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ABSTRACT 
 

Retail Isector Iin IKenya Icontributes Iaveragely I10% Iof IGDP Ito Ithe Ieconomy Iaccording 

Ito ICyton Isurvey, I2017. IOxford Ibusiness Igroup Ireport, IKenya I2016 Ishowed Ithat 

Iperformance Iof Iretail Isector Iin IKenya Iis Istill Ilow Iin Iterms Iof Isales Iunits, Ibrand 

Ipreference, Icustomer Ishare Iand Itake Irate, Isuggesting Ithat Ithere Iis Ian Iineffective 

Idetermination Iof Ian Iappropriate Icombination Iand Iapplication Iof Ipromotional Imix 

Istrategies Iin Ithe Isector. IKisumu Icity, Idue Ito Iits Ilocation Iin IEast IAfrican Iregion Iis 

Ione Iof Ithe Ibest Icities Ito Iinvest Iin, Iboosted Iby Ithe Irecent Iestablishment Iof Ithe ILake 

IRegion IEconomic IBlock I(LREB). IThe Ipurpose Iof Ithis Istudy Iwas Ito Ianalyze Ithe Ieffect 

Iof Ipromotional Imix Istrategies Ion Inon-financial Iperformance Iof Isupermarkets Iin IKisumu 

Icity. IThe Istudy Iadopted Icross-sectional Iresearch Idesign Iand Icorrelational Iapproach 

Iwhich Itargeted Ia Ipopulation Iof I110 Irespondents. IThe Istudy Iapplied Ipurposive Isampling 

Itechnique Iin Icollecting Idata anddIanalyzed Iusing IIinferential Istatistics Imethods. 

IReliability Iof Ithe IresearchIyielded Ia ICronbach’s IAlpha Iof I0.901. IThe Ifindings Irevealed 

Ithat Isales Ipromotion Istrategies Ihad Ia Ipositive Isignificant Ieffect Ion Inon- Ifinancial 

Iperformance Iat I(B=0.082, Ip=0.031), I Imeaning Ithat Ievery Iunit Ichange Iin Iapplication Iof 

Isales Ipromotional Istrategies Ileads Ito Ia I0.082 Ichange Iin Inon I–financial Iperformance Iof 

Isupermarkets Iin IKisumu Icity, Iimplying Ithat Iwhen Iresources Iand Iefforts Iare Iapplied Iin 

Ienhancing Isales Ipromotion Ithere Iis Ihigh Ichance Iof Isignificance Iincrease Iin Inon I– 

Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Ifinding Ialso IIrevealed Ithat 

Ipersonal Iselling Ihad Ia Ipositive Isignificant Ieffect Ion Inon-financial Iperformance Iat 

I(B=0.682, Ip=0.000), Imeaning I Ithat Ievery Iunit Ichange Iin Ithe Iapplication Iof Ipersonal 

Iselling Istrategies Ileads Ito I0.682 Ichange Iin Inon I– Ifinancial Iperformance Iin IKisumu 

Icity. IThis Ifinding Iimplies Ithat Ipersonal Iselling Istrategies Iare Isignificant Ideterminant Iof 

Inon-financial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Ifindings Ifurther 

Irevealed Ithat Ipublic Irelations Iwas Ifound Ito Ihave Inegative Isignificant Ieffect Ion Inon-

financial Iperformance Iin Isupermarkets Iwith Isponsorship Iand Iadvertorials Istrategies Ibeing 

Ithe Inegative Ifactors I(B= I-0.984, Ip=0.000), Imeaning Ithat Ievery Iunit Ichange Iin Ithe Iuse 

Iof Ipublic Irelations Istrategies Ileads Ito I-0.984 Ichange Iin Inon-financial Iperformance, 

Iimplying Ithat Iwhen Iapplying Ipublic Irelations Istrategies, Iorganizations Iand Imanagers Iare 

Ito Ibe Icareful Iand Iconsider Ia Imix Iwhich Iproduces Ipositive Ioutcomes Iand Iavoid 

Isponsorships Iand Iadvertorials Isince Ithey Icontribute Ito Inegative Iresults. IThe Istudy 

Iconcluded Ithat Isales Ipromotion, Ipersonal Iselling Iand Ipublic Irelations Isignificantly Iaffect 

Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Istudy Itherefore 

Irecommends I Iuse Iof Iappropriate Imix Iof Isales Ipromotion, Ipersonal Iselling Iand Ipublic 

Irelations Iby Ithe Iretail Imanagers. 
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Promotion strategies: These are actions undertaken by firms to attract, persuade, inform and 

retain customers in a bid to fight competition and improve sales. 

Performance:This is a measure of achievement by an organization through the application of 

resources effectively and efficiently. 

Customer: This is an individual who buys a product for own use or for use by others 

Non-financial performance:this is the measure of achievement by an organization measured 

not in monetary terms. 

Supermarkets: These are one stop retail outlets which stocks variety of goods and serves an 

average of 500 customers daily. 
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CHAPTERONE 

INTRODUCTION 

This Ichapter Icontains Ithe Ibackground Iinformation Iof Ithe Istudy, Istatement Iof Ithe 

Iproblem, Ithe Iobjectives Iof Ithe Istudy, Iresearch Ihypothesis, Ijustification Iof Ithe Istudy, 

Iconceptual Iframework, Istudy Ilimitations Iand Ithe Iscope Iof Ithe Istudy. 

1.1 Back ground of the Study 

Promotion Iis Ione Iof Ithe Imarketing Imix Iconcepts Iorganizations Iapply Iin Iachieving Itheir 

Imarketing Iobjectives. IIt Iis Iconsidered Ias Ia Ipathway Iwhich Iorganizations Ichoose Iin 

Ireaching Itheir Icustomers, Iachieved Ithrough Ithe Iapplication Iof Ivarious Istrategies Ithat 

Iincludes, Iadvertising, Ipersonal Iselling, Isales Ipromotion, Ipublic Irelations/ Ipublicity Iand 

Idirect Imarketing(Czinkota & Ronkainen, 2004). IPromotion Icreates Ian Iopportunity Ithat 

Ienables Iorganizations Ito Iinteract Iwith Icustomers Iand Iproducts Ialbeit Iminimally Ibefore 

Ipurchase, Iduring Ipurchase Iand Iafter Ithe Ipurchase, Iin Iessence Iit Itracks Ithe Iconsumers 

Iall Ithrough Iuntil Iafter Iconsumption Igiving Ian Iassurance Ito Ia Iconsumer Iof Ithe Ibest 

Ichoice Ihe/ Ishe Imade Ito Ipurchase Ia Igiven Ibrand Iat Ia Igiven Itime Iin Ia Igiven Ioutlet 

Iand Iencouraging Ithem Ito Icontinue Iusing Ithe Isame Ibrand Ifrom Ithe Isame Ioutlet. 

IPromotional Istrategies Iplays Iimportant Ipart Iin Imarketing Iwhose Isignificance Iincreases 

Iwith Ian Iincrease Iin Icompetition Iin Ithe Imarketing Ienvironment Iand Ithe Isuccess Iand 

Ifailure Iof Iorganizations Iis Igauged Iby Ithe Imeasure Iand Iextent Iof Ipromotion Iand 

Icommunications Iconducted Iby Iorganizations I(Chen, 2009). IIt Iinvolves Ithe Ipassage Iof 

Iinformation Iabout Ia Iproduct, Iproduct Iline, Ibrand Ior Icompany, Iit Iseeks Ito Iinform, 

Iremind Iand Ipersuade Iconsumers(Adetayo, 2006). IWell-developed Ipromotional Istrategies 

Ipractically Icreates Iawareness Iof Ithe Iexistence Iof Ia Iproduct Ian Iorganization Ioffers, 
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Imotivates, Iinstils Idesire Ifor Iwant Ias Iwell Ias Icommunicating Ithe Ibenefits Iand Ifeatures 

Iof Ia Iproduct Iand Icompany Ito Ithe Igeneral Ipublic. IBecause Iof Icompetition, Ifirms Iare 

Iobligated Ito Ifocus Imore Ion Imeasures Iof Iwinning Iloyal Icustomers Ias Iwell Ias Itrying I 

Ito Iattract Imore, Ifor Iit Ihas Ibeen Iestablished Ithat Iit Iis Imore Iprofitable Iand Iless Icostly 

Ito Iretain Iexisting Icustomers Ithan Ito Iattract Inew Iones I(Doyle, 2002). IPromotional 

Iactivities Ishould Ibe Iaimed Iat Iaccomplishing Ia Ispecific Imarketing Igoal(Gold, 1994), 

Ibecause Iof Iits Iimpact Ion Ithe Iorganizations Ibudgets, Iconsumers Iresponse 

IandIrelationships Imeasured Iby Iloyalty Ito Iboth Iproduct Iand Ioutlets, Ihowever Iit Ihas Inot 

Ibeen Ipractically Itrue Idepending Ion Ithe Istrategy Iapplied, Ithe Iproduct Ipromoted, Ithe 

Istage Iof Iproduct Ilife Icycle Iand Ithe Icounter Ipromotional Istrategies Iby Ithe Icompetitors. 

In Ithe Irecent Ipast, Iretail Isector Ihas Iexperienced Ia Ilot Iof Ipromotional Iactivities Ias Ia 

Iresult Iof Iliberalization Iof Ithe Imarket Iand Iincreased Icompetition, Ithus Iincreasing 

Ipromotional Iapplications Iand Iemphasis Iin Ithe Iretail Isector Iby Iboth Imajor Iand Ismall 

Iindustry Iplayers. IBecause Iof Iintense Ipromotion, Iretail Ibusinesses Ihave Ibeen Iexposed 

Iinto Ithe Iinternational Iarena Iof Icompetition, Iimplying Ithat Ifirms Inot Ionly Iface 

Icompetition Ilocally Ibut Ialso Iglobally, Ithrough Ithe Ivarious Ipromotional Imix Istrategies 

Iapplied Iin Ithe Imarkets(Charles & Gareth, 1998). IThis Imakes Iretail Isector Ian Iarea Iwhere 

Ithere Iis Imore Iurgent Ineed Iof Ibuilding Ibrand Iloyalists, Iotherwise Iswitching Ito 

Ialternative Ibrands Ibecomes Ian Ioption Ian Iaction Iusually Iaccelerated Iby Ipromotional 

Istrategies, Iwhich Iin Iturn Iwould Icost Imany Ifirms Iin Ithe Isector. IPromotional Imix 

Istrategies Iprovides Igreater Iavenue Ifor Iattracting Iand Iretaining Iconsumers Ithereby 

Iexpanding Imarket Ishare Itranslating Iinto Ihigh Isales Ivolume Iand Iincreased Isales Irevenue. 

I 
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Loyal Icustomers Ido Inot Ieasily Iswitch Itheir Iallegiance Ifrom Ipreferred Ibrands Ito Iother 

Ieven Iwhen Ipromotional Iactivities Iare Iconducted Ito Ilure Ithem I(Schiffman & Kanuk, 

1994). IPromotion Ire-enforces Iloyalty Ito Ibrands; Iloyal Icustomers Iare Inormally Icheaper Ito 

Iserve Iand Iare Iunconscious Ibrand Iambassadors, Icommunicating Ipositive Ibenefits Iof Ithe 

Ibrand Ithrough Iword Iof Imouth Iduring Itheir Iinteractions Iwith Ipotential Ibuyers Iwhich 

Ileads Iinto Iincreased Imarket Ishare, Ibrand Ipreference, Itake Irate Iand Isales Ivolume Iwhich 

Iin Iessence Iis Ian Iimprovement Iin Iperformance. I 

Accordingly Iit Ihas Ibeen Iestablished Ithat Iin Ithe IU.S, Ithrough Ipromotion, Icompanies Iand 

Ito Ia Ilarge Iextent Iretail Ifirms Iloses Ihalf Iof Itheir Icustomer Ibase Iafter Ievery Ifive Iyears 

Ito Iswitching Ior Idefections I(Reichbeld, 1996). IThe Itrend Iprojects Ichallenges Iresulting 

Iinto Islow Igrowth Iand Istaggering Iperformances Iof Imany Ifirms, Ihowever Ithe 

Iperformance Ihas Ibeen Imeasured Ionly Iin Ifinancial Imetrics Iwhich Imay Inot Igive Ithe Itrue 

Ipicture Iof Iperformance. 

Studies Iconducted Ion Ithe Ieffect Iof Ipromotional Ielements Ion Isales Ivolume Iin Ithe 

Iservice Iindustry, Ihave Ishown Ithat Iservices Iwhich Iare Ion Ipromotion, Itend Ito Ipull 

Idemand IduringIperiods Iof Ipromotion Ithan Ithose Iproducts/ Iservices Iwhich Iare Inot 

Ipromoted Ithereby Iimproving Isales Ivolume I(Kivuva, 2003). 

1.1.1 Promotional Mix Strategies 

Promotional Imix Istrategies Iare Iactions Iand Iorganizational Imanagement Isub-systems Ior 

Iplans Imeant Ito Iinform, Iprovoke Iand Ipersuade Icurrent Iand Ipotential Ifuture Icustomers 

Iinto Ipurchase Iaction(Asikhia, 2000). IThe Ipromotional Imix Istrategies Iemployed Iin 

Ibusiness Ito Istimulate Iperformance Iprimarily Iinclude; Isales Ipromotion I(competition, Igift 

Ivouchers, Iclearance Isale), Iadvertising I(Television Iads, Iposters), Ipersonal Iselling I(Follow 
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Iups, Idiscount Ipolicy, IPOS Imerchandising), Idirect Imarketing, Ipublic Irelations I(social 

Imedia, Icommunity Irelations, ICSR) Iand Ipublicity I(advertorials, Inews Irelease) I(Kotler & 

Armstrong , 2009). 

Sales Ipromotion Iis Ia Ishort Iterm Iseries Iof Imarketing Iactivities Iaimed Iat Iattracting Iand 

Istimulating Iproducts Idemand Iand Iinfluencing Iconsumer Ibuying Ipattern Iand Iretail 

Ieffectiveness(Achumba, 2002). IIt Iprompts Iimmediate Iimpulse Iand Isometimes Ibulk 

Ipurchase Ithus Iincreasing Isales Iof Icertain Iproduct Ibrands, Iespecially Iproducts Iwhich Ido 

Inot Iexperience Iregular Ihigh Ivolume Ipurchases. IIt Iacts Ias Ia Icompetitive Itool Iby 

Iproviding Ian Iincentive Ito Ipurchase Ia Igiven Iproduct, Ihigher Ivolume Ipurchase Iand 

Iavoidance Iof Irelated Icompetitive Ibrands. IIt Iis Ia Imedia Ior Inon- Imedia Imarketing 

Iinitiative Iused Iby Iorganizations Iwithin Ia Igiven Ispecific Iperiod Iof Itime Ito Iinduce 

Idemand, Iproductivity Iand Iinfluence Iproduct Itrial, Iincrease Icustomer Iloyalty, Iincrease 

Iproduct Iusage, Icreate Iinterest, Iimprove Ibrand Iawareness Iand Iincrease Irepeat 

Ipurchase(Kotler & Armstrong , 2010) Iand I(Mullin , 2010). ISales Ipromotion Istrategies 

Imostly Iapplied Imay Iinclude Icompetitions, Ifree Igifts, Iloyalty Iprograms, Idiscounts Iand 

Igift Ivouchers. I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 

I I I I I I I I I I I I I 

Studies Iexamining Ithe Irelationship Ibetween Isales Ipromotion Iand Ibusiness Iperformance 

Iindicates Ithat Ithere Iis Ia Ipositive Isignificant Iimpact Iof Isales Ipromotion Ion Iproduct Iand 

Igeneral Ibusiness Iperformance, I(Pembi, Umaru, & Adamu, 2017),(Gituma, 2017)Iand I(Syeda 

& Malik, 2011). IHowever Ithe Istudies Ilooked Iat Isales Ipromotion Iin Iisolation Iof Iother 

Ipromotional Imix Istrategies, Ithe Istudies Ialso Idid Inot Iexhaustively Ilook Iat Ithe 

Icontributions Iof Ithe Isales Ipromotional Ielements Isuch Ias Ibonus Ipacks, Igift Ivouchers 
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Iand Iclearance Isale Iand Ifailed Ito Iestablish Ithe Ieffect Iof Ia Icombination Iof Ithe Ithree 

Ielements IofIsales Ipromotion Ion Iperformance. IFurthermore Ithese Istudies Iwere Iconducted 

Iin Ia Ifactory Isetting Iand Iperformance Imeasured Iin Ifinancial Iterms Iwhich Ialthough Iis 

Ithe Icommonly Iapplied Imeasurement Iaspects Ibut Ilack Icomprehensiveness Iand Imisses 

Inon-monetary Iangle Iof Iperformance I(Ekawati, 2014) I, Iin Icontrast Ithe Icurrent Istudy Iwill 

Ibe Icarried Iout Iin Ithe Iretail Isector, Ispecifically Iin Isupermarkets Iin IKisumu Icity Iand 

Imeasured Iin Inon I– Ifinancial Iterms. I IThe Istudies Iapplied Irandom Isampling, Istratified 

Irandom Isampling Iand Istratified Isampling Itechniques Irespectively Iwhile Ithe Icurrent 

Istudy Iwill Iapply Isaturated Isampling Itechnique. 

Personal Iselling Iis Idefined Ias Ipersonal Ipresentation Iof Isales Istaff Ito Icurrent Iand 

Ipotential Iconsumers Iof Ia Icompany’s’ Iproduct Iin Iorder Ito Imake Ia Isale Iand Icreate 

Irelationship(Kotler & Armstrong , 2009). IIn Iother Iwords, Iit Iis Ia Ione Ion Ione Iinteraction 

Ibetween Isales Iperson Iand Ia Icustomer Ior Icommunication Ibetween Itwo Ior Imore Ipeople 

Iclose Ito Ione Ianother Ior Iface Ito Iface Iwith Ia Iview Iof Isealing Ia Isales Ideal I(Enikanselu, 

2008). IPersonal Iselling Iaffords Ithe Iseller Ian Iopportunity Ito Icontrol Ithe Iconversation Iand 

Ireceive Iinstant Iresponse Iin Iwhich Ithe Isales Iforce Iis Iable Ito Iamend Iand Idefend Ithe 

Ipresentation Iif Ihe Irealizes Ithere Iis Iresistance Ito Ithe Iapproach(Jobber, 2007). IPersonal 

Iselling Ipromotional Istrategies Iincludes; Ifollowing Iup Icustomers Iby Iincreasing Icall Irates, 

Ideveloping Idiscount Ipolicy, Iimprovement Iof Icustomer Irelationships Iand Ideveloping Iand 

Iimproving Icustomer Irelations Ithrough Icreating Iorders, Itaking Iorders. 

Studies Ion Ithe Iinfluence Iof Ipersonal Iselling Ion Iperformance Iof Iproducts Iand 

Iorganization Ias Ia Iwhole, Ipointed Iout Ithat Ipersonal Iselling Ipractices Iactually Iimproves 

Iperformance Iand Ithose Iorganizations Iwhich Ipractices Iany Iform Iof Ipersonal Iselling Ias Ia 



6 
 

Ipromotional Imix Istrategy Iexperience Imore Isales Iwhich Itranslates Iinto Ihigh Isales 

Ivolume Ihence Iprofitability I(Mbiti, 2018), I(Kinoti, Nkari, & Kathuni, 2019) Iand I(Muchina 

& Okello, 2016). IAlthough Iboth Istudies Iconcentrated Ion Ipersonal Iselling Imix Ias Ia 

Istrategy Iof Ipromotion Ithey Ifailed Iin Ilinking Iup Ifollow Iups, Idiscount Ipolicy Iand Ipoint 

Iof Isale Imerchandising Ielements Iof Ipersonal Iselling Ito Iperformance, Ifurthermore Itheir 

Iconclusions Iwere Ibased Ion Ithe Iunderstanding Iof Iapplication Iof Ipersonal Iselling Ion 

Iperformance Iin Idiverse Iindustries Irather Ithan Iretail Iindustry. I(Mbiti, 2018) Ilooked Iat 

Ithe Ifinancial Iperformance Imeasures Iin Ithe Ilogistical Iindustry, I(Kinoti, Nkari, & Kathuni, 

2019) Ialso Iviewed Iperformance Iin Iterms Iof Ifinancial Imetrics Ibut Iin Ithe Iinsurance 

Iindustry Iwhile(Muchina & Okello, 2016)Idid Ihis Iresearch Iin Ithe Ishoe Imaking Iindustry Iin 

INairobi ICBD. IThe Icurrent Istudy Iwill Ihowever Ibe Iconducted Iin Ithe Iretail Isector 

Ispecifically Iin Isupermarkets Iof IKisumu ICity Iand Ievaluate Ithe Iperformance Iof Ifollow 

Iups, Idiscount Ipolicy Iand Ipoint Iof Isale Imerchandising Ielements Iof Ipersonal Iselling Iand 

Ialso Ishow Icorresponding Irelationship/ Ieffects Iof Ia Icombination Iof Isales Ipromotion, 

Ipersonal Iselling Iand Ipublic Irelations Iand Ithe Istudy Iwill Ifocus Imore Ion Ithe Inon-

financial Iaspect Iof Iperformance Iand Iconclusions Idrawn Ion Ithe Ibasis Iof Ithe Ifindings. 

IThe Istudy Iwill Iapply Icross Isectional Iresearch Idesign Iand Iapply Ipurposive Isampling 

Itechnique Iin Icollection Iof Idata. 

Public Irelations/ Ipublicity Iinvolves Idevelopment Iof Irelationships Iwith Ivarious Ipublics Ian 

Iorganization Iassociates Iwith Iby Iobtaining Ipositive Ipublicity, Ibuilding Ipositive Icorporate 

Iimage Iand Ishedding Ioff Inegative Iopinions Iand Istories(Kotler & Armstrong, 2005). IPublic 

Irelations Iis Iconcerned Iwith Ipeoples Iattitude Itowards Ia Iproduct Ior Ian Iorganization Iand 
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Iaims Iat Ibuilding Itrust Iand Iopen Icommunication Ibetween Ithe Iorganization Iand Ithe 

Ipublic Iwho Iare Ithe Imain Istakeholders. 

On Ithe Iother Ihand, Ipublicity Iis Ian Iexternal Irewarding Icommunication Iacknowledgement 

Iof Ithe Iperformance Iof Ian Iorganization, Iproduct Ior Ibrand Iwhich Ian Iorganization Icannot 

Icontrol Iits Icontent Iand Itiming. IPublicity Iis Idefined Ias Ithe Iuse Iof Ia Imedium Ito Ireceive 

Iand Ireport Istories Ilinked Ito Ia Iproduct Ior Ia Ifirm, Iin Iessence Iit’s Ia Ifavourable 

Iperception Ithe Ipublic Ihas Ion Ia Iproduct Ior Iorganization I(Grasby, Crossan, Frost, Pearce, 

Purdy, & Haywood-Farmer, 2000). IPublic Irelations Istrategies Iinclude; Iadvertorials, Isocial 

Imedia, Inewsletters, Isponsorships/ Ipartnerships, Ibusiness Ievents Iand Icommunity Irelations. 

There Iis Ia Igeneral Iagreement Ifrom Ivarious Istudies, Ithat Iproper Iand Iarticulate 

Iemployment Iof Ipromotional Imix Istrategies Iinfluence Iperformance Iin Iterms Iof Imarket 

Ishare, Isales Ivolume Iand Iprofitability,(Seukindo, 2017), I(Afande & Mathenge, 

2015),(Adefulu, 2015) Iand I(Aliata, Opondo, Aila, Ojera, Abong'o, & Odera, 2012). IHowever 

Ithese Istudies Ihave Ifailed Ito Ilink Ithe Iinfluence Iof Icommunity Irelations, Isocial Imedia 

Iinteractions Iand Icorporate Isocial Iresponsibility Ielements Iof Ipublic Irelations Iwith 

Iperformance Iin Ithe Iretail Iindustry. IAlthough Ithese Istudies Idiffer Ifrom Ione Ianother Iin 

Isome Iaspects Iwhich Iincludes Iresearch Idesign, Ivariables, I Iindustry, Igeographical Iarea Iof 

Istudy Iand Iperformance Imeasurements Itheir Iresults Iwere Iconclusive I; Iwhereas 

I(Seukindo, 2017) IhadIsimilar Ifindings, Ithe Istudy Ievaluated Iall Ithe Ifive Iknown Istrategies 

Iand Idid Inot Ipoint Iout Ithe Ieffect Iof Ia Icombination Iof Iany Iof Ithe Ifive Iand Iits Ivaried 

Ielements, Imoreover Ithe Istudy Iwas Iconducted Iin Isoft Idrink Iindustry Iin ITanzania, Iand 

Iassessed Iperformance Ionly Iin Iterms Iof Isales.(Afande & Mathenge, 2015) Icarried Iout 

Itheir Istudy Iin Ifinancial Iinstitution Iset Iup Iin INairobi IKenya. I(Adefulu, 2015) I, Ion Ithe 
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Iother Ihand Iconducted Ihis Istudy Iin Icoca-cola Iand I7up Ifactories Iin INigeria Iand 

Iinterviewed Imarketing Istaffs Iof Ithe Itwo Ifactories Iexamining Ithe Iperformance Iof 

Iconsumer Igoods, Iapplying Isurvey Iresearch Idesign. I IAll Ithese Istudies Ishowed Ino Ilink 

Ibetween Iperformance Iand Icommunity Irelations, Isocial Imedia Iinteractions Iand Icorporate 

Iand Isocial Iresponsibility Ielements Iof Ipublic Irelations Iand Ia Icombination Iof Isales 

Ipromotion, Ipersonal Iselling Iand Ipublic Irelations Iin Irelation Ito Iperformance Iof 

Isupermarkets. IMoreover, Ithe Icurrent Istudy Iwill Ibe Iin Ithe Iretail Isector Iof Ithe Ieconomy 

Iand Iperformance Ibeing Imeasured Iin Inon-financial Iterms Iwith IKisumu Icity Ibeing Ithe 

Iarea Iof Iconsideration. 

Studies Ion Ipromotion Ihave Iconsidered Iall Ithe Imajor Ipromotional Imix Istrategies Inamely; 

Iadvertising, Ipersonal Iselling, Isales Ipromotion, Idirect Imarketing Iand Ipublic Irelation Iin 

Idifferent Iindustries Iand Iestablished Ithat Ithere Iis Ia Ipositive Irelationship Ibetween 

Ipromotion Iand Iperformance, Ihowever Ithe Icurrent Istudy Iwill Iconcentrate Ion Ionly Ithree 

Ipromotional Imix Istrategies Iin Iisolation Iof Ithe Irest, Iwith Ispecific Irelevant Ielements Iof 

Ithe Imixes Iin Isupermarket, Iretail Isector Iin IKisumu ICity Iand Imeasure Ithe Inon-financial 

Iaspect Iof Iperformance. 

 

1.1.4 Performance 

There Iare Ivarious Imeasurements Iof Iorganizational Iperformance Iwhich Iincludes; Ifinancial 

Iand Inon-financial Isuch Ias Iprofitability, Igross Iprofit, Ireturn Ion Iinvestments(ROI), Ireturn 

Ion Iequity(ROE), Ireturn Ion Iassets(ROA), Isales Igrowth, Imarket Ishare, Iand Irevenue 

Igrowth Iand Inon I– Ifinancial Iperformance Imeasures Isuch Ias Isales Iunits, Icustomer Ishare, 

Iproduct Itake Irate Iand Ibrand Ipreference. IHowever, Imost Iorganizations Ido Inot Iput 
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Iemphasis Ion Ithe Inon-financial Imeasures Iwhich Ito Ia Igreater Iextent Iare Ithe Ikey Ipointers 

Ito Iperformance. 

Performance Iinvolves Ithe Iability Iand Ipace Iin Iwhich Ian Iorganization Iachieves Iits Idesired 

Iobjectives I(financial Iand Inon-financial) Ithrough Ithe Iapplication Iof Ithe Iavailable 

Iresources Iefficiently Iand Ieffectively(Ongeti, 2014). IIt Ican Ialso Ibe Iviewed Ias Ithe 

Iachievements ImetIby Ia Ibusiness Iin Ione Iparticular Itrading Iperiod Imeasured Iin Ifinancial 

Iterms Ias Iwell Ias Iin Inon-financial Iterms; Inon-financial Iperformance Iis Imeasured Iusing 

Inon-financial Iparameters Ito Ievaluate Iperformance I(Scanlon, 2009). INon- Ifinancial 

Imeasures Iare Inot Iexpressed Iin Ivalue Iterms Ibut Iare Idescriptive Iin Inature Iusing 

Imeasurement Ivariables Isuch Icustomer Isatisfaction, Icustomer Irate Iof Ibuying, Iquantity Iof 

Iunits Isold Iat Iparticular Itrading Iperiod Iand Ibrand Ipreference I(Malgharni, Soomasundaram, 

& Multaiyah, 2010). INon-financial Iperformance Imeasurements Iexplains Irelationships Ior 

Ioccurrences Iwhich Iare Inot Ievident Ifrom Ifinancial Istatements, Ifor Iexample Ian 

Iorganizations Istatements Idoes Inot Ishow Ithe Iorganizations Icoexistent Irelationship Iwith 

Ithe Igeneral Ipublic Iwhile Iit Iis Iobvious Ithat Ifirms Iwith Igood Icommunity Irelationships 

Iattract Imany Ishoppers, Iit Idoes Inot Ialso Ishow Imuch Iabout Ian Iorganizations Icompetitive 

Iadvantage, Iits Iweaknesses, Imarket Ishare, Icustomer Isatisfaction Ilevel Ietc. INon-financial 

Iperformance Imeasurements Iprovide Iorganization Iwith Ifull Iand Icomprehensive Ipicture Iof 

Ithe Iperformance Ias Iit Icomplements Ithe Ifinancial Imeasures Ithereby Iproviding Ifull Iand 

Ibalanced Ipicture Iof Ian Iorganizations Iperformance(Franko, 2013). IThe Iwholesome 

Iunderstanding Iand Ievaluation Iof Ithe Ifinancial Iand Inon-financial Iperformance Imeasures 

I(NFPM) Iprojects Itotal Icorporate Iperformance(Ekawati, 2014). IPerformance Imeasurements 

Iin Ifinancial Iand Inon- Ifinancial Imetrics Isuch Ias Iprofitability, Itake Irate, Ibrand 



10 
 

Ipreference, Imarket Ishare, Isales Ivolume Ietc Iis Ideemed Icomprehensive Iand Iprovides Ithe 

Iright Iparameter Ifor Igrowth Ijudgment Ithus Iignoring Ione Iof Ithem Iis Idenying Ithe 

Imanagement Iand Ipublic Ithe Icorrect Ilens Ifor Imaking Idecisions(Kaplan & Norton, 2012). 

Non-financial Iperformance Imeasurement Iis Isometimes Iviewed Ias Ia Imanagement Itool Iin 

Imeasuring Ithe Ieffectiveness, Iefficiency, Ifinancial Iviability Iand Irelevance Iof 

Iobjectives(Carton & Hofer, 2006), Iit Icreates Iperception Iin Ithe Iminds Iof Ipeople Iwho 

Idesire Ito Iassociate Ithemselves Iwith Ian Iorganization Iand Iits Iproducts Iespecially Iwhere 

Ithere Iis Iperceived Iorganization Isuccess, Ithereby Imotivating Ithem Ito Iremain Iloyal Ito 

Ithe Isame Ifirm Iand Irecommend Ithe Isame Ito Iothers Iincluding Ifriends, Irelatives Iand 

Icolleagues. INon-financial Ibusiness Iperformance Iis Iobservable, Iit Idoes Inot Irequire Imuch 

Iexpertise Ito Ireport Iand Iprovides Ia Ibasis Ifor Idecision Imaking Iby Imanagement Iin Ian 

Ianticipation Iof Ipositive Ioutcome Itomorrow(Lebas & Euske, 2002). I I 

Researches Ihave Iestablished Ithat Ithere Iis Ia Irelationship Ibetween Ipromotion Iand Ibusiness 

Iperformance Iin Idifferent Iindustries/sectors(Amine & Cavusgil, 2001), Ion Ithe Icontrary Ithis 

Istudy Iwill Iinstead Iinvestigate Ithis Irelationship Iin Ithe Icontext Iof Inon I– Ifinancial 

Iperformance Iof Isupermarkets I(retail Isector) Iin IKisumu Icity Iwith Ithe Iindicators 

Iincluding; Itake Irate, Isales Iunits, Ibrand Ipreference Iand Icustomer Ishare. 

 

1.1.2 Global Retail Sector 

According Ito Ia Ireport Iwhich Iidentified I250 Iretail Ibusinesses Iglobally Iand Ianalyzed Itheir 

Iperformance, Iit Ishowed Ithat Iretail Ibusiness Iis Iquickly Igrowing Iamidst Ithe Ichallenges 

Iwhich Ithey Iregularly Iface Iin Ithe Iglobal Imarket I(Delloite, 2019). IThe Ireport Ilooked Iat 

Ithe I50 Ifastest Igrowing Iretailers Iand Ithe Iretail Inew Ientrants; Iit Ishowed Ipositive Iretail 
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Igrowth Iwith IWalmart Iretaining Iits Inumber Ione Ispot Iimproving Iits Irevenue Iby I3.0% 

Ifrom Ithe Iprevious Ireported Iperformance. I IAll Ithe I250 Iretail Icompanies Ireported 

Ipositive Igrowth Iin Ithe IFY2017, Iregionally Iit’s Irecorded Ithat Ialmost I100% Iof Ithe Itotal 

Irevenue Igenerated Iby Ithese Iretail Ioutlets Iwere Ifrom Ithe Iregion Iwhere Ithese Icompanies 

Iare Iheadquartered, Ithough Iat Itimes Isome Isales Iare Igenerated Ifrom Ioutside Iparent 

Iregion. IAccording Ito Ithis Ireport, IFast Imoving Iconsumer Igoods Iindustry, Igenerated 

I66.2% Iof Ithe Iretail Irevenue Iin IFY2017 Iof Ithe I250 Icompanies Icaptured Iin Ithis Ireport. 

IAs Icompared Ito Iother Isectors, Iretailers Iof Ithis Isector, Ihave Ithe Ilargest Iretail Irevenue, 

I(US$ I1.7 Ibillion Iin IFY2017), Iconsequently Ithe Ireport Ialso Icaptured Imany Iretail 

Ientrants Iin Ithe Isame Iyear. 

However Ithere Iare Inoticeable Ichanges Iin Ithe Iglobal Iretail Ibusiness Idue Ito Irapid 

Ichanges Ias Ia Iresult Iof Ithe Idevelopments Iof Inew Ibusiness Imodels Ireplacing Ithe Iold 

Itraditional Ibusiness Iconcepts. ICompetition Ihas Icompletely Ichanged Ihow Ithe Iretail 

Iindustry Iis Ioperated Ithus Icalling Ion Ithe Iplayers Ito Ienhance Itheir Ipromotional Iactivities 

Iand Icustomer Ioriented Istrategies Ito Iattract Inew Iand Iretain Ialready Iexisting Iloyal 

Iclients. IRetailing Ihas Itaken Iover Iin Iall Imodern Ieconomies Iand Iaccording Ito Isome 

Istudies, Iit Ire-enforces Ithe Ifact Ithat Ia Iretailer Iis Ian Iimportant Iparty Iplaying Ian Iintegral 

Ipart Iin Ithe Isupply Ichain Iand Iwho Isits Iat Ithe Ibottom Iof Ithe Ibusiness Ichain Ilinking 

Iproducers Iand Iconsumers I(Cullen & Newman, 2002). I 

1.1.3 Kenya’s Retail Sector 

The Iretail Iindustry Icontributes Ito IKenya’s Ieconomy Ito Ithe Itune Iof I10% Iof Ithe Itotal 

Igross Idomestic Iproduct I(GDP), Iaccording Ito(Cyton Survey, 2017) Iindicating Ithat Ithe 

Iretail Isector Iforms Ia Igreater Ipart Iof Ithe IGDP. I IIn IKenya, IRetail Istores Icomprises Iof 
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Iwell-established Iand Istructured Iretail Ichains Ito Iindependent Iowned Ipopularly Ireferred Ito 

Ias I“ Istand Ialone” Istores Ior Isupermarkets. ISupermarkets Iin IKenya Ibegan Iin Ithe Iearly 

I1970’s I(Njiiru, 2010),thereafter IKenya Ihas Iseen Itremendous Igrowth Iand Iexpansion Iof 

Isupermarkets Iacross Ithe Icountry Iwith Ichains Iof Isupermarkets Idominating Ithe Iretailing 

Ispace. IAlthough INairobi Ihas Ibeen Ithe Imain Ilocation/ Ihub Ifor Imajor Isupermarkets Iin 

IKenya, Imany Iother Imajor Itowns Isuch Ias IMombasa, IEldoret, IKisii, INakuru Iand Imany 

Iothers Ihave Ialso Ibecome Itargets Ifor Isupermarket Ioutlets Iwith IKisumu Icity Iemerging 

Istrongly Ias Ia Ilucrative Ihub Ifor Isupermarkets Iif Ithe Iopening Iup Iof Imedium Iand Ismall 

Imini Isupermarkets Iare Ianything Ito Igo Iby. IReports Isuch Ias I(Oxford Business Group, 

2016) Iindicated Ithat Iperformance Ihas Inot Ibeen Ioptmal Ibecause Iof Ieconomic Iand 

Ipolitical/ Ilegal Iconstraints Ithe Icountry Iexperiences Isuggesting Ithat Ithere Iis Imore Ito Ibe 

Idone Ito Iimprove Ibusiness Iperformances I. 

Though Ifor Ithe Ilast Ifew Iyears Ithere Ihas Ibeen Itremendous Igrowth Iexperienced Iin Ithe 

Iretail Isector, Iit Ihas Ialso Iopened Iup Ithe Isector Ito Icompetition Ieventually Ithreatening 

Ithe Ivery Igrowth Itrajectory Iof Ithe Isector Idue Ito Ihostility Iof Ithe Ienvironment Ibusiness 

Iwise. IIn I Ithe Ipast Ifew Iyears, Imany Isupermarket Ichains Iin IKenya, Iincluding, 

INakumatt, IUchumi Iand Imore Irecently IChoppies Isupermarket Ihave Iexited Ithe Imarket, 

Ireasons Ibeing Iattributed Ito Icompetition, Ipoor Igovernment Ibusiness Iregulations Iand Ipoor 

Ipromotional Istrategies Iamong Iothers I(Kibuchi, Mwita, & Letting, 2015). I IMany Ipeople 

Ihave Ialso Iperceived Isupermarkets Ias Ihigh Iend Iretail Ichains/outlets Iwhich Iare Isomehow 

Iexpensive Ifor Itheir Ibudgets Iespecially Igoing Iby Ithe Ilocation Iof Imost Ioutlets, Ithere Iby 

Idenying Ithem Icustomer Ibase(Neven, Reardon, Chege, & Wang, 2006). IMismanagement Iof 

Imost Isupermarkets Iis Ialso Ianother Iconcern Ito Ithe Isuccess Iand Isurvival Iof 
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Isupermarkets. IMismanagement Ipractices Isuch Ias Iskewed Iemployment Iof Iunqualified 

Ipersonnel, Iover Iand Iunderstatement Iof Ifinancial Iposition, Iconflict Iof Iinterest Iin 

Imanagement Iwhere Imanagers Ialso Ibecome Isuppliers Iand Imisapplication Iof Imodels/ 

Iapproaches Isuch Ias Ipromotional Istrategies Iwhich Iare Iinappropriate Iand Iineffective Ihave 

Ialso Icontributed Ito Iserious Iloss Ito Imost Iretail Ifirm.ICompetition Iaggressiveness Iof Imost 

Iplayers Ihave Ialso Ikicked Iout Inon- Istrategic Iplayers Iout Iof Ibusiness Ibecause Ithey 

Icannot Irespond Ifaster Iand Iappropriately Iin Iequal Imeasure Ito Istrategies Iof Ipromotion 

Iand Imanagement Idecisions Imade Iby Irivals Ito Isustain Ibusiness. IThe Icompounded 

Ichallenges Iexperienced Iby Isupermarkets Ican Ibe Iminimized Ior Ireversed Iby Iappropriate 

Imix Iof Ipromotional Istrategies Ito Ienhance Isurvival, Ifight Icompetition Iand Iavoid Ifurther 

Iclose Idown Iand Iguarantee Icontinuity Ithus Ineed Ifor Iemphasis Ion Icontinuous 

Ipromotions, Iformulation Iof Iworking Istrategies Iaimed Iat Ireinforcing Ithe Iproduct Iand 

Iorganization Iinto Ithe Iminds Iof Iconsumers Iis Ikey Imanagement Idecisions I(Kamau & 

Oloko, 2015). I 

1.2 Statement of the Problem 

The Iretail Isector Iin IKenya Icontributes Ito Ithe Ieconomy Iapproximately I10% Iof Ithe Itotal 

Igross Idomestic Iproduct Iaccording Ito ICyton Isurvey I2017. IIt Iis Ione Iof Ithe Ifastest 

Igrowing Isectors Iof Ithe Ieconomy Iin IKenya, Icreating Iemployment Ifor Imany Iand 

Iproviding Ia Ilink Iin Ithe Ivalue Ichain. IHowever Ithe IOxford IBusiness Igroup, IKenya 

Ireport I2016, Ishows Ithat Iretail Isector Iperformance Iis Istill Ilow Iin Icomparison Ito Iits 

Ipotentiality Iin Iterms Iof Itake Irate, Isales Iunits, Ibrand Ipreference Iand Icustomer Ishare, 

Isuggesting Ian Iineffective Idetermination Iand Iapplication Iof Iappropriate Icombination Iof 

Ipromotional Imix Istrategies. IStudies Ihave Ifocused Ion Ithe Iperformance Iof Ipromotional 
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Imix Istrategies Ias Ia Iunit Iand Isometimes Ione Ipromotional Imix Istrategy Iindependent Iof 

Ithe Iothers Iin Ivarious Isectors Ibut Ihave Inot Ilooked Iat Ia Icombination Iof Isales 

Ipromotion, Ipersonal Iselling Iand Ipublic Irelations Ipromotional Istrategies Iin Irelation Ito 

Iperformance. IFurthermore Itheir Ieffect Ion Inon-financial Iperformance Iin Ithe Iretail Isector 

Iin IKisumu Icity Ihas Inot Ibeen Iquite Iwell Iestablished. IKisumu Icity Iis Ibecoming Ia 

Ibusiness Ihub Iespecially Iwith Ithe Irevival Iand Iupgrading Iof IKisumu Iport Iand Ithe 

Iestablishment Iof Ithe ILake IRegion IEconomic IBlock I(LREB) Iwith IKisumu Icity Ias Ithe 

Iheadquarter, Iretail Isector Ibusiness Iis Iexpected Ito Irise Iwith Ipromotional Imix Istrategies 

Iplaying Igreater Iroles Iin Ithe Iretail Ibusiness. IThe Ipurpose Iof Ithis Istudy Itherefore Iwas 

Ito Iestablish Ithe Ieffect Iof Ipromotional Imix Istrategies Ion Inon-financial Iperformance Iof 

Isupermarkets Iin IKisumu Icity, IKenya. 

1.3 Objectives of the Study 

1.3.1General Objective 

The Imain Iobjective Iof Ithe Istudy Iwas Ito Ianalyze Ithe Ieffect Iof Ipromotional Imix 

Istrategies Ion Ithe Inon-financial Iperformance Iof Isupermarkets Iin IKisumu Icity. 

1.3.2 Specific Objectives 

This Istudy Iwas Iguided Iby Ithe Ifollowing Ispecific Iobjectives; 

i. To Iestablish Ithe Ieffect Iof Isales Ipromotion Ion I Inon-financial Iperformance Iof 

Isupermarkets Iin IKisumu Icity 

ii. To Idetermine Ithe Ieffect Iof Ipersonal Iselling Ion IInon-financial Iperformance Iof 

Isupermarkets Iin IKisumu Icity 
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iii. To Iexamine Ithe Ieffect Iof Ipublic Irelations/publicity Ion Inon-financial Iperformance Iof 

Isupermarkets Iin IKisumu Icity 

1.4 Research Hypotheses 

The Iabove Iobjectives Iwere Iguided Iby Ithe Ifollowing Ihypotheses. 

H01 IThere Iis Ino Isignificant Irelationship Ibetween ISales IPromotion Iand I Inon I–financial 

Iperformance Iof Isupermarkets Iin IKisumu Icity 

 IH02 IThere Iis Ino Isignificant Irelationship Ibetween IPersonal ISelling Iand Inon-financial 

Iperformance Iof Isupermarkets Iin IKisumu Icity 

H03 IThere Iis Ino Isignificant Irelationship Ibetween IPublic IRelations Iand Ithe Inon- Ifinancial 

Iperformance Iof Isupermarkets Iin IKisumu Icity 

1.5 Scope of the Study 

This Istudy Iwas Imeant Ito Idetermine Ithe Ieffect Iof Ipromotional Imix Istrategies Ion Ithe 

Inon-financial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Istudy Iwas Imeant Ito 

Isurvey Iall Iof Ithe Iknown Isupermarkets Ioperating Iin IKisumu Icity Ibetween ISeptember 

I2020 Ito IApril I2021. IKisumu ICity Iis Isituated Iin IKisumu ICounty Iand Icovers Ithree Isub-

counties Inamely; IKisumu Icentral, IKisumu IEast Iand IKisumu IWest. IIt Ilies Ibetween 

Ilatitude Iof I-0.10221 Iand Ilongitude Iof I34.7617111 Iin Ithe Isouthern Ihemisphere. 

1.6 Significance of the Study 

By Iproviding Iinformation Iand Idescribing Ipromotional Istrategies Iapplied Iby Isupermarkets 

Iin IKisumu Icity, Imanagers Iof Ithese Iretail Ioutlets Iwill Ibe Iable Ito Igain Iinsight Ion Ihow 

Ivarious Ipromotional Istrategies Iinfluences Iconsumer Ipurchase Ipattern Iwhich Iobviously 

Ihave Iimpacts Iin Itheir Ioverall Ibusiness Iperformances. I 
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The Istudy Iwill Ialso Iadd Imore Ivaluable Iliterature Ito Ithe Icurrent Ipool Iof Iliterature Ifor 

Ifuture Iresearchers Iwho Imay Ibe Iinterested Iin Iconducting Isimilar Istudies. 

1.7Justification of the Study 

Supermarkets Ilike Imany Iother Ismall Iretail Ioutlets Iare Ifacing Ichallenges Iwhich Iimpacts 

Iperformance. IMany Iof Ithese Isupermarkets Ihave Ieven Ifolded Iand Iclosed Ishop Imainly 

Idue Ito Itheir Iinability Ito Ipredict Ithe Ibehavior Ipattern Iof Itheir Icustomers Iand Iwhat Irole 

Ipromotion Iplays Iin Ithe Iperformance Iof Isupermarkets. IThe Istudy Iwill Ialso Ienable 

Imanagers Iof Ithese Isupermarkets Iunderstand Inon- Ifinancial Imetrics/ Imeasurements Iof 

Iperformance Iand Ilink Ithem Iwith Ifinancial Ito Idetermine Ithe Ioverall Ibusiness 

Iperformance. I IThis Istudy Iwill Iprovide Iinformation Iwhich Iwill Iguide Ithe Iretail Isector 

Iin Imitigating Ithe Iadverse Ieffects Iposed Iby Icompetition Iand Ieconomic Istagnation Icaused 

Iby Imany Ifactors Iincluding Ipandemics Isuch Ias ICovid-19 Iwhich Ihas Icreated Ia Iscenario 

Iwhere Ithere Iis Iminimal Ieconomic Igrowth Iwith Iindividuals Ilacking Ieconomic Ipower Ito 

Ipurchase Ijust Iany Iproduct Iunless Iit Iis Inecessary Iand Iwell Ipromoted. I 

The Istudy Iwill Iprovide Iinformation Iwhich Iwill Ihelp Isupermarkets Ito Idevelop Igood Iand 

Icustomized Ipromotional Istrategies Iwhich Iattracts Iconsumers Ihence Ihelp Iin Ifighting 

Icompetition. IIt Iwill Ialso Iprovide Iinformation Iwhich Iwill Iallow Ithe Isupermarket Iowners 

Iand Imanagers Ito Iserve Icustomers Isatisfactorily Iby Iunderstanding Itheir Ibehaviours, 

Ichange Itrigger Ibuying Ifactors Iand Icharacteristics. IThe Istudy Iwill Ialso Iprovide 

Iinformation Ifor Ideveloping Icustomer Irelationship. 
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1.8 Conceptual Framework 

This Iis Ia Idiagrammatic Ipresentation Iof Ithe Istudy Ishowing Ithe Iindependent Iand 

Idependent Ivariable Iof Ithe Istudy. IIn Ithis Istudy, Ithe Ipromotional Istrategies Iare Ithe 

Iindependent Ivariables Iwhile Inon- Ifinancial Iperformance Iis Ithe Idependent Ivariable. IThe 

IindependentIvariables Iincludes Isales Ipromotion Iand Iits Ivaried Ielements Isuch Ias Ibonus 

Ipacks, Igift Ivouchers Iand Iclearance Isale, Ipersonal Iselling Iwith Ithe Ielements Isuch Ias 

Ifollow Iups, Idiscount Ipolicy Iand Ipoint Iof Isale Imerchandising Iand Ipublic Irelations Iwith 

Iits Irelevant Ielements Iwhich Iincludes; Icommunity Irelations, Isocial Imedia Iinteraction Iand 

Icorporate Isocial Iresponsibility Iand Itheir Ieffects Ion Inon-financial Iperformance Ion 

Isupermarkets Iin IKisumu Icity Imeasured Iin Iterms Iof Itake Irate, Isales Iunits, Ibrand 

Ipreference Iand Icustomer Ishare. IFig.1.1 Ishows Ithe Irelationship Ithat Iexists Ibetween Ithe 

Iindependent Iand Idependent Ivariable Iand Ithe Inature Iof Ithe Irelationship. IThis Iis 

Isupported Iby Ithe Ihierarchy Iof Ieffects Itheory Iwhich Iexplains Ithe Icumulative Ibenefits 

Iwhich Ian Iorganization Ienjoys Ifrom Ia Iconsumer Iwhen Iit Iis Ifirst Iexposed Ito Ia Iproduct 

Ior Ioutlet Ibrand Ithrough Ipromotion. IThe Ifigure Ishows Ithat Ian Iincrease Iin Iapplication 

Iof Ivarious Ipromotional Istrategies Iwhich Iincludes Isales Ipromotion, Ipersonal Iselling Iand 

Ipublic Irelations Ileads Ito Ian Iincrease Iin Itake Irate Iof Ivarious Iproduct Ibrands, Iincrease 

Iin Ithe Inumber Iof Iproduct Iunits Ibeing Isold Iat Iparticular Itimes, Iincrease Iin Ipreference 

Ifor Ibrands Iin Ithe Imarket Iand Iincrease Iin Ithe Inumber Iof Icustomers Ifor Ia Iproduct Ias 

Iwell Ias Icustomers Iof Ia Iparticular Ioutlet Ithus Ileading Ito Ia Ichange Iin Ithe Iperformance 

Iof Ivarious Isupermarkets. IThe Ihierarchy Iof Ieffects Irepresents Ithe Iprogression Iof Ilearning 

Iand Idecision Imaking Iconsumers’ Igo Ithrough Iwhen Ithey Iare Isubjected Ito Iany Iform 

Ipromotional Imix. IIt Itherefore Ihelps Iin Isetting Iup Ior Ideveloping Ia Imessage Iand 
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Iprogressively Ibuilding Iit Iup Iat Ievery Istage Iuntil Ia Isale Iis Irealized Iwhich Ithus Ilead Ito 

Isome Iincremental Ilevel Iof Iperformance. 

Fig I1.1: IConceptual Iframework 

Independent IVariables I I I I I I I I I II     Dependent IVariable I I I I I II I I I I I I 

IPromotional Istrategies I I I I I I I I I I I I I I I I I I I I Non-financial Iperformance I I I I I I I I I I 

I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 
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Figure I1.1: IConceptual IFramework I– IEffect Iof Ipromotional Istrategies Ion Inon-

financial Iperformance Iof Isupermarkets Iin IKisumu ICity 

Source: IAdapted I(Kotler, I2006) 

 

Majority of studies IonIpromotion Ioften Iconsider Iall Ithe Imajor Ipromotional Imix Istrategies 

Inamely; Iadvertising, Ipersonal Iselling, Isales Ipromotion, Idirect Imarketing Iand Ipublic 

Irelation Iin Idifferent Iindustries Iand Iestablished Ithat Ithere Iis Ia Ipositive Irelationship 

Ibetween Ipromotion Iand Iperformance. However Ithe Icurrent Istudyconcentrated Ion Ionly 

Ithree Ipromotional Imix Istrategies Iin Iisolation Iof Ithe Irest, Iwith Ispecific Irelevant 

Ielements Iof Ithe Imixes Iin Isupermarket, with an aim of establishing the effect, the three could 

haveInon-financial Iaspect Iof Iperformance and further determine the extent of the effect the 

three strategies could have on non-financial performance of supermarkets in Kisumu city, Kenya 
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CHAPTERTWO 

LITERATURE REVIEW 

This Ichapter Icontains Ithe Itheoretical Iliterature Ireview Iand Iempirical Iliterature Ireview 

Iwhich Iguided Ithis Istudy. I 

2.1Theoretical Literature Review 

The Ireview Iexplains Ithe Itheoretical Ifoundations Iof Ithe Istudy. IIt Iadvances Ithe Itheories 

Ithat Iguided Ithe Istudy Iand Idefined Ithe Iconcepts Iand Iprovides Ithe Idimensions Iof Ithe 

Ivariables. IThe Iconcepts Iof Ithe Ipromotional Istrategies Iand Iperformances Iare Ianchored Iin 

Ithe Ihierarchy Iof Ieffects Itheory Iand Isocio- Ijudgment Itheory. 

2.1.1 Hierarchyof  EffectsTheoryI 

This Itheory Idescribes Ithe Ieffective Iroute/ Ipath Iwhich Ipromotional Istrategists Idevelop Ifor 

Ia Icustomer Iuntil Ia Iconsumer Ibuys Iand Iconsumes Ithe Iproduct Ieventually Imaking Ian 

Iorganization Iachieve Iits Imarketing Igoal Iwhich Iis Iusually Ia Isale Itranslating Iinto 

Iperformance I(Osuagwu, 2002). IThe Itheory Idescribes Ifive Isteps Iwhich Iincludes; 

IAwareness I– Ithis Iis Ithe Icreation Iof Ia Iconsumers’ Iknowledge Ito Ian Iexistence Iof Ia 

Iproduct, Iits Iavailability Iand Iwhat Ibenefits Ithe Iproduct Ioffers. IIt Ibrings Iinto Ipicture 

Iwhat Ione Imay Inot Ihave Iknown Ieven Iif Iit Iexists Iand Icreates Iwide Iknowledge Iof Ithe 

Iproducts Iand Iall Iavailable Ibrands Iin Ithe Imarket. IAt Ithis Istage, Imost Iproducts Iare Iat 

Ithe Iintroductory Iphase Iand Iserious Ineed Ifor Iawareness Icreation Iis Idone Iwith Ithe Ihelp 

Iof Iwell-planned Istrategies Isuch Ias Isales Ipromotion, Ipersonal Iselling Iand Ipublic Irelation 

Imainly Imeant Ito Ipull Iconsumers Ito Ithe Iproduct. ILiking I– Ithis Iis Ithe Idevelopment Iof 

Ia Iconsumers’ Iattitude Iof Ifavour Ito Ia Iproduct Iand Iwillingness Ito Irecommend Ithe Isame 

Ito Iothers. ILiking Iinvolves Ishowing Imore Iattention Ito Ia Igiven Iproduct/ Ibrand Iand Inot 
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Ito Ianother, Ifeeling Imotivated Ito Icontinue Iassociating Ioneself Iwith Ithe Isame Ibrand. 

IThis Istage Irequires Istrategies Iwill Icapture Ithe Iimaginations Iand Iattention Iof Ithe 

Icustomer Iand Iallow Ithem Ito Isettle Itheir Ithoughts Ion Ia Ispecific Iproduct. IThis Iis Ithe 

Istage Iwhere Iorganizations Ineed Ito Iuse Istrategies Iwhich Iwill Ireinforce Iand Icreate Ian 

Iassurance Ibecause Iit Iis Iforms Ithe Ifirst Istage Iof Idecision Imaking. IPreference I– Ithe 

Igraduation Iof Ia Iconsumers Iliking Iinto Ia Ipreference Iwhere Ian Iindividual Ior Igroup Iof 

Iindividuals Iwill Ionly Ipurchase Ithe Isame Iproduct Iover IandIover Iagain Iwhen Ia Isimilar 

Ineed Iof Ia Iproduct Ioccurs. IPreference Iis Ialso Inoticed Iwhere Ian Iindividual Iis Ifaced 

Iwith Iseveral Ichoices Ibut Iwill Iobviously Ichoose Ithe Ifavourite, Inotwithstanding Ithe 

Ialternative’s Ibenefits Iand Igeneral Iattributes. IConviction I– Ithe Idevelopment Iof Ia Istrong 

Iand Ifirm Idesire Ior Ifaith Iand Ia Ipush Ito Ibuy Ithe Iproduct Iconvinced Ithat Ithe Iproduct 

Iwill Ifulfill Ithe Iintended Isatisfaction. IIt Iinvolves Ia Ideeper Ifeeling/ Imotivation Ito 

Iassociate Iand Icontinuously Ipurchase Ia Ispecific Ibrand Ifor Ia Ifulfillment. IPurchase I– Ithe 

Ifinal Iphase Iwhich Ileads Ito Ipossession Iof Ia Iproduct Ias Ia Iresult Iof Ioccurrence Iof Ian 

Iexchange. IIt Iarises Ifrom Ithe Idevelopment Iof Ian Iattitude Iwhich Iturns Iinto Ia Ibehaviour 

Iand Iinvolves Ian Iexchange Iof Ithe Idesired Iproduct Iwith Imoney. 

The Itheory Isimply Ihelps Iin Iunderstanding Ithe Iphases Ia Iconsumer Ipasses Ibefore Ithe 

Ifinal Ipurchase Ithus Ienabling Idecision Imaking Ion Ithe Ipart Iof Imarketers Ito Icarry Ialong 

Iconsumers Iin Idevelopment Iand Iexecution Iof Ipromotional Iactivities. IThis Itheory Ishows 

Ithe Iphase Iupon Iwhich Ia Igiven Ipromotional Istrategy Iis Iappropriately Iapplicable Ibefore 

Ifinal Iproduct Ipurchase. IThis Itheory Icreates Ian Iopportunity Ito Iunderstand Iwhen Ia 

Iparticular Ipromotional Istrategy Isuch Ias Isales Ipromotion, Ipersonal Iselling Iand Ipublic 
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Irelation Iis Ito Ibe Iapplied Iwithin Ithe Iphases Iand Iwhich Istrategy Iyields Imuch Iin Iterms 

Iof Iperformance Ithan Ithe Iother. 

2.1.2 Socio–Judgment Theory 

Socio-judgment Itheory Iis Ia Iself-persuasion Itheory Iwhich Icompares Ithe Icurrent Istate 

Iwith Ithe Ianticipated Ioutcome Iforeseeable Iand Iwhich Iconsumers Iuse Iin Ievaluation Ithem 

Ibased Ion Iperception IThis Itheory Iappreciates Ithat Iindividuals Ihave Ioptions Iwhen 

Imaking Ipurchases Iand Itries Ito Ilook Iat Ihow Iindividuals Iweighs Inew Ioptions Iand Iideas, 

Icomparing Ithese Iideas/ Ioptions Iwith Iwhat Ihe Ihas Ialways Ibelieved Iand Ifor Ilong Itime 

Iexperienced Iand Iranks Ithem Iin Ithe Imind Iin Iorder Iof Iown Ievaluation Iof Iimportance. IIt 

Ithus Iinvolves Ithe Isorting Iout Iof Iideas Iand Ialternatives Iout Iof Iown Iperception(Griffin , 

2012). IThis Itheory Iconsiders Ithe Iopinion Ithat Iindividuals Iwill Ialways Itake Itime Ito 

Iassimilate Inew Iideas Iin Ithe Ilight Iof Ipast Iand Ipresent Iknowledge Iwhich Iactually Iacts 

Ias Ithe Ipoint Iof Ireference. IThe Isocio-judgment Itheory Iis Ihelpful Ibecause Iit Iexplains 

Iwhy Iit Iis Idifficult Ito Ipersuade Ipeople Ithrough Ivarious Ipromotional Istrategies Ito Ichange 

Itheir Iopinion Iand Iat Ithe Isame Itime Iit Iexplains Iwhy Iit Iis Inecessary Ito Ipersuade Iin 

Ithis Icompetitive Ieconomic Iworld, Ithe IoutcomeIof Iwhich Irelies Ion Ithe Iconsumer Ibased 

Ion Ipromotional Istrategies Ihe Iis Isubjected Ito(Solomon M. , 2011). IThis Itheory Iunderscore 

Ithe Ifact Ithat Iconsumers Ihave Iprevious Iexperiences Iwhich Iinfluences Itheir Icurrent 

Ibehaviour Iwith Idifferent Iproduct Ibrands Ibut Iwith Iadditional Iavailable Ioptions Iin Ithe 

Imarket, Ian Iinteraction Iis Icreated Ithrough Ipromotional Istrategies Iand Imany Iconsumers 

Iswitch Itheir Iallegiance Ito Inew Ibrands Iand Ioptions Iavailable Iin Ithe Imarket. IThis Itheory 

Ihelp Iin Ievaluating Iwhich Istrategy Iis Iappropriate Ifor Ipersuasion, Ireminding Iand 

Iprovoking Ia Iconsumer’s Iaction. IIt Iexplains Iwhere Iand Iwhen Ito Iapply Isales Ipromotion, 
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Ipersonal Iselling Iand Ipublic Irelations/ Ipublicity Iand Istill Imaximize Ireturns Iin Iterms Iof 

Isales Iunits, Itake Irate, Ibrand Ipreference Iand Icustomer Ishare. 

 

2.1.3 Promotional mix strategies 

Promotional Imix Istrategies Iare Icombination Iof Iplanned Iactions Iand Ifirms Isystems Iand 

Isub Isystems Imeant Ito Ipersuade, Imotivate Iand Icreate Iin Iconsumers Ia Idesire Ito Imake 

Ipurchases. IIt Ican Ibe Iviewed Ias Ia Itool Ithat Ivarious Iorganizations Iuse Ito Icommunicate 

Ithe Ibenefits Iof Itheir Iproducts Iand Iservices(CIM, 2004). IThey Ihave Iformed Ia Igreat Ipart 

Iof Iany Imarketing Iactivity Iand Iwhich Ino Iserious Iorganization Ican Iafford Ito Iignore. 

IThey Ihave Ibeen Imostly Iapplied Iin Icombinations Iand Inot Iin Iisolation Ibecause Iit’s 

Ibelieved Inot Ione Isingle Itool Iworks I(CIM, 2004). IPromotional Imix Istrategies Iinclude; 

Isales Ipromotion, Ipersonal Iselling, Iadvertising, Ipublic Irelations/ Ipublicity Iand Idirect 

Imarketing I(Kotler & Armstrong , 2009). 

Sales Ipromotion Iis Ia Icollection Iof Irelated Iactivities Iaimed Iat Iattracting, Ipulling Iand 

Iinducing Iconsumers Ito Imake Ia Ipurchase Idecision. IIt Iis Imainly Iused Ito Ioffer Ibuyers 

Iadditional Ivalue, Ito Ishift Ia Ibuyers’ Iloyalty, Ito Iget Imore Imarket Ishare Iand Ito Imaintain 

Iand Isustain Imarket Ishare I(Kotler & Armstrong , 2010). ISales Ipromotion Istrategies Iapplied 

Iby Imost Iorganization Iinclude; Icompetitions, Igift Ivouchers, Ifree Isamples, Iloyalty 

Iprograms, Icompetition Iand Idiscounts. 

Personal Iselling Iis Ipersonal/ Ione Ion Ione Ipresentation Iof Ia Iproduct/service Ito Ia 

Icustomer Iby Ia Isales Iperson Iin Iorder Ito Imake Ia Isale Iand Icreate Irelationship(Kotler & 

Armstrong , 2009). IIt Iinvolves Icommunication I/ Iexchange Ibetween Itwo Ior Imore Ipeople 

I(Enikanselu, 2008). IPersonal Iselling Iprovides Ithe Iseller Iwith Ian Iopportunity Ito Icontrol 
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Ithe IconversationIand Ireceive Iinstant Iresponse Iin Iwhich Ithe Isales Iforce Iis Iable Ito 

Iamend Iand Idefend Ithe Ipresentation Iif Ihe Irealizes Ithere Iis Iresistance Ito Ithe 

Iapproach(Jobber, 2007). IPersonal Iselling Ipromotional Istrategies Iincludes; Ifollowing Iup 

Icustomers Iby Iincreasing Icall Irates, Ideveloping Idiscount Ipolicy, Iimprovement Iof 

Icustomer Irelationships Iand Ideveloping Iand Iimproving Icustomer Irelations, Itaking Iorders, 

Icreating Iorders Ietc. 

Public Irelations/ Ipublicity Iis Ithe Icreation Iof Irelationships Ibetween Ia Ifirm Iand Iits 

Ineighbours. IThese Ineighbours Iare Ireferred Ito Ias Ipublic Iand Icomprises Iof Icustomers, 

Icompetitors, Igovernment Iagencies Ietc. IDevelopment Iof Iproper Irelationships Iinvolves 

Icreating Ipositive Icorporate Iimage Iand Iavoiding Inegative Istories Ihence Icreating Ian Iopen 

Icommunication Ichannel Ibetween Ithe Ipublic Iand Ithe Iorganization Ithus Iunderstanding 

Ipeople’s Iattitude Iand Iperception Ion Ithe Iproducts/ Iservices I(Kotler & Armstrong, 2005). 

2.1.4  Non-financial performance 

INon- Ifinancial business performance are emeasures Iwhich are Inot Iexpressed Iin Imoney 

Iterms Ibut Iare Idescriptive Iin Inature Iusing Imeasurement Ivariables Isuch Icustomer 

Isatisfaction, Icustomer Irate Iof Ibuying, Iquantity Iof Iunits Isold Iat Iparticular Itrading Iperiod 

Iand Ibrand Ipreference I(Malgharni, Soomasundaram, & Multaiyah, 2010).INon-financial 

Iperformance Iis Imeasured Iusing Inon-financial Iparameters Ito Ievaluate Iperformance 

I(Scanlon, 2009). INon-financial Iperformance Imeasurements Iexplains Irelationships Ior 

Ioccurrences Iwhich Iare Inot Ievident Ifrom Ifinancial Istatements, INon-financial Iperformance 

Imeasurements Iprovide Iorganization Iwith Ifull Iand Icomprehensive Ipicture Iof Ithe 

Iperformance Ias Iit Icomplements Ithe Ifinancial Imeasures Ithereby Iproviding Ifull Iand 

Ibalanced Ipicture Iof Ian Iorganizations Iperformance(Franko, 2013). IThe Iwholesome 
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Iunderstanding Iand Ievaluation Iof Ithe Ifinancial Iand Inon-financial Iperformance Imeasures 

I(NFPM) Iprojects Itotal Icorporate Iperformance(Ekawati, 2014). 

INon-financial Ibusiness Iperformance Iis Iobservable, Iit Idoes Inot Irequire Imuch Iexpertise 

Ito Ireport Iand Iprovides Ia Ibasis Ifor Idecision Imaking Iby Imanagement Iin Ian Ianticipation 

Iof Ipositive future Ioutcome(Lebas & Euske, 2002). I I 

 

2.2.Empirical Literature Review 

 

2.2.1Sales Promotion and Performance 

According Ito Ia Istudy Ion Ithe Iimpact Iof Isales Ipromotional Istrategies Ion Iperformance Iof 

Iorganizations Iit Iwas Ifound Iout Ithat Isales Ipromotion Ihas Ia Ipositive Isignificant Iimpact 

Ion Ithe Iperformance Iof Iorganizations Iin Iterms Iof Iincreased Isales Ivolume Ileading Ito 

Iprofitability I(Pembi, Umaru, & Adamu, 2017). IThe Istudy Iemployed Irandom Isampling 

Itechnique Iin Isampling Itwenty Ilow Ilevel, Imiddle Ilevel Iand Ihigh Ilevel Istaffs Iof Iflour 

Imills Iof INigeria, IMaiduguri, IBorno Istate. IThe Iquestionnaires Iwere Iadministered Iin 

Icollection Iof Iprimary Idata Iwhich Iwere Ithen Isubjected Ito Idescriptive Ianalysis Ias Iwell 

Ias Iregression Istatistical Ianalysis. IA Istudy Ion Ithe Ieffects Iof Imarketing Imix Ion Isales 

Iperformance Ireveals Ithat Isales Ipromotion Iinfluences Isales Ivolume I. IThe Istudy Iwas 

Icarried Iout Iat Ia Ifactory Isetting Iand Idescriptive Iresearch Iwas Iused Iin Ithe Istudy 

Itargeting Ia Ipopulation Iof I127 Imiddle Ilevel Istaffs Iand Ia Isample Isize Iof I96 Irespondents 

Iwere Iselected Iusing Istratified Irandom Isampling Itechnique. IAn Iamalgamation Iof 

Idescriptive Iand Iinferential Istatistics Iwas Iused Ifor Ianalysis Iand Iresults Ipresented Iin 

Itables Iand Ifigures. 
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In Ithe Istudy Idone Ion Ithe Iimpacts Iof Isales Ipromotion Ion Iorganizations Iprofitability Iand 

Iconsumers Ipreferences Iin IPakistan Ishows Ithat Ithere Iis Ipositive Irelationship Ibetween 

Isales Ipromotion Iand Iprofitability Iand Ithat Ithere Iare Iincreased Isales Iduring Iperiods Iof 

Isales Ipromotion Iand Ialso Ithat Ibrand Iloyalty Iis Ienhanced Iby Icontinuous Ipromotion 

I(Syeda & Malik, 2011). IThe Isurvey Iwas Iconducted Iin Ithe Ishoe Iindustry Iin IPakistan. 

IThe Istudy Iwas Iconducted Iin Itwo Icompanies Iin Ithe Ishoe Iindustry Iand Istratified 

Irandom Isampling Itechnique Iwas Iapplied Iin Iselecting I100 Irespondents Ifor Ieach 

Icompany. IAnalysis Iof Idata Iwas Idone Iusing Idescriptive Iand Iinferential Istatistics Iwhere 

Iregression Iand Icorrelation Iwas Icarried Iout Ito Ishow Ithe Irelationship Iand Ithe Iextents Iof 

Isuch Irelationships. 

Studies Ithat Iwere Iconducted Ilooking Iat Ithe Iimpacts Iof Isales Ipromotion Ion Ithe 

Iperformance Iof Iorganizations, Ithe Istudy Ifound Iout Ithat Iindeed Isales Ipromotion Ihas Ia 

Ipositive Iimpact Ion Iperformance, Ithe Istudies Iwere Iall Iconducted Iin Ia Ifactory Isetting 

Iand Iperformance Imeasured Iin Ifinancial Iterms I(Pembi, Umaru, & Adamu, 2017),(Gituma, 

2017)IIand I(Syeda & Malik, 2011). IAll Ithe Istudies Iadopted Istratified Irandom Isampling 

Itechnique Iand Iapplied Ian Iamalgamation Iof Idescriptive Iand Iinferential Istatistics Iin Idata 

Ianalysis, Ihowever I(Pembi, Umaru, & Adamu, 2017) Idid Ihis Istudy Iin INigeria,(Gituma, 

2017)did Ihis IstudyIin IKenya Iwhile I(Syeda & Malik, 2011) Iconducted Itheir Istudy Iin 

IPakistan. IThe Icurrent Istudy Iwill Ibe Iconducted Iin Ithe Iretail Isector Ispecifically Iin 

Isupermarkets Iof IKisumu Icity Iand Iwill Iapply Ipurposive Isampling Itechnique Iin Idata 

Icollection Iand Iwill Iendeavour Ito Iinvestigate Ithe Ieffect Iof Ibonus Ipacks, Igift Ivouchers 

Iand Iclearance Isale Ielements Iof Isales Ipromotion Ion Inon- Ifinancial Iaspect Iof 

Iperformance. 
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2.2.2 Personal Selling and Performance 

In Ia Istudy Idone Ion Ithe Ipromotional Istrategies Ion Imarketing Iperformance Iof Ilogistical 

Icompanies, Iit Iwas Iobserved Ithat Ipersonal Iselling Iplays Ia Igreater Irole Iin Iincreasing 

Imarket Ishare Iand Isales Ivolume, Ireduces Icosts Iand Ibuilds Ilongtime Irelationship Iwith 

Icustomers Ihence Iassurance Iof Ifuture Isales I(Mbiti, 2018). IThe Istudy Iadopted Idescriptive 

Iresearch Iand Icase Istudy Iwas Iused. IThe Itargeted Istudy Ipopulation Iwas I554 Iemployees 

Iof IDHL Iltd. IStratified Irandom Isampling Itechnique Iwas Iapplied Iin Iselecting I166 

Irespondents Iwho Iwere Iissued Iwith Iquestionnaires Ito Ifill Ion Itheir Iown. IThe 

Iquestionnaires Iwere Icollected Iand Ianalyzed Iusing Istatistical Ipackages Ifor Isocial Isciences 

I(SPSS) Iand Iresults Ipresented Iin Itables Iand Ifigures. I IIn Ithe Istudy Ion Ithe Ipromotional 

Istrategies Iand Iperformances Iin Iinsurance Icompanies Iit Iis Iobserved Ithat Ipersonal Iselling 

Iimproves Iperformance Iin Iterms Iof Isales Iand Ithat Iwhen Ipersonal Iselling Iis Iemployed, 

Ithere Iis Iincreased Iuptake Iof Iinsurance Iproducts I(Kinoti, Nkari, & Kathuni, 2019). IThe 

Istudy Iadopted Idescriptive Iresearch Idesign Iand Ithe Itarget Ipopulation Icomprised Iof 

Ibranch Imanagers, Iunit Imanagers Iand Isales Ipeople Iof Iinsurance Icompanies Ioperating Iin 

IEmbu ICounty, IKenya. IThe Isample Isize Iwas I175 Irespondents Iwith Ia Iresponse Irate Iof 

I85.7% Iand Ithe Ianalysis Iwas Idone Iusing Idescriptive Iand Iinferential Istatistics. 

In Ithe Istudy Iconducted Ito Iexamine Ithe Iinfluence Iof Ipersonal Iselling Ion Ibrand 

Iperformance, Iresults Ishowed Ithat Ipersonal Iselling Isignificantly Iimproves Ibrand 

Iperformance Iof Ithe Ishoe Icompanies. IIt Iis Iobserved Ithat Ipersonal Iselling Iis Ia Ireliable 

Istrategy Iin Ipromoting Ibrands Ithus Iincreasing Ithe Imarket Ishare Iof Igiven Ibrands Ihence 

Ihigher Isales Ivolume Iresulting Iinto Iprofitability(Muchina & Okello, 2016). IThe Istudy 

Iadopted Ithe Isurvey Iresearch Idesign Itargeting Ithe Imarketing Imanagement Iand Isales 
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Istaffs Iof Iall Ithe Ithree Ishoe Icompanies Iin Ithe ICBD Iof INairobi. IThe Iresearch Iused Ithe 

IprimaryIdata Iwhich Iwas Icollected Ifrom Ithe Irespondents Iusing Ia Iquestionnaire; Idata Iwas 

Ithen Ianalyzed Iusing Idescriptive Iand Iinferential Istatistical Ianalysis Imethods. 

According Ito Ia Istudy Ion Ithe Iimpact Iof Imarketing Imix Ion Isales Iperformance, Ifindings 

Ishowed Ithat Ithere Iis Ia Ipositive Iimpact Iof Iproduct Iquality Ion Isales Iand Igeneral 

Iorganizational Iperformance I(Gituma, 2017). IThe Istudy Ifollowed Idescriptive Iresearch 

Iapproach. IStratified Irandom Isampling Itechnique Iwas Iadopted Ito Iselect Isample Isize Iof 

I96 Irespondents Iwho Iwere Istaffs Iof IUnga Iltd. IStructured Iquestionnaires Iwere Iused 

Icollection Iof Idata Iand Idescriptive Iand Iinferential Istatistics Iwas Iused Iin Idata Ianalysis. 

IThe Istudy Iindicates Ithat Iwhen Ia Iproduct Iis Iregarded Ias Iquality Iby Iconsumers Ithey 

Iwill Ipay Ipremium Iprice Iand Iwill Inever Iswitch Ito Ianother Ibrand Ibecause Iquality 

Iproduct Iguarantees Isatisfaction. I I 

Studies Iby(Mbiti, 2018), I(Kinoti, Nkari, & Kathuni, 2019) Iand I(Muchina & Okello, 2016) Iall 

Ilooked Iat Ithe Iinfluence Iof Ipersonal Iselling Ion Iperformance Iof Iproducts Iand 

Iorganization Ias Ia Iwhole. IThe Istudies Ipointed Iout Ithat Ipersonal Iselling Iactually 

Iimproves Iperformance Iand Ithose Iorganizations Iwhich Ipractices Ipersonal Iselling Ias Ia 

Ipromotional Istrategy Iexperience Imore Isales Iwhich Itranslates Iinto Iprofitability. IAlthough 

Iboth Istudies Iconcentrated Ion Ipersonal Iselling Ias Ia Istrategy Iof Ipromotion, I(Mbiti, 2018) 

Ilooked Iat Ithe Ifinancial Iperformance Imeasures Iin Ithe Ilogistical Iindustry, I(Kinoti, Nkari, 

& Kathuni, 2019) Ialso Iviewed Iperformance Iin Iterms Iof Ifinancial Imetrics Ibut Iin Ithe 

Iinsurance Iindustry Iwhile I(Muchina & Okello, 2016) Idid Ihis Iresearch Iin Ithe Ishoe Imaking 

Iindustry Iin INairobi ICBD. IThe Icurrent Istudy Iwill Iconcentrate Ion Ithe Ieffect Iof Ifollow 

Iups, Idiscount Ipolicy Iand Ipoint Iof Isale Imerchandising Ielements Iof Ipersonal Iselling Iand 
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Iwill Ibe Iconducted Iin Ithe Iretail Isector Ispecifically Iin Isupermarkets Iof IKisumu ICity, Ithe 

Irespondents Iwill Ibe Idetermined Iby Ipurposive Isampling Itechnique Iunlike Ithe Iother 

Istudies Iand Ifurthermore, Ithe Istudy Iwill Ifocus Imore Ion Ithe Inon-financial Iaspect Iof 

Iperformance. 

2.2.3 Public Relations/Publicity and Performance 

In Ithe Istudy Idone Ion Ithe Ieffects Iof Imarketing Icommunication Imix Ion Ithe Isales 

Iperformance Iof Isoft Idrinks Icompanies, Ithe Ifinding Ishowed Ithat Ithere Iis Ia Ipositive 

Iinsignificant Ieffect Iof Ipublicity Ion Isales Iperformance I(Seukindo, 2017). IThe Istudy 

Iadopted Iexplanatory Iand Idescriptive Iresearch Idesigns Itargeting Ia Ipopulation Iof I37 

IsoftIdrink Icompanies Iin IDar-es-salaam, ITanzania. IThe Istudy Iapplied Ithe Iuse Iof 

Istructured Iand Iunstructured Iquestionnaire Iin Icollection Iof Idata Ifrom Ithe Irespondents 

Iand Ianalysis Idone Iusing Idescriptive Iand Iinferential Istatistics. IThe Istudy Iconsidered Iall 

Ithe Ifive Iknown Ipromotional Imix Istrategies Ibut Ifailed Ito Iconsider Iall Ithe 

Ielements/indicators Iof Ipublicity/public Irelations Ito Idraw Ia Iconclusion, Ifurthermore Ithe 

Iresearcher Ionly Iconsidered Isales Iperformance Iindicator Ias Imeasure Iof Iperformance Iin 

Ithe Imanufacturing Iindustry. IThe Icurrent Iresearch Iwill Iconsider Ionly Ithree Ipromotional 

Imix Istrategies Ias Ia Iset Itouching Ion Iall Ithe Ielements Iof Ieach Iand Ievaluate Itheir 

Iperformance Iusing Inon-financial Imetrics Iin Ithe Iretail Isector Iin IKisumu Icity 

According Ito Ithe Istudy Ion Ithe Ieffect Iof Ipromotional Imix Ielements Ion Isales Ivolume Ion 

Ifinancial Iinstitutions I(post Ioffice Isavings Ibank) Ishowed Ithat Iindeed Ithere Iis Isignificant 

Iincrease Iin Isales Ivolume Iwhen Ipromotional Imix Ielements Iare Iemployed Iin 

Ibusiness(Afande & Mathenge, 2015). IThe Ianalysis Ishowed Ithat Isales Ipromotion Ihas Imore 

Ieffect Ifollowed Iby Ipersonal Iselling, Iadvertising, Ipublic Irelations Iand Idirect Imarketing 
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Iin Ithat Iorder. IThe Istudy Iwas Iconducted Iat Ithe Iheadquarter Iof Ithe Ipost Ioffice Iand 

Isavings Ibank Iin INairobi Ion Ia Ipopulation Iof I240 Istaffs Ibeing Ithe Irespondents Iand 

Idescriptive Iresearch Idesign Iwas Iadopted. IA Isample Isize Iof I96 Irespondents Iwere 

Iselected Iand Idata Iwas Icollected Iby Iuse Iof Iquestionnaires Iwhich Iwas Ianalysed Iusing 

I(Statistical IPackage Ifor ISocial ISciences) ISPSS Ias Ian Iaid Iin Ianalysis. IContent Ianalysis 

Iwas Iused Iin Ianalysing Iqualitative Idata Iwhile Iquantitative Idata Iwas Ianalysed Iusing 

Idescriptive Istatistics. IThe Istudy Ifound Iout Ithat Iindeed Isales Ipromotion Iimproves Isales 

Ivolume, Ihowever Ino Iindication Iof Iits Iinfluence Ion Inon-financial Imeasurements Isuch Ias 

Itake Irate, Ibrand Ipreference Iand Icustomer Ishare. IFurthermore Ithe Istudy Iwas Iconducted 

Iin Ithe Ibanking Isector, Iin INairobi. 

In Ithe Istudy Icarried Iout Ion Ithe Ieffects Iof Ipromotional Istrategy Ion Iprofitability Iand 

Imarket Ishare, Iit Iwas Iestablished Ithat Iprofitability Iand Imarket Ishare Iare Iaffected Iby 

Ipromotional Istrategies Ito Icertain Idegree Iat Idifferent Ipercentage Irates Iof Iadvertising, 

Ipublicity Iand Isales Ipromotion Iwhile Ipersonal Iselling Idoes Inot Iaffect Iprofitability Iand 

Imarket Ishare I(Adefulu, 2015). IThe Istudy Iwas Iconducted Iby Iuse Iof Iquestionnaire Iand 

Isurvey Iresearch Iwas Iadopted. IThe Istudy Ipopulation Iwas Imarketing Istaffs Iof Icoca-cola 

Iand I7up Icompanies Iin ILagos, INigeria Iand Iresearch Ifindings Iwere Ianalysed Iusing Ithe 

Iunivariate Ianalysis IofIvariance I(ANOVA). IOn Ianalysing Ithe Iinfluence Iof Ipromotional 

Istrategies Ion Ithe Iperformance Iof Ibanks, Iit Iwas Iestablished Ithat Ithere Iis Ia Ipositive 

Irelationship Ibetween Ipromotional Istrategy Iexpenditure Iand Ibank Iperformance I(Aliata, 

Opondo, Aila, Ojera, Abong'o, & Odera, 2012). IThe Istudy Ishowed Ithat Ian Iincrease Iin Ithe 

Ilevel Iof Ipromotional Istrategies Ias Ia Iresult Iof Iincreased Iexpenditure Ileads Iinto Iincrease 

Iin Isales Ivolume Iin Ithe Ibank. IIt Ialso Ishowed Ithat Ithe Idifferent Ipromotional Istrategies 
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Iare Imore Ieffective Iwhen Iapplied Isimultaneously Iand Inot Iindependently. IThe Istudy 

Iadopted Ia Idescriptive Iresearch Idesign Iand Iemployed Isimple Irandom Isampling Itechnique 

Iin Iadministering Ia Iquestionnaire Iwhich Igiven Ito Ibank Imanagers Ias Ithe Irespondents. 

IData Iwas Ianalysed Iusing ISPSS Iand Icorrelation Ianalysis Iwas Iconducted Ito Ishow Ithe 

Irelationship Ibetween Ipromotional Istrategies Iand Iperformance Iwhile Iregression Iwas 

Iconducted Ito Iexplain Ithe Iperformance. IThis Istudy Iconsidered Ithe Ielement Iof 

Iexpenditure Ion Ipromotional Istrategies Iin Irelation Ito Iperformance Iand Iapplied Ithe Ifive 

Ipromotional Imix Istrategies Iin Icontrast Ithe Icurrent Istudy Iwill Iignore Ithe Ielement Iof 

Iexpenditure Iand Iconsider Ionly Ithree Ipromotional Imix Istrategies, Iconsidering Ispecific 

Iparameters Iand Ievaluate Itheir Ieffectiveness Iin Ithe Iretail Isector Iof IKisumu Icity. 

IFurthermore Ithe Icurrent Istudy Iwill Iconsider Iperformance Iin Inon- Ifinancial Iterms 

Both Istudies Iagreed Iin Itheir Iindependent Iworks Ithat Iindeed Iemployment Iof Ipromotional 

Istrategies Iinfluence Iperformance Iin Iterms Iof Imarket Ishare, Isales Ivolume Iand 

Iprofitability(Seukindo, 2017), I(Afande & Mathenge, 2015),(Adefulu, 2015) Iand I(Aliata, 

Opondo, Aila, Ojera, Abong'o, & Odera, 2012). IHowever Itheir Istudies Idiffer Iin Isome 

Iaspects; Iwhereas I(Seukindo, 2017) Ihad Isimilar Ifindings, Ithe Istudy Iwas Iconducted Iin 

Isoft Idrink Iindustry Iin ITanzania, Iwhile(Afande & Mathenge, 2015) Icarried Iout Itheir Istudy 

Iin Ifinancial Iinstitution Iset Iup Iin INairobi IKenya. I(Adefulu, 2015), Ion Ithe Iother Ihand 

Iconducted Ihis Istudy Iin Icoca-cola Iand I7up Ifactory Iin INigeria Iand Imainly Iinterviewed 

Ionly Imarketing Istaffs Iof Itwo Ifactories. I 

Similarly Ithere Iare Iother Istudies Ithat Irevealed Inegative/ Idecrease Iin Iperformance Iwhen 

Icertain Istrategies Iof Ipublic Irelations Iwere Iapplied. IAccording Ito Ia Istudy Iconducted Iby 

I(Tinderet , 2018) I Ion Ithe Ieffects Iof Isports Imarketing Ion Isales Iperformance Iof 



31 
 

Imanufacturing Ifirms Iin IKenya Irevealed Ithat Ia Iunit Iincrease Iin Isports Isponsorship 

Iresults Iinto Ia Idecrease Iin Iperformance Iof Imanufacturing Ifirms. IThe Istudy Irevealed Ithat 

Ia IunitIincrease Iin Isports Isponsorship Icauses Ia I0.058 Iunit Idecrease Iin Iperformance Iof 

Imanufacturing Ifirms. IThe Istudy Iadopted Idescriptive Iresearch Idesign Iwith Ia Itarget 

Ipopulation Iinvolving Iall Iindividuals Iin Imarketing Iand Ifinancial Idepartments Ifrom Ifive 

Imanufacturing Icompanies Iin Ithe Icountry Ithat Iare Iinvolved Iin Isports Imarketing. IData 

Iwas Icollected Iusing Istructured Iquestionnaires Iand Ianalysis Iwas Idone Iwith Ithe Ihelp Iof 

ISPSS. IAnother Istudy Iby(Runsbech & Sjolin, 2011) Ion Ithe Inegative Ieffects Iof 

Isponsorship Irevealed Ithat Inegative Isponsorship Iaffects Iconsumers Iattitude Iwhich Ithen 

Ilead Ito Iimage Itransfer Ithereby Idecreasing Ithe Iorganizations Ifinancial Iand Inon I– 

Ifinancial Iperformance. IThe Istudy Iwas Ia Iquantitative Istudy Iwhich Iadopted Iuse Iof 

Iquestionnaires Ihaving I26 Iquestions. IStill Ianother Istudy Iby I(Iqbal, Saira, Siddiqui, & 

Ahmed, 2019) Ion Ithe Iimpacts Iof Ideceptive Iadvertising Ion Icustomer Iloyalty Irevealed Ithat 

Ideceptive Iadverts Ihave Inegative Iinfluence Ion Icustomer Iloyalty Ihence Ilow Ilevel 

Iperformance. IThe Iresearch Istudy Iwas Iquantitative Inature Iwith Ia Isample Isize Iof I250. 

IQuestionnaires Iwere Idesigned Iand Idistributed Ielectronically Iand Imanually. IExploratory 

IFactor IAnalysis I(EFA) Iwas Iused Ito Ianalyse Ithe Idata Iwith Ithe Ihelp Iof ISPSS. 

IConfirmatory IFactor IAnalysis I(CFA) Iand IStructural IEquation IModelling I(SEM) Iusing 

IAMOS Iwere Iused Ito Iensure Ithe Imodel Iand Itest Ithe Ihypothesis. IThe Icurrent Istudy 

Iconcentrated Ion Isupermarket, Iretail Isector Iin IKisumu ICity Iconcentrating Ion Icommunity 

Irelations, Isocial Imedia Iinteractions Iand Icorporate Isocial Iresponsibility Iaspects Iof Ipublic 

Irelations, Ifurthermore Ithe Ifocus Iof Imeasurement Iwere Inon-financial Iaspect Iof 
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Iperformance Iin Irelation Ito Ipublic Irelations. IThe Istudy Ialso Iadopted Ithe Ipurposive 

Isampling Itechnique Iand Iapplied Iinferential Istatistics Ifor Ianalysis. I 

2.3 Summary of Literature 

The Istudies Ireveal Ithe Irelationship Iexisting Ibetween Ipromotional Istrategies Iusually 

Iemployed Iand Icorresponding Iperformance Imeasures. IThey Iindicate Ithat Icompanies Ienjoy 

Imore Iprofits Ibecause Iof Iincreased Isales Iduring Iperiods Iof Isales Ipromotion Iand Ibrand 

Iloyalty Iis Ienhanced Ias Iwell Iduring Ithe Isame Iperiod. I IPersonal Iselling Istrategies Iare 

Ialso Ifound Ito Ibe Ipro Iperformance Iwhere Iit Ipromotes Ithe Iimprovement Iof Imarket 

Icoverage, Iincrease Iin Imarket Ishare, Iincrease Iin Isales Ivolume Ias Iwell Ias Ireduction Iin 

Icost Iof Isales Iwhile Iat Ithe Isame Itime Isupports Ithe Ibuilding Iof Ibusiness Irelationships. 

IFurther IpersonalIselling Istrategies Iare Ifound Ito Ibe Isignificantly Iimproving Ibrand 

Iperformance Iespecially Ioutlet Ibrands Iwhere Iindividual Iusers Iwill Ibe Iglued Ito Ia Ispecific 

Ioutlet. IPublic Irelations Iand Ipublicity Istrategies Irevealed Ia Imix Iof Ipositive Iand Inegative 

Irelationships Iwith Iperformance. 

The Istudies Ireviewed Iwere Idone Iin Idifferent Igeographical Iareas Iand Isectors Iof Ithe 

Ieconomy Iwith Ispecific Istrategies Iin Ifocus Iand Imeasurement Iof Iperformance Idone Iin 

Iterms Iof Ifinancial Imetrics, Iwhich Ito Isome Idegree Ishows Ithe Iactual Iperformance, 

Ihowever, Imany Iorganizations Iignore Ithe Inon-financial Iaspects Iof Iperformance Iwhich 

Ialso Iis Igreat Ipointers Ito Iperformance(Franko, 2013). IThe Istudy Iwill Igenerate Ithe 

Isignificance Iand Iemphasize Ithe Ineed Ifor Iunderstanding Ithe Ivalue Iof Inon-financial 

Iaspects Iof Imeasurements Iin Iany Ibusiness Ioperations. IThe Istudies Iwere Inot Iconducted 

Iin Ithe Iretail Isector Iwhich Iwere Ithe Iarea Iof Ithe Icurrent Istudy Iand Iin IKisumu Icity. 

IThe Icurrent Istudy Ifocused Ion Ispecific Ielements Iof Isales Ipromotion I(bonus Ipacks, Igift 

Ivouchers Iand Iclearance), Ipersonal Iselling I(follow Iups, Idiscount Ipolicy Iand Ipoint Iof 

Isale Imerchandising) Iand Ipublic Irelations I(community Irelations, Isocial Imedia Iinteractions 

Iand Icorporate Isocial Iresponsibility). IThe Istudy Ialso Iapplied Ipurposive Isampling 

Itechnique 
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CHAPTERTHREE 

RESEARCHMETHODOLOGY 

This Ichapter Iexplains Ithe Imethods Iand Iprocedures Ithat Iwas Iused Ito Icarry Iout Ithe 

Iresearch Istudy; Iwhich Iincluded Iresearch Idesign, Iresearch Ipopulation, Isampling 

Itechniques, Iidentification Iand Idescription Iof Itools Ifor Idata Icollection, Ianalysis Iand 

Ipresentation. 

3.1 Research Philosophy 

The Istudy Iadopted Ithe Ipost Ipositivist Iworldview/ Iparadigm Iholding Ito Ithe Iassumptions 

Ithat Ithere Iis Ialways Iroom Ifor Iimprovement Iand Iinvestigation Iof Icauses Iand Ieffects Iof 

Iphenomenon Ithus Ithere Iis Ino Iabsolute Itruth Ior Iknowledge Iand Ithat Iknowledge Iis 

Iprogressive Iand Idiscoveries Ican Istill Ibe Imade Ion Isubjects Iand Iphenomenon Iwhich Ican 

Ithen Ilead Ito Ivaried Ioutcomes. IIn Iother Iwords Ipost Ipositivist Iphilosophy Ipoints Ito Ithe 

Ineed Ito Iidentify Iand Iassess Ithe Icauses Ithat Iinfluences Ioutcomes Iin Irelationship 

Ibetween Ivariables. IThis Iphilosophy Iargues Ithat Iproblems Istudied Ihave Icauses Iwhich 

Ibring Iout Ioutcomes Iand Ithere Iis Itherefore Ineed Ito Iidentify Iand Iassess Ithese Icauses. IIn 

Ithis Istudy, Ipost Ipositivism Idimension Iprovided Ian Iopportunity Ito Iunderstand Ithe 

Icontributions Iof Ipromotional Istrategies Ion Inon-financial Iperformance Iof Isupermarkets, 

Iwhere Iperformance Iwas Imeasured Ias Ian Ioutcome Icaused Iby Iapplication Iof Ivarious 

Ipromotional Istrategies. I 

3.2 Research Design 

A Iresearch Idesign Iacts Ias Ia Iresearch Istructure Ior Iframework Ifor Icollection, Imeasuring 

Iand Ianalysis Iof Idata Ito Ibe Iused Iin Ianswering Iresearch Iquestions Iand Ianswering 

Iresearch Iobjectives I(Bryman, Bell, & Teevan, 2012). I IIt Iis Ia Iplan, Ischeme Ior Ian Ioutline 
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Iwhich Iwill Ihelp Iin Igenerating Ianswers Ito Ithe Iresearch Iproblem(Orodho, 2003). IIt Iis 

Iseen Ias Ian Iadhesive Iwhich Iholds Ievery Iaspect Iof Ithe Istudy Itogether Ito Iachieve Ithe 

Iintended Iobjective Iof Ianswering Ithe Iproblem Iof Ithe Istudy(Donald, 2006). IThis Istudy 

Iused Icross I- Isectional Isurvey Iresearch Idesign Iand Iapplied Icorrelational Iapproach, Iit Iis 

Ideemed Iappropriate Ifor IitIenables Iresearchers Ito Icollect Idata Iand Imake Iinferences 

Iabout Ia Ipopulation Iof Iinterest, Iunderstand Ithe Irelationship Ithat Iexist Ibetween Ithe 

Iindependent Ivariables Iand Idependent Ivariable. I IA Isurvey Iis Ia Imethod Iwhich Iattempts 

Ito Icollect Idata Ifrom Ia Ipopulation Iin Iorder Ito Idetermine Ithe Icurrent Isituation Iof Ithe 

Ipopulation Iwith Irespect Ito Ione Ior Imore Ivariables I(Mugenda & Mugenda, 2003). IThe 

Istudy Iin Igeneral Itried Ito Iassess Ithe Ieffect Iof Ipromotional Imix Istrategies Ion Inon- 

Ifinancial Iperformance Iin Isupermarkets Iof IKisumu ICity. 

3.3 Research Study Area 

The Istudy Iwas Icarried Iout Iin Iall Ithe Isupermarkets Iin IKisumu ICity. IKisumu Iis Ithe 

Ihead Iquarter Iof Iformer INyanza Iprovince Iand Icurrently Ithe Ihead Iquarter Iof IKisumu 

ICounty Iwhich Icomprises Iof Iseven Isub I– Icounties; Inamely IKisumu IEast, IKisumu 

ICentral, IKisumu IWest, INyakach, IMuhoroni, ISeme Iand INyando. I IKisumu ICity Ilies 

Ibetween Ia Ilatitude Iof I-0.10221 Iand Ia Ilongitude Iof I34.7617111 Iin Ithe Isouthern 

Ihemisphere. IKisumu Icity Iin Ithe Ilast Ifew Iyears Ihas Iattracted Ibusiness Iand Iother 

Iinvestment Iopportunities Idue Ito Iits Igeographical Ilocation Iin Ithe Iregion, Iupgrading Iof 

Ithe Iport, Iestablishment Iof Ithe Ilake Iregion Ieconomic Iblock I(LREB) Ian Ientity Iwhich 

Icoordinates Ieconomic Iactivities Iwithin Ithe Icounties Iaround ILake IVictoria. IKisumu Icity 

Iis Ialso Ipreparing Ito Ihost Iglobal IAfricity Iconference Ihence Iheightening Icommercial 

Iactivities Iattracting Imore Iinvestments Iwithin Iand Iwithout Ithe Iborders. 
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3.4  Target Population 

Study Ipopulation Iis Ian Iaggregate Ior Itotality Iof Iall Ithe Iobjects, Isubjects Ior Imembers 

Ithat Iconform Ito Ia Iset Iof Ispecifications(Polit & Hungler, 1999), Iit Irefers Ito Ientire Igroup 

Iof Iindividuals Iin Iwhich Iresearcher Iis Iinterested Iin Igeneralizing Ihis Iconclusions 

I(Mugenda & Mugenda, 2003). IIt Iis Ia Iwell I- Idefined Iset Iof Ipeople, Iservices, Ievents, 

Ielements Ior Igroup Iof Ithings Ior Ihouseholds Ithat Iare Ibeing Iinvestigated Iand Iwhich 

Ishare Icommon Icharacteristics. IThe Itarget Ipopulation Ifor Ithis Istudy Icomprised Iof Iall 

Ithe Iline Iattendants, Istores Iofficers, Ipurchasing Iofficers, Ifloor Isupervisors Iand Ibranch 

Imanagers Iand Iany Iother Iemployee Iof Ithe Isupermarkets Ioperating Iin IKisumu Icity Iwho 

Iwas Ideemed Iuseful. IThis Ipopulation Iis I1,050 Iemployees, Iaccording Ito Ithe Isupermarket 

Irecords, IKisumu, IAugust, I2020 

3.5 Sample frame and Sampling Procedure 

A Iresearch Isampling Iframe Iis Ithe Ilist Iof Ithe Iresearch Istudy Itarget Ipopulation, Ifrom 

Iwhere Ithe Iresearch Istudy Iselects Ior Ipicks Ithe Isample Isize(Kothari, 2008). IIn Ithis Istudy 

Ipurposive Isampling Itechnique Iwas Iapplied Ito Iextract Iinformation Ifrom Ithose Iwho Iare 

Ideemed Ito Ibe Ihelpful Iin Igenerating Ithe Irequired Iinformation. IFrom Ithe Ientire 

Ipopulation Iof I1,100, I10% Iof Ithe Itotal Istudy Ipopulation I(110 Irespondents), Iwas Iused 

Ias Ia Isample Iwhich Iis Iregarded Ias Ia Igood Isize Ifor Ianalysis Iand Ithus Igiving Ireliable 

Iinformation Ifor Ithe Istudy I(Mugenda & Mugenda, 1999). IThe Istudy Igot Iinformation Ifrom 

Irespondents Iin Igroups Iof Ibranch Imanagers, Istore Iofficers, Ifloor Isupervisors, Iline 

Iattendants Iand Isupply Iofficers, I(see IAppendix I5). 
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Table I3.1: IPopulation Iof Irespondents 

Name Iof Isupermarket Respondents 

 Branch 

Imanagers 

Supply 

Iofficers 

Floor 

Imanagers 

Store 

IKeepers 

Tuskys ILolwe 1 2 2 2 

Tuskys IUnited 1 2 2 2 

Quickmart INyalenda 1 2 1 2 

Quickmart IKondele 1 2 1 2 

Quickmart IMayfair 1 2 1 2 

Quickmart IKenshop 1 2 1 2 

Chandarana IWestend 1 2 2 2 

Shivling IKondele 1 2 1 2 

Shivling IFoamart 1 2 1 2 

Kibuye Imart 1 1 1 1 

Appmart INyamasaria 1 2 2 2 

Appmart INyalenda 1 2 2 2 

Khetias IDala 1 2 2 2 

Khetias IVictoria 1 2 2 2 

Naivas Icity 1 2 2 2 

Naivas 1 2 2 2 

Game 1 2 2 2 

Total 17 33 27 33 

Percentage I% 15 30 25 30 

Grand ITotal 110 

Source: ISupermarket Irecords Ias of August I2020 

3.6 Data Collection Methods 

3.6.1 Sources of Data 

The Istudy Irelied Ion Iprimary Idata Iwhich Iwas Icollected Ifrom Ithe Irespondents Iusing 

Istructured Iquestionnaires. IPrimary Idata Iare Ipieces Iof Iinformation Ia Iresearcher Iis 

Icollecting Ifor Ithe Ifirst Itime Ifrom Ithe Ioriginal Isource Iwhich Iis Iconsidered Imore 

Iaccurate Iand Ireliable. 
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3.6.2 Data Collection Procedures 

A Iletter Iauthorizing Ithe Iresearcher Ito Iconduct Iresearch Iin Ithe Isupermarkets Iwas 

Iprovided Iby IMaseno IUniversity, IDepartment Iof IBusiness IAdministration, ISchool Iof 

IBusiness. IThe Iresearcher Ithen Iassembled Iall Ithe Irequired Idata Icollection Imaterials 

Inecessary Ifor Ithe Iexercise. IThere Iwas Ia Iprior Ior Iinitial Ivisit Idone Iby Ithe Iresearcher 

Ito Ithe Isupermarkets Ifor Ifamiliarization Ias Iwell Ias Iidentification Iof Ipotential Ichallenges 

Iwhich Imay Ihamper Ithe Iresearch Iprocess. I 

3.6.3 Data Collection Instrument 

A Iquestionnaire Iwas Ithe Iprimary Iinstrument Ifor Idata Icollection; Iwhich Iwas Idesigned Iby 

Ithe Iresearcher Iin Ia Imanner Iwhich Ienabled Ithe Icollection Iof Iall Ithe Irelevant Iissues/ 

Iinformation Ipertaining Ito Ithe Istudy Itopic Iand Ipurpose. IAlthough Ithe Iuse Iof 

Iquestionnaire Iis Icommon Iin Icollection Iof Ivaluable Iinformation, Iit Iwas Ithe Imost 

Iappropriate Itool Ito Icapture Ithe Ivarious Ispecific Iobjectives Iof Ithe Istudy. IData Icollection 

Iis Iusually Ithe Iway Iof Iobtaining Iinformation Ifrom Ivarious Iselected Iand Ispecific Isubject 

Iof Iinvestigation I(Mugenda & Mugenda, 2003). I 

3.6.4 Research Questionnaire 

A Iquestionnaire Iis Ia Iresearch Iinstrument Icontaining Iseries Iof Iquestions Iand Ipromptings 

Idirecting/guiding Ia Irespondent Ifor Ithe Ipurpose Iof Igathering Iinformation/data Iin Iorder Ito 

Iaddress Ia Iproblem(Dillman, Smyth, & Christian, 2014). IThe Iquestionnaires Iwas Ideveloped 

Iand Istructured Iin Ia Iway Ithat Iaddressed Ithe Iobjectives Iof Ithe Iresearch. IIt Ihad Ia I5 

Ipoint ILikert IScale Iwhere I(1) Istrongly Idisagree, I(2) Idisagree, I(3) INeutral, I(4) Iagree Iand 

I(5) Istrongly Iagree. IThe Iquestionnaire Iwas Idivided Iinto Isections Iwith Iopen Iand Iclosed 

Iended Iquestions Icontaining Ithe Idemographic Iinformation Iof Ithe Irespondents Iand Ieach 
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Istudy Iobjective Ihad Iquestions Iaddressing Iit Iin Ieach Isection. IThe Iquestionnaire Iwas 

Iadministered Iby Ithe Iresearcher. I 

3.6.5 Reliability TestsI 

Reliability Iis Ithe Imeasure Iof Ithe Idegree Ito Iwhich Ia Iresearch Iinstrument Iwould Iyield 

Ithe Isame Iresults Ior Iinformation Iafter Irepeated Itrials Ifor Ibelievability Ipurposes 

I(Mugenda & Mugenda, 2003). I 

Table I3.2 IReliability ITest 

 

Cronbach's IAlpha N Iof IItems 

.901 7 

Source: I(Survey IData, I2021) 

Cronbach’s Ialpha Iwas Iused Ito Imeasure Ithe Ireliability Iof Ithe Idata Ibefore Icarrying Iout 

Ithe Iactual Istudy. IA Itotal Iof I7 Iquestionnaires Iwere Iused Ifor Ithe Ipilot Istudy. IThe 

Imeasurement Iyielded Ialpha Icoefficients Iof I0.901 Iwhich Ishowed Ithat Ithe Idata Ihad Ia 

Ivery Ihigh Iconsistency Ilevel. IThe Itest Iwas Isignificant Iin Igeneralizing Ithe Iconsistency Iof 

Ithe Icollected Idata Iand Ito Iminimize Irandom Ierrors Iwhich Imay Ihave Iappeared Iand Ito 

Iincrease Ithe Ireliability Iand Istability Iof Ithe Idata Icollected. 

3.6.6 Validity Tests 

Validity Iis Idefined Ias Ithe Idegree Ito Iwhich Ian Iinstrument Iof Iresearch Imeasures Iwhat Iit 

Iis Isupposed Ito Imeasure Iand Inot Iany Iother(Mugenda, 2008). IIn Iother Iwords, Iany 

Iinstrument Ideveloped Ifor Ia Istudy Imust Iactually Iaddress Ithe Iphenomenon Iin Iquestion 

Ifor Iit Ito IbeIdeemed Ivalid, Ithus Iestablishing Ithe Irelationship Ibetween Idata Iand Irelevant 
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Ivariables Iof Istudy. IThe Iinstrument Ideveloped Imust Ibe Iable Ito Icontain Iquestions Ithat 

Itest Ithe Icontent Iof Ithe Istudy Ii.e Icontent Ivalidity. IOpinions Iof Ithe Iresearch Isupervisor 

Iwas Isought Iin Ithe Iprocess Iof Idesigning Iand Ideveloping Iof Ithe Iinstrument Ito Ivalidate 

Ithe Icontent Iand Iface Ivalidity Iwas Iapplied Ito Icheck Ithe Iappearance Ijust Ito Iconfirm Ithe 

Iinstrument Iwas Ilikely Ito Imeasure Iwhat Iit Iclaims Ito. IFor Ithis Istudy Ithe Iresearcher 

Imainly Irelied Ion Icontent Ivalidity; Iwhich Iis Ithe Imeasure Iof Idegree Iof Iaccuracy Iwith 

Iwhich Ian Iinstrument Iis Iable Ito Icapture Iand Iaccurately Imeasure Ithe Ivariables I(content). 

IValidity Iis Iconcerned Iwith Ithe Iaccurate Imeasure Iof Iresults Iand Igeneralization Iof Ithe 

Isame Ito Ithe Ipopulation. 

3.7 Data Analys is and Presentation 

All Ithe Iinformation Icollected Iwas Ichecked Ifor Iconsistency Iand Iaccuracy Iof Iresponses 

Iby Ithe Irespondents Iand Ithorough Icleaning Iwas Idone Ito Ieliminate Ipotential Ierrors. IThe 

Idata Iwas Ianalyzed Iusing Iregression Istatistical Imodel. I 

The Istudy Iapplied Ithe Iuse Iof Iregression Ianalysis Itechnique Iand Ispecifically Iapplied 

Imultiple Iregression Imodel Iin Ithe Iform Iof; 

i. Ү=βօ I+ Iβ1X1 I+ Iβ2X2……… IβnXn I I+ Iε 

Where; 

𝑌= IDependent Ivariable: Non-financial performance measured in terms of take rate, sales units, 

brand preference and customer share 

X1-n I= IIndependent Ivariables: Promotional mix strategies applied in terms of sals promotion, 

personal selling and public relations 
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β1- In I I= IRegression Icoefficients Ior Ichange Iinduced Iin IY Iby Ieach IX 

β0 I= IConstant 

ε= IError 

Source: I(Mugenda & Mugenda, 2003). 

3.8 Ethical Considerations 

Ethical Iconsiderations Iwere Iobserved Iduring Ithe Istudy Iby Iminimally Iinvolving Iexternal 

Iparties Iin Ithe Iresearch Iexcept Iwhere Ithere Iwas Iserious Ineed. IAnd Iwhere Isuch Ineeds 

Iarose Ithe Iparties Iinvolved Iwere Itrained Iand Iadvised Ion Iwhat Ito Ido Iat Iwhat Istage, 

Ithough Imost Iof Ithe Iprocesses Iwere Icarried Iout Iby Ithe Iresearcher Iwith Ithe Ihelp Iof Ithe 

Isupervisor. I 

The Iquestionnaires Ithat Iwere Iused Iwere Ideveloped Iby Ithe Iresearcher Iaddressing Ithe 

Iresearch Iproblem Iand Ithose Iwho Iwere Iinvolved Ias Iparticipants/ Irespondents Iwere Iasked 

Ito Ivolunteer Iby Iself-consenting Iand Ithe Idata Icollected Ifrom Ithem Iwere Itreated Ias 

Iconfidential Iand Inot Ishared Iby Iany Iother Iparty Iand Itheir Iidentities Iwere Iconcealed. 

IThe Ifindings Iwill Ibe Ishared Iby Iagencies Iwhich Iwill Imake Imeaning Iout Iof Ithe 

Ifindings Iin Isolving Irelated Iproblems Ior Iwho Iwill Ienrich Iit Ifor Ireference Iin Ifuture 

Istudies. 
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CHAPTER FOUR 

RESULTS AND DISCUSSIONS 

 

This Ichapter Ipresents Ithe Ifindings Ion Ithe Ieffects Iof Ipromotional Imix Istrategies Ion Ithe 

Inon-financial Iperformance Iof Isupermarkets Iin IKisumu ICity. IIt Ientails Ithe Iresponse Irate, 

Ireliability Itest, Ibackground Iinformation Iof Ithe Irespondents, Idescriptive Istatistics, Iand 

Iinferential Istatistics. IThe Iresults Iare Ipresented Iin Itables Iand Icharts. 

4.2 Response Rate 

The Iresearcher Isought Ito Iestablish Ithe Iresponse Irate Iof Ithe Isampled Irespondents. IThe 

Iresults Iare Ipresented Iin ITable I4.1. 

Table I4.1: IResponse IRate 

Questionnaires Frequency Percent 

Response 97 88 

Non-response 13 12 

Total 110 100 

Source: I(Survey IData, I2021) 

Out Iof Ithe I110 Iquestionnaires Iissued, Ia Itotal Iof I97 Iwere Icollected. IThe Iresponse Irate 

Iwas Ifound Ito Ibe I88%. IThe Istudy Iwas Ifound Ito Ibe Isuccessful Iand Idata Iwas 

Iconsidered Isufficient Ito Ibe Iused Ifor Ianalysis Iaccording Ito I(Babbie, 1995) Iwho 

Iconsidered I70% Iresponse Irate Iand Iabove Ito Ibe Ivery Isufficient Ifor Ianalysis. 
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4.4 Back ground information of the respondents 

Table I4.2 IBackground Iinformation 

4.4.1Supermarket name 
Respondents Iper 

Isupermarket 

Variables Frequency I 
Percentages 

I(%) 

  
 

AppMatt 11  I I11.3 

Chandarana 8  I I8.3 

Game 9  I I9.3 

Khetias 17  I I17.5 

KibuyeMatt 10  I I10.3 

Naivas 13  I I13.4 

Quickmart 18  I I18.6 

Shivling 

11 I I I I I I I 

I I I I I I I I I 

I I I 

 I I11.3 

Total I 97 100.0 

Source: I(Survey IData, I2021) 

 

 

 

4.4.2Gender   

Male 59 60.8 

Female 38 39.2 

Total 97 100.0 

Source: I(Survey IData, I2021)   

 

 

 

 

4.4.3Duration of working in the supermarket 

  Less Ithan I1 Iyear 20 20.6 

1-5 Iyears 58 59.8 

6-10 Iyears 14 14.4 

More Ithan I10 Iyears 5 5.2 

Total 97 100.0 

Source: I(Survey IData, I2021) 
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4.4.4 Positionin the supermarket 

Branch Imanager 4 4.1 

Stores IOfficer 22 22.7 

Floor Isupervisor 29 29.9 

Procurement Iofficer 6 6.2 

Cashier I I I I I I I I I I 3 3.1 

Line Iattendant I I I I 25 25.8 

Other 8 8.2 

Total 97 100.0 

 ISource: I(Survey IData, I2021) 

The Ifindings Irevealed Ithat Imajority I18(18.5%) Iof Ithe Istudy Iparticipants Iwere Ifrom 

IQuickmart Isupermarket, I17(17.5%) Ifrom IKhetias, Iand I13(13.4) Ifrom INaivas. IAppmatt 

Iand IShivling Isupermarkets Ihad Iequal Inumber Iof Irespondents I11(11.3%). IKibuye Imatt 

Ihad I10(10.3%) Irespondents Iwhile IGame Ihad I9(9.3%) Irespondents. IThe Ileast Inumber Iof 

Irespondents I8(8.3%) Iwere Ifrom IChandarana. IOn Igender, Ithe Ibigger Inumber Iwas Ifound 

Ito Iconsist Iof Imale I59(60.8%) Iwhile Ifemale Iwere Ionly I38(39.2%). IOn Iduration Iof 

Iworking Iin Ithe Isupermarket, Imajority I58(59.8%) Iof Ithe Irespondents Ihad Iworked Iin Ithe 

Isupermarket Ifor I1-5 Iyears, I20(20.6%) Ihad Iworked Ifor Iless Ithan Ia Iyear, I14(14.4%) Ihad 

Iworked Ifor I6-10 Iyears, Iwhile Ithe Iminority I5(5.2%) Ihad Iworked Ifor Imore Ithan I10 

Iyears. I 

The Ifindings Ifurther Irevealed Ithat Ia Ilarge Iproportion I29(29.9%) Iof Ithe Iparticipants 

Iwere Ifloor Isupervisors Ifollowed Iby Iline Iattendants I25(25.8%), Istores Iofficers Iwere 

I22(22.7%) Iwhile Iprocurement Iofficers Iwere I6(6.2%) of the participants. IThere Iwere I4 

I(4.1%) IbranchImanagers Iand I3 I(3.1%) Icashiers Iwhile Ithe Irest Iof Ithe Irespondents 

I8(8.2%) Iheld Ivarious Ipositions Ilike Iclerks, Iand Iother Istaff. 
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4.4.5. Education Level 

 

Source: I(Survey IData, I2021) 

Figure I4.1 IEducation Ilevel 

 

Majority I40(41.2%) Iof Ithe Istudy Iparticipants Ihad Iattained IDiploma Ias Itheir Ihighest 

Ieducation Ilevel. IThis Iwas Ifollowed Iby I28(28.9%) Iwho Ihad Isecondary Ieducation Iand 

I25(25.8%) Iwho Istated Ito Ihave Iundergraduate Idegrees. IThe Ileast Inumber Iof Irespondents 

I4(4.1%) Ihad Ipost Igraduate Ieducation. I IThis Iimplies Ithat Ialmost Iall Iparticipants Iwere 

Iknowledgeable Iand Iwere Iable Ito Irespond Ito Ithe Iquestions Ifrom Ithe Ipoint Iof 

Iunderstanding Iin Iregard Ito Ithe Istudy Iobjectives. 
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4.4.6 Duration of operation in Kisumu 

 

 

Source: I(Survey IData, I2021) 

Figure I4.2 IDuration Iof Ioperation 

 

Most Isupermarkets Ihad Ioperated Iin IKisumu Ifor I1-5 Iyears Iaccording Ito I59(60.8%) Iof 

Ithe Irespondents. IAnother Iproportion Iof I24(24.7%) Istated Ithat Ithe Isupermarket Ihad 

Ioperated Ifor I6-10 Iyears. IThe Iminority I14(14.4%) Iindicated Ithat Ithe Isupermarkets Ihad 

Ioperated Iin IKisumu Ifor I11-15 Iyears. IFigure I4.2 Ifurther Iindicated Ithat Ino Isupermarket 

Iunder Istudy Ihad Iits Ioperations Iin IKisumu Ifor I16-20 Iyears Ior I21 Iyears Iand Iabove. 

Its Inoticed Ifrom Ithe Irespondents Ithat Isupermarkets Iunder Istudy Ihad Ibeen Ioperation Ifor 

Iat Ileast Imore Ithan Ione Iyear, Iimplying Ithat Ithe Iperiod Ithey Ihad Iexisted Iwas Ienough Ito 

Ipractice Isome Iform Iof Ipromotional Istrategies. 

 

60.8%
24.7%

14.4%

0 0

1-5years

6-10 years

11-15 years

16-20 years

21 years and above



46 
 

4.4.7 Number of employees 

 

Source: I(Survey IData, I2021) 

Figure I4.3: INumber Iof Iemployees 

 

The Istudy Iresults Iestablished Ithat Imost Isupermarkets I46(47.4%) Ihad I51-100 Iemployees. 

IThose Ithat Ihad Iless Ithan I50 Iemployees Iwere I34(35.1%). IThe Iresults Ialso Irevealed Ithat 

Isupermarkets Ihad I151-200 Iemployees Ias Iindicated Iby I8(8.3%) Iof Ithe Irespondents. 

IThere Iwere I101-150 Iemployees Ias Irevealed Iby I6(6.2%) of the respondents. IThe Iminority 

I3(3.1%) Istates Ithat Ithe Isupermarket Ihad Imore Ithan I200 Iemployees. IThe Istudy Irevealed 

Ithat Ithe Inumber Iof Iemployees Iin Ieach Isupermarket Iqualifies Ithe Ioutlets Ito Ibe 

Isupermarkets Ihence Ithe Ioutcome Iof Ithe Istudy Iwould Ibe Iapplied Iin Ia Isupermarket Iset 

Iup. 
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4.4.8 Number of outlets in Kenya 

 

Source: I(Survey IData, I2021) 

Figure I4.4 INumber Iof Iout lets Iin IKenya 

The Istudy Ifindings Irevealed Ithat Ithe Ibiggest Inumber I39(40.2%) Iof Ithe Isupermarkets 

Ihad Iless Ithan I10 Ioutlets Iin IKenya. IThe Isupermarkets Ithat Ihad I11-20 Ioutlets Iin IKenya 

Iwere Isupported Iby I32 I(33.0%) Iresponses. And a further I11(11.3%) Iparticipants Istated 

Ithat Ithe Isupermarket Ithey Iworked Iin Ihad I31-30 Ioutlets Iand I7(7.2%) Iindicated Ithat Ithe 

Isupermarket Ihad Imore Ithan I50 Ioutlets. IThose Ithat Ihad I21-30 Iand I31-40 Ioutlets Iin 

IKenya Iwere Irecorded Iby I4(4.1%) Iof Ithe Irespondents. IIn Iindicating Ithe Inumber Ioutlets 

Iof Ithe Isupermarkets, Ithe Istudy Iresults Isuggested Ithe Iscope Iwhich Iwould Ibe Iaffected 

Iby Iany Iapplication Iof Iany Ipromotional Istrategy Iat Iany Igiven Itime. 
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4.5 Descriptive Analysis on promotional mix strategies application in supermarkets in  

Kisumu city.   

 

4.5.1 Application of sales promotional mix strategies in the supermarkets in Kisumu city. 

Table I4.3: IRespondents Iresponses 

Promotional Istrategies 

Not Iat 

Iall 

Small 

Iextent 

Moderate 

Iextent 

Great 

Iextent 

Very 

Igreat 

Iextent 

Competition 
18 I(18.6) 

25 

I(25.8) 
25(25.8) 

16 

I(16.4) 
13 I(13.4) 

Discounts I I I I I I I 
0 I(0) 6 I(6.2) 19 I(19.6) 

49 

I(50.5) 
23 I(23.7) 

Rebates 
41 I(42.3) 

25 

I(25.8) 
15 I(15.5) 8 I(8.2) 8 I(8.2) 

Give Iaways/ Ifree Isamples 
6 I(6.2) 

14 

I(14.4) 
37 I(38.1) 

28 

I(28.9) 
12 I(12.4) 

Gift Ivouchers 
15 I(15.4) 

18 

I(18.5) 
33 I(34.0) 

17 

I(17.5) 
14 I(14.4) 

Bonus Ipacks 
12 I(13.9) 

10 

I(11.6) 
24 I(27.9) 

25 

I(29.0) 
15 I(17.4) 

Source: I(Survey IData, I2021) 

 

When Irespondents Iwere Iasked Iabout Ithe Iextent Ito Iwhich Isales Ipromotional Imix 

Istrategies Iare Iapplied Iby Ithe Isupermarkets, Ithey Ireported Ithat, Icompetition Iwas Iused Ito 

Ia Ismall Iextent Ias Ireported Iby I25 I(25.8%) Iof Ithe Irespondents Iand I18 I(18.6%) Iwho 

Istated Ithat Iit Iwas Inot Iused Iat Iall. IaAt the same time 16(16.4%) Ifelt Ithat Icompetition 

Iwas Iused Ito Ia Igreat Iextent Iwhile I13 I(13.4%) Ihad Ithe Iopinion Ithat Iit Iwas Ibeing Iused 

Ito Ia Ivery Igreat Iextent. IThose Iwho Ifelt Ithat Icompetition Iwas Ibeing Iused Ito Ia 

Imoderate Iextent Iwere I25 I(25.8%) of the respondents. I 

None Iof Irespondents Istated Ithat Idiscount Iwas Inot Iused Iat Iall, Iwhile I6(6.2%) Iindicated 

Ithat Idiscount Iwas Iused Ias Ia Iform Iof Isales Ipromotion. I IThe Irespondents Iwho Istated 
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Ithat Idiscount Iwas Iused Imoderately Iwere I19(19.6%) Iwhile Ithose Iwho Istated Ithat 

Idiscount Iwas Iused Ito Ia Igreat Iextent Iwere I49(50.5%) Iand Ithose Iwho Ihad Ithe Iopinion 

Ithat Idiscount Iwas Iused Ito Ia Ivery Igreat Iextent Iwere I23(23.7%) of the respondents. 

In Iconsideration Iof Irebates Ias Ia Istrategy Iof Isales Ipromotion, I41(42.3%) Iof Ithe 

Irespondents Istated Ithat Irebates Iis Inot Iused Iat Iall, Iwhile I25(25.8%) Iof Ithe Irespondents 

Iindicated Ithat Irebates Iis Iused Ito Ia Ismall Iextent, Iat Ithe Isame Itime I15(15.5%) Ihad Ithe 

Iopinion Ithat Irebates Iis Iusually Iused Imoderately, Iwhile I8(8.2%) Iof Ithe Irespondents 

Istated Ithat Irebates Iis Iused Ito Igreat Iextent Iand Ivery Igreat Iextent. 

Give Iaways/ Ifree Isamples Ias Ia Istrategy Iof Isales Ipromotion Iwas Iused Ito Ia Ismall Iextent 

Ias Iindicated Iby I14(14.4%) Iof Ithe Irespondents Iwhile I6(6.2%) Iof Ithe Irespondents Istated 

Ithat Igive Iaways/ Ifree Isamples Iwere Inot Iused Iat Iall. Of the total respondents, I37(38.1%) 

Istated Ithat Igive Iaways/ Ifree Isamples Iwere Iused Ito Imoderate Iextent, Iwhile I28(28.9%) 

Iof Ithe Irespondents Ihad Ithe Iopinion Ithat Igive Iaways/ Ifree Isamples Iwere Iused Ito Ia 

Igreat Iextent Iand I12(12.4%) Iindicated Ithat Igive Iaways/ Ifree Isamples Iwere Iused Ito Ia 

Ivery Igreat Iextent. 

On the application of gift vouchers,15(15.4%) Iof Ithe Irespondents Istated Ithat Igift Ivouchers 

Iwas Inot Iused Iat Iall, Iwhile I18(18.5%) Iwere Iof Ithe Iopinion Ithat Igift Ivouchers Iwere 

Iused Ito Ia Ismall Iextent. At the sametime I33(34.0%) Iof Ithe Irespondents Istated Ithat Igift 

Ivouchers Iwas Iused Ito Ia Imoderate Iextent Ias Ia Istrategy Iof Isales Ipromotion, Iwhile 

I17(17.5%) Iof Ithe Irespondents Iindicated Ithat Igift Ivouchers Iwere Iused Ito Ia Igreat Iextent 

Iand I14(14.4%) Iof Ithe Irespondents Iwere Iof Ithe Iopinion Ithat Igift Ivouchers Iwere Iused 

Ito Ia Ivery Igreat Iextent Ias Ia Istrategy Iof Isales Ipromotion. 
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Regarding the bonus packs, 12(13.9%) Iof Ithe Irespondents Iindicated Ithat Ibonus Ipacks Iwas 

Inot Iused Iat Iall Ias Ia Istrategy Iof Isales Ipromotion, Iwhile10(11.6%) Iof Ithe Irespondents 

Istated Ithat Ibonus Ipacks Iwas Iused Ibut Ito Ia Ismall Iextent, Ianother I24(27.9%) Iof Ithe 

Irespondents Istated Ithat Ibonus Ipacks Iwas Iused Ito Ia Imoderate Iextent I, Iat Ithe Isame 

Itime I25(29.0%) Istated Ithat Ibonus Ipacks Iwas Iused Ito Ia Igreat Iextent Ias Ia Istrategy Iof 

Isales Ipromotion IandI15(17.4%) Ihad Ithe Iopinion Ithat Ibonus Ipacks Iwas Iused Ito Ia Ivery 

Igreat Iextent Ias Ia Istrategy Iof Isales Ipromotion. 

 

Table I4.4: IRespondents Iresponses Ion Ithe Iextent Iof Ifrequency Iof Iapplication Iof 

Isales Ipromotional Iactivities Iin Isupermarkets. 

Sales Ipromotion 

Strongly 

Idisagree 
Disagree Not Isure Agree 

Strongly 

Iagree 

Regular Iin Isales I 

Ipromotional Iactivities 
8 I(8.2) 12 I(12.4) 12 I(12.4) 48 I(49.5) 17 I(17.5) 

Rarely Iconduct Isales 

Ipromotion Iwithin Ithe 

Ioutlet 

13 I(13.4) 53 I(54.6) 8 I(8.2) 13 I(13.4) 10 I(10.3) 

No Isales Ipromotional 

Iactivities 
22 I(22.7) 55 I(56.7) 7 I(7.2) 7 I(7.2) 6 I(6.19) 

The 

Imanagement 

Ihas Ia 

Iprogram Ifor 

Isales 

Ipromotion 

2 I(2.0) 5 I(5.1) 25 I(25.8) 38 I(39.2) 27 I(27.8) 

Source: I(Survey IData, I2021) 

 

From Ithe Itable Iabove, I8(8.2%) Iof Ithe Irespondents Istrongly Idisagreed Ithat Ithey Iconduct 

Iregular Ipromotional Iactivities, I12(12.4%) Istated Ithat Ithey Idisagree Ithat Ithey Iregularly 

Iconduct Isales Ipromotion, Iwhile I12(12.4%) Iof Ithe Irespondents Iwere Inot Isure. At the 

same time Ia48(49.5%) Iof Ithe Irespondents Ihowever Iagreed Ithat Ithey Iregularly Iconduct 
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Isales Ipromotion Iwithin Itheir Ioutlets Iand I17(17.5%) Istrongly Iagreed Ithat Ithey Iare 

Iregular Iin Iconducting Isales Ipromotion. 

On Iwhether Ithey Irarely Iconduct Isales Ipromotion Iin Itheir Ioutlets, I13(13.4%) Iof Ithe 

Irespondents Istrongly Idisagreed, Iwhile I53(54.6%) Idisagreed Ithat Ithey Irarely Iconduct 

Isales Ipromotion, Ianother I8(8.2%) Iof Ithe Irespondents Iwere Inot Isure Iwhile I13(13.4%) 

IagreedIthat Ithey Irarely Iconduct Isales Ipromotion Iwithin Itheir Ioutlets, Iadditionally 

I10(10.3%) Istrongly Iagreed Ithat Ithey Irarely Iconduct Isales Ipromotion. 

On Iwhether Ithey Ihave Inot Iconducted Iany Isales Ipromotional Iactivity Isince Ithe Ibeginning 

Iof Ithe Iyear I22(22.7%) Iof Ithe Irespondents Istrongly Idisagreed Iand I55(56.7%) Idisagreed 

Iwhile Ianother I7(7.2%) Iwere Inot Isure. I7(7.2%) Iof Ithe Irespondents Iagreed Ithat Ithey 

Ihave Inot Iconducted Iany Isales Ipromotional Iactivity Isince Ithe Ibeginning Iof Ithe Iyear 

Iwhile I6(6.19%) Istrongly Iagreed Ithat Ithey Ihave Inot Iconducted Iany Isales Ipromotion 

Isince Ithe Ibeginning Iof Ithe Iyear. 

On the same note, 2(2.0%) Iof Ithe Irespondents Istrongly Idisagreed Ithat Ithe Imanagement 

Ihas Isales Ipromotion Iprogram Iwhile I5(5.1%) Idisagreed Ithat Ithe Ioutlet Imanagement Ihas 

Isales Ipromotion Iprogram. I25(25.8%) Iof Ithe Irespondents Iwere Inot Isure Iwhether Ithe 

Imanagement Ihas Iany Isales Iprogram Iin Iplace, Ifurther I38(39.2%) Iof Ithe Irespondents 

Iagreed Ithat Ithe Imanagements Ihave Iprograms Ifor Isales Ipromotions Iin Itheir Irespective 

Ioutlets Iand I27(27.8%) Istrongly Iagreed Ithat Iindeed Imanagements Ihave Isales Ipromotional 

Iplans. 
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Table I4.5: IRespondents Iresponses Ion Iextent Iof Ieffect Iof Isales Ipromotional Imix 

Istrategies Iin Isupermarkets. 

Statement 

Strongly 

Idisagree 
Disagree Not Isure Agree 

Strongly 

Iagree 

More Ishoppers Itraffic 3 I(3.1) 3 I(3.1) 7 I(7.2) 45 I(46.4) 39 I(40.2) 

Mix Iof Isales Ipromotion 3 I(3.1) 7 I(7.2) 0 I(0) 64 I(66.0) 23 I(23.7) 

Customers Iprefer Iyour Ioutlet 1 I(1.0) 7 I(7.2) 25 I(25.8) 38 I(39.2) 26 I(26.8) 

Supermarket Icommunicates Ito 

Icustomers 
6 I(6.2) 14 I(14.4) 13 I(13.4) 42 I(43.3) 22 I(22.7) 

Source: I(Survey IData, I2021) 

 

As Ishown Iabove Ion Ithe Itable, I3(3.1%) Iof Ithe Irespondents Istrongly Idisagreed Ithat Ithere 

Iare Imore Ishoppers Iduring Isales Ipromotion, I3(3.1) Idisagreed Iwhile Ia Ifurther I7(7.2%) 

Iwere Inot Isure Iwhether Isales Ipromotion Ienhances Ishopper Itraffic Iin Itheir Ioutlets. IThose 

IrespondentsIwho Iagreed Ithat Isales Ipromotion Ienhances Ishopper Itraffic Iwere I45(46.4%) 

Iand Ia Ifurther I39(40.2%) Istrongly Iagreed Ithat Ithere Iis Imore Itraffic Iin Ithe Isupermarkets 

Iwhen Ithere Iis Isales Ipromotional Iactivity. 

On whether supermarkets practice a mix of sales promotion, 3(3.1%) Iof Ithe Irespondents 

strongly Idisagreed Ithat Ithey Ipractice Ia Imix Iof Isales Ipromotion, Iwhile I7(7.2%) Idisagreed 

Ithat Ithey Ipractice Imultiple Isales Ipromotional Istrategies, also 64(66.0%) Iof Irespondents 

Iagreed Ithat Iindeed Ithey Iconduct Ia Imix Iof Isales Ipromotion, Iwhile I23(23.7%) Istrongly 

Iagreed Ithat Ithey Ipractice Imany Iforms Iof Isales Ipromotion Iand Inone Iof Ithe Irespondent 

Iwas Inot Isure I 

 

On Ias Ito Iwhether Icustomers Iprefer Ithe Ioutlet Ias Ia Iresult Iof Ifrequent Ipromotions 

I1(1.0%) Iof Ithe Irespondents Istrongly Idisagreed Iwhile I7(7.2%) Idisagreed while I25(25.8%) 
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Iwere Inot Isure Iwhether Ipromotional Iactivities Imakes Ishoppers Iprefer Itheir Ioutlets. 

However, I38(39.2%) Iof Ithe Irespondents Iagreed Ithat Iindeed Isales Ipromotional Iactivities 

Iattracts Icustomers Iand Imakes Icustomers Iprefer Itheir Ioutlets Iwhile I26(26.8%) Iof Ithe 

Irespondents Istrongly Iagreed. 

As Ito Iwhether Isupermarkets Icommunicate Ito Icustomers Iabout Ivarious Ipromotional 

Iactivities Ithey Iconduct I6(6.2%) Istrongly Idisagreed, Iwhile I14(14.4%) Idisagreed Ithat 

Isupermarkets Icommunicate Ito Icustomers Iabout Icurrent Iand Ifuture Ipromotional Iactivities 

Ito Ibe Icarried Iout. At the same time I13(13.4%) Iof Ithe Irespondents Iagreed Ithat 

Isupermarkets Icommunicates Ito Itheir Icustomers Iand I43(43.3%) Iusually Ipass Iinformation 

Ito Itheir Icustomers Iregarding Ipromotions Ibeing Iconducted. I I IFurther I22(22.7%) Iof Ithe 

Irespondents Istrongly Iagree Ithat Imost Isupermarkets Icommunicate Ito Itheir   customers 

about  promotions they conduct. 
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Table I4.6: IDescriptive Istatistics Ion Ithe Iapplication Iof Isales Ipromotional Imix 

Istrategies Iin Isupermarkets Iin IKisumu Icity.   

  

The Iresults Ifor Idescriptive Istatistics Ias Ishown Iin Itable I4.6 Iabove, Iwith IN I= I97 I Ias 

Ithe Itotal Inumber Iof Irespondents Iindicate Ithe Ifollowing Ias Ithe Ifindings; Isales 

Ipromotional Istrategies Iare Iapplied Ito Ia Imoderate Iextent Iby Ithe Isupermarkets Ias Ishown 

Statement N Minimum Maximum Mean 
Std. I 

IDeviation 

Competition 97 1 5 2.82 1.377 

Discounts 97 1 5 3.07 1.409 

Rebates 97 1 5 2.56 1.384 

Give Iaways I/free Isamples 97 1 5 2.91 1.393 

Gift Ivouchers 97 1 5 2.84 1.397 

Bonus Ipacks 97 1 5 2.92 1.434 

Regular Iin Isales Ipromotional 

Iactivities 
97 1 5 3.56 1.163 

Rarely Iconduct Isales Ipromotion 

Iwithin Ithis Ioutlet 
97 1 5 2.53 1.191 

No Isales Ipromotional Iactivities Iso 

Ifar Iconducted Isince Ithe Ibeginning 

Iof Ithe Iyear 

97 1 5 2.18 1.061 

The Imanagement Ihas Ia Iprogram 

Iand Ibudget Ifor Isales Ipromo 
97 1 5 3.86 0.957 

The Isupermarkets Iexperience Imore 

Ishoppers Itraffic Iduring Ipromotion 
97 1 5 4.18 0.924 

The Isupermarket Ipractices Ia Imix Iof 

Isales Ipromotion Istrategies Iregularly 
97 1 5 4.07 0.767 

Many Icustomers Iprefer Iyour Ioutlet 

Ibecause Iof Iregular Isales 

Ipromotional Iactivities Iyou Iconduct 

97 1 5 3.84 0.943 

The Isupermarket Iusually 

Icommunicate Ito Icustomers Iabout 

Isales Ipromotion Iactivities Iat Ia 

Itime 

97 1 5 3.62 1.168 

Overall Imean 97  I  I 3.211 1.183 
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Iby Ithe Ioverall Imean Ivalue Iof I3.211 Iand Ia Istandard Ideviation Ivalue Iof I1.183. IThis 

Iresponse Iimplies Ithat Ithe Isupermarkets Iapply Isales Ipromotional Istrategies Ito Ia 

Irelatively Imoderate Iextent. 

4.5.2Application of personal selling strategies in the supermarkets in Kisumu city 

Table I4.7: IRespondents Iresponses Ion Ithe Iform Iof Ipersonal Iselling Istrategies 

Iapplied Iin Isupermarkets Iin IKisumu Icity.  

Statement 

Strongly 

Idisagree 
Disagree 

Not 

Isure 
Agree Strongly Iagree 

Customer Ifollow Iup 
10 I(10.3) 

40 

I(41.2) 

21 

I(21.6) 

17 

I(17.5) 
9 I(9.3) 

Order Itaking Ifor 

Icustomers 
10 I(10.3) 

20 

I(20.6) 

29 

I(29.9) 

28 

I(28.9) 
10 I(10.3) 

Customer Itracking 
6 I(6.2) 

46 

I(47.4) 
7 I(7.2) 

16 

I(16.5) 
22 I(22.7) 

Merchandising 
5 I(5.1) 9 I(9.3) 4 I(4.1) 

36 

I(37.1) 
43 I(44.3) 

Customer Iengagement 
6 I(6.2) 

21 

I(21.5) 

29 

I(29.9) 

24 

I(24.7) 
17 I(17.5) 

Source: I(Survey IData, I2021) 

 

The Itable Iabove Ishows Ithat I10(10.3%) Iof Ithe Irespondents Istrongly Idisagreed Ithat 

Icustomer Ifollow Iup Ias Ia Istrategy Iof Ipersonal Iselling Iwas Iapplied Iby Isupermarkets, 

Iwhile I40(41.2%) Iof Ithe Irespondents Istated Ithat Ithey Idisagree. IAnother I21(21.6%) Iof 

Ithe Irespondents Iwere Inot Isure Iwhile I17(17.5%) Iof Ithe Irespondents Iagreed Ithat 

Isupermarkets Ipractice Ifollow Iup Ias Ia Ipersonal Iselling Istrategy, Ifurther I9(9.3%) Iof Ithe 

Irespondents Istrongly Iagreed Ithat Ithey Ipractice Ifollow Iup Istrategy. 

10(10.3%) Iof Ithe Irespondents Iinterviewed Istrongly Idisagreed Ithat Isupermarkets Ipractice 

Iorder Itaking, I20(20.6%) Idisagreed Iwhile I29(29.9%) Iof Ithe Irespondents Iwere Inot Isure 

Iwhether Ithe Isupermarkets Ipractice Iorder Itaking. I28(28.9%) Iof Ithe Irespondents Iagreed 
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IthatIorder Itaking Iis Ipracticed Ias Ia Ipersonal Iselling Istrategy Iwhile I10(10.3%) Istrongly 

Iagreed. ICustomer Itracking Istrategy Iof Ipersonal Iselling Iwas Iused Iby Isupermarkets Ias 

Istated Iby I6(6.2%) Iof Ithe Irespondents Iwho Istrongly Idisagreed, I46(47.4%) Idisagreed 

Iwhile I7(7.2%) Iwere Inot Isure. IFurther I16(16.5%) Iof Ithe Irespondents Iagreed Ithat 

Isupermarkets Ipractice Icustomer Itracking Istrategy Iof Ipersonal Iselling, Iwhile I22(22.7%) 

Istrongly Iagree. IMerchandising Ias Ia Istrategy Iof Ipersonal Iselling Iis Ipracticed Iby 

Isupermarkets Ias Iindicated Iby I43(44.3%) Iwho Istrongly Iagreed Ithat Isupermarkets Ipractice 

Imerchandising, I36(37.1%) Iagreed Iwhile, I4(4.1%) Iof Ithe Irespondents Iwere Inot Isure. IOf 

Ithe Irespondents I9(9.3%) Idisagreed Iand I5(5.1%) Istrongly Idisagreed Ithat Imerchandising 

Iis Ipracticed Iin Itheir Isupermarkets. IIn Ireference Ito Icustomer Iengagement, I6(6.2%) 

Istrongly Idisagreed Ithat Isupermarkets Iengages Itheir Icustomers, I21(21.5%) Idisagreed 

Iwhile I29(29.9%) Iwere Inot Isure. I24(24.7%) Iof Ithe Irespondents Iagreed Ithat Isupermarkets 

Iengages Itheir Icustomers Iwhile I17(17.5%) Istrongly Iagreed Ithat Isupermarkets Iengages 

Itheir Icustomers. 

Table I4.8: IRespondents Iresponses 

Personal Iselling Istrategies 

Not Iat 

Iall 

Small 

Iextent 

Moderate 

Iextent 

Great 

Iextent 

Very 

Igreat 

Iextent 

Order Itaking 

11 

I(11.3) 
31 I(32.0) 

17 I 

I(17.5) 

18 

I(18.5) 

20 

I(20.6) 

Order Icreation 

14 

I(14.4) 
29 I(29.9) 23 I(23.7) 

20 

I(20.6) 

11 

I(11.3) 

Order Igetting 

10 

I(10.3) 
35 I(36.1) 26 I(26.8) 

14 

I(14.4) 

12 

I(12.4) 

Customer Ifollow Iup 

30 

I(30.9) 
29 I(29.9) 20 I(20.6) 

12 

I(12.4) 
6 I(6.2) 

Customer Ifeedback Itracking 

35 

I(36.1) 
12 I(12.4) 20 I(20.6) 

18 

I(18.5) 

12 

I(12.4) 

Point Iof Isale Imerchandising 
7 I(7.2) 4 I(4.1) 6 I(6.2) 

41 

I(42.3) 

39 

I(40.2) 

Source: I(Survey IData, I2021) 
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Order Itaking Ipersonal Iselling Istrategy Iis Inot Ipracticed Iat Iall Ias Istated Iby I11(11.3%) Iof 

Ithe Irespondents Iwhile I31(32.0%) Istated Ithat Iorder Itaking Iwas Ipracticed Ito Ia Ismall 

Iextent, I17(17.5%) Istated Ithat Iorder Itaking Iis Ipracticed Ito Ia Imoderate Iextent, Ia Ifurther 

I18(18.5%) Iof Ithe Irespondents Istated Ithat Iorder Itaking Iis Ipracticed Ito Igreat Iextent Iand 

I20(20.6%) Istated Ithat Iorder Itaking Iis Ipracticed Ito Ia Ivery Igreat Iextent. IOrder Icreation 

Iis Ipracticed Ito Ia Ismall Iextent Ias Istated Iby I29(29.9%) Iof Ithe Irespondents, I14(14.4%) 

Istated Ithat Iorder Icreation Iis Inot Iused Iat Iall, Iwhile I23(23.7%) Iindicated Ithat Iorder 

Icreation Iis Imoderately Iapplied Ias Ipersonal Iselling Istrategy. IFurther I20(20.6%) Iof Ithe 

Irespondents Istated Ithat Iit’s Ipracticed Ito Ia Igreat Iextent Iand I11(11.3%) Istated Ithat Iorder 

Icreation Iis Iused Ito Ivery Igreat Iextent. IOrder Igetting Iis Ipracticed Ito Ismall Iextent Iby 

Isupermarkets Ias Iindicated Iby I35(36.1%) Iof Ithe Irespondents Iwhile I10(10.3%) Iof Ithe 

Irespondents Istated Ithat Iorder Igetting Iis Inot Iused Iat Iall. Another I26(26.8%) Istated Ithat 

Iit Iis Iapplied Imoderately, I14(14.4%) Ion Ithe Iother Ihand Istated Ithat Iorder Igetting Iis 

Iused Ito Ia Igreat Iextent Iand I12(12.4%) Iindicated Ithat Iorder Igetting Iis Iapplied Ito Ia Ivery 

Igreat Iextent. ICustomer Ifollow Iup Iis Inot Iused Iat Iall Iaccording Ito I30(30.9%) Iof Ithe 

Irespondents, I29(29.9%) Istated Ithat Icustomer Ifollow Iup Iis Ipracticed Ito Ismall Iextent 

Iwhile I20(20.6%) Istated Ithat Iit Iis Iused Ito Ia Imoderate Iextent. A further I12(12.4%) Istated 

Ithat Icustomer Ifollow Iup Iis Ipracticed Ito Ia Igreat Iextent Iand I6(6.2%) Iindicated Ithat Iit Iis 

Iused Ito Ia Ivery Igreat Iextent. ICustomer Ifeedback Itracking Iis Ipracticed Ito Ia Ivery Igreat 

Iextent Iaccording Ito I12(12.4%) Iof Ithe Irespondents, I18(18.5%) Iof Ithe Irespondents Istated 

Ithat Iit Iis Iused Ito Ia Igreat Iextent.Also I20(20.6%) Iof Ithe Irespondents Istated Ithat 

Icustomer Itracking Isystem Iis Iapplied Ito Ia Imoderate Iextent Iwhile I12(12.4%) Istated Ithat 
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Iit Iis Iused Ito Ia Ismall Iextent Iand Ia Ifurther I35(36.1%) Iof Irespondents Istated Ithat Iit Iis 

Inot Iused Iat Iall. 

Point Iof Isale Imerchandising Iis Iused Ias Ia Istrategy Ito Ia Igreat Iextent Iaccording Ito 

I41(42.3%) Iof Ithe Irespondents, Ion Ithe Iother Ihand I39(40.2%) Istated Ithat Iit Iis Iused Ito Ia 

Ivery Igreat Iextent Ias Ia Istrategy Iof Ipersonal Iselling. I6(6.2%) Iof Ithe Irespondents Istated 

Ithat Ipoint Iof Isale Imerchandising Iis Iapplied Ito Ia Imoderate Iextent Iwhile I4(4.1%) Istated 

Ithat Iit Iis Iused Ito Ia Ismall Iextent Iand I7(7.2%) Iindicated Ithat Iit Iis Inot Iused Iat Iall. 

Table I4.9: IDescriptive Istatistics Ion Ipersonal Iselling Istrategies Iapplied Iby 

Isupermarkets Iin IKisumu Icity 

Statement N Minimum Maximum Mean 
Std. 

IDeviation 

The Isupermarket Iusually Icommunicate 

Ito Icustomers Iabout Isales Ipromotion 

Iactivities Iat Ia Itime 

97 1 5 2.74 1.148 

The Isupermarket Ipractice Iorder Itaking 

Ifor Icustomers Iwho Imay Inot Ibe Icoming 

Ito Ithe Ioutlet Imore Ioften 

97 1 5 3.08 1.152 

The Isupermarket Ipractice Iorder Itaking 

Ifor Icustomers Iwho Imay Inot Ibe Icoming 

Ito Ithe Ioutlet Imore Ioften 

97 1 5 3.02 1.346 

The Isupermarket Idoes Imerchandising Iat 

Ithe Ipoint Iof Isales 
97 1 5 4.06 1.153 

The Isupermarket Idoes Imerchandising Iat 

Ithe Ipoint Iof Isales 
97 1 5 3.26 1.166 

Order Itaking 97 1 5 2.84 1.434 

Order Icreation 97 1 5 2.88 1.452 

Order Igetting 97 1 5 2.85 1.431 

Customer Ifollow Iup 97 1 5 2.86 1.429 

Customer Ifeedback Itracking Isystem 97 1 5 2.82 1.443 

Point Iof Isale Imerchandising 97 1 5 2.95 1.496 

Overall Imean 97  I  I 3.033 1.332 

Source: I(Survey IData, I2021) 
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The Iresults Ifor Idescriptive Istudy Ion Ithe Iapplication Iof Ipersonal Iselling Ias Ia Istrategy 

Iby Isupermarkets Iin IKisumu Icity Ias Ishown Iin Itable I4.5 Iabove, Iwith IN= I97 Ias Ithe 

Itotal Inumber Iof Irespondents Iindicates Ithe Ifollowing Ias Ithe Ifindings. IOverall Iuse Iof 

Ipersonal Iselling Istrategies Ihave Ibeen Ireported Ito Ia Imoderate Iextent Ias Ishown Ibe Ithe 

Ioverall Imean Ivalue I Iof I3.033 Iand Istandard Ideviation I Ivalue Iof I1.332 Iof Ithe Isampled 

Irespondents. IThis IthusIimplies Ithat Isupermarkets Iin IKisumu Icity Iapply Ipersonal Iselling 

Istrategies Ito Ia Imoderate Iextent. 

4.5.3 Application of public relations strategies in supermarkets in Kisumu cityI 

Table I4.10: IRespondents Iresponses Ion Ithe Iform Iof Ipublic Irelations Ipractices  

Iapplied Iby Ithe Isupermarkets Iin IKisumu Icity. 

 I IPublic Irelations 

Istrategies 

Not Iat 

Iall 

Small 

Iextent 

Moderate 

Iextent 

Great 

Iextent 

Very 

Igreat 

Iextent 

Community Irelationships 
21 I(21.6) 27 I(27.8) 17 I(17.5) 21 I(21.6) 11 I(11.3) 

Sponsorships 
41 I I(42.3) 19 I(19.6) 17 I(17.5) 13 I(13.4) 7 I(7.2) 

Business Ievents 
29 I(29.9) 19 I(19.6) 23 I(23.7) 11 I(11.3) 15 I(15.5) 

Social Imedia Iengagements 
17 I(17.5) 12 I(12.4) 26 I(26.8) 23 I(23.7) 19 I(19.6) 

Advertorials 
15 I(15.5) 15 I(15.5) 19 I(19.6) 31 I(31.9) 15 I(15.5) 

Source: I(Survey IData, I2021) 

 

On community relationships, 21(21.6%) Iof Ithe Irespondents Istated Ithat Icommunity 

Irelationships Iis Inot Iapplied Iat Iall Iby Isupermarkets Ias Ia Iform Iof Ipublic Irelations, 

Iwhile I27(27.8) Istated Ithat Iit Iis Iused Ito Ia Ismall Iextent Iand Ia Ifurther I17(17.5%) Iof Ithe 



60 
 

Irespondents Iindicated Ithat Iit Iis Iused Ito Ia Imoderate Iextent, Ihowever I21(21.6%) Iof Ithe 

Irespondents Istated Ithat Iit Iis Iused Ito Ia Igreat Iextent Iand I11(11.3%) Istated Ithat 

Icommunity Irelationships Iwas Iapplied Ias Ia Istrategy Iof Ipublic Irelations. ISponsorship 

Istrategy Iof Ipublic Irelations Iwas Inot Ipracticed Iat Iall Ias Istated Iby I41(42.3%) Iof Ithe 

Irespondents Iby Ithe Isupermarkets, Iwhile I19(19.6%) Istated Ithat Isponsorships Iare Iused Ito 

Ia Ismall Iextent. IIt Iwas Ialso Iindicated Ithat Isponsorship Iis Iused Ito Ia Imoderate Iextent 

Iaccording Ito I17(17.5%) Iand I13(13.4%) Iof Ithe Irespondents Istated Ithat Iit Iis Iused Ito 

Igreat Iextent, Iwhile I7(7.2%) Istated Iit Iis Iused Ito Ia IveryIgreat Iextent. IBusiness Ievents Iis 

Inot Iused Iat Iall Iby Isupermarkets Ias Istated Iby I29(29.9%) Iwhile I19(19.6%) Iindicating 

Ithat Ibusiness Ievents Iis Iused Ito Ia Ismall Iextent Iand Ia Ifurther I23(23.7%) Istating Ithat 

Ibusiness Ievents Iis Iapplied Imoderately. I11(11.3%) Iof Ithe Irespondents Iindicated Ithat 

Ibusiness Ievents Iis Iused Ito Ia Igreat Iextent Iwhile I15(15.5%) Iwere Iof Ithe Iview Ithat 

Ibusiness Ievents Iis Iused Ito Ia Ivery Igreat Iextent. ISocial Imedia Iengagements Iis Ipracticed 

Iby Isupermarkets Ito Ia Ivery Igreat Iextent Iaccording Ito I19(19.6%) Iof Ithe Irespondents, 

Ianother I23(23.7%) Ihowever Istated Ithat Iit Iis Iused Ito Ia Igreat Iextent Iwhile I26(26.8%) 

Iindicated Ithat Isocial Imedia Iengagements Iis Iused Imoderately. I12(12.4%) Iof Ithe 

Irespondents Iwere Iof Ithe Iview Ithat Isocial Imedia Iis Iused Ito Ia Ismall Iextent Iwhile 

I17(17.5%) Iindicated Ithat Isocial Imedia Iis Inot Iused Iat Iall. IAdvertorials Iare Inot Iused Iat 

Iall Iby Isupermarkets Iaccording Ito I15(15.5%) Iof Ithe Irespondents, Ialso Ianother I15(15.5%) 

Iof Ithe Irespondents Istated Ithat Iit Iis Iused Ito Ia Ismall Iextent. IIt Iwas Ialso Ireported Iby 

I19(19.6%) Iof Ithe Irespondents Ithat Iadvertorials Iare Imoderately Iused Iand I31(31.9%) 

Istated Ithat Iit Iis Iused Ito Ia Igreat Iextent Ias Ia Istrategy Iof Ipublic Irelations. IFurther 

I15(15.5%) Iof Ithe Irespondents Iindicated Ithat Iit Iis Iused Ito Ia Ivery Igreat Iextent. 
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Table I4.11: IRespondents Iresponses Ion Ithe Ispecific Istrategies Iof Ipublic Irelations 

Iused Iby Isupermarkets Iin IKisumu Icity 

Statement 

Strongly 

Idisagree 
Disagree Moderate Agree 

Strongly 

Iagree 

Our Isupermarket Iregularly 

Iengages Iin Icommunity 

Iactivities  I 

13 I(13.4) 30 I(30.9) 31 I(32.0) 7 I(7.2) 16 I(16.5) 

The Isupermarket Iconducts 

Isponsorships Iin Ithe 

Icommunity 

13 I(13.4) 49 I(50.5) 19 I(19.6) 7 I(7.2) 9 I(9.3) 

The Isupermarket Iappears Iin 

Ithe Imainstream Imedia Idue 

Ito Icommunity Iengagements 

7 I(7.2) 43 I(44.3) 19 I(19.6) 20 I(20.6) 8 I(8.3) 

The Isupermarket Ihas Iadopted 

Isocial Imedia Iengagements 

IwithIcustomers I 

8 I(8.3) 19 I(19.6) 26 I(26.8) 29 I(29.9) 15 I(15.5) 

The Isupermarket Ioften 

Isponsors Isporting Iactivities 

Iin Ithe Iregion I 

13 I(13.4) 55 I(56.7) 11 I(11.3) 12 I(12.4) 6 I(6.2) 

The Isupermarket Iregularly 

Iconducts Ibusiness Ievents 
7 I(7.2) 37 I(38.1) 24 I(24.7) 13 I(13.4) 16 I(16.5) 

Source: I(Survey IData, I2021) 

As Ito Iwhether Isupermarkets Iengage Iin Icommunity Iactivities I13(13.4%) Iof Ithe 

Irespondents Idisagreed Iwhile I30(30.9%) Idisagreed Iand I31(32.0) Istated Ithat Ithere Iis 

Imoderate Iengagement. I7(7.2) Ihowever Iagreed Iand I16(16.5) Istrongly Iagreed Ithat 

Isupermarkets Iregularly Iengaged Ithe Icommunity Iin Ivarious Iactivities. IRespondents Ihad 

Ivarious Iviews Ion Ithe Isupermarket Isponsorships Istrategy Iwith I13(13.4%) Istrongly 

Iagreeing, Iwhile I49(50.5%) Idisagreeing Iand I19(19.6%) Imoderate Iin Itheir Iresponses 

Iregarding Icommunity Isponsorships. I7 I(7.2%) Ihowever Iagreed Iand I9(9.3%) Istrongly 

Iagreed Ithat Isupermarkets Iconducts Isponsorships Iin Ithe Icommunity. I7(7.2%) Iof Ithe 

Irespondents Istrongly Idisagreed Ithat Isupermarkets Iappear Iin Ithe Imainstream Imedia Ifor 

Iengaging Iin Icommunity Iactivities Iand I43(44.3%) Idisagreed Iwhile I19(19.6%) Iwere 

Imoderate Iin Itheir Iviews. IHowever I20(20.6%) Iagreed Iwhile I8(8.3%) Istrongly Iagreed 
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Ithat Iindeed Isupermarkets Iappear Iin Ithe Imainstream Imedia Idue Ito Itheir Iengagements Iin 

Icommunity Iactivities. ISocial Imedia Iengagement Istrategy Iof Ipublic Irelation Iwas Iadopted 

Iby Isupermarkets Iwith I15(15.5%) Iof Ithe Irespondents Istrongly Iagreeing Iwhile I29(29.9%) 

Iagreeing Iand I26(26.8%) Iwere Imoderate Iin Itheir Iresponses. I19(19.6%) Ihowever 

Idisagreed Iwhile I8(8.3%) Istrongly Idisagreed Ithat Isocial Imedia Iengagement Ihas Ibeen 

Iembraced Iby Ithe Isupermarkets. IAlthough Isupermarkets Ioften Isponsor Isporting Iactivities 

Ias Iagreed Iby I12(12.4%) Iof Ithe Irespondents Iand I6(6.2%) Iwho Istrongly Iagreed, Iother 

Irespondents Ihad Icontrary Iviews Ias Istated Iby I55(56.7%) Iwho Idisagreed Iand Ifurther 

I13(13.4%) Iwho Istrongly Idisagreed Ithat Isupermarkets Isponsors Isporting Iactivities Iwithin 

Ithe Iregion. I7(7.2%) Iof Ithe Irespondents Istrongly Idisagreed Ithat Isupermarkets Iregularly 

Iorganize Ibusiness Ievents Iand I37(38.1%) Idisagreed, Iwhile I24(24.7) Iof Ithe Irespondents 

Iwere Iof Ithe Imoderate Iview, Ion Ithe Isame Inote I13(13.4%) Iof Ithe Irespondents Iagreed 

Iand I16(16.5%) Istrongly Iagreed Ithat Iindeed Isupermarkets Iregularly Iconduct Ibusiness 

Ievents. I 
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Table I4.12: Descriptive Istatistics Ion Ithe Iapplication Iof Ipublic Irelations Istrategies Iin 

Ithe Isupermarkets Iin IKisumu Icity. 

Statement N Minimum Maximum Mean 
Std. 

IDeviation 

Community Irelationships 97 1 5 2.88 1.416 

Sponsorships 97 1 5 2.82 1.436 

Business Ievents 97 1 5 2.92 1.441 

Social Imedia Iengagements 97 1 5 2.98 1.443 

Advertorials 97 1 5 2.91 1.458 

Our Isupermarket Iregularly Iengage Iin 

Icommunity Iactivities/ Ievents 
97 1 5 2.82 1.25 

The Isupermarket Iconduct Isponsorship 

Iin Ithe Icommunity 
97 1 5 2.48 1.11 

The Isupermarket Iappears Iin Ithe 

Imainstream Imedia Idue Ito Icommunity 

Iengagements 

97 1 5 2.78 1.111 

The Isupermarket Ihas Iadopted Isocial 

Imedia Iengagements Iwith Icustomers 
97 1 5 3.25 1.182 

The Isupermarket Ioften Isponsor 

Isporting Iactivities Iin Ithe Iregion 
97 1 5 2.41 1.068 

The Isupermarket Iregularly Iconduct 

Ibusiness Ievents 
97 1 5 2.94 1.215 

Overall Imean 97  I  I 2.835 1.285 

Source: I(Survey IData, I2021) 

In Iseeking Ito Iestablish Ithe Iuse Iof Ipublic Irelations Istrategies Iby Isupermarkets Iin 

IKisumu Icity, Ithe Idescriptive Istatistics Ias Ishown Iin Itable I4.12 Iabove, Iwith IN=97 Ias 

Ithe Itotal Inumber Iof Irespondents Iindicates Ithe Ifollowing Ifindings. IOverall Iapplication Iof 

Ipublic Irelations Istrategies Iby Isupermarkets Iis Ireported Ito Iprevalent Ito Ia Imoderate 

Iextent Ias Ishown Iby Ithe Ioverall Imean Ivalue Iof I2.835 Iand Istandard Ideviation Ivalue Iof 

I1.285. IThis Iimplies Ithat Isupermarkets Iin IKisumu Ihave Iapplied Ipublic Irelations 

Istrategies Ias Itheir Isales Istrategies Ito Ia Imoderate Iextent. 
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4.5.4 Non–Financial performance of supermarkets in Kisumu city 

The Istudy Isought Ito Iestablish Ithe Iextent Iof Inon- Ifinancial Iperformance Iin Ithe 

Isupermarkets Iof IKisumu Icity. IThis Iis Iwas Inecessary Isince Iit Ilaid Ithe Ifoundation Ifor 

Ifurther Isubsequent Ianalyses Iof Ithe Irelationship Ibetween Isales Ipromotion, Ipersonal 

Iselling, Ipublic Irelations/ Ipublicity Iand Inon- Ifinancial Iperformance. IThe Ifindings Iare Ias 

Iindicated Ibelow Ion ITable I4.13 

Table I4.13: IDescriptive Istatistics Ion Ithe Inon I– Ifinancial Iperformance Iof  

Isupermarkets Iin IKisumu Icity 

Statement Ion  

IPerformanceIindicators 
N Minimum Maximum Mean Std.IDeviation 

Customer Itraffic/ Ioutlet Ivisits 97 1 5 4.26 1.003 

Reordering Iof Idifferent 

Iproduct Iitems 
97 2 5 4.13 0.786 

Unit Isales Iturnover 97  I I I I I I I1 5 3.61 1.056 

Purchase Ireturns 97 1 5 2.71 1.207 

Specific Iproduct Istock Iout 97 1 5 2.77 1.15 

Inquiries Iof Ivarious Iproduct 

Iitems 
97 1 5 3.13 1.086 

Introduction Iof Inew Ibrands 

Iwithin Ithe Ioutlet 
97 1 5 3.7 0.926 

Number Iof Icustomers Ito Iour 

Ioutlet 
97 1 5 4.02 1.031 

Number Iof Iworking Ihours 

Idue Ito Iincreased Inumber Iof 

Icustomers Ibeing Iserved 

97 1 5 3.58 1.24 

Expiries Iin Ithe Istore 97 1 5 4.08 1.152 

Complaints Ifrom Icustomers 97 1 5 3.76 1.375 

Slow Iselling Iitems Iin Ithe 

Istore 
97 1 5 3.63 1.349 

Overall Imean 97  I  I 3.615 1.113 

Source: I(Survey IData, I2021) 
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The Iresults Ifor Idescriptive Istatistics Ias Ishown Iin ITable I4.13 Iabove, Iwith IN=97 Ias Ithe 

Itotal Inumber Iof Irespondents Iindicate Ithe Ifollowing Ias Ithe Ifindings. IOverall, Inon-

financial Iperformance Ihas Ibeen Ireported Ito Ibe Iprevalent Ito Ia Imoderate Iextent Ias Ishown 

Iby Ithe Ioverall Imean Ivalue Iof I3.615 Iand Istandard Ideviation Ivalue Iof I1.113. IThis 

Iimplies Ithat Isupermarