Policy Marketing Practices (PPMP), Managerial Qualities of
Staffs (MQS), Demographic Characteristics of Target Beneficiaries (DCTB) and
Performance of Poverty Reduction Projects (PPRP) was done using more than one
measure, each performance indicator was regressed against each dimension of independent
and moderating variables using simple regression analysis. Thereafter, aggregate mean
scores for performance were regressed against each dimension of Public Policy Marketing
Practices, Managerial Qualities of Staffs (MQS) and Demographic Characteristics of
Target Beneficiaries as well as against aggregate mean scores of Public Policy Marketing
Practices. To evaluate the contribution of each construct in the independent and moderating
variables, simple and multiple regression analysis was carried out. The summarized results

are presented in the following subsections.

4.6.1 Project Performance (Index) predicted by Public Policy Marketing (Aggregate)

Objective one of the study was to determine the influence of Public Policy Marketing
practices on the performance of poverty reduction projects in the agricultural sector in

central Kenya.

Hypothesis H; postulated that;
Public policy marketing practices will significantly influence performance of poverty

reduction projects in the agricultural sector in central Kenya.
The Regression model (Model 1) was formulated as follows;

Performance of Poverty Reduction Projects (PPRP)=a+;i(Public Policy Marketing Practices
/8Ps) + error term

PPRP = a+ B1X;1 + B2Xo + B3X3 + BaXs + BsXs5 + PeXe + P7X7 + PsXs + &1

Where; a = regression constant, B, s are coefficients.

X,=Product characteristic Xs=Publics

X,=Price Xe=Partnership

Xs=Place X7=Policy Environment

X,=Promotion Xg=Purse Strings
&;=Error
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4.6.2 Simple Regression: Project Performance (Index) predicted by
Public Policy Marketing Practices (Aggregate)

To test H; and evaluate influence of Policy Marketing on Performance of Projects, a simple
regression analysis was carried out. The results are presented in table 4.17.

Table 4.17: Simple Regression: Project Performance (Index) predicted
by Public Policy Marketing Practices (Aggregate Score)

(a) The Goodness-of-Fit
Model R R Square | Adjusted R Square | Std. Error of the Estimate
1 0.291 0.084 0.065 0.21680
a. Predictors: (Constant), Policy Marketing(Aggregate)

(b) The Overall Significance

Model Sum of Squares | df | Mean Square F Sig.
1 Regression 0.208 1 0.208 4.429 0.041
Residual 2.256 48 0.047
Total 2.464 49

a. Predictors: (Constant), Policy Marketing(Aggregate)
b. Dependent Variable: Performance of Projects(Index)

(c) The Individual Significance

Unstandardized | Standardized
Coefficients Coefficients
Std.
Model B Error Beta t Sig.
1 (Constant) -0.392| 0.636 -0.616 | 0.541
Policy
. 0.314 | 0.149 0.291 2.104 | 0.041
Marketing(Aggregate)

a. Dependent Variable: Performance of Projects(Index)

Source: Primary Data

The simple regression results of Performance of Projects (Index) predicted by Public
Policy Marketing Practices (Aggregate Score) shows R?of 0.084. This implies that the
aggregated indicator of Policy Marketing Practices explain 8.4% of the variation of the
Performance of Projects when the Performance Index is considered. Further, the results
also reveal a statistically significant positive linear relationship between Policy marketing
(Aggregate) and Performance of Projects (Index) (beta 0.314, p-value=0.041). The

significance p-value is less than the significance level (6=0.05), which indicates that the
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results are statistically significant. This implies that aggregate Public Policy Marketing
practices will significantly influence performance of poverty reduction projects in the

agricultural sector in central Kenya. This indicates that hypothesis H; is not rejected.

The equation extracted from the analysis becomes as follows;

Performance of Poverty Reduction Projects (PPRP)=a + Bi(Public Policy Marketing
Practices /8Ps) + error term

Or PPRP(Index) = -0.392 + 0.314PPMP(Aggregate)

The significant positive slope (B= 0.314) implies that there is a positive correlation between
the policy marketing and project performance. This implies that increased and improved
policy marketing practices would result in increased outcomes of performance of poverty
reduction projects hence reducing poverty.

Table 4.18: Project Performance (Other Issues) Predicted by Public
Policy Marketing (Aggregate)

(a) The Goodness-of-Fit
Model R R Square | Adjusted R Square Std. Error of the Estimate
1 0.714 0.510 0.500 0.20205

a. Predictors: (Constant), Policy Marketing(Aggregate)

(b) The Overall Significance

Model Sum of Squares df | Mean Square F Sig.
1 |Regression 2.041 1 2.041 50.003 0.000
Residual 1.960 48 0.041
Total 4.001 49

a. Predictors: (Constant), Policy Marketing(Aggregate)
b. Dependent Variable: Performance of Projects(Other Issues)

(c) The Individual Significance

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 0.045 0.592 0.075 | 0.940
Policy
. 0.985 0.139 0.714 7.071 | 0.000
Marketing(Aggregate)

a. Dependent Variable: Performance of Projects(Other Issues)

Source: Primary Data
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Table 4.18 shows that when Public Policy Marketing practices (Aggregate Score) was
used to predict other project performance issues, the results improved (R? =0.510). This
indicates that the aggregated indicator of Public Policy Marketing practices explains 51%
of the variation. The results also show a statistically significant positive linear relationship
(B=0.985 and p-value=0.000). This implies that aggregate Public Policy Marketing
practices will significantly influence performance of poverty reduction projects in the

agricultural sector in Kenya. As indicated in the previous section hypothesis H; is supported.

The equation extracted from the analysis becomes as follows;

Performance of Poverty Reduction Projects (PPRP)=a + Bi(Public Policy Marketing
Practices /8Ps) + error term

Or PPRP(Other Issues) = 0.045 + 0.985 PPMP(Aggregate)

The significant positive slope (= 0.985) implies that there is a high positive correlation
between the policy marketing and project performance. This implies that increased and
improved policy marketing practices would result in increased outcomes of performance of

poverty reduction projects hence reducing poverty.

4.6.3 Multiple Regression: Project Performance (Index) predicted by various indicators of
Policy Marketing Practices

To evaluate influence of the various indicators of policy marketing, multiple regression

analyses were carried out on each of the 8Ps. The results are presented in table 4.19 below.

Table 4.19: Project Performance (Index) predicted by various indicators of
Policy Marketing Practices.
R R? | Sig (p) | Constant B S.E. B beta t
0.178 | 0.032 | 0.216 | 0.164 | 0.237 | 0.2230 | 0.178 | 1.254

Product

Price 0.451 | 0.204 | 0.001 | 3.132 | -0.499 | 0.2022 | -0.451 | -3.503
Place 0.343 | 0.117 | 0.015 | 0.138 | 0.175 | 0.2129 | 0.343 | 2.527
Promotion 0.529 | 0.280 | 0.000 | 0.272 | 0.157 | 0.1923 | 0.529 | 4.318
Publics 0.192 | 0.037 | 0.181 | 1.488 | -0.124 | 0.2224 | -0.192 | -1.357

Partnerships 0.091 | 0.008 | 0.530 | 0.622 0.072 0.2256 0.091 | 0.633

Policy 0.147 | .022 | 0.309 0.459 0.109 0.2241 0.147 1.029
Environment

0.060 | 0.004 | 0.678 | 0.843 0.843 0.2262 0.060 | 0.418

Purse Strings

Source: Primary Data
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Based on the results reported in table 4.19, Promotion appears to have the highest R%of
0.280 meaning it explains 28% of the variation between project performance and
marketing. Price explains 20.4% (R? = 0.204) while the other indicators have low
explanatory power with Place, Publics, Product, Policy Environment having R? = 0.117;
0.037; 0.032; 0.022 respectively. Purse strings had the lowest of 0.004 implying it explains
less than 1% of the variation.

Significance results shows that out of the 8Ps only three are significant namely Price
(p=0.001), Place (0.015) and Promotion (p=0.000). The other Ps are not significant at the
95% level (6=0.05). This seems to indicate that only Price, Place and Promotion will have

a significant impact on the performance of poverty projects.

The Bs of both Promotion (0.529) and Place (0.343) are positive indicating there is positive
correlation between these two indicators and the performance of poverty projects. The
significant positive slope (f= 0.529 p= 0.000) of Promotion implies that there is a positive
correlation between the Promotion and Project performance. This implies that Promotion
efforts (in form of awareness creation, advertisements of the products and services offered
by the project) is likely to significantly increase performance outcomes of poverty reduction
projects resulting in reduced poverty. This suggests that implementers of poverty projects
need to focus on promotion (creating awareness) of the products and services the project is

offering.

Further the significant positive slope (B= 0.343 p=0.015) of Place (distribution of the
products and services offered by the project) implies that there is a positive correlation
between the Place and Project performance. This implies that efforts to distribute the
products and services offered by the project to ensure easy access will significantly increase
outcomes of performance of poverty reduction projects resulting in reduced poverty. This
further suggests that the implementers of projects should also focus on distribution of the
products and services offered by the project to ensure that these products and services reach

the target beneficiaries in a way that is most convenient to them.

The significant negative slope (B= -0.451 p=0.001) of Price implies that there is a negative
(inverse) correlation between the Price and Project performance. This implies that increased
effort both in cash and/or in kind that beneficiaries have to pay to get the project’s products

or services would result in decreased outcomes of performance of poverty reduction projects
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hence the higher the price the less poverty is reduced. This supports the general theory of the
inverse relationship between a normal good and its price. Implementers of poverty projects

need therefore to ensure that the price beneficiaries have to pay is as low as possible.

4.6.4 Multiple Regression: Project Performance (Other Issues)
predicted by Product characteristics

To evaluate influence of the various indicators of policy marketing, a multiple regression

analysis was carried out on each of the 8Ps. The results are presented in table 4.20.

Table 4.20: Project Performance (Other Issues) predicted by various indicators
of Policy Marketing Practices.
R R? Sig (p) | Constant B S.E. B beta t
0.032 | 0.001 | 0.828 | 4.388 | -0.037 | 0.2886 | -0.032 | -0.219

Product

Price 0.012 | 0.000 | 0.933 4.304 -0.017 | 0.2887 | -0.012 | -0.085
Place 0.161 | 0.026 | 0.265 3.746 0.105 | 0.2850 | 0.161 1.128
Promotion 0.547 | 0.299 | 0.000 3.343 0.207 | 0.2417 | 0.547 4528
Publics 0.451 | 0.203 | 0.001 2.604 0.371 | 0.2577 | 0.451 3.498

0.250 | 0.063 | 0.080 3.099 0.253 | 0.2795 | 0.250 | 1.791
0.463 | 0.214 | 0.001 2.280 0.438 | 0.2559 | 0.463 | 3.616
0.802 | 0.643 | 0.000 2.515 0.545 | 0.1725 | 0.802 | 9.302

Partnerships

Policy Environment

Purse Strings

Source: Primary Data

The regression results of Performance of Projects (Other Issues) predicted by Product
characteristics show a low R?of 0.001. This implies that the Product characteristic explain
only 0.1% of the variation of the performance of projects when Project Performance
(Other Issues) is considered. Further, the results reveal a negative linear relationship
statistically not significant between Product characteristics and Performance of Projects
(Other Issues) (beta -0.032, p-value=0.828). This might imply that Product characteristics
do not appear to significantly influence performance of poverty reduction projects in the
agricultural sector in central Kenya. The negative slope (= -0.032) further implies that
there is a negative correlation between the Product characteristics and Project
performance. In addition Price (beta -0.012, p-value=0.933), Place(beta 0.161, p-
value=0.265) and Partnerships(beta 0.250, p-value=0.080) also appear to reveal a linear
relationship that is not statistically significant when other issues of project performance are

regressed with these indicators.
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However results show the other four indicators, Promotion (R? =0.299, p=0.547, p-
value=0.000); Publics ( R? = 0.203, p=0.451, p-value=0.001); Policy Environment
( R? =0.214, B=0.463, p-value=0.001) and Purse Strings (R? = 0.643, B=0.802, p-
value=0.000) explain much higher proportions of variation and have strong statistically
significant positive linear relationships when regressed with other project performance
issues. This implies that Promotion efforts (in form of awareness creation, advertisements
of products and services offered by the project) will significantly increase outcomes of

performance of poverty reduction projects resulting in reduced poverty.

Further positive results indicates that Publics (in form of external and internal groups
involved in the project) appear to significantly influence performance of poverty reduction
projects when regressed with other performance issues. The positive slope (p= 0.451)
implies that there is a positive correlation between the Publics and Project performance.
This indicates that Publics appear to significantly increase outcomes of performance of

poverty reduction projects.

When Policy Environment is regressed with other issues of project performance, the
positive slope (B= 0.463) implies a positive correlation between the Policy Environment
and Project performance. This indicates that Policy Environment (Policy environment in
which the project/programme is operating) appear to significantly influence performance
of projects in the agricultural sector in central Kenya and is therefore likely to increase

outcomes of performance of poverty reduction projects.

The Purse Strings (Funds from donors, foundations, governmental grants or donations)
also appear to significantly influence performance of poverty reduction projects in the
agricultural sector in central Kenya. The positive slope (= 0.802) indicates a strong
positive correlation between the Purse Strings and Project performance. This indicates a

positive impact on the outcomes of performance of poverty reduction projects.
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4.6.5 Multiple Regression: Project Performance (Index) predicted by
Mean Score of MQS and Policy Marketing (Aggregate)

Objective two of the study set to assess the influence of Managerial Qualities of project
Staffs on the relationship between Public Policy Marketing Practices and performance of

poverty reduction projects in the agricultural sector in central Kenya.

Hypothesis H, postulated that;
Managerial qualities of project staffs have influence on the relationship between public
policy marketing practices and performance of poverty reduction projects in the

agricultural sector in central Kenya.

The regression model was as follows;
Performance of Poverty Reduction Projects (PPRP) = a + Bi(Managerial Qualities of Staffs

+ Public Policy Marketing Practices/8Ps) + error term

PPRP = a+ BoXg + P1oX10 + &

Where; a =regression intercept,  Po 1o are coefficients
X, = Mean score of MQS
X10 = Mean score of PPMP
&, = Error term

To evaluate influence of Publics on performance of projects using performance index,
simple and stepwise multiple regression analyses were carried out. Simple regression

results are presented in table 4.21.

Table 4.21: Project Performance (Index) predicted by Mean Score of MQS
and Policy Marketing (Aggregate)

(a) The Goodness-of-Fit
Model R R Square | Adjusted R Square | Std. Error of the Estimate
1 0.574 | 0.329 0.300 0.18757
a. Predictors: (Constant), Quality of Staffs, Policy Marketing(Aggregate)
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(b) The Overall Significance

Model Sum of Squares | df | Mean Square F Sig.
1  [Regression 0.811 2 0.405 11.519 | 0.000
Residual 1.654 47 0.035
Total 2.464 49

a. Predictors: (Constant), Quality of Staffs, Policy Marketing(Aggregate)
b. Dependent Variable: Performance of Projects(Index)

(c) The Individual Significance

Unstandardized |Standardized
Coefficients Coefficients
Model B | Std. Error Beta t Sig.
1 (Constant) -0.625| 0.553 -1.130 | 0.264
Polic
Mark)éting(Aggregate) 0.087| 0.140 0.081 0.621 | 0.538
Quality of Staffs 0.269| 0.065 0.537 4.138 | 0.000

a. Dependent Variable: Performance of Projects(Index)

Source: Primary Data

The regression results of Performance of Projects (Index) predicted by Mean Score of
MQS and Policy Marketing (Aggregate) shows an R2of 0.329. This implies that both these
variables explain 32.9% of the variation of the performance of projects when the
Performance (Index) is considered. Further, the results also reveal a statistically significant
linear relationship between these two variables and Performance of Projects (Index) (B
(beta) 0.269 and 0.087p-value=0.000). Since Significance Value (p=0.000) is less than the
significance level (6=0.05), this indicates that the results are statistically significant. This
implies that Managerial Qualities of Staffs jointly with the aggregate of Policy Marketing
will significantly influence performance of poverty reduction projects in the agricultural

sector in Central Kenya. Hence H2 is supported.

The equation extracted from the analysis becomes as follows;
Performance of Poverty Reduction Projects (PPRP) = a + Bi(Managerial Qualities of Staffs
+ Public policy marketing practices/8Ps) + error term

PPRP = a+ BoXo+ B1oX1o + &3
Or PPRP(Index) = -0.625 + 0.269 MQS + 0.087 PPMP
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The positive slopes (B= 0.269 and 0.087) implies a positive correlation between the
Managerial Qualities of Staffs, Public Policy Marketing Practices and Project performance.
This implies that Managerial Qualities of Staffs and Public Policy Marketing Practices

jointly significantly increase outcomes of performance of poverty reduction projects.

4.6.6 Multiple Regression: Project Performance (Other Issues) predicted by Mean
Score of MQS and Policy Marketing (Aggregate)

To evaluate influence of Publics on performance of projects using other performance
issues, simple and stepwise multiple regression analyses were carried out. Simple

regression results are presented in table 4.22.

Table 4.22: Project Performance (Other Issues) predicted by Mean Score
of MQS and Policy Marketing (Aggregate)

(a) The Goodness-of-Fit

Std. Error of the
Model R R Square Adjusted R Square Estimate

1 0.814 0.663 0.649 0.16931
a. Predictors: (Constant), Quality of Staffs, Policy Marketing(Aggregate)

(b) The Overall Significance

Sum of Mean
Model Squares df Square F Sig.
1 |Regression 2.653 2 1.327 | 46.280 | 0.000
Residual 1.347 47 0.029
Total 4.001 49

a. Predictors: (Constant), Quality of Staffs, Policy Marketing(Aggregate)
b. Dependent Variable: Performance of Projects(Other Issues)

(c) The Individual Significance

Unstandardized |Standardized
Coefficients | Coefficients
Model B |Std. Error Beta t Sig.
1 |(Constant) 0.279 | 0.499 0.560 | 0.578
Polic
Markﬁting( Aggregate) 1.214| 0.127 0.880 9.573 | 0.000
Quality of Staffs -0.271| 0.059 -0.425 -4.621 | 0.000

a. Dependent Variable: Performance of Projects(Other Issues)

Source: Primary Data
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The regression results of Performance of Projects (Other Issues) predicted by mean score
of MQS and Policy Marketing (Aggregate) shows an R? of 0.663. This implies that both
these variables explain 66.3% of the variation of the performance of projects when the
Performance (Other Issues) is considered. Further, the results also reveal a statistically
significant linear relationship between these two variables and Performance of Projects
(Other Issues) (p = -0.271and 1.214 p-value=0.000). Since significance value (p=0.000) is
less than the significance level (6=0.05), this indicates that the results are statistically
significant. This implies that Managerial Qualities of Staffs jointly with the aggregate of
Policy Marketing will significantly influence performance of poverty reduction projects in
the agricultural sector in central Kenya. However since MQS has a negative (B (beta) -
0.271), this implies that Managerial Qualities of Staffs have a negative impact on

performance of projects when the Performance (Other Issues) is considered.

The equation extracted from the analysis becomes as follows;
Performance of Poverty Reduction Projects (PPRP) = a + Bi(Managerial Qualities of Staffs

+ Public Policy Marketing Practices/8Ps) + error term

PPRP = a+ BoXo+ B1oX1o + &2
Or PPRP(Other Issues) = 0.279 - 0.271 MQS + 1.214 PPMP (aggregate)

The positive slope (B=1.214) implies that there is a positive correlation between Public
Policy Marketing Practices and Project performance. This implies that Public Policy
Marketing practices significantly increase outcomes of performance of poverty reduction
projects. However the negative slope (B=-0.271) for Managerial Qualities of Staffs indicates
that this variable may have a negative impact on the project performance. This may be
explained by the fact that, low quality staffs will negatively impact performance of projects.

4.6.7 Multiple Regression: Project Performance (Index)

predicted by Mean Score of DCPB and Policy Marketing (Aggregate)

Objective three of the study had sought to investigate the influence of demographic
characteristics of project target beneficiaries on the relationship between Public Policy
Marketing Practices and performance of poverty reduction projects in the agricultural

sector in central Kenya.
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Hypothesis H3 stated that;
Demographic characteristics of project target beneficiaries have influence on the
relationship between Public Policy Marketing Practices and performance of poverty

reduction projects in the agricultural sector in central Kenya.

Regression model (Model 3) was formulated as below;
Performance of Poverty Reduction Projects(PPRP) = a + [B;(DCPB: Gender, Age,
Education, Income) + Public Policy Marketing Practices/8 Ps) + error term

PPRP =a+ X1y + ProX1z + &3

Where;
X11 = Mean score of DCPB
X1, = Mean score of PPMP
&3 = Error term

4.6.8 Project Performance (Index) predicted by Mean score of DCPB and
Policy Marketing (Aggregate)

To investigate the influence of demographic characteristics of project target beneficiaries
on the relationship between Public Policy Marketing Practices and performance (using
performance index) of poverty reduction projects in the agricultural sector in central
Kenya, multiple regressions were performed regressing the performance index with all the
demographic indicators of the beneficiaries at the same time. The results are presented in
table 4.23. The results were computed from estimates provided by respondents in Part 3 of
the questionnaire. The estimates were taken as the mean scores which indicated the
perception of project staffs.

Table 4.23: Project Performance (Index) predicted by Mean score of DCPB
and Policy Marketing (Aggregate)
R

R? Sig (p) B S.E. B (beta) t
Mean score of DCPB and 0.495 | 0.245 | 0.049 0.0226 | 0.208
Policy Marketing
(Aggregate)
Constant 0.759 0.226 0.735 -0.308
Male 0.643 -0.709 1518 | -0.143 -0.467
Age (18-30)yrs 0.217 0.475 .379 0.446 1.254
IAge (41-50)yrs 0.771 -0.353 1.206 | -0.071 -0.293
Education (Primary) 0.535 -0.781 1.249 | -0.228 -0.625
Income(75,001-150,000)pm 0.050 -1.706 0.845 | -0.461 -2.018
Policy 0.054 0.340 0.172 | -.315 1.978
Marketing(Aggregate)

Source: Primary Data
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Table 4.23 results shows that when performance index is regressed with demographic
characteristics of beneficiaries, out of 14 indicators (Male, Female, Agel(18-30)yrs,
Age2(31-40)yrs, Age3(41-50)yrs, Aged(Over 51)yrs, EduPr, EduSec, EduColle, EduUni,
Income1(0-25,000)pm, Income2(25,001-75,000)yrs, Income3(75,001-150,000)yrs and
Income4(150,001 and above), only 5 indicators (Male, Agel, Age3, EduPr, Income3) were
entered into the model. The results returned an R? of 0.245. This implies that the included
variables explain 24.5% of the variation of the performance of projects when the
Performance (Index) is considered. However, only income (75,001-150,000)pm that
appears significant(f= -0.461 p-value=0.050). The other variables are not statistically
significant (all p-values >0.05). This may imply that only income level of beneficiaries will
significantly influence performance of poverty reduction projects in the agricultural sector
in central Kenya.

The equation extracted from the analysis becomes as follows;

Performance of Poverty Reduction Projects (PPRP) = a + 3;(DCPB: Gender, Age,
Education, Income) + Public Policy Marketing Practices/8 Ps)+error term

PPRP = a+ BuX;; + ProXy, + &3

PPRP =0.226 - 0.709Male + 0.475Age (18-30)yrs - 0.353Age (41-50)yrs
- 0.781Education (Primary) - 1.706Income(75,001-150,000)pm
+ 0.340Policy Marketing(Aggregate)
The negative PBs (slopes) implies that there is a negative correlation between the
Performance of Poverty Reduction Projects and those variables with negative betas (Male,

Age(41-50)yrs, Education(Primary) and Income(75,001-150,000)pm.

Each of the 14 indicators was then regressed individually with the project performance

index. The results of the output are summarized in table 4.24.

As the results in table 4.24 show, when each of the 14 indicators is regressed individually
with the project performance index, only one category of Education(University)(p=0.776)
and one category of Age(41-50)yrs (p=0.251) was found not to be statistically significant
since their p-values were more than the 0=0.05. All the other indicators were found to be
statistically significant since all their p-values are less than 0=0.05. The direction of the
betas varies from one category of indicators to the other implying each category influences

the performance of projects differently.
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Table 4.24: Project Performance (Index) predicted separately by each of the
Indicators of Demography (DCPB) and Policy Marketing (Aggregate)

R R? |Sig(p) |Constant| B S.E. |B (beta) t
Male 0.311 | 0.097 | 0.028 | 1.602 -1.54 0678 | -031| -2.265
Female
Age (18-30)yrs 0330 | 0109 | 0019 | 0975 | -0.35 | 0.145 | -0.33 | -2.418
Age (31-40)yrs 0326 | 0106 | 0021 | 0718 | 029 0.120| 033| 2389
Age (41-50)yrs 0165 | 0027 | 0251 | 1.037 | -0.83| 0.710 | -0.17 | -1.162
Age (51 and over)yrs 0287 | 0082 | 0044 | 0971 | -2.04 | 1.418| -029| -2.072
Education (Primary) 0289 | 0083 | 0042 | 1.421 | -099 | 0.474 | -0.29 | -2.090
Education (Sec) 0310 | 0,096 | 0028 | 0648 | 083 0368 | 031| 2260
Education (College) 0257 | 0.066 | 0071 | 1.174 | -2.01| 1.092 | -0.26 | -1.844
Education (Uni) 0.041 | 0.002 | 0776 | 0880 | 1.31| 4574 | 004| 0286
Income(0-25,000)pm 0393 | 0154 | 0.005| 0454 | 054 | 0181 | 039 | 2957
Income(25,001- 20.95 2792
75.000)pm 0.374 | 0.140 | 0.008 | g .9gg 0.339 | -0.37
Income(75,001- 0388 0150 | 0.005 | oo  |-144 |0.209 |-039 | -2915
150,000)pm :
Income(150,001 and 0388 0150 | 0.005 | oo |-431 | L477 |-039 | -2915
above)pm '
Policy -0.392
Marketing(Aggregate) | 0-291 | 0.084 | 0.041 | 0. 031] 0149 | 029| 2104

Source: Primary Data

This study identified four key indicators of demographic characteristics of target
beneficiaries namely, gender, age, education and income. Except one category each in age
and education that were not statistically significant, all other indicators were significant.
Hence we conclude that the four key indicators significantly influence project
performance.  This study therefore supports Hypothesis Hj; that demographic
characteristics of project target beneficiaries have influence on the relationship between
Public Policy Marketing Practices and performance of poverty reduction projects in the

agricultural sector in central Kenya.
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4.6.9 Project Performance (Index) predicted by Mean Score of MQS and
Mean score of DCPB

Obijective four of the study had set to assess the joint influence of public policy marketing
practices, managerial qualities of project staffs and demographic characteristics of project
target beneficiaries on performance of poverty reduction projects in the agricultural sector

in central Kenya.

Hypothesis H4 postulated that:
Public policy marketing practices, managerial qualities of project staffs and demographic
characteristics of project target beneficiaries have joint influence on the performance of

poverty reduction projects in the agricultural sector in central Kenya.

The regression model was formulated as follows;

Performance of Poverty Reduction Projects (PPRP) = Public Policy Marketing
practices/8Ps(PPMP) + Managerial Qualities of Staffs(MQS) + Demographic
Characteristics of Target Beneficiaries(PCPB) + error term

PPRP =a + B13X13 + P1aX1a + P1sXis+es

Where;
a = regression constant (intercept)  PBis....P1s are regression coefficients

X153 = Mean score of PPMP
X14 = Mean score of MQS
X1s = Mean score of DCPB
€, = Error term

To evaluate the joint influence of Public Policy Marketing Practices, Managerial Qualities
of project staffs and Demographic Characteristics of Project Target Beneficiaries on
performance (using performance index) of poverty reduction projects in the agricultural
sector in central Kenya, multiple regressions were done. Performance index was the
dependent variable while predictors were the aggregate score of public policy marketing
practices, the mean score of managerial qualities of project staffs and scores of all the 14
indicators of demographic characteristics of project target beneficiaries. The results are
presented in table 4.25.
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Table 4.25: Project Performance (Index) predicted by policy marketing practices,
Mean Score of MQS and Mean score of DCPB

(a) The Goodness-of-Fit
Model R R Square | Adjusted R Square Std. Error of the Estimate
1 0.615| 0.378 0.274 0.19104

a. Predictors: (Constant), Beneficiary Income(Over 150,000)pm, Beneficiary
Education(University), Policy Marketing(Aggregate), Quality of Staffs, Beneficiary
Education(Secondary), Beneficiary (Male), Beneficiary Age(18-30)yrs

(b) The Overall Significance

Sum of
Model Squares df Mean Square F Sig.
1 |Regression 0.931 7 0.133 3.646 0.004
Residual 1.533 42 0.036
Total 2.464 49

a. Predictors: (Constant), Beneficiary Income(Over 150,000)pm, Beneficiary
Education(University), Policy Marketing(Aggregate), Quality of Staffs, Beneficiary
Education(Secondary), Beneficiary (Male), Beneficiary Age(18-30)yrs

b. Dependent Variable: Performance of Projects(Index)

(c) The Individual Significance
Unstandardized | Standardized
Coefficients Coefficients
Model B |Std. Error Beta t Sig.
(Constant) -0.990 | 1.288 -0.769 | 0.446
Policy Marketing(Aggregate) | 0.095 | 0.178 0.087 0.531 | 0.598
1 Quality of Staffs 0.250 | 0.084 0.500 2.994 | 0.005
Beneficiary (Male) 0.609 | 1.462 0.123 0.417 | 0.679
Beneficiary Age(18-30)yrs 0.172 | 0.324 0.162 0.531 | 0.598
Beneficiary Education(Sec) | 0.279 | 0.867 0.104 0.323 | 0.749
Beneficiary Education(Univ) | 1.571 | 4.839 0.050 0.325 | 0.747
fgg’%f(')%')a%'”come(o"er -3.582 | 2.386 0323 | -1501 | 0.141
a. Dependent Variable: Performance of Projects(Index)

Source: Primary Data

The results in Table 4.25 show that when Project Performance (Index) is predicted jointly
by the aggregate policy marketing practices, the mean score of quality of staffs and
demographic characteristics of beneficiaries, both Policy Marketing(Aggregate) and
Quality of Staffs are entered into the analysis. However out of 14 indicators of demographic
characteristics only  five Male, Age(18-30)years, Education(Secondary),
Education(University) and Income(over 150,000)pm, Quality of Staffs) were entered into

the model. The rest were excluded in the analysis.
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The equation extracted from the analysis becomes as follows;

Performance of Poverty Reduction Projects (PPRP) = Public Policy Marketing
Practices/8Ps(PPMP) + Managerial Qualities of Staffs(MQS) + Demographic

Characteristics of Target Beneficiaries(PCPB) + error term

PPRP =a + B13X13 + P1aX14 + P15X1s + &4

PPRP = - 0.990 + 0.095Policy Marketing(Aggregate) + 0.250Quality of Staffs + 0.609Male
+ 0.172Age (18-30) yrs + 0.279Education (Secondary)
+ 1.571Education (University) -3.582Income(Over 150,000)pm

The individual variables show that only Quality of Staffs appears statistically significant
(B=0.500 p=0.005) while the other variables entered in the model appear not significant (all
p-values >0.05) at the 5% level. However, the overall results return an R? of 0.378. This
implies that these variables explain 37.8% of the variation of the performance of projects
when the Performance (Index) is considered. The model is also statistically significant at
the 5% level (p-value=0.004). The study therefore supports H4 that Public Policy
Marketing Practices, Managerial Qualities of project staffs and Demographic
Characteristics of project Target Beneficiaries have joint influence on the performance of

poverty reduction projects in the agricultural sector in central Kenya.
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Figure 4.2:  Revised Conceptual Model and Summary of Hypotheses Results
PPRP (Index) = - 0.625 + 0.269MQS + 0.087PPMP
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PPRP (Index) = - 0.392 + 0.314PPMP

PPRP (Other Issues) = 0.045 + 0.985PPMP
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4.7. Chapter Summary

Figure 4.2 illustrates the new conceptual framework based on the research findings as
well as the results of hypotheses. The summary indicates that Public Policy Marketing
Practices (PPMP) have a statistically significant effect on the Performance of Poverty
Reduction Projects (PPRP) when evaluated individually. The moderating effect of
Managerial Qualities of Project Staffs (MQS) on the relationship between Public Policy
Marketing Practices and Performance of Poverty Reduction Projects is also statistically
significant. It is further shown that the moderating effect of Demographic Characteristics
of Project Target Beneficiaries (DCPB) on the relationship between Public Policy
Marketing Practices and Performance of Poverty Reduction Projects is also statistically
significant. The joint effect of Managerial Qualities of Project Staffs and Demographic
Characteristics of Project Target Beneficiaries on the relationship between Public Policy
Marketing Practices and Performance of Poverty Reduction Projects is also shown to be

statistically significant.

Thus the conceptual framework and the hypothesis test results ascertains hypothesized
relationships that: Public Policy Marketing Practices will significantly influence
performance of poverty reduction projects in the agricultural sector in central Kenya;
Managerial Qualities of project staffs have influence on the relationship between Public
Policy Marketing Practices and performance of poverty reduction projects in the
agricultural sector in central Kenya. Demographic Characteristics of project Target
Beneficiaries have influence on the relationship between Public Policy Marketing
Practices and performance of poverty reduction projects in the agricultural sector in
central Kenya; Public policy marketing practices, managerial qualities of project staffs
and personal characteristics of project target beneficiaries have joint influence on the
performance of poverty reduction projects in the agricultural sector in central Kenya.

The next chapter discusses the above results as articulated here.
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CHAPTER FIVE
DISCUSSION OF THE STUDY RESULTS

5.1 Introduction

In this chapter, discussions of the results of this study are presented. The study aimed to
determine the influence of Public Policy Marketing Practices on the performance of
poverty reduction projects in the agricultural sector in central Kenya. It also set to assess
the influence of Managerial Qualities of project staffs, the influence of Demographic
Characteristics of Target Beneficiaries and their joint effect on the relationship between

Public Policy Marketing Practices and performance of these projects.

Public Policy Marketing Practices was evaluated using the 8Ps indicators, namely
product, price, place, promotion, publics, partnership, policy environment and purse
strings. Performance of Poverty Reduction Projects was evaluated using two indicators
including project performance index and other performance issues. The moderating
effects of Managerial Qualities of Project Staffs was evaluated as a mean score of its
five indicators namely technical skills, marketing skills, management skills, Use of
participative style and support from senior policy makers. The moderating effect of
demographic characteristics of target beneficiaries was tested using its four indicators of
gender, age, education and income levels.

The results are discussed to show whether they support previous studies done in this
area. The chapter discusses the convergence and divergent aspects of the conceptual
issues advanced in this study. The chapter also points out whether the findings agreed
with the assumptions advanced by the key theories that formed the foundation of this
study. Finally the chapter ends by proposing the implications of the study to theory,

policy and practice.
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5.2 Results and Discussion

The key objective of the study was to determine the influence of public policy marketing
practices on the performance of poverty reduction projects in the agricultural sector in
central Kenya. To achieve this key objective, four objectives were specified and their

corresponding hypotheses, stated positively were tested.

It was observed that public policy marketing practices will significantly influence
performance of poverty reduction projects in the agricultural sector in central Kenya
(R?=0.084; p=0.291 p-value=0.041). Hypothesis H; was accepted and hence objective
one was achieved. Equally, Hypothesis H, that managerial qualities of project staffs
have an influence on the relationship between public policy marketing practices and
performance of poverty reduction projects in the agricultural sector in Kenya was
supported (R*=0.329; p=0.537 p-value=0.000). Hence objective 2 was also achieved.
Similarly, Hs that demographic characteristics of project target beneficiaries have
influence on the relationship between public policy marketing practices and
performance of poverty reduction projects in the agricultural sector in central Kenya
was also supported (R?=0.245; = -0.461 p-value=0.050). This also shows Objective 3
was achieved. Finally, Hs which postulated that public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of project target
beneficiaries have joint influence on the performance of poverty reduction projects in
the agricultural sector in central Kenya was also supported (R°=0.378; p=0.250 p-
value=0.004). Again objective 4 of this study was achieved. The sections that follow
provide a highlight of the key discussions based on the results organized according to

the objectives of the study.
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5.2.1 Public Policy Marketing Practices and Performance of Poverty
Reduction Projects

To achieve objective one of this study, hypothesis H; was tested. It stated that public
policy marketing practices will significantly influence performance of poverty reduction
projects in the agricultural sector in central Kenya. The aim of objective one was to
determine the influence of public policy marketing practices on the performance of

poverty reduction projects in the agricultural sector in central Kenya.

Several authors opined that marketing of a policy is important for its implementation.
For example Smith (2000) in his study concluded that selling is necessary whether
dealing with a tangible product such as soap or intangible products for instance choice
initiatives. Buurma (2001) found that adoption of policies by citizens cannot happen
without effective public policy marketing practices. Tangible products cannot move
unless the producers of those products make effort to sell them to consumers. In the
same way, a policy reform idea is unlikely to walk off the ‘shelf” by itself (Smith, 2000).
However, according to the author, few intellectuals understand the difference between

marketing of policy and that of a product.

In this study, the researcher sought to extend the frontiers of knowledge regarding how
marketing of a policy contributes to its adoption thereby achieving its set objectives.
Poverty has been a key developmental issue particularly in the developing world. In
Kenya, the fighting of poverty was declared as one of the key pillars of economic
development at the inception of independence in 1963. However, in spite of all efforts
by both the government and developmental partners, poverty has continued to rise.
According to Gitu (2001), this rise in poverty is not due to lack of good policies but to
policy implementation. A policy idea will not be implemented unless it is sold to the
intended beneficiaries. Public policy marketing improves implementation of public
policies and that citizen participation is critical to success, Buurma (2001). This study
sought to empirically agree or disagree with this concept of the necessity to sell public

policy to intended beneficiaries.
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The results in this study found that indeed, public policy marketing practices will
significantly influence performance of poverty reduction projects in the agricultural
sector in Kenya. This indicates that hypothesis H; is supported and hence objective 1
achieved. The regression results of Performance of Projects (Index) predicted by Public
Policy Marketing Practices (Aggregate Score) showed R?of 0.084 which implies that
the aggregated indicator of Policy Marketing Practices explained 8.4% of the variation
of the performance of projects when the Performance Index is considered. However, the
results revealed a statistically significant positive linear relationship between Policy
Marketing (Aggregate) and Performance of Projects (Index) (beta 0.291, p-
value=0.041).

Although the results in this study showed that, only 8.4% of the variation is explained by
the specified model, studies have pointed out that, low R-squared values are not always
bad, and are even expected in studies of this nature. Odundo (2012) points out that such
level is acceptable given that the study only focused on a few variables rather than
modeling for performance indicators in general. Adegbite et al. (2006) in their study in
Nigeria observed that the ten personal characteristics applied in regression analysis
could only explain 19.7 percent of variation in the sales turnover. Islam et al. (2011) in a
study on project success in Bangladesh obtained the R>of 0.213 which explained 21.3%

of variation.

From the outset, this study appreciated the fact that Performance Index is not the only
likely indicator of project success. Other issues not captured by the performance index
may be pertinent. These other issues as indicated by the respondents were also modeled
and the results were even better than in the performance index model. When Public
Policy Marketing Practices (Aggregate Score) was used to predict other project
performance issues, the results improved (R? =0.510). This indicated that the
aggregated indicator of Policy Marketing Practices explained a better 51% of the
variation when other project performance issues were considered. The results also
showed a statistically significant positive linear relationship (B= 0.714 and p-

value=0.000). This results further supported hypothesis H; thus enhancing achievement of
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objective 1. The combined effect of both the performance index and other issues account
for (8.4+51) = 59.4% of the variation. This implies that both the models captured an
above average degree of explanatory power.

The fact that aggregate of Marketing Practices has a statistically significant positive
linear relationship with the Performance of Projects, whether considered as a
performance index or other performance issues, implies that aggregate Public Policy
Marketing practices will significantly influence performance of poverty reduction
projects in the agricultural sector in Kenya. This shows that the implementers of poverty
projects would significantly improve performance if aggressive public awareness of benefits
of projects is done before implementation and continuously during implementation. This
support finding of other authors such as Njuguna (2013) who found that strategic social
marketing is the key to performance of social projects implemented by HIV and AIDs
Community Based Organizations (CBOs) in Nairobi County, Kenya. The findings of this
study also support the theory of Social Marketing as fronted by (Nancy & Kotler, 2011).

5.2.2 Public Policy Marketing Practices, Managerial Qualities of Project Staffs and
Project Performance

To achieve objective two of this study, hypothesis H, was tested. It postulated that
managerial qualities of project staffs have influence on the relationship between public
policy marketing practices and performance of poverty reduction projects in the
agricultural sector in Kenya.

The second objective of this study was to determine whether managerial qualities of
project staffs have any influence on the relationship between public policy marketing
practices and performance of poverty reduction projects in the agricultural sector in
Kenya. Larsen (2011) in his study concluded that effective project staffs take charge
and are not afraid to make unpopular decisions. His study pointed out that a project
manager who portrays confidence will be remembered by clients long after a project is
completed. According to Thieme et al (2003), project staffs with strong technical,
marketing, and management skills, who believe in participative style of management,

are more likely to succeed in implementing poverty reduction projects. On the other

86



hand, Brohmann (2015) posited that good quality project staffs is necessary to confront
any emerging challenges for project implementation; implementing the right projects
in appropriate contexts; marketing to the right persons, using the right way in timely
version, and evaluating the impact at appropriate stages. Baker (2010) asserts that an
effective project staff will command authority naturally. Such a manager should have
the flexibility to adapt to changing circumstances. The author says that such managers
monitor and re-evaluate priorities of the project frequently.

The researcher in this study sought to add to knowledge regarding how managerial
qualities of project staffs may influence the relationship between public policy
marketing practices and performance of poverty reduction projects in the agricultural
sector in Kenya and elsewhere. Scholars have argued that project staffs of poverty
reduction projects, which possess strong technical, marketing, and management skills
are more likely to succeed in getting the projects adopted (Thieme et al, 2003). This
study sought to provide empirical evidence to either support or negate such an assertion.

When Performance of Projects (Index) was predicted by Mean Score of MQS and
Policy Marketing (Aggregate), this showed RZof 0.329 which meant that both these
variables explained 32.9% of the variation of the performance of projects when the
Performance (Index) is considered. The results were statistically significant ( (betas)
=0.537 and 0.081 p-value=0.000). Results in this study found that Managerial Qualities
of Staffs jointly with the aggregate of Policy Marketing will significantly influence
performance of poverty reduction projects in the agricultural sector in Kenya. Hence H;

is supported and objective 2 achieved.

The regression analysis results of Performance of Projects (Other Issues) predicted by
Mean Score of MQS and Policy Marketing (Aggregate) showed an R2of 0.663. This
implies that both these variables explain 66.3% of the variation of the performance of
projects when the Performance (Other Issues) is considered. The results also show a
linear relationship, statistically significant, between these two variables and
Performance of Projects (Other Issues) (B = -0.425 and 0.880 p-value=0.000). The
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combined effect of both the performance index and other issues account for (32.9+66.3)
= 99.2% of the variation. This shows that both this models captured a high degree of
explanatory power.

This implies that managerial qualities of staffs significantly influence performance of
poverty reduction projects in the agricultural sector in Kenya. This is in line with
findings of other scholars such as Thieme et al (2003) who found that project staffs with
strong technical, marketing, and management skills and who believe in participative
style of management, are more likely to succeed in implementing poverty reduction
projects. Government support and allocation of adequate resources are factors that
increase the probability of adoption. The study supports the theories of Social Marketing
(Nancy &Kotler, 2011), and also the theory of Public Policy Formation and Marketing
(Anderson, 2003).

5.2.3 Public Policy Marketing Practices, Demographic characteristics of target
beneficiaries and Project Performance

To achieve objective three of this study, hypothesis H; was tested. The hypothesis
stated that demographic characteristics of project target beneficiaries have influence on
the relationship between public policy marketing practices and performance of poverty

reduction projects in the agricultural sector in central Kenya.

Objective three aimed to determine whether demographic characteristics of project
target beneficiaries have influence on the relationship between public policy marketing
practices and performance of poverty reduction projects in the agricultural sector in
central Kenya. Several authors have looked at studies that touch on demographics of
beneficiaries. Kibera (1979) in his study in Kiambu, Kenya posited that while several
demographic and socioeconomic variables may explain the earliness-lateness dimension
of innovative behaviour, they do not substantially influence the intensity of the adoption
process. Venkatesh et al (2008) identified four demographic characteristics of target

beneficiaries, namely gender, age, experience and voluntariness of use.
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The demographic characteristics of target beneficiaries was operationalized by four
indicators namely gender, age, education and income. The project staffs were asked to
indicate various percentages for each category of demographics (Questionnaire Part 3).
Gender was separated into male and female beneficiaries while age was put into four
categories of (18-30), (31-40), (41-50) and (over 50) years. Education was considered in
four separate levels of primary, secondary, college and university while income was
categorized in four classes namely, (0-25,000), (25,001- 75,000), (75,001-150,000) and
(Over 150,00)per month.

When each of the 14 indicators was regressed individually with the project performance
index, 12 indicators were found to be statistically significant with their p-values less
than 0=0.05. Only one category of education (University) (p=0.776) and one category of
age(41-50)years (p=0.251) was found not to be statistically significant since their p-
values were more than a=0.05. The direction of the betas however varied from one
category of indicators to the other implying each category influences the performance of
projects differently. The study therefore found that the four key indicators of
demographic characteristics of target beneficiaries namely, gender, age, education and
income significantly influence project performance. Further these demographic
indicators influence the relationship between public policy marketing practices and
performance of poverty reduction projects in the agricultural sector in central Kenya.
This evidence supports other scholars such as Adeoti (2009) who found that these
characteristics are important factors influencing adoption of poverty reduction policy by
target beneficiaries.

This study supports Hypothesis Hz that demographic characteristics of project target
beneficiaries have significant influence on the relationship between public policy
marketing practices and performance of poverty reduction projects in the agricultural
sector in central Kenya. The findings supports other scholars such as Venkatesh et al,
(2008) who concluded that the relationship between perceived usefulness, ease of use,
and intention to use may be moderated by gender, age, level of education and income.
The study also supports the theory of Diffusion and Adoption of Innovation (D&AOI)
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proposed by (Rogers, 1995; 2003). This is because the beneficiaries pass through the
various stages suggested by Rogers (2003) before deciding whether or not to adopt the

social products proposed by the project.

5.2.4 Public Policy Marketing Practices, Managerial Qualities of Project Staffs,
Demographic characteristics of target beneficiaries and Project Performance

Hypothesis H, postulated that public policy marketing practices, managerial qualities of
project staffs and demographic characteristics of project target beneficiaries have joint
influence on the performance of poverty reduction projects in the agricultural sector in
central Kenya. The aim of objective four was to establish whether public policy
marketing practices, managerial qualities of project staffs and demographic
characteristics of project target beneficiaries have joint influence on the performance of
poverty reduction projects in the agricultural sector in central Kenya.

Several authors have linked quality of staffs, demographics of consumers with
performance though mainly in business setting rather than in developmental project
setting. Wekesa(2015) in his study of entrepreneur characteristics in non-timber forest
products in Kenya found that the entrepreneur characteristics had a significant link with
the competitive strategy drivers. He concluded that the relationship between age and
competitive strategy drivers was negative, while that of gender, education, managerial
skills, industry experience and social skills with the three competitive strategy drivers
was positive. This demonstrates that firms operated by young, well-educated and skilled

male entrepreneurs had highest levels of application of competitive strategy drivers.

Other studies such as Viswanathan et al (2012) described findings of a study of informal
economy of consumers and owners of survivalist microenterprises in subsistence
marketplace in South India. They concluded that general environment in such settings is
characterized by pervasive interdependence among people. Authors did not consider the
role of social marketing.
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Njuguna (2013) in her descriptive cross-sectional survey concluded there is need for a
social marketing policy. The study looked at Community Based Organizations based in
Nairobi only. It was important therefore to have a study that considers the social

marketing mix in other counties.

The current study looked at the joint influence of public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of project target
beneficiaries on performance of poverty reduction projects in the agricultural sector in
central Kenya. The study used multiple regressions where aggregate scores of policy
marketing was regressed with the two indicators of project performance (performance
index and other performance issues). This was also jointly regressed with mean score of
managerial qualities of project staffs and the 14 indicators of demographic

characteristics.

The analysis resulted in an overall statistical significance at the 5% level with a
reasonable goodness-of-fit where these variables explained 37.8%( R? = 0.378; p-
value=0.004) of the variation of the performance of projects when the Performance
(Index) is considered. This indicates that public policy marketing practices, managerial
qualities of project staffs and demographic characteristics of project target beneficiaries
jointly moderate the performance of poverty reduction projects in the agricultural sector
in central Kenya. The empirical analysis in this study supported H, that public policy
marketing practices, managerial qualities of project staffs and demographic
characteristics of project target beneficiaries have joint influence on the performance of
poverty reduction projects in the agricultural sector in central Kenya and hence objective

four was achieved.

The findings support Larsen (2011) who found that projects managed by good project
staffs who listens to their workers and clients are more likely to succeed. This also
supports Njuguna(2013) who concluded that social marketing programmes should always

be developed with an understanding of the existing environment. The study supports the
theories of Social Marketing (Nancy &Kotler, 2011), and also the theory of Public Policy
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Formation and Marketing (Anderson, 2003). The study also support the theory of Diffusion
and Adoption of Innovation (D&AOI) proposed by (Rogers, 1995; 2003).

5.3 Chapter Summary

This chapter presented the discussion of key results of this study in establishing
relationships in the public policy marketing practices to performance of poverty
reduction projects in central Kenya as per the research objectives. Justification was
articulated based on conceptual issues for each relationship and the corresponding
hypothesis tested. Further, key results found by this study based on each research
objective were presented and a discussion offered describing how the results agreed with
other studies. It was indicated clearly whether each research hypothesis was supported
by the finding and if each objective was achieved.

The chapter also presented how the findings of this study contributed to knowledge by
discussing whether the key findings agreed with the assumptions advanced by various
theories that formed the foundation of this study. All the four research objectives by this
study were achieved with the results indicating significant relationships between public
policy marketing practices, managerial qualities of project staffs and demographic
characteristics of project target beneficiaries on the performance of poverty reduction
projects in the agricultural sector in central Kenya. The next chapter reports the

summary, conclusions and suggested recommendations of the study.
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CHAPTER SIX
SUMMARY, CONCLUSION AND RECOMMENDATIONS

6.1 Introduction

This chapter presents a summary of the study findings, conclusions and
recommendations. Theoretical, policy and managerial implications are highlighted.

Limitations are also pointed out and suggestions for further research suggested.

6.2 Summary

The general objective of this study aimed to determine the effect of public policy
marketing practices on the performance of poverty reduction projects in the agricultural
sector in central Kenya. Specifically the study set to: determine the influence of public
policy marketing practices on the performance of poverty reduction projects in the
agricultural sector in Kenya; assess the influence of managerial qualities of project staffs
on the relationship between public policy marketing practices and performance of
poverty reduction projects; investigate the influence of demographic characteristics of
project target beneficiaries on the relationship between public policy marketing practices
and performance of poverty reduction projects and evaluate the joint influence of public
policy marketing practices, managerial qualities of project staffs and demographic

characteristics of project beneficiaries on performance of poverty reduction projects.

6.2.1 Public Policy Marketing Practices and Performance of Poverty
Reduction Projects

Objective one was to determine the influence of public policy marketing practices on the
performance of poverty reduction projects in the agricultural sector in central Kenya.
Hypothesis H; postulated that public policy marketing practices will significantly
influence performance of poverty reduction projects in the agricultural sector in Kenya.
Empirical evidence revealed that aggregate Public Policy Marketing Practices will
significantly influence performance of poverty reduction projects in the agricultural

sector in central Kenya hence H; is affirmed.
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The study found that varied degree of interrelationships existed among the various
variables and their indicators. The two dimensions of project performance, performance
index of projects and other project performance issues were found to be significantly
positively correlated with promotion. Other project performance issues were found to be
highly positively correlated to publics, policy environment, and to purse strings. The
performance index of projects was found to be correlated to place (distribution) but price

was found to be highly negatively correlation with performance index of projects.

Factor analysis results showed the key underlying drivers of public policy marketing is
policy environment in which the project operates, partnerships formed in implementing
the project, distribution of the products and/or services being offered by the project and
the publics involved during the implementation of the project. The drivers of project
performance were the indexes of the key objectives, health status and also food and
nutritional status of beneficiaries. The four key drivers of managerial qualities of staffs
were found to be participative style of management, adequate technical, management
skills and support from policy makers. Demographic factor analysis revealed that male
beneficiaries between 18-30 years with up to primary level of education and earning less
than 25,000 shillings per month were the key underlying drivers.

Assessment of the impact of policy marketing practices (Aggregate Score) on project
performance showed a statistically significant positive linear relationship with a very
high positive correlation between the policy marketing and project performance. This
implies policy marketing result in increased performance of poverty reduction projects
hence reducing poverty. Individual evaluation of marketing dimensions showed,
promotion had the highest impact on project performance. Price came next while purse
strings had the lowest impact. As expected, price had a negative correlation with project
performance. This implies that the higher prices (both cash and/or in kind) paid by the
beneficiaries for the project’s products or services have negative impact on performance

of poverty reduction projects.
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6.2.2 Public Policy Marketing Practices, Managerial Qualities of Project Staffs and
Project Performance

Obijective two set to assess the influence of managerial qualities of project staffs on the
relationship between Public policy marketing practices and performance of poverty
reduction projects in the agricultural sector in central Kenya. Hypothesis H, postulated
that managerial qualities of project staffs have influence on the relationship between
public policy marketing practices and performance of poverty reduction projects in the

agricultural sector in Kenya.

It was revealed that Managerial Qualities of Staffs jointly with the aggregate of Policy
Marketing will significantly influence performance of poverty reduction projects in the

agricultural sector in central Kenya. Hence H is supported.

Assessment of moderating impact of managerial qualities of project staffs revealed a
statistically significant positive linear relationship with performance of projects. This
implies that managerial qualities of staffs have a positive significant influence on
performance of poverty reduction projects in the agricultural sector in central Kenya.
Further managerial qualities of staffs were found to be significantly positively

correlated with performance index but not with other project performance issues.

6.2.3 Public Policy Marketing Practices, Demographic characteristics of target
beneficiaries and Project Performance

Objective three of this study aimed to investigate the influence of demographic
characteristics of project target beneficiaries on the relationship between public policy
marketing practices and performance of poverty reduction projects in the agricultural
sector in central Kenya. Hypothesis H3 stated that demographic characteristics of project
target beneficiaries have influence on the relationship between public policy marketing
practices and performance of poverty reduction projects in the agricultural sector in

central Kenya.
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This study supports Hypothesis Hz that demographic characteristics of project target
beneficiaries have influence on the relationship between public policy marketing
practices and performance of poverty reduction projects in the agricultural sector in

central Kenya.

The study also established that there are varied correlations among the various
demographic variables. Performance of projects was found to be significantly and
positively correlated to income. Performance of projects was also positively correlated

to one category of age and education.

Analysis of moderating effect of demographic characteristics of target beneficiaries
revealed that all the four key indicators significantly influence project performance.
This indicated that demographic characteristics of project target beneficiaries have
influence on the relationship between public policy marketing practices and performance

of poverty reduction projects in the agricultural sector in central Kenya.

6.2.4 Public Policy Marketing Practices, Managerial Qualities of Project Staffs,
Demographic characteristics of target beneficiaries and Project Performance

Obijective four set to evaluate the joint influence of public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of target
beneficiaries on performance of poverty reduction projects in the agricultural sector in
central Kenya. Hypothesis H; postulated that public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of project target
beneficiaries have joint influence on the performance of poverty reduction projects in the
agricultural sector in central Kenya.

Empirical analysis in this study supported H,4 that public policy marketing practices,
managerial qualities of project staffs and demographic characteristics of project target
beneficiaries have joint influence on the performance of poverty reduction projects in

the agricultural sector in central Kenya.
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When managerial qualities of project staffs and demographic characteristics of target
beneficiaries were assessed jointly, their moderating influence was found to be
statistically significant. This means that public policy marketing practices, managerial
qualities of project staffs and demographic characteristics of project target beneficiaries
have joint influence on the performance of poverty reduction projects in the agricultural

sector in central Kenya.

6.3 Conclusion of the Study

Based on findings of this study, it appears reasonable to conclude that the overall public
policy marketing practices have a positive influence on the performance of poverty
reduction projects in the agricultural sector in central Kenya. The very high positive
correlation between the aggregate policy marketing practices and project performance
indicates that good marketing practices of poverty reduction projects will increase
positive outcomes of these projects. However it is important for implementers to note
that careful pricing of products and services is important as high prices was found to

have a negative impact on the performance of the projects.

The staffs who manage the poverty reduction projects were found to have a positive
impact on the performance. It is therefore important to ensure that those who are
charged with the responsibility of managing those projects have the necessary technical
skills and are sufficiently experienced. In addition, participative style of management in
line with the Kenya constitution 2010 and support from senior policy makers emerged
as key to positive outcomes of poverty reduction projects.

Male target beneficiaries between 18-30 years with up to primary level of education and
earning less than 25,000 shillings per month were found to be the key drivers of poverty
reduction projects. This suggests implementers of project should make a deliberate effort
to focus on the male youth who do not go beyond primary education. This appears to

contradict a common perception that rural projects are mainly driven by rural women.

97



Managerial qualities of project staffs and demographic characteristics of target

beneficiaries were found to jointly have a moderating influence on the performance of

poverty reduction projects. Therefore Implementers needs to consider these aspects

jointly rather than separately as this would improve performance of projects in the

agricultural sector. Table 6.1 presents a summary of the study findings.

Table 6.1 Summary of the Hypotheses and the Study Findings

performance of poverty reduction
projects in the Agricultural Sector
in central Kenya.

Hypotheses Test Criteria Finding Conclusion
Hypothesis:H1
Public policy marketing practices | Reject
will significantly influence hypothesis p-value=0.041 < 6(0.05) | Accept the
performance of poverty reduction | if p-value >4, , hypothesis
projects in the Agricultural Sector | otherwise p-value=0.000 < 6(0.05)
in central Kenya. accept
Hypothesis:H2
Managerial qualities of project
staffs have influence on the Reject p-value=0.000 < 6(0.05) | Accept the
relationship between public hypothesis hypothesis
policy marketing practices and if p-value >4,
performance of poverty reduction | otherwise
projects in the Agricultural accept
Sector in central Kenya.
HypOtheS'S:.HB - Gender: Ade:
Demographic characteristics of _ p-value p_%a'lues
project target beneficiaries have | Reject =0.028 ~0.019 Accept the
influence on the relationship hypothesis <a(0.05)  =0.021 hypothesis
between public policy marketing | ifp-value>a, | =0.044
practices and performance of otherwise =ducation: < ¢(0.05)
poverty reduction projects in the | @CCept EE)VSL”;S Income:
Agricultural Sector in central =0.028 Sames
Kenya. =a =0.005

(0.05 =0.008
Hypothesis:H4
Public policy marketing practices, | Reject P-value=0.004 < 6(0.05) | Accept the
managerial qualities of project hypothesis hypothesis
staffs and personal characteristics | if p-value >4,
of project target beneficiaries otherwise
have joint influence on the accept

Source: Primary Data
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The hypotheses test results summarized in Table 6.1 were stated in the alternative form. The
table indicates that all hypotheses 1-4 tested in this study were all accepted indicating that
the hypothesized relationships between the predictor variables and dependent variables

existed. This also means that all the four set objectives of the study were achieved.

6.4 Recommendations of the Study

This study makes several recommendations that have theoretical, policy and managerial
implications. First, the study found that overall public policy marketing practices have a
positive impact on the performance of poverty reduction projects in the agricultural
sector in central Kenya. It is therefore recommended that implementers of poverty
reduction projects should strive to craft a good marketing plan of poverty projects. Such a
plan should then be meticulously implemented. It would be inaccurate to assume that the
poor will automatically adopt the products or services of a project just because they are
poor. When designing a marketing plan, project staffs and policy makers need to pay
particular attention to pricing of the product and/or services offered by the projects. The
poor tend to be price (elastic) sensitive and any unnecessary cost in form of effort and/or

monetary price would impact negatively to the performance of such a project.

Second, this study also found that contrary to common perception that rural poverty projects
are driven by rural women, youth (18-30) with low education not beyond primary school are
key to success of rural poverty projects particularly in the agricultural sector. This may be
because these youth are mainly at home and still living with their parents as their job
opportunities outside their homes are limited. Implementers of these projects should

therefore focus on this group.

Third, the study found that distribution of the products and/or services being offered by
the project are important. Managers of the projects should have a changed mindset from
that of “civil service mentality” to that of “commercial mentality” where beneficiaries
are considered as customers of goods and services. The social products, inform of goods
and services, offered by the project should be made available to them in such a way as to

minimize the tangible cost and/or effort required from the target beneficiaries.
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Fourth, the study found that the publics involved during the implementation of the
project are also important for its success. Project staffs should therefore ensure those
publics necessary for success of the project are well involved in the implementation.
Managers of projects should ensure they use participative style of management to

increase chances of success.

Fifth, the study found that the policy environment in which the project is operating is
important. The policy makers should therefore ensure that there is adequate policy
support to ensure project success. Again policy makers should ensure that project
managers have adequate technical and management skills before they are deployed to
manage projects. Continuous training on new management skill will enhance

performance.

6.5 Implications of the Study Findings

This study was anchored on the relatively recent theory of social marketing; the theory
of Public policy formation and marketing; and the theory of Diffusion and Adoption of
Innovations. The scholarly implications proposed here relate to theories, policies

makers and managers.

6.5.1 Theoretical Implications

This study was founded mainly on the theory of social marketing. Others included the
theory of public policy formation; and the theory of diffusion and adoption of
innovations. This study argued that the elusive poverty reduction can be accelerated by
recognizing and treating the poverty reduction policy as a social product that can be
marketed using social marketing principles. The policy to be marketed should itself be
formulated based on the theory of public policy formulation while this social product
should be implemented using the principles articulated in the theory of diffusion and

adoption of innovations.

This study provided empirical evidence that if the poverty reduction policy is marketed

using the theory of social marketing, there will be a corresponding positive outcome in
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the performance of projects designed to implement the policy hence resulting in
accelerated poverty reduction. Weinreich(2010) argues that the theory of social
marketing is based on 8Ps namely product, price, place, promotion, publics,
partnerships, policy environment and purse strings. However, when it comes to
marketing of policies this study found that only 3Ps appear to be important namely;
Price (R?=0.204 0=0.001); Place (R*=0.0.117 0=0.015) and Promotion (R?=0.280
a=0.000). The other 5Ps, Product, Publics, Partnerships, Policy Environment and Purse
Strings had o>0.5 and hence not significant at the 5% level. This appears to suggest that
the theory of social marketing should be modified when it comes to its application on
public policy marketing. This controversy presents an opportunity for further work in
this area.

The moderating effect of the project staffs and target beneficiaries was also found to be
statistically significant which confirms that the theories of public policy formulation and
the theory of diffusion and adoption of innovations are important. Hence their use would
add value to the performance of poverty reduction projects. This study made a
significant contribution to knowledge by showing an integrated joint effect of four

variables simultaneously.

6.5.2 Policy Implications

Kenya’s first development plan after independence of 1963 identified poverty reduction
as one of its key pillars of economic development. Subsequent development plans have
all empathized poverty reduction. Development partners such as the World Bank, IMF
and other bilateral partners have all laid special emphasis on the reduction of poverty.
Yet government’s own reports indicate that in over 50 years of independence, poverty
has not reduced and in some cases it has actually increased. This unfortunate scenario of

the poverty reduction policy was of the motivation for this study.
Prior to this study, there appeared to be little empirical evidence to support propositions
articulated in this study. The findings of this study should therefore play a significant

role in persuading policy makers that a paradigm shift is necessary in the methodology
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of formulation and implementation of poverty reduction policy in order to enhance
acceleration of poverty reduction. Public policy think tanks such as the Kenya Institute
for Public Policy and Research Analysis (KIPPRA), Institute of Policy Analysis and
Research (IPAR), Institute for Development Studies (IDS) and other researchers will
find the results of this study useful in formulating their policy prescriptions to GoK for

implementation.

6.5.3 Managerial Implications

This study found that the quality of staffs charged with the responsibility of
implementing poverty reduction projects will significantly impact on the performance
outcomes of those projects. The findings of the study indicate that project staffs with
qualities such as good technical, marketing and management skills will significantly
impact on the outcomes of the project performance. Such staffs however should be
competent enough to practice participative style of management. Support from senior
policy makers was also found to be critical to success of poverty reduction projects. It is
therefore necessary for GoK to ensure that such projects are implemented by competent

staffs that has these qualities.

The study also found that personal characteristics of project target beneficiaries such as
gender, age, education and income do indeed significantly affect the performance
outcomes of poverty reduction projects. Project staffs should therefore put this into
consideration when implementing the projects. In particular the price/effort the
beneficiaries have to put into a social product is inversely proportional to the rate of
adoption. Managers of these projects should therefore ensure the pricing of the social
products offered by the project is right and the intended beneficiaries are involved from

the beginning.
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6.6 Limitations of the Study

Although this study produced fruitful results, it has several limitations which may point to
further research. First, the study was primarily conducted from the perspective of project
staffs. This was found to be the most feasible given the limited resources and time available
to the current researcher. However, with more resources and time, a study based on the

perception of the beneficiaries may give another view of the study.

Second, the data was cross-sectional collected at a particular point in time. This has
limitations in that since projects were mainly “work-in-progress” with highs and lows,

longitudinal study may reveal other factors that may lead to different conclusions.

Third, the design for this study was limited to descriptive cross-sectional format which has
its shortcomings in that the data is mainly describing what has already happened. A social
experiment format may have given other insights. A social experiment is used to
investigate the effects of a policy intervention. Randomly selected groups of target
beneficiaries are assigned different treatments of a policy intervention. One group acts as
a control and is assigned controlled conditions that represent the status quo. The other
group or groups are assigned to the policy interventions and the end results of the two

groups compared to see if they differ at the end of the experiment.

6.7 Suggestions for Further Research

This study revealed that overall public policy marketing practices have a significant
positive effect on the performance of poverty reduction projects in the agricultural sector
in central Kenya and therefore make the following suggestions;

First, an investigation into the influence of public policy marketing on performance of other
projects involved in other social activities such as health, tourism, education and other
sectors should be carried out. Research in other areas such as the Arid and Semi-Arid Land

(ASAL) areas may give another perspective not captured in this study.

Second, further research should be carried out to evaluate impact of public policy marketing

on marketing activities carried out by government agencies such as free primary education,
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health care and technology specifically the free laptops to primary schools. This would be
useful to policy makers and implementers of such programmes. For example, unrest in
schools could be argued to have been partly caused by introduction of policies without
marketing to the students. A research in that area could help shed more right in such an

issue.

Third, the inclusion of other variables in the conceptual framework such as beneficiaries’
perspective should be made and investigated. Further the design of this study was cross-
section taking data at one point in time which has its limitations. A longitudinal study is
likely to give other insights. In addition, research on a social experiment might give an

insight into marketing of policies.

Fourth, some authors proposes 8Ps (Product, Price, Place, Promotion, Publics, Partnerships,
Policy Environment, and Purse Strings) of social marketing. This study found that only 3Ps
(Price, Place, Promotion) appears necessary in the case of poverty reduction projects.

Further work in this area may help resolve this issue.

In conclusion, this study made useful contribution to the theoretical body of knowledge
with theoretical, policy and practice implications. By applying an integrated approach to
four variables namely; public policy marketing practices, managerial qualities of project
staffs, demographic characteristics of project target beneficiaries and performance of
poverty reduction projects, the study showed empirically that the elusive poverty
reduction can be accelerated if policies designed to implement the policy are recognized
as social products and marketed to target beneficiaries using the principles of social
marketing. It is the hope of the current researcher that other scholars will pick some
ideas from this work and extend knowledge. In particular policy makers and
implementers of policies are encouraged to apply some of the suggestions articulated
here in their service to humanity. If some of this happens, then my effort will well be
worth it.
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APPENDIXES

Appendix I: Introduction Letter

UNIVERSITY OF NAIROBI
COLLEGE OF HUMANITIES AND SOCIAL SCIENCES

SCHOOL OF BUSINESS
DOCTORAL STUDIES PROGRAMME
Telephone: 4184160/1-5 Ext. 225 P.0O. Box 30197
Email: dsp@uonbi.ac.ke Nairobi, Kenya
6" October, 2015
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RE: GACUURU WA KARENGE: D80/8311/2000

This is to certify that, GACUURU WA KARENGE: D80/8311/2000 is a Ph.D

candidate in the School of Business, University of Nairobi. The title of his study is:

“Public Policy Marketing Practices, Managerial Qualities of Project Staff
Personal Characteristics of Target Beneficiaries and Performance of
Poverty Reduction Projects in the Agricultural Sector in Kenya”.

The purpose of this letter therefore, is to kindly request you to assist and facilitate in
carrying out the research/study in your organization. A questionnaire is herewith attached
for your kind consideration and necessary action.

Data and information obtained through this exercise will be used for academic purposes
only. Hence, the respondents are requested not to indicate their names anywhere on the
questionnaire.
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Appendix Il (a): Questionnaire

University of Nairobi
School of Business

Project Name:

Ministry:

Person Giving Information:

Phone: Email:

Official Title: Length of Service:
Highest level of education: Signature:

Date

Introduction

This questionnaire seeks to collect data for a PhD thesis in the University of Nairobi
titled “Public Policy Marketing Practices and Performance of Poverty Reduction
Projects in the Agricultural Sector in Central Kenya”. The study aims to answer the
question “What is the effect, of Public policy marketing practices on the Performance
of Poverty Reduction Projects in the AgriculturalSector in Kenya, and what role, if any,
do the Managerial Qualities of Staffs and Demographic characteristics of Target
Beneficiaries have?” We kindly ask you to take a few minutes of your busy schedule to
answer the following questions as honestly as you can. We assure you that the
information provided in this questionnaire is purely for academic purposes only

and will be kept strictly confidential. Your cooperation will be highly appreciated.
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PART 1: PUBLIC POLICY MARKETING PRACTICES

How good is/are the product(s)/service(s) offered by the project? Please indicate your
degree of agreement or disagreement with the following statements.

Product Characteristics

Strongly
agree (5)

Agree
(4)

Neutral

®3)

Disagree

@

Strongly
disagree

M)

1.01

The project makes use of the
latest design and state of the
art  technology in its
products/services.

1.02

The project takes into
consideration the usability/ease
of use of the individual
project’ products and services.

1.03

The project takes into
consideration the usefulness
and value for money of the
individual project products and
services.

1.04

The project takes into
consideration the need to
deliver quality to target
beneficiaries.

1.05

The project takes into
consideration the need to
maintain the brand image to
target beneficiaries.

Other Product(s)/service(s)Quality

issues

Strongly
agree

(©)

Agree(4)

Neutral

@)

Disagree

)

Strongly
disagree

()

1.06

The project management
regularly review the design and
technology used in the projects’

products/services.

1.07

The project management
evaluates the usability/ease of
use of the individual projects’

products and services.

1.08

The project management
assesses the usefulness and value
for money of the individual
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projects’ products and services.

1.09 | The project management review
quality and delivery systems of
products and services to target
beneficiaries.

1.10 | The project management
monitors and reviews the brand
image to target beneficiaries.

How appropriate is the price of the product(s)/service(s) of the project? Please indicate
your degree of agreement or disagreement with the following statements.

Strongly Agree | Neutral | Disagree SFroneg
agree 2) 3) ) disagree
Price (5) ( 1)

1.11 | The project has priced its
products in a way to enhance
affordability by target
beneficiaries.

1.12 | The project has priced its
products in a way to enhance
the perception of quality by
target beneficiaries.

1.13 | The project considers the need
to change the terms and
conditions of sale so as to
spread the payment over a
series of periods.

1.14 | The project considers the need
to combine products and
services together with special
offers and special promotions
to make prices appear
attractive.

1.15 | The project is open to the
need for revising the prices, if
necessary, to remain
competitive, to survive and
thrive in a fast-changing
marketplace.
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To what extent does the project staffs use the following criteria to assess the price of
the product(s)/service(s) of Poverty Reduction Projects?

Strongly
disagree

Other Price issues Strongly

Agree | Neutral | Disagree
agree

1.16 | The project staffs reviews the
price of products/services in
order to enhance affordability by
target beneficiaries.

1.17 | The project staffs reviews the
price of products/services in
order to enhance perception of
quality by target beneficiaries.

1.18 | The project staffs reconsiders
the terms and conditions of sale
S0 as to spread the payment over
a series of periods.

1.19 | The project staffs reviews the
need to combine products and
services together with special
offers and special promotions to
make prices appear attractive.

1.20 | The project staffs revises the
prices, if necessary, to remain
competitive, to survive and
thrive in a fast-changing
marketplace.

How well is the place (distribution) of the product(s)/service(s) of the project done?
Please indicate your degree of agreement or disagreement with the following
statements.

Sgg:egely Agree|Neutral | Disagree j}gzgrgelz
Place 4 3 2
s | @] O @ |7

1.21 | The project staffs has entered into
strategic alliances with  profit
making firms to distribute the
products to target beneficiaries.

1.22 | The project staffs has entered into
strategic alliances with NGOs to
distribute the products to target
beneficiaries.

1.23 | The project staffs has entered into
strategic alliances with
Community Based Organizations
(CBO) to distribute the products to
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Place

()

Strongly
agree

Agree
(4)

Neutral

3)

Disagree Sj[rongly
) disagree
1)

target beneficiaries.

1.24 | The project staffs has entered into
strategic alliances with local
administration (chiefs and
village elders) to distribute the
products/  services to target
beneficiaries.

1.25 | The project uses technological

inventions, such as Cell phones,
Mpesa, to facilitate the access to
and payments for project’s
products.

To what extent does the project staffs use the following criteria to assess the place of
the product(s)/service(s) of Poverty Reduction Projects?

Other Place issues

S;rorr:ag(;aly Agree|Neutral [Disagree
B @ @ |

Strongly
disagree

(¢))

1.26

Project staffs constantly seeks strategic
alliances with profit making firms to
distribute products to target beneficiaries.

1.27

The project staffs actively seeks strategic
alliances with NGOs to distribute the
products to target beneficiaries.

1.28

The project staffs actively seeks strategic
alliances  with  Community  Based
Organizations (CBO) to distribute the
products to target beneficiaries.

1.29

The project staffs actively seeks strategic
alliances with local administration to
distribute the products/ services to target
beneficiaries.

1.30

The project staffs actively seeks to use
technological inventions, eg Cell phones,
Mpesa, to facilitate access to/and payments
for project’s products.
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How well are the promotion of the product(s)/service(s) of the project done? Please
indicate your degree of agreement or disagreement with the following statements.

Sggrr;gely Agree| Neutral | Disagree ifsrggilz
Promotion 4 3 2
s | @] 0 2 O

1.31 | The project invests in mass
media advertisement of its
products/services.

1.32 | The project invests in a
sales force for direct selling
of its products/ services.
1.33 | The project uses special
offers to market the
products/services.

1.34 | The project uses gifts to
market products/services
1.35 | The project allows user
testing in marketing the
products/services.

To what extent does the project staffs use the following criteria to assess the promotion
of the product(s)/service(s) of Poverty Reduction Projects?

Other Promotion issues Strongly Agree [Neutral| Disagree Strongly
agree @) 3) @) disagree
() 1)

1.36 | The project staffs uses mass media
to advertise the products/services.

1.37 | The project staffs uses sales force
for direct selling of the products/

services
1.38 | The project staffs uses special
offers to market the

products/services.

1.39 | The project staffs uses gifts to
market products/services.

1.40 | The project staffs allows users to
test the products/services.
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How well are the publics (external and internal groups/audiences the project need to
address) of the project involved? Please indicate your degree of agreement or
disagreement with the following statements.

Strongly Agree | Neutral |Disagree St[rongly
_ agree 2) 3) ) disagree
Publics (5) ( 1)

1.41 | The project has put in place
procedures for addressing
the internal groups
involved in the project.
1.42 | The project has put in place
procedures for addressing
the external groups
involved in the project.
1.43 | The project has made
efforts to identify key
audiences/stakeholders to
be addressed.

1.44 | The  project  actively
involves  the internal
groups involved in the
project.

1.45 | The  project  actively
involves  the  external
groups involved in the
project.

To what extent does the project staffs use the following criteria to assess the publics of
Poverty Reduction Projects?

Other Publics issues Strongly : Strongly
agree Agree |Neutral [Disagree disagree

o | @ e | o "

1.46 | The project staffs constantly
addresses the internal groups
involved in the project.

1.47 | The project staffs constantly
addresses the external groups
involved in the project.

1.48 | The project staffs constantly
identifies key audiences/
stakeholders to be addressed.

1.49 | The project staffs actively involves
the internal groups involved in the
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project.

1.50

The project staffs actively involves
the external groups involved in the
project.

How well is the Partnership (Organizations within the project area with which
partnerships has been formed)of the project formed? Please indicate your degree of

agreement or disagreement with the following statements.

Partnership Strongly
agree

()

Agree
(4)

Neutral

©)

Disagree

(2)

Strongly
disagree

M)

151

The project has close
collaboration with private
firms such as financial
institutions.

1.52

The project has the support
of the local community

1.53

The project has close
collaboration with
community-based
organizations (CBOSs).

1.54

The project has close
collaboration with
International  Development
Organizations such as World
Bank, IMF, WHO, FAO etc.

1.55

The project has the support
of the local administration
such as the police force and
the chief.

To what extent does the project staffs use the following criteria to assess the
Partnership of Poverty Reduction Projects?

collaboration with International
Development Organizations such as
Work Bank, WHO, FAO.

Other Partnership issues S:gregely Agree| Neutral | Disagree iitsrggggz
) @ | 3 @) 1)
1.56 | The project staffs seeks close
collaboration with private firms
such as financial institutions.
1.57 | The project staffs has the support of
the local community
1.58 | The project staffs has close
collaboration  with  community-
based organizations (CBOSs).
159 | The project staffs has close
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1.60 | The project staffs has the support of
the local administration such as the
police force and the chief.

How supportive is the Policy environment in which the project/programme is
operating? Please indicate your degree of agreement or disagreement with the following
statements.

Strongly Agree | Neutral | Disagree gjtrongly
Policy environment ag(];;ae ) 3) @) Is?lg)ree

1.61 | The project operates in a
situation where proactive policy
analysis process exists.

1.62 | There is availability of
adequate, accurate and timely
information during the Policy
Formulation process.

1.63 | A policy marketing system
exists.

1.64 | The key actors have the
capacity to understand policies.

1.65 | Stakeholders’ participation,
consensus, co-operation,
commitment and ownership in
the policy process exist.

To what extent do the project staffs use the following criteria to assess the Policy
environment of Poverty Reduction Projects?

Policy environment issues Strongly | ¢ 6| Neutral | Disagree | SN
agree @) 3) @) disagree
() 1)

1.66 | The project staffs operate in a situation
where proactive policy analysis process
exists and encouraged.

1.67 | The project staffs have access to
adequate,  accurate and  timely
information  during  the  Policy
Formulation process.

1.68 | The project staffs are actively involved
in a policy marketing system.

1.69 | The key project staffs have the capacity
to understand policies.

1.70 | The project staffs and Stakeholders get
involved, participate in consensus, co-
operate, are committed and feel
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| | ownership in the policy process. | | | | |

How supportive is the Purse strings (Funding, grants or donations from Donors,
Foundations, government) of the project? Please indicate your degree of agreement or
disagreement with the following statements.

Strongly Agree | Neutral | Disagree jjtrongly
Purse strings ag(g;;ee @) 3) @) |s?191)ree

1.71 | The project has received
adequate financial support
from the sponsoring
ministry.

1.72 | The project has received
skilled and qualified staffs
from the sponsoring
ministry.

1.73 | The project has received
vehicles and transport
support from the sponsoring
ministry.

1.74 | The project has received
adequate  office  space,
furniture and computers
support from the sponsoring
ministry.

To what extent does the project staffs use the following criteria to assess the Purse
strings of Poverty Reduction Projects?

Purse strings issues Strongly Agree| Neutral | Disagree Strongly
agree disagree

B @ e | o |

1.75 | The project staffs constantly seek
adequate financial support from the
sponsoring ministry.

1.76 | The key skilled and qualified staffs
from the sponsoring ministry are in
place.

1.77 | The project always receives vehicles
and transport support from the
sponsoring ministry.

1.78 | The project always receives adequate
office space, furniture and computers
support from the sponsoring ministry.
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PART 2: MANAGERIAL QUALITIES OF PROJECT STAFES

How qualified are the project staffs? Please indicate your degree of agreement or
disagreement with the following statements.

Managerial Qualities of Staffs Strongly Agree | Neutral | Disagree Sj[rongly
(MQS) agree @ ) 2 disagree
(%) 1)

2.01 | The project staffs has
adequate technical skills.

2.02 | The project staffs has
adequate marketing skills.

2.03 | The project staffs has
adequate management
skills.

2.04 | The project staffs uses
participative style of
management.

2.05 | The project has a lot of
support from senior policy
makers.

To what extent does the project staffs possess the Managerial Qualities for Poverty
Reduction Projects?

Managerial Qualities issues Strongly | Aovee | Neutral |Disagree| Strongly
agree @) 3) @) disagree
©) @)

2.06 | The project staffs demonstrate
adequate technical skills.

2.07 | The marketing skills of the
project staffs are evident.

2.08 | It is easy to notice management
skills of the project staffs.

2.09 | Participative style of management
is always used by the project
staffs.

2.10 | Senior policy makers
enthusiastically support the
project staffs.
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PART 3: DEMOGRAPHIC CHARACTERISTICS OF PROJECT TARGET
BENEFICIARIES

Please indicate by putting a tick in the appropriate box.

3.01 Estimate the percentage of Gender of target beneficiaries of this project

Male [ ] Female [ ]

3.02 Estimate the percentage of age bracket of Project beneficiaries

18-30 years ]
31-40 years ]
41-50 years

[]
51 years & above ]

3.03Estimate percentage of beneficiaries in each level of education
Primary level Tertiary level/College
Secondary level University level

3.04 Estimated percentage of beneficiaries in each monthly level of income?
Ksh 0 - 25,000 (]
Ksh 26,000 - 75,000
Ksh 76,000 - 150,000
Ksh 151,000 and above T

3.05 What other Demographic Characteristics of Project Target Beneficiaries elements
have been taken into consideration by the project?

a)
b)

PART 4: PERFORMANCE OF POVERTY REDUCTION PROJECTS

How would you assess the performance of the project? Please indicate your degree of
agreement or disagreement with the following statements.

Performance of Poverty Strongly |\ ree | Neutral | Disagree j?rongly
Reduction Projects (Budget, Time | 29™°¢ | (@) 3) @) isagree
Frame, Quality) (5) 1)

4,01 | The project operated (is
operating) within the
allocated budget and did/does
not need extra funds.

4.02 | The project was completed
(will be completed) within the
expected time frame

4.03 | The products/services offered
to the Dbeneficiaries of the
project are of very high
quality.
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Please fill this section based on information obtained from the project documents.
Please note the project objectives shall be listed in order of their priority/importance
as stated in the project document. (e.g. Objective/Priorityl: Train 30 women groups
on chicken husbandry, Objective/Priority2: Increase Indigenous Chicken
population from 1,000 to 10,000 in the County)

Performance of Poverty Reduction Projects (Scope)
Target of Actual
Project’s stated objectives/activities in order of Objective/ Ao(ich;%?gs nt
importance Activity
4.04 | Obj 1
4.05 | Obj 2
4.06 | Obj 3
4.07 | Obj 4
4.08 | Obj 5

Please indicate your degree of agreement or disagreement with the following
statements.

Other Project Performance issues [Strongly Agree | Neutral |Disagree Strongly
agree @) 3) @) disagree
() €]

4.09 | Number of target
beneficiaries reached each
project year was/is as per

target.
4.10 | Income levels of beneficiaries
increased/will increase

significantly after the project.

411 | The level of education of
beneficiaries  increased/will
increase significantly after the

project.
4.12 | Health status of beneficiaries
increased/will increase

significantly after the project

4.13 | Food and nutritional status of
beneficiaries  increased/will
increase significantly after the
project.
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Appendix 11 (b): Brief Explanation of Variables used in the study

1. Project Performance

Please fill this section based on information obtained from the project documents.
Please note the project objectives shall be listed in order of their priority/importance
as stated in the project document. (e.g. Objective 1: Train 30 women groups on
chicken husbandry, Objective 2: Increase Indigenous Chicken population from
1,000 to 10,000 in the county.)

Performance of Poverty Reduction Projects(PPRP)

Target of Actual Obijective
. .. . — Achievement
Project’s stated objectives in order | Objective : performance
of Project
i Index (OPI)
of importance
1.1 | Obj1 | Train 30 women groups on 30 20 20/30=0.67
chicken husbandry
1.2 | Obj2 | Increase Indigenous Chicken | 10,000 8,500 8,500/10,000=0.85

population from 1,000 to
10,000 in the county

1.3 | Obj3 etc etc etc
1.4 | Obj4 etc etc etc
1.5 | Obj5 etc etc etc
Indicator | Brief Explanation of the Indicators

Public Policy Marketing(PPMP)(Independent Variable)

Item Brief Explanation

Product Tangible products or services being offered by the project.

Price Actual money or effort needed to be paid or offered by the
target beneficiaries.

Place Distribution channels used to distribute the actual product or
method used to provide the services to beneficiaries.

Promotion Method used to promote products or services of the project.

Publics Publics refer to both the external and internal groups involved

in the project. Different audiences the project needs to address
in order to succeed.

Partnership

Organizations within the project area with which partnerships
has been formed.

Policy
Environment

Policy environment in which the project/programme is
operating.

Purse Strings

Funds from Donors, Foundations, governmental grants or
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donations.

Managerial Qualities of Project Staffs (MQS)(Moderating Variable)

ltem

Brief Explanation

Technical skills

Skill of staffs managing the project in terms of education,
training, experience etc.

Marketing skills

Specific marketing skills of staffs managing the project.

Management Specific management skills of staffs managing the project.
skills

Use of | Specific ability to use participative techniques in managing
participative style | projects.

Support from | The extent to which the project managers are supported by
senior policy | senior policy makers.

makers

Demographic ~ Characteristics  of Project  Target  Beneficiaries
(PCPB)(Moderating Variable)

Item Brief Explanation

Gender Gender of the project beneficiaries, male or female.

Age Age of the target adopter.

Education Beneficiaries’ Level of education.

Income Income bracket of the target adopter.
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Appendix I11: Study Population-List of Projects

Project Name

County

Project Staffs (Respondents)

Highest Level
of Education

Years
in Service

Buildingorganisational
capacity in
commercialization of Cow
Milk value chain in Nairobi
City County

Nairobi County

Bachelors

To establish organizational
capacity, for
commercialization of Kales
value chain in Nairobi City
County.

Nairobi County

Masters

Rearing of improved Dairy
Goats

Nairobi County

Bachelors

Improvement of small scale
Irish Potato farming

Nairobi County

Bachelors

15

Study to establish the
economic viability of
Poultry (Broiler) in Nairobi
City County

Nairobi County

Bachelors

11

Livestock Extension
Services in Kiambu County

Kiambu

Masters

17

Organization of value chain
actors for increased
sustainable
commercialization of dairy
cow milk value chain in
Kiambu County

Kiambu

Masters

21

Livestock Disease Control
in Sub-County Kiambu-
County

Kiambu

Bachelors

18

Livestock Disease Control
in Thika Sub-County

Kiambu

Bachelors

10

Green House development
in Kiambu Sub-County

Kiambu

Masters

12

11

Green Houses development
for Groups

Kiambu

Bachelors

12

Improvement of
Horticultural Crops(French
Beans)

Kiambu

Bachelors

21

13

Irrigation development for
Carrots

Kiambu

Bachelors

14

Commercialization of
Floriculture(Rose Flowers)

Kiambu

Bachelors

23
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15

Improvement of Fodder
Crops(Napier Grass)

Kiambu

Bachelors

18

16

Development of
Demonstration Fish Ponds

Kijambu

Bachelors

30

17

Improvement of Indigenous
Coffee

Kiambu

Bachelors

16

18

Introduction of Mushroom
farming

Miirang’a

Bachelors

19

Commercialized Potato
Value chain

Miirang’a

Bachelors

20

Development of Mango
Plantations

Miirang’a

Bachelors

15

21

Improvement of
Commercial Dairy Cows
rearing

Miirang’a

Bachelors

22

Development of
Macadamia Nuts farming

Miirang’a

Bachelors

14

23

Improvement of Cabbage
farming

Miirang’a

Bachelors

24

Improvement of banana
farming

Miirang’a

Bachelors

23

25

Development of Small
Scale pineapple growing

Miirang’a

Bachelors

26

Promote commercial
banana production, value
addition and marketing by
adopting modern
technology in a sustainable
environment.

Miirang’a

Bachelors

27

Upgrading French Beans
Quality through Global
Certification.

Miirang’a

Bachelors

28

Capacity building of
indigenous poultry groups
on group dynamic

Nyeri

Bachelors

20

29

Accelerating Breeding and
Genetic Improvement of
the Small Holder dairy
Herds through Embryo
Transfer Technology.

Nyeri

Bachelors

30

A Study to Establish Gaps
in the Irish Potato Value
Chain Market Information
Flow and Linkages among
the Actors

Nyeri

Bachelors

25

31

Capacity building of
indigenous poultry groups
on group dynamic

Nyeri

Bachelors
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32

Accelerating Breeding and
Genetic Improvement of
the Small Holder dairy
Herds through Embryo
Transfer Technology.

Nyeri

Bachelors

14

33

A Study to Establish Gaps
in the Irish Potato Value
Chain Market Information
Flow and Linkages among
the Actors

Nyeri

Bachelors

34

Improvement of small scale
Tea farming

Embu

Bachelors

10

35

Improvement of small scale
Indigenous Chicken
farming

Embu

Masters

13

36

Rearing of improved
Broiler Chicken

Embu

Bachelors

15

37

Improving banana
production and developing
market linkages through
farmer field schools (FFS)
in Embu County

Embu

Masters

38

Mobilization, Promotion
and Registration of local
poultry producer groups
and Co-operatives

Embu

Masters

39

Development of Capsicums
farming

Kirinyaga

Bachelors

25

40

Improvement of Indigenous
Pigs rearing

Kirinyaga

Bachelors

11

41

Improvement of
Horticultural
Crops(Codget)

Kirinyaga

Bachelors

13

42

Development of Red
Creole farming

Kirinyaga

Bachelors

43

Development of Increased
Milk production

Kirinyaga

Masters

12

44

Introduction of Quail
farming

Laikipia

Bachelors

45

Development of Black
Beans farming

Laikipia

Bachelors

11

46

Upgrading of Horticultural
Crops(French Beans)

Laikipia

Bachelors

15

47

Commercialization of
Gadam Sorghum

Laikipia

Masters

10

48

Improvement of Beetroot
production

Laikipia

Bachelors

22

49

Development of Poultry for
local Groups

Nyandartia

Bachelors
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50

Improvement of Zero-
Grazing Units

Nyandartia

Bachelors

51

Improved sustainable
commercialization of
Maize value chain in
Nyandarua County

Nyandartia

Bachelors

52

Improvement of Kale
farming

Nyandarta

Bachelors

16

53

Improvement of
Horticultural
Crops(Spinach)

Nyandartia

Bachelors

21

Source: Primary Data
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Appendix IV (a): Summary of Cronbach’s Alpha Reliability Coefficients

Variable and Its Indicators Scale | Scale Cronbach's
Mean if [\VVariance| Corrected | Alpha if
Item | if Iltem | Item-Total Item
Deleted | Deleted | Correlation | Deleted
Policy Marketing(Aggregate) 47.0822 4,777 .965 .643
Product 48.757 5.234 .082 .701
Price 46.9482 5.986 -.336 124
Place 46.7222 4.230 .703 .629
Promotion 47.0502 3.388 .624 .642
Publics 46.9522 5.058 .330 .682
Partnerships 46.8662 4.856 .608 .658
Policy Environment 46.8842 4.615 762 .640
Purse Strings 48.1882 5.348 .087 712
Performance of Projects(Index) 50.3860 5.260 373 .682
Performance of Projects(Other Issues) 47.1022 4.854 .602 .658
Quality of Staff 46.8682 4,712 401 673
Beneficiary Age(31-40)yrs 50.5402 5.231 341 .683
Beneficiary Age(41-50)yrs 51.2172 5.772 -371 .705
Beneficiary Age(Over 50)yrs 51.3212 5.741 -.450 .703
Beneficiary Education(Primary) 50.8492 5.718 -.091 .702
Beneficiary Education(Secondary) 50.9742 5.655 .081 .699
Beneficiary Education(College) 51.2162 5.729 -.259 .702
Beneficiary Education(University) 51.2812 5.687 .218 .700
Beneficiary Income(0-25,000)pm 50.4162 5.469 .258 .691
Beneficiary Income(25,001-75,000)pm | 51.2842 5.850 -.383 711
Beneficiary Income(75,001-150,000)pm | 51.3002 5.775 -.292 .706
Beneficiary Income(Over 150,00)pm 51.3202 5.720 -.276 .702

Source: Primary data

132




Table 4.15: One sample t- test for Public Policy Marketing Practices, Managerial
Quality of Staffs and Performance of Poverty Reduction Projects

T-Test: One-Sample Statistics for Public Policy Marketing Practices, Managerial
Qualities of Staffs and Performance of Projects

Mean Std.  |Std. Error t (2-Stzlfill.ed)

N Score |Deviation| Mean (p-value)
Product 50 4320 | 0.2441 0.0345 125.134 0.000
Price 50 | 4.382 | 0.2027 | 0.0287 | 152.844 0.000
Place 50 | 4.608 | 0.4393 | 0.0621 74.169 0.000
Promotion 50 4.280 | 0.7557 0.1069 40.050 0.000
Publics 50 4378 | 0.3472 0.0491 89.170 0.000
Partnerships 50 | 4.464 | 0.2827 | 0.0400 | 111.668 0.000
Policy Environment 50 | 4446 | 0.3018 | 0.0427 | 104.155 0.000
Purse Strings 50 3.142 | 0.4204 0.0595 52.843 0.000
Quality of Staffs 50 | 4.462 | 0.4485 | 0.0634 70.343 0.000
Demographic Characteristics of
target beneficiaries
Mean Performance Index of Projects| 50 | .9442 | 0.22425 | 0.03171 | 29.772 0.000
Other Project Performance Issues 50 | 4.2280 | 0.28574 | 0.04041 | 104.627 0.000

t-test for equality of means: test value =0 (Ho: there is no difference expected between the
means, at 4=0.05, 2-tailed); Ho is rejected if p value < &. Accept Ho otherwise.(i.e.if p> @)

Source: Primary Data
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Table 4.15: Summary of Descriptive Statistics

T-Test: One-Sample Statistics for Public Policy Marketing Practices,
Managerial Qualities of Staffs and Performance of Projects

Sig.
Mean Std. Std. Error t (2-tailed)
N Score |Deviation| Mean (p-value)
Public Policy Product 50 4320 | 0.2441 | 0.0345 |125.134| 0.000
Marketing Price 50 4382 | 0.2027 | 0.0287 |152.844| 0.000
Place 50 4608 | 04393 | 00621 | 74.169 | 0.000
Promotion 50 4280 | 0.7557 | 0.1069 | 40.050 | 0.000
Publics 50 4378 | 03472 | 00491 | 89.170 | 0.000
Partnerships 50 4.464 | 0.2827 | 0.0400 |111.668| 0.000
Policy Environment 50 4.446 | 0.3018 | 0.0427 |104.155| 0.000
Purse Strings 50 3142 | 04204 | 0.0595 | 52.843 | 0.000
Managerial Qualities| i of Staffs 50 4462 | 04485 | 00634 | 70.343 | 0.000
of Project Staffs
Demographic Demographic
Characteristics of  |Characteristics of target
target beneficiaries |beneficiaries
Performance Of. Mean Perfor.mance 50 .9442 0.22425 0.03171 29.772 0.000
Poverty Reduction |Index of Projects
Projects i
Other PI‘OJECt 50 4.2280 0.28574 0.04041 | 104.627 0.000

Performance Issues

t-test for equality of means: test value =0 (Ho: there is no difference expected between the means, at
6=0.05, 2-tailed); Ho is rejected if p value < &. Accept Ho otherwise.(i.e.if p> &)

Source: Primary Data
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FACTOR ANALYSIS

Appendix 1V(b): Factor Analysis for Variables and their Indicators

Appendix 1V(b)(i): Rotated Component Matrix® for
Public Policy Marketing Practices(Aggregate)
Component
1 2 3
Policy Environment 991 .096 -.022
Partnerships .980 -.084 -176
Place .857 .347 -.325
Publics .855 - 427 .169
Promotion 279 .900 79
Price .218 -.899 143
Purse Strings -.184 435 757
Product .024 149 -.626
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 4 iterations.

Source: Primary Data

Appendix 1V(b)(ii): Rotated Component Matrix® for
Product dimension of Policy Marketing
Component
1 2 3
Q1.07 .950 -.078 .002
Q1.03 .848 -.257 .307
Q1.08 833 375 -.081
Q1.02 -.676 524 -.118
Q1.10 670 478 -.054
Q1.01 .628 .235 -.399
Q1.04 .087 .920 -.008
Q1.05 -.024 752 -.320
Q1.09 430 -.019 .869
Q1.06 -.328 -.259 .829
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

Source: Primary Data
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Appendix 1V(b)(iii): Rotated Component Matrix*for

Price dimension of Policy Marketing

Component
1 2 3 4
Q2.02 937 -137 -122 107
Q2.07 820 407 266 -.015
Q2.04 696 135 -.218 -584
Q2.01 121 857 -.162 357
Q2.10 574 728 .087 -170
Q2.08 198 -537 -.106 338
Q2.09 .052 072 908 -.022
Q2.03 -311 -.237 807 377
Q2.05 360 438 517 .018
Q2.06 .001 .060 114 912

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 20 iterations.

Source: Primary Data

Appendix 1V(b)(iv): Rotated Component Matrix*for
Place dimension of Policy Marketing

Component
1 2
Q3.05 .936 .166
Q3.09 .930 172
Q3.03 .891 .087
Q3.06 .862 -.028
Q3.04 841 .361
Q3.07 .828 .343
Q3.10 .789 .352
Q3.01 745 229
Q3.08 141 841
Q3.02 165 .833

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Source: Primary Data
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Appendix 1V(b)(v): Rotated Component Matrix*for
Promotion dimension of Policy Marketing

Component
1 2
Q4.08 .952 .087
Q4.01 .924 .204
Q4.04 879 .396
Q4.09 833 .507
Q4.07 .693 .601
Q4.03 563 .559
Q4.05 -.037 .958
Q4.10 392 .825
Q4.06 478 779
Q4.02 373 753

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Source: Primary Data

Appendix 1V(b)(vi): Rotated Component Matrix*for
Publics dimension of Policy Marketing

Component
1 2
Q5.01 .885 127
Q5.02 .840 .085
Q5.07 .830 -.116
Q5.10 .760 .308
Q5.09 707 .623
Q5.03 .639 .357
Q5.06 122 919
Q5.04 .033 .909
Q5.08 152 .890
Q5.05 661 702

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Source: Primary Data
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Appendix 1V(b)(vii): Rotated Component Matrix*for
Partnerships dimension of Policy Marketing

Component
1 2
Q6.01 .907 244
Q6.03 .904 -.193
Q6.05 .897 .323
Q6.04 719 -.629
Q6.02 .615 .381
Q6.08 .600 432
Q6.07 .060 .939
Q6.10 147 .888
Q6.06 .108 795
Q6.09 322 .528

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Source: Primary Data

Appendix 1V(b)(viii): Rotated Component Matrix*for Policy
Environment dimension of Policy Marketing

Component
1 2 3
Q7.07 .883 -.305 -.206
Q7.05 .867 -.039 465
Q7.03 .850 .049 436
Q7.10 793 576 .076
Q7.08 201 .826 .055
Q7.02 .294 -.723 .556
Q7.09 .633 717 133
Q7.06 -.209 .642 .069
Q7.04 .031 -.081 .893
Q7.01 .209 .235 .866

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.

Source: Primary Data
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Appendix 1V(b)(ix): Rotated Component Matrix®for Purse Strings
dimension of Policy Marketing

Component
1 2
Q8.04 .980 .086
Q8.07 973 -.024
Q8.03 915 .038
Q8.08 .873 314
Q8.02 163 .927
Q8.01 .066 -.807
Q8.05 -.075 -.700
Q8.06 511 582

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

Source: Primary Data

Appendix 1V(b)(x): Component Matrix*for Managerial Qualities of
Staff

Component
1
Q1.09 .957
Q1.04 .946
Q1.01 .902
Q1.03 .895
Q1.05 .886
Q1.10 .870
Q1.02 .796
Q1.07 776
Q1.08 .766
Q1.06 .528

Extraction Method: Principal Component Analysis.

a. 1 componentextracted.

Source: Primary Data
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Appendix 1V(b)(xi): Component Matrix*for Gender dimension of
Demography of Beneficiaries

Component
1
Male -1.000
Female 1.000

Extraction Method: Principal Component Analysis.

a. 1 component extracted.

Source: Primary Data

Appendix 1V(b)(xii): Component Matrix?*for Age dimension of
Demography of Beneficiaries

Component
1 2
Agel 187 -.570
Age2 -.841 471
Age3 .832 .458
Aged .687 674

Extraction Method: Principal Component Analysis.

a. 2 components extracted.

Source: Primary Data

Appendix 1V(b)(xiii): Component Matrix®*for Education dimension
of Demography of Beneficiaries

Component
1
Primary -.878
University .840
Secondary .705
College .698

Extraction Method: Principal Component Analysis.

a. 1 component extracted.

Source: Primary Data
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Appendix 1V(b)(xiv): Component Matrix*for Income dimension of
Demography of Beneficiaries

Component
1
Incomel -.948
Income2 .920
Income3 875
Income4 .869

Extraction Method: Principal Component Analysis.

a. 1 component extracted.

Source: Primary Data

Appendix 1V(b)(xv): Component Matrix*for Performance Index
dimension of Project Performance

Component
1
Index2.01 .987
Index2.02 .987

Extraction Method: Principal Component Analysis.

a. 1 components extracted.

Source: Primary Data

Appendix 1V(b)(xvi): Component Matrix*for Other performance
issues dimension of Project Performance

Component
1
Other2.09 .963
Other2.10 .909
Other2.07 .668
Other2.08 .612
Other2.06 .546

Extraction Method: Principal Component Analysis.

a. 1 componentextracted.

Source: Primary Data
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Appendix V: Goodness-Of-Fit Analyses

Project Performance (Index) predicted by Policy Marketing (Aggregate)

Model Summary”®

Change Statistics
Std. Error| R
Adjusted | ofthe | Square F Sig. F | Durbin-
Model | R |R Square | R Square | Estimate | Change |Change |dfl| df2 | Change | Watson
1 .291° .084 .065 .21680 .084 | 4429 | 1| 48 .041 1.407
a. Predictors: (Constant), PPMPAggregate
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) -.392 .636 -.616 541
PPMPAggregate 314 .149 2901 2.104 041

a. Dependent Variable: Mean Performance Index of Projects

Project Performance (Index) predicted by X;=Product characteristic

Model Summary®

Change Statistics
Mo Adjusted |Std. Error of| R Square Sig. F | Durbin-
del | R | R Square | R Square |the Estimate| Change |F Change |dfl| df2 |Change | Watson
1 |.178*| .032 .012 .22296 .032 1.573 1|48 | .216 1.347
a. Predictors: (Constant), Product
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 237 .565 420 .676
Product .164 130 178 1.254 216

a. Dependent Variable: Mean Performance Index of Projects
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Project Performance (Index) predicted by X,=Price

Model Summary®
Change Statistics
R
Adjusted |Std. Error of | Square F Sig. F | Durbin-
Model| R |R Square | R Square |the Estimate | Change | Change | dfl | df2 | Change | Watson
1 |.451%| .204 .187 .20220 204 | 12273 | 1 | 48 .001 1.295
a. Predictors: (Constant), Price
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.132 .625 5.010 .000
Price -.499 142 -.451 -3.503 .001
a. Dependent Variable: Mean Performance Index of Projects
Project Performance (Index) predicted by X;=Place
Model Summary®
Change Statistics
Std. Error| R Durbin
R |Adjusted| ofthe |Square| F Sig. F -
Model| R |Square |R Square | Estimate |Change |Change|dfl | df2 |[Change|Watson
1 [.343% 117 .099 21286 117 | 6.387 | 1 |48 | .015 | 1.418
a. Predictors: (Constant), Place
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 138 .320 431 .668
Place 175 .069 343 2.527 .015
a. Dependent Variable: Mean Performance Index of Projects
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Project Performance (Index) predicted by X,=Promotion

Model Summary®

Mode

I R

R Square

Adjusted
R Square

Std.

Est

of the

Error Change Statistics

R Square

imate | Change |F Change |df1|df2

Sig. F
Change

w

Durbin-

atson

1

529

.280

.265

19229

.280 18.648 48

.000

1

.140

a. Predictors: (Constant), Promotion

b. Dependent Variable: Mean Performance Index of Projects

Coefficients?

Model

Unstandardized

Coefficie

Standardized

nts Coefficients

B S

td. Error Beta t

Sig.

(Constant)

272

158 1.724

091

Promotion

157

.036 529 4.318

.000

a. Dependent Variable: Mean Performance Index of Projects

Project Performance (Index) predicted by Xs=Publics

Model Summary®

Model

R
R

Square

Adjusted
R Square

Std. Change Statistics

R
Square
Change

Error of
the
Estimate

F

Change|dfl|df2

Sig. F
Change

Durbin

Watson

1

192% 037

.017

48

22235 | .037 | 1.842

181

1.198

a. Predictors: (Constant), Publics

b. Dependent Variable: Mean Performance Index of Projects

Coefficients?

Model

Coe

Unstandardized

Standardized

fficients Coefficients

B

Std. Error Beta

Sig.

(Constant)

1.488

402

3.703

.001

Publics

-.124

091 -.192

-1.357

181

a. Dependent Variable: Mean Performance Index of Projects

144




Project Performance (Index) predicted by Xs=Partnership

Model Summary®

Std. Error Change Statistics
Adjusted R| ofthe |RSquare| F Sig. F | Durbin-
Model| R |R Square| Square | Estimate | Change |Change|dfl| df2 | Change | Watson
1 |.091%] .008 -.012 .22564 .008 401 | 1|48 | 530 | 1.267
a. Predictors: (Constant), Partnerships
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 622 510 1.220 229
Partnerships 072 114 091 .633 530
a. Dependent Variable: Mean Performance Index of Projects
Project Performance (Index) predicted by X,;=Policy Environment
Model Summary®
Change Statistics
Std. Error| R
Adjusted| of the | Square F Sig. F | Durbin-
Model | R |R Square|R Square| Estimate | Change | Change |df1|df2| Change | Watson
1 [147] .022 .001 22412 022 | 1.059 |1 (48| .309 1.319
a. Predictors: (Constant), Policy Environment
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 459 473 971 | .337
E‘r’]'\;%nmem 109 106 147 | 1.029 | 309
a. Dependent Variable: Mean Performance Index of Projects
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Project Performance (Index) predicted by Xg=Purse Strings

Model Summary®

Std. Error Change Statistics
Adjusted| of the |[R Square F Sig. F |Durbin-
Model | R |R Square|R Square| Estimate | Change | Change |df1|df2| Change | Watson
1 [.060° .004 -.017 22617 .004 A75 |1 (48| 678 | 1.212
a. Predictors: (Constant), Purse Strings
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 843 244 3.462 .001
Purse Strings .032 077 .060 418 .678

a. Dependent Variable: Mean Performance Index of Projects

Project Performance (Other Issues) predicted by X;=Product characteristic

Model Summary®

Std. Change Statistics
Error of R Durbin
R | Adjusted the Square F Sig. F -
Model | R |Square|R Square | Estimate | Change |Change|dfl | df2 |Change|Watson
1 |.032] .001 -.020 .28856 | .001 048 | 1 |48 | .828 | 2.344
a. Predictors: (Constant), Product
b. Dependent Variable: Other Project Performance lIssues
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 4.388 731 6.005 .000
Product -.037 169 -.032 -.219 .828
a. Dependent Variable: Other Project Performance Issues
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Project Performance (Other Issues) predicted by X,=Price

Model Summary®

Std. Change Statistics
Error of R
Adjusted the Square F Sig. F | Durbin-
Model | R |R Square| R Square | Estimate | Change | Change |df1|df2| Change | Watson
1 ].012| .000 -021 | .28868 | .000 007 | 1|48 .933 | 2.360
a. Predictors: (Constant), Price
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) | 4.304 .892 4.823 .000
Price -.017 203 -.012 -.085 933
a. Dependent Variable: Other Project Performance Issues
Project Performance (Other Issues) predicted by X;=Place
Model Summary®
Std. Change Statistics
Error of
R |Adjusted| the |RSquare| F Sig. F |Durbin-
Model | R |Square |R Square | Estimate | Change | Change | df1 | df2 | Change | Watson
1 |.161] .026 .006 .28495 .026 1273 | 1 | 48| .265 | 2.216
a. Predictors: (Constant), Place
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 3.746 429 8.735 .000
Place 105 .093 161 1.128 .265
a. Dependent Variable: Other Project Performance Issues
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Project Performance (Other Issues) predicted by X,=Promotion

Model Summary®

Std. Change Statistics
Error of R
Adjusted| the Square F Sig. F |Durbin-
Model | R |R Square|R Square| Estimate | Change | Change |df1|df2| Change | Watson
1 |.547% .299 285 | 24167 | .299 |20.500 |1 [48| .000 | 2.397
a. Predictors: (Constant), Promotion
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 3.343 199 16.839 .000
Promotion 207 .046 547 4528 .000
a. Dependent Variable: Other Project Performance Issues

Project Performance (Other Issues) predicted by Xs=Publics

Model Summary®

Std. Change Statistics
Error of
Mo Adjusted R| the |R Square F Sig. F |Durbin-
del | R |R Square| Square |Estimate| Change | Change | dfl | df2 | Change | Watson
1 |.451] .203 .187 25772 | 203 | 12236 | 1 |48 | .001 | 1.931
a. Predictors: (Constant), Publics
b. Dependent Variable: Other Project Performance lIssues
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 2.604 466 5.591 .000
Publics 371 106 451 3.498 .001

a. Dependent Variable: Other Project Performance Issues
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Project Performance (Other Issues) predicted by Xs=Partnership

Model Summary®

Change Statistics
R |Adjusted| Std. Error of | R Square F Sig. F |Durbin-
Model | R |[Square|R Square|the Estimate | Change |Change|dfl | df2 |Change | Watson
1 .250% | .063 .043 27952 .063 3207 | 1 | 48 | .080 | 2.076
a. Predictors: (Constant), Partnerships
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 3.099 .632 4.904 .000
Partnerships 253 141 .250 1.791 .080

a. Dependent Variable: Other Project Performance Issues

Project Performance (Other Issues) predicted by X;=Policy Environment

Model Summary®
Std. Error Change Statistics
Adjusted| ofthe |RSquare| F Sig. F | Durbin-
Model| R |[R Square|R Square| Estimate | Change | Change | dfl | df2 | Change | Watson
1 |.463% .214 .198 .25593 214 113.078| 1 | 48 | .001 1.943
a. Predictors: (Constant), Policy Environment
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 2.280 .540 4.225 | .000
Policy Environment 438 JA21 463 3.616 | .001
a. Dependent Variable: Other Project Performance Issues
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Project Performance (Other Issues) predicted by Xg=Purse Strings

Model Summary®

Change Statistics Durb
Std. Error| R in-
Adjusted| ofthe | Square F Sig. F |Wats
Model | R |R Square|R Square| Estimate | Change | Change |dfl| df2 | Change | on
L 8027 .643 .636 17245 .643 |86.531| 1|48 | .000 354
a. Predictors: (Constant), Purse Strings
b. Dependent Variable: Other Project Performance Issues
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.515 .186 13.545 .000
Purse Strings 545 .059 .802 9.302 .000
a. Dependent Variable: Other Project Performance Issues
Project Performance (Index) predicted by Xq= Mean Score of MQS and
Policy Marketing (Aggregate)
Model Summary®
Std. Error Change Statistics
R Adjusted of the R Square F Sig. F |Durbin-
Model | R | Square | R Square | Estimate | Change | Change |dfl| df2 | Change | Watson
1 574%| 329 .300 18757 329 11519 | 2 | 47 | .000 | 1.066
a. Predictors: (Constant), Quality of Staffs, PPMPAggregate
b. Dependent Variable: Mean Performance Index of Projects
Coefficients®
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) -.625 .553 -1.130 | .264
PPMPAggregate .087 .140 .081 621 | .538
Quality of Staffs .269 .065 537 4,138 | .000
a. Dependent Variable: Mean Performance Index of Projects
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Project Performance (Index) predicted by Xo= Mean Score of MQS

Model Summary®

Std. Error Change Statistics

R |Adjusted| ofthe |R Square| F Sig. F | Durbin-

Model| R |[Square|R Square| Estimate | Change | Change |df1|df2| Change | Watson
1 |.569% .323 309 .18637 323 122946 | 1 |48| .000 1.059

a. Predictors: (Constant), Quality of Staffs

b. Dependent Variable: Mean Performance Index of Projects

Coefficients®

Standardized
Unstandardized Coefficients| Coefficients

Model B Std. Error Beta t Sig.
1 |(Constant) -.325 .266 -1.219 229
ality of
Quality 284 059 569 4790 | 000
Staffs

a. Dependent Variable: Mean Performance Index of Projects

Project Performance (Other Issues) predicted by Xo= Mean Score of MQS and Policy
Marketing (Aggregate)

Model Summary”

Std. Error Change Statistics

R |Adjusted R| ofthe |R Square| F Sig. F | Durbin-
Model| R |Square| Square | Estimate | Change | Change | dfl |[df2| Change | Watson

1 |.814| .663 .649 16931 .663 |46.280 | 2 |47| .000 | 2.129

a. Predictors: (Constant), PPMPAggregate, Quality of Staffs

b. Dependent Variable: Other Project Performance Issues

Coefficients®

Standardized

Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1 |(Constant) 279 499 .560 578
Quality of Staffs -271 .059 -.425 -4.621 .000
PPMPAggregate 1.214 127 .880 9.573 .000

a. Dependent Variable: Other Project Performance Issues
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Project Performance (Other Issues) predicted by Xo= Mean Score of MQS

Model Summary®

Std. Error Change Statistics

R |Adjusted| ofthe |R Square| F Sig. F | Durbin-
Model | R |Square|R Square| Estimate | Change | Change | dfl | df2 | Change | Watson

1 |.081% .007 | -014 | .28776 .007 315 | 1 |48 577 2.321

a. Predictors: (Constant), Quality of Staffs

b. Dependent Variable: Other Project Performance Issues

Coefficients®

Standardized
Unstandardized Coefficients| Coefficients

Model B Std. Error Beta t Sig.
1 |(Constant) 4.457 411 10.846 .000
ality of
Quality -051 092 -081 561 577
Staffs

a. Dependent Variable: Other Project Performance Issues

Project Performance (Index) predicted by X;,=Mean score of DCPB and
Policy Marketing (Aggregate)

Model Summary”®

Adjusted R | Std. Error of the
Model R R Square Square Estimate Durbin-Watson

1 495% .245 .140 .20798 1.398

a. Predictors: (Constant), Policy Marketing(Aggregate), Beneficiary Education(Primary), Beneficiary
Age(41-50)yrs, Beneficiary Income(75,001-150,000)pm, Beneficiary (Male), Beneficiary Age(18-
30)yrs

b. Dependent Variable: Performance of Projects(Index)

Coefficients®

Unstandardized | Standardized

Coefficients Coefficients
Model B |Std. Error Beta t Sig.
1 |(Constant) .226 .735 .308 .759
Beneficiary (Male) -.709 1.518 -.143 -.467 .643
Beneficiary Age(18-30)yrs 475 379 446 1.254 217
Beneficiary Age(41-50)yrs -.353 1.206 -.071 -.293 771
Beneficiary Education(Primary)| -.781 1.249 -.228 -.625 535
fseg’eof(')‘g)a;%'”comeaaom' -1.706 | 845 -461  |-2.018 050
Policy Marketing(Aggregate) .340 172 315 1.978 .054

a. Dependent Variable: Performance of Projects(Index)
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Appendix VI: Regression Analyses

Regression

Variables Entered/Removed®

Variables
Model ] Variables Entered Removed Method
1 Beneficiary
Income(Over .|Enter
150,00)pm*

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .388° .150 133 .20884

a. Predictors: (Constant), Beneficiary Income(Over 150,00)pm

ANOVAP
Model Sum of Squares df Mean Square F Sig.
1 Regression 371 1 371 8.498 .005%
Residual 2.094 48 .044
Total 2.464 49
a. Predictors: (Constant), Beneficiary Income(Over 150,00)pm
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .987 .033 29.898 .000
Beneficiary Income(Over
150,00)pm -4.305 1.477 -.388] -2.915 .005

a. Dependent Variable: Performance of projects(Index)
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Regression

Variables Entered/Removed”®

Model Variables Entered | Variables Removed Method
1 Beneficiary
Income(75,001- .|Enter
150,000)pm?

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R
Model R R Square Square Std. Error of the Estimate
1 .388% 150 133 .20884
ANOVAP
Model Sum of Squares df Mean Square F Sig.
1 Regression 371 1 371 8.498 .005%
Residual 2.094 48 .044
Total 2.464 49
a. Predictors: (Constant), Beneficiary Income(75,001-150,000)pm
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .987 .033 29.898 .000
Beneficiary Income(75,001-
150,000)pm -1.435 492 -.388 -2.915 .005

a. Dependent Variable: Performance of Projects(Index)

154




Variables Entered/Removed”

Variables Variables
Model Entered Removed Method
1 Beneficiary
Income(25,001- .|Enter
75,000)pm?

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 3742 .140 122 .21016

a. Predictors: (Constant), Beneficiary Income(25,001-75,000)pm

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .344 1 .344 7.794 .008%
Residual 2.120 48 .044
Total 2.464 49
a. Predictors: (Constant), Beneficiary Income(25,001-75,000)pm
b. Dependent Variable: Performance of Projects(Index)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .988 .034 29.428 .000
Beneficiary Income(25,001-
75,000)pm -.947 .339 -.374 -2.792 .008

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Variables Variables
Model Entered Removed Method
1 Beneficiary
Income(0- .|Enter
25,000)pm?

a. All requested variables entered.

b. Dependent Variable: Performance of

Projects(Index)

Model Summary

Model

R

R Square Square Estimate

Adjusted R [Std. Error of the

1

3937

154

136 .20839

a. Predictors: (Constant), Beneficiary Income(0-25,000)pm

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .380 1 .380 8.745 .005%
Residual 2.084 48 .043
Total 2.464 49

a. Predictors: (Constant), Beneficiary Income(0-25,000)pm

b. Dependent Variable: Performance of Projects(Index)

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1  (Constant) 454 .168 2.696 | .010
Beneficiary Income(0-
.536 181 .393 2.957 | .005
25,000)pm

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”

Variables Variables
Model Entered Removed Method
1 Beneficiary
Education(Univ .|Enter
ersity)?
a. All requested variables entered.
b. Dependent Variable: Performance of
Projects(Index)
Model Summary
Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 0413 .002 -.019 .22639

a. Predictors: (Constant), Beneficiary Education(University)

ANOVA®
Model Sum of Squares df Mean Square Sig.
1 Regression .004 1 .004 .082 776
Residual 2.460 48 .051
Total 2.464 49
a. Predictors: (Constant), Beneficiary Education(University)
b. Dependent Variable: Performance of Projects(Index)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .880 226 3.887 .000
Beneficiary
Education(University) 1310 4574 oa 286 778

a. Dependent Variable: Performance of Projects(Index)

157




Regression

Variables Entered/Removed”

Model

Variables Entered

Variables

Removed

Method

Beneficiary

Education(College)?

.|Enter

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 257° .066 .047 .21896

a. Predictors: (Constant), Beneficiary Education(College)

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .163 1 163 3.399 0718
Residual 2.301 48 .048
Total 2.464 49
a. Predictors: (Constant), Beneficiary Education(College)
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta Sig.
1 (Constant) 1.174 128 9.149 | .000
Beneficiary
Education(College) -2.013 1.092 -.257 -1.844 | .071

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Variables
Model Variables Entered Removed Method

Beneficiary
) .|Enter
Education(Secondary)?

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .310°% .096 077 .21540

a. Predictors: (Constant), Beneficiary Education(Secondary)

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 237 1 .237 5.109 .028%
Residual 2.227 48 .046
Total 2.464 49

a. Predictors: (Constant), Beneficiary Education(Secondary)

b. Dependent Variable: Performance of Projects(Index)

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .648 134 4.824 | .000
Beneficiary
) 831 .368 .310 2.260 | .028
Education(Secondary)

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Variables
Model Variables Entered Removed Method
1 Beneficiary
) ) .|Enter
Education(Primary)®

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Model

R

R Square Adjusted R Square

Std. Error of the

Estimate

1

.289°

.083 .064

.21692

a. Predictors: (Constant), Beneficiary Education(Primary)

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .206 1 .206 4.369 .0428
Residual 2.259 48 .047
Total 2.464 49
a. Predictors: (Constant), Beneficiary Education(Primary)
b. Dependent Variable: Performance of Projects(Index)
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.421 .230 6.176 | .000
Beneficiary Education(Primary) | -.991 474 -.289 -2.090 | .042

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Model

Variables Entered

Variables

Removed

Method

Beneficiary Age(Over 50)yrs?

.|Enter

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R |Std. Error of the
Model R R Square Square Estimate
1 2872 .082 .063 .21708

a. Predictors: (Constant), Beneficiary Age(Over 50)yrs

ANOVA®
Sum of Mean
Model Squares | df Square F Sig.
1 Regression .202 1 .202 4,295 | .044%
Residual 2.262 | 48 .047
Total 2.464 49

a. Predictors: (Constant), Beneficiary Age(Over 50)yrs

b. Dependent Variable: Performance of Projects(Index)

Coefficients?

Unstandardized | Standardized
Coefficients Coefficients
Std.
Model B Error Beta t Sig.
1 (Constant) 971 .033 29.197 | .000
Beneficiary Age(Over
-2.938 | 1.418 -.287 -2.072 | .044
50)yrs

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Age(41-50)yrs?

Variables Variables
Model Entered Removed Method
1 Beneficiary
Enter

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 .165° .027 .007 .22346

a. Predictors: (Constant), Beneficiary Age(41-50)yrs

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .067 1 .067 1.351 .2518
Residual 2.397 48 .050
Total 2.464 49
a. Predictors: (Constant), Beneficiary Age(41-50)yrs
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized | Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.037 .086 12.031 .000
Beneficiary Age(41-
50)yrs -.825 710 -.165 -1.162 251

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed®

Variables Variables
Model Entered Removed Method
1 Beneficiary
Age(31- .|Enter
40)yrs?®

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Adjusted R | Std. Error of the
Model R R Square Square Estimate
1 .326° .106 .088 21421

a. Predictors: (Constant), Beneficiary Age(31-40)yrs

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 262 1 .262 5.705 .021°
Residual 2.202 48 .046
Total 2.464 49
a. Predictors: (Constant), Beneficiary Age(31-40)yrs
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 718 .100 7.210 .000
Beneficiary Age(31-
.287 120 .326 2.389 .021
40)yrs

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”®

Model

Variables Entered

Variables Removed

Method

Beneficiary Age(18-
30)yrs?

.|Enter

a. All requested variables entered.

b. Dependent Variable: Performance of Projects(Index)

Model Summary

Std. Error of the

Model R R Square Adjusted R Square Estimate
1 .330° 109 .090 .21392
a. Predictors: (Constant), Beneficiary Age(18-30)yrs
ANOVAP
Sum of Mean
Model Squares | df | Square F Sig.
1 Regression .268 1 .268 5.847 .019°
Residual 2.197 | 48 .046
Total 2.464 | 49
a. Predictors: (Constant), Beneficiary Age(18-30)yrs
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .975 .033 29.693| .000
Beneficiary Age(18-
-.351 .145 -.330] -2.418| .019
30)yrs

a. Dependent Variable: Performance of Projects(Index)
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Regression

Variables Entered/Removed”

Model Variables Entered | Variables Removed Method

1 Beneficiary (Male)? .|Enter

a. All requested variables entered.
b. Dependent Variable: Performance of Projects(Index)

Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate

1 3112 .097 .078 .21536

a. Predictors: (Constant), Beneficiary (Male)

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression .238 1 .238 5.131| .028%
Residual 2.226 48 .046
Total 2.464 49

a. Predictors: (Constant), Beneficiary (Male)

b. Dependent Variable: Performance of Projects(Index)

Coefficients®

Unstandardized | Standardized
Coefficients Coefficients
Model B [Std. Error Beta t Sig.
1 (Constant)
1.602 292 5.487 .000
Beneficiary (Male) -1.537 .678 -.311 -2.265| .028

a. Dependent Variable: Performance of Projects(Index)
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Model Summary

Model R

R Square |Adjusted R Square

Std. Error of the

Estimate

1 2918

.084

.065

.21680

a. Predictors: (Constant), Policy Marketing(Aggregate)

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression .208 1 .208 4.429 .041%
Residual 2.256 48 .047
Total 2.464 49
a. Predictors: (Constant), Policy Marketing(Aggregate)
b. Dependent Variable: Performance of Projects(Index)
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.392 .636 -.616 541
Policy Marketing(Aggregate) 314 .149 291 2.104 .041

a. Dependent Variable: Performance of Projects(Index)
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Appendix VII: Explanation of Statistical Terms and Tests

Term

Explanation

Standard deviation (SD)-

1 N 1 N
g=,— % (x;—pn)? where p=—23% z;.
N 1:1( 1) "=y 2

The standard deviation (SD, also represented by the
Greek letter sigma o or s) is a measure that is used to
quantify the amount of variation or dispersion of a set of
data values. A standard deviation close to 0 indicates that
the data points tend to be very close to the mean (also
called the expected value) of the set, while a high
standard deviation indicates that the data points are
spread out over a wider range of values.

The standard deviation of a random variable, statistical
population, data set, or probability distribution is the
square root of its variance. (Retrieved November 1, 2015,
from https://en.wikipedia.org/wiki)

Coefficient of Covariance (CV)-
T

I

Cp =

In probability theory and statistics, the coefficient of
variation (CV), also known as relative standard deviation
(RSD), is a standardized measure of dispersion of a
probability distribution or frequency distribution. It is
often expressed as a percentage, and is defined as the
ratio of the standard deviation &Fto the mean £ (or its

absolute value, |1“*|). (Retrieved November 1, 2015, from
https://en.wikipedia.org/wiki)

Correlation-

Correlation refers to any statistical inter-relationships
between two random variables or two sets of data.
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https://en.wikipedia.org/wiki/Sigma
https://en.wikipedia.org/wiki/Statistical_dispersion
https://en.wikipedia.org/wiki/Mean
https://en.wikipedia.org/wiki/Random_variable
https://en.wikipedia.org/wiki/Statistical_population
https://en.wikipedia.org/wiki/Statistical_population
https://en.wikipedia.org/wiki/Probability_distribution
https://en.wikipedia.org/wiki/Square_root
https://en.wikipedia.org/wiki/Variance
https://en.wikipedia.org/wiki/Probability_theory
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Standardized_%28statistics%29
https://en.wikipedia.org/wiki/Statistical_dispersion
https://en.wikipedia.org/wiki/Probability_distribution
https://en.wikipedia.org/wiki/Frequency_distribution
https://en.wikipedia.org/wiki/Standard_deviation
https://en.wikipedia.org/wiki/Mean
https://en.wikipedia.org/wiki/Absolute_value
https://en.wikipedia.org/wiki/Random_variable
https://en.wikipedia.org/wiki/Data

Term/Test

Explanation

Assessment of Normality-

In statistics, the Kolmogorov—Smirnov test (K-S

One-Sample Kolmogorov-Smirnov(K-S) test or KS test) is a nonparametric test of the

(2) Test(2-Tailed)-

equality of continuous, one-dimensional

The empirical distribution functionF, for n probability distributions that can be used to

observations X; |s deflned as;

Fu(z) = — Ef [—oo.a (

compare a sample with a reference probability
distribution (one-sample K-S test)(eg Normal
) Distribution), or to compare two samples (two-
sample K-S test). The Kolmogorov—-Smirnov

I (X ) o ) statistic quantifies a distance between
where * [=22,2]\ Y4 Jis the indicator function, theempirical distribution function of the sample
equal to 1 if Xt' < Tand equal to 0 otherwise. and the cumulative distribution function of the
The Kolmogorov—Smirnov statistic for a given reference distribution, or between the empirical
cumulative distribution functionF(x) is; distribution functions of two samples. The null

D, =sup|F,(x) — F(x

[: ) | distribution of this statistic is calculated under the
null hypothesis that the samples are drawn from

E - - - -
wheresup  is the supremum of the set of distances. | the same distribution (in the two-sample case) or

Cumulative Probability
o o o
AL

[=]
N

that the sample is drawn from the reference
distribution (in the one-sample case). In each
case, the distributions considered under the null
hypothesis are continuous distributions but are
otherwise unrestricted.(Ref: Daniel, Wayne W.
(1990). "Kolmogorov—Smirnov one-sample test".
Applied Nonparametric Statistics (2nd ed.).

[a]
—4 -2 o
X

Kolmogorov—Smirnov statistic. Red line is CDF,

2

4

Boston: PWS-Kent. pp. 319-330.)

blue line is an ECDF, and the black arrow is the (Retrieved November 1, 2015, from

K-S statistic.

https://en.wikipedia.org/wiki)

Term/Test Explanation
Test of Linearity- Analysis of variance (ANOVA) is a collection of statistical models,
ANOVA Table (such as Fishers’ F distribution, Students’ t distribution etc), used to

analyze the differences among group means and their associated
procedures such as variation among and between groups. In the
ANOVA setting, the observed variance in a particular variable is
partitioned into components attributable to different sources of
variation. In its simplest form, ANOVA provides a statistical test of
whether or not the means of several groups are equal, and therefore
generalizes the t-test to more than two groups. As doing multiple two-
sample t-tests would result in an increased chance of committing a
statistical type | error, ANOVAs are useful for comparing (testing)
three or more means (groups or variables) for statistical significance.
(Ref: Bailey, R. A.(2008), Design of Comparative Experiments.
Cambridge University Press) (Retrieved November 1, 2015, from
https://en.wikipedia.org/wiki)

Sum of Squares
(Total Sum of Squares-TSS)
n

TSS =3 (yi— 9

=1
where Y is the overall mean.

It is defined as being the sum, over all observations, of the squared
differences of each observation from the overall mean.

(Retrieved November 8, 2015, from https://en.wikipedia.org/wiki)
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https://en.wikipedia.org/wiki/Empirical_distribution_function
https://en.wikipedia.org/wiki/Indicator_function
https://en.wikipedia.org/wiki/Statistic
https://en.wikipedia.org/wiki/Cumulative_distribution_function
https://en.wikipedia.org/wiki/Supremum
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Andrey_Kolmogorov
https://en.wikipedia.org/wiki/Nikolai_Smirnov_%28mathematician%29
https://en.wikipedia.org/wiki/Nonparametric_statistics
https://en.wikipedia.org/wiki/Probability_distribution
https://en.wikipedia.org/wiki/Random_sample
https://en.wikipedia.org/wiki/Metric_%28mathematics%29
https://en.wikipedia.org/wiki/Empirical_distribution_function
https://en.wikipedia.org/wiki/Cumulative_distribution_function
https://en.wikipedia.org/wiki/Null_distribution
https://en.wikipedia.org/wiki/Null_distribution
https://en.wikipedia.org/wiki/Null_hypothesis
https://books.google.com/books?id=0hPvAAAAMAAJ&pg=PA319
https://en.wikipedia.org/wiki/Statistical_model
https://en.wikipedia.org/wiki/Variance
https://en.wikipedia.org/wiki/Statistical_test
https://en.wikipedia.org/wiki/Mean
https://en.wikipedia.org/wiki/Student%27s_t-test#Independent_two-sample_t-test
https://en.wikipedia.org/wiki/Multiple_comparisons_problem
https://en.wikipedia.org/wiki/Multiple_comparisons_problem
https://en.wikipedia.org/wiki/Type_I_error
https://en.wikipedia.org/wiki/Statistical_significance
https://en.wikipedia.org/wiki/Rosemary_A._Bailey
http://www.maths.qmul.ac.uk/~rab/DOEbook
https://en.wikipedia.org/wiki/Mean

Df

N-1

In statistics, the number of degrees of freedom is the number of values
in the final calculation of a statistic that are free to vary.

The number of independent ways by which a dynamic system can
move, without violating any constraint imposed on it, is called
number of degrees of freedom. In other words, the number of degrees
of freedom can be defined as the minimum number of independent
coordinates that can specify the position of the system completely.

In general, the degrees of freedom of an estimate of a parameter are
equal to the number of independent scores that go into the estimate
minus the number of parameters used as intermediate steps in the
estimation of the parameter itself (i.e. the sample variance has N-1
degrees of freedom, since it is computed from N random scores minus
the only 1 parameter estimated as intermediate step, which is the
sample mean).

(Retrieved November 8, 2015, from https://en.wikipedia.org/wiki)

Mean Square

The value of the mean squared

Fisher’s(F):The formula for

the one-way ANOVA

F-test statistic is the

"explained variance", or

"between-group variability" is
explained variance

unexplained variance’

__ between-group variability

within-group variability -

The F-test in one-way analysis of variance is used to assess whether
the expected values of a quantitative variable within several pre-
defined groups differ from each other. For example, suppose that a
medical trial compares four treatments. The ANOVA F-test can be
used to assess whether any of the treatments is on average superior, or
inferior, to the others versus the null hypothesis that all four
treatments yield the same mean response.

(Retrieved November 8, 2015, from https://en.wikipedia.org/wiki)

Sig. (Significant)

In statistics, statistical significance (or a statistically significant result)
is attained when a p-valueis less than the significance level. The p-
value is the probability of obtaining at least as extreme results given
that the null hypothesis is true whereas the significance or alpha (o)
level is the probability of rejecting the null hypothesis given that it is
true. Usually significance level is chosen before data collection and is
usually set to 0.05 (5%). Other significance levels (e.g., 0.01) may be
used, depending on the field of study.

(Retrieved November 8, 2015, from https://en.wikipedia.org/wiki)
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https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Statistic
https://en.wikipedia.org/wiki/Test_statistic
https://en.wikipedia.org/wiki/Expected_value
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/P-value
https://en.wikipedia.org/wiki/Type_I_and_type_II_errors#Type_I_error
https://en.wikipedia.org/wiki/Null_hypothesis

Term

Explanation

Standard deviation (SD)-

1 N

ad=.,|=
T
J\ i=1

1 N
— )2 wh -~V
(z; — 1), where pt Nizzlcca

The standard deviation (SD, also represented by the
Greek letter sigma o or s) is a measure that is used to
quantify the amount of variation or dispersion of a set of
data values. A standard deviation close to 0 indicates that
the data points tend to be very close to the mean (also
called the expected value) of the set, while a high
standard deviation indicates that the data points are
spread out over a wider range of values.

The standard deviation of a random variable, statistical
population, data set, or probability distribution is the
square root of its variance. (Retrieved November 1, 2015,
from https://en.wikipedia.org/wiki)

Coefficient of Covariance (CV)-
o)

7

Cp —

In probability theory and statistics, the coefficient of
variation (CV), also known as relative standard deviation
(RSD), is a standardized measure of dispersion of a
probability distribution or frequency distribution. It is
often expressed as a percentage, and is defined as the
ratio of the standard deviation &Fto the mean £ (or its

absolute value, |1“*|). (Retrieved November 1, 2015, from
https://en.wikipedia.org/wiki)

Correlation-

Correlation refers to any statistical inter-relationships
between two random variables or two sets of data.

Term/Test

Explanation

Test of Homoscedasticity: Levene (1960) Statistic test
for equality of variance was computed using one-way
Anova procedure.

(N-Fk) ©i, I&E-(Zt-. ~Z.)
(k=1) Tt Y05 (Z - Z,)2
where

Wis the result of the test,

kis the number of different groups to which the
sampled cases belong,

Nis the total number of cases in all groups,

P'Hls the number of cases in the #th group,

W=

K'J'is the value of the measured variable for the Jth
case from the tth group,
7 - {K-J— ~Y¥;|, Y is a mean of i-th group

1

17 Y; - Y|, Yiis amedian of i-th group

In statistics, Levene's test is an inferential
statistic used to assess the equality of
variances for a variable calculated for two or
more groups. Some common statistical
procedures assume that variances of the
populations from which different samples are
drawn are equal. Levene's test assesses this
assumption. It tests the null hypothesis that
the population variances are equal (called
homogeneity of variance or
homoscedasticity). If the resulting p-value of
Levene's test is less than some significance
level (typically 0.05), the obtained
differences in sample variances are unlikely
to have occurred based on random sampling
from a population with equal variances.
Thus, the null hypothesis of equal variances
is rejected and it is concluded that there is a
difference between the variances in the
population.

(Retrieved November 8, 2015, from
https://en.wikipedia.org/wiki)
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https://en.wikipedia.org/wiki/Sigma
https://en.wikipedia.org/wiki/Statistical_dispersion
https://en.wikipedia.org/wiki/Mean
https://en.wikipedia.org/wiki/Random_variable
https://en.wikipedia.org/wiki/Statistical_population
https://en.wikipedia.org/wiki/Statistical_population
https://en.wikipedia.org/wiki/Probability_distribution
https://en.wikipedia.org/wiki/Square_root
https://en.wikipedia.org/wiki/Variance
https://en.wikipedia.org/wiki/Probability_theory
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Standardized_%28statistics%29
https://en.wikipedia.org/wiki/Statistical_dispersion
https://en.wikipedia.org/wiki/Probability_distribution
https://en.wikipedia.org/wiki/Frequency_distribution
https://en.wikipedia.org/wiki/Standard_deviation
https://en.wikipedia.org/wiki/Mean
https://en.wikipedia.org/wiki/Absolute_value
https://en.wikipedia.org/wiki/Random_variable
https://en.wikipedia.org/wiki/Data
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Variance
https://en.wikipedia.org/wiki/Null_hypothesis
https://en.wikipedia.org/wiki/Homoscedasticity
https://en.wikipedia.org/wiki/P-value

a) Regression Analysis and Tests of Hypotheses

Term/Test

Explanation

Simple linear regression:
Y=a+t+ [31X1 + &

Simple linearity refers to the linear correlation
among one variable with one dependent variable.

Multiple linear regression;
Y=at+ B1X; + BoXo + BsX3z + PaXy + Ps X5 + PeXe +
BrX7 + BeXg + £

Multicollinearity refers to the linear correlation
among several variables with one dependent
variable

Stepwise multiple linear regression

Start: Constant term only, no
variable terms yet
Sufficient? —
No
Yes Delete inslgnificant
Stage  : test variable terms [+
Linear terms

Model selected; done.
“ Necessary'f\y—\
s

Ho
Stagell : test Linear terms added

Cross-product terms

i

Cross-product terms

\NW added —

o'y
Stagelll : test Higher order

-
Univariate 2, 3, 4% order terms Yes terms added
No

In this example, necessity and sufficiency are
usually determined by F-tests. For additional
consideration, when planning an experiment,
computer simulation, or scientific survey to collect
data for this model, one must keep in mind the
number of parameters, P, to estimate and adjust the
sample size accordingly. For K variables,
P = Listary + Kistage i) + (K = K)/2(stage 1y + 3K(stage 1)
=0.5K?+ 3.5K + 1. For K < 17, an efficientdesign
of experiments exists for this type of model, a
Box—Behnken design, augmented with positive
and negative axial points of length
min(2, (int(1.5 + K/4))¥3), plus point(s) at the
origin. There are more efficient designs, requiring
fewer runs. even for K > 16.

)

Progressive Model E1hancamer<

The 95 percent confidence level (6=0.05)
Critical value(6=0.05)

The threshold value delimiting the regions of
acceptance and rejection for the test statistic.

Region of rejection / Critical region

The set of values of the test statistic for which the null

hypothesis is rejected.

| Re-fit Model & Re-test All Terms |

In statistics, stepwise regression includes
regression models in which the choice of
predictive variables is carried out by an automatic
procedure. Usually, this takes the form of a
sequence of F-tests or t-tests, but other techniques
are possible, such as adjusted R-square and
others.

The frequent practice of fitting the final selected
model followed by reporting estimates and
confidence intervals without adjusting them to
take the model building process into account has
led to calls to stop using stepwise model building
altogether or to at least make sure model
uncertainty is correctly reflected.

The main approaches are:

Forward selection, which involves starting with
no variables in the model, testing the addition of
each variable using a chosen model comparison
criterion, adding the variable (if any) that
improves the model the most, and repeating this
process until none improves the model.
Backward elimination, which involves starting
with all candidate variables, testing the deletion
of each variable using a chosen model
comparison criterion, deleting the variable (if
any) that improves the model the most by being
deleted, and repeating this process until no further
improvement is possible.

Bidirectional elimination, a combination of the
above, testing at each step for variables to be
included or excluded.

(Retrieved November 8, 2015, from
https://en.wikipedia.org/wiki)

In statistics, the p-value is a function of the
observed sample results (a statistic) that is used
for testing a statistical hypothesis. More
specifically, the p-value is defined as the
probability of obtaining a result equal to or "more
extreme" than what was actually observed,
assuming that the hypothesis under consideration
is true. Here, "more extreme" is dependent on the
way the hypothesis is tested. Before the test is
performed, a threshold value is chosen, called the
significance level of the test, traditionally 5% or
1% and denoted as a.

(Retrieved November 8, 2015, from
https://en.wikipedia.org/wiki)
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a) The Goodness-of-Fit

Correlation Coefficient(R) or r;

Pearson's correlation coefficient when applied to a
sample is commonly represented by the letter r and
may be referred to as the sample correlation
coefficient or the sample Pearson correlation
coefficient. If we have one dataset {x;,...,X,}
containing n values and another dataset {ys,...,Yn}
containing n values then the formula for r is:

Yical2i = 2)(yi = )
\/Z?:l(xi - i)?\/z?zl(y:: - )
where:

T, Ty Yiare defined as above

1

n
T = thzl:tt

(the sample mean); and analogously for ﬂ
(Retrieved November 8, 2015, from
https://en.wikipedia.org/wiki)

In statistics, the Pearson product-moment
correlation coefficient (sometimes referred to as
Pearson's r or just R) is a measure of the linear
correlation between two variables X and Y,
giving a value between +1 and —1 inclusive,
where 1 is total positive correlation, 0 is no
correlation, and —1 is total negative correlation. It
is widely used in the social sciences as a measure
of the degree of linear dependence between two
variables.

Rearranging gives us this formula for r;
where:
nL Y= LT LY
2 2 '
N - (Laf Dy - (TuP

L, iy Yiare defined as above

This formula suggests a convenient single-pass
algorithm for calculating sample correlations, but,
depending on the numbers involved, it can
sometimes be numerically unstable.

F=Tyy =

Coefficient of Determination (R?):

A data set has n values marked y;...y, (collectively
known as y;), each associated with a predicted (or
modeled) value f,...f, (known as f;, or sometimes ¥;).

If Yis tie mfgan of the observed data:
Y= - Z Yi
ni3
then the variability of the data set can be measured
using three sums of squares formulas:

The total sum of squares (proportional to the variance
of the data):

S50t = Z(ya' -7)%,

T
The regression sum of squares, also called the
explained sum of squares:

SSEEE - Z(fz - ?)2:

1
The sum of squares of residuals, also called the
residual sum of squares:

S'Sres = Z(yt' - fi)z

The notations gSRand SSEshould be avoided,
since in some texts their meaning is reversed to
Residual sum of squares and Explained sum of
squares, respectively.

The most general definition of the coefficient of
determination is

S5
RP=1- 15,
S5t

In statistics, the coefficient of determination
denoted R? or r? and pronounced R squared, is a
number that indicates how well data fit a
statistical model — sometimes simply a line or a
curve. An R? of 1 indicates that the regression line
perfectly fits the data, while an R? of 0 indicates
that the line does not fit the data at all. This latter
can be because the data is utterly non-linear, or
because it is random.

It is a statistic used in the context of statistical
models whose main purpose is either the
prediction of future outcomes or the testing of
hypotheses, on the basis of other related
information. It provides a measure of how well
observed outcomes are replicated by the model, as
the proportion of total variation of outcomes
explained by the model.

(Retrieved November 8, 2015, from
https://en.wikipedia.org/wiki)

Why you should not use R? to compare models
R? quantifies how well a model fits the data, so it
seems as though it would be an easy way to
compare models. It sure sounds easy -- pick

the model with the larger R%. The problem with
this approach is that there is no penalty for adding
more parameters. So the model with more
parameters will bend and twist more to come
nearer the points, and so almost always has a
higher R% If you use R? as the criteria for picking
the best model, you'd almost always pick the
model with the most parameters.

(Retrieved November 8, 2015,
from http://www.graphpad.com/guides/prism/6/curve-
fitting/index.htm?reg_interpreting_the_adjusted_r2.htm
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Adjusted (R%):

The adjusted R? accounts for the number of
parameters fit. The adjusted R? always has a lower
value than R2 (unless you are fitting only one
parameter). The equations below show why.

RI=1— S5, psiduar
*S“S‘mr 1)
SS.r-..-.;.rm.r..,-"-.
. N S (n-K)
Adjusted R" =1- 55 >

roral

n-1)

The equations above show how the adjusted R? is
computed. The sum-of-squares of the residuals from
the regression line or curve have n-K degrees of
freedom, where n is the number of data points and K
is the number of parameters fit by the regression. The
total sum-of-squares is the sum of the squares of the
distances from a horizontal line through the mean of
all Y values. Since it only has one parameter (the
mean), the degrees of freedom equals n-1. The
adjusted R? is larger than the ordinary R® whenever K
is greater than 1.

Using adjusted R” to compare models

A quick and easy way to compare models is to
choose the one with the smaller adjusted R
Comparing models with adjusted R? is not a
standard method for comparing nonlinear models
(it is standard for multiple linear regressions. If
you do compare models by comparing adjusted
R?, make sure that identical data, weighted
identically, are used for all fits.

Adjusted R? in linear regression

If X and Y are not linearly related at all, the best
fit slope is expected to be 0.0. If you analyzed
many randomly selected samples, half the
samples would have a slope that is positive and
half the samples would have a negative

slope. But in all these cases, R? would be positive
(or zero). R? can never be negative (unless you
constrain the slope or intercept so it is forced to
fit worse than a horizontal line). In contrast, the
adjusted R? can be negative. If you analyzed
many randomly selected samples, you'd expect
the adjusted R? to be positive in half the samples
and negative in the other half.

Here is a simple way to think about the
distinction. The R? quantifies the linear
relationship in the sample of data you are
analyzing. Even if there is no underlying
relationship, there almost certainly is some
relationship in that sample. The adjusted R? is
smaller than R® and is your best estimate of the
degree of relationship in the underlying
population.

(Retrieved November 8, 2015, from
http://www.graphpad.com/guides/prism/6/curve-
fitting/index.htm?reg_interpreting_the_adjusted r
2.htm

Std. Error of the Estimate;
The formula for the standard error of the estimate is:

where N is the number of pairs of (X,Y) points.

The regression line seeks to minimize the sum of
the squared errors of prediction. The square root
of the average squared error of prediction is used
as a measure of the accuracy of prediction. This
measure is called the standard error of the
estimate and is designated as Geg.

(Retrieved November 9, 2015,
from http://www.davidmlane.com/hyperstat/A13
4205.html)

Std. Error of the Estimate - This is also referred
to as the root mean squared error. It is the
standard deviation of the error term and the
square root of the Mean Square for the Residuals
in the ANOVA table.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg spss

.htm)
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(b) The Overall Significance

Sum of Squares-

Sum of Squares - These are the Sum of Squares
associated with the three sources of variance,
Total, Model and Residual. The Total variance is
partitioned into the variance which can be
explained by the independent variables
(Regression) and the variance which is not
explained by the independent variables
(Residual).

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

df - These are the degrees of freedom associated
with the sources of variance. The total variance
has N-1 degrees of freedom. The Regression
degrees of freedom corresponds to the number of
coefficients estimated minus 1.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

Mean Square-

Mean Square - These are the Mean Squares, the
Sum of Squares divided by their respective DF.

F and Sig.

F and Sig. - This is the F-statistic the p-value
associated with it. The F-statistic is the Mean
Square (Regression) divided by the Mean Square
(Residual).

The p-value is compared to some alpha level
(usually 6=0.05)) in testing the null hypothesis
that all of the model coefficients are 0.
(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

(c) The Individual Significance

Unstandardized Coefficients
(Why use Unstandardized instead of Standardized)

By standardizing the variables before running the
regression, you have put all of the variables on
the same scale, and you can compare the
magnitude of the coefficients to see which one
has more of an effect. In this study, the variables
are in different scales hence Unstandardized.

B

The regression equation is presented in many different
ways, for example:

Ypredicted = b0 + b1*x1 + b2*x2 + b3*x3 + b4*x4

B - These are the values for the regression
equation for predicting the dependent variable
from the independent variable. The column of
estimates provides the values for b0, b1, b2, b3
and b4 for this equation.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

Std. Error

Std. Error - These are the standard errors
associated with the coefficients.

Standardized Coefficients

B (beta)

Beta - These are the standardized

coefficients. These are the coefficients that you
would obtain if you standardized all of the
variables in the regression, including the
dependent and all of the independent variables,
and ran the regression. By standardizing the
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variables before running the regression, you have
put all of the variables on the same scale, and you
can compare the magnitude of the coefficients to
see which one has more of an effect. You will
also notice that the larger betas are associated
with the larger t-values and lower p-values.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

T and Sig.

t and Sig. - These are the t-statistics and their
associated 2-tailed p-values used in testing
whether a given coefficient is significantly
different from zero. Using an alpha of 0.05.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)

Students’s t-statistic: Let /7 be an estimator of
parameter {3 in some statistical model. Then a t-
statistic for this parameter is any quantity of the form

b
7 S.E.(ﬁ)

wheref, is a non-random, known constant, and

s.€.(J)is the standard error of the estimator 3. By
default, statistical packages report t-statistic with

Lo = 0 (these t-statistics are used to test the
significance of corresponding regressor). However,
when t-statistic is needed to test the hypothesis of the
form Hy: § = fo, then a non-zero B, may be used.

(Retrieved November 9, 2015, from
https://en.wikipedia.org/wiki)

In statistics, the t-statistic is a ratio of the
departure of an estimated parameter from its
notional value and its standard error. It is used in
hypothesis testing, for example in the Student’s t-
test.

(Retrieved November 9, 2015, from
http://www.ats.ucla.edu/stat/spss/output/reg_s
pss.htm)
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Appendix VIII: Map of the Research setting
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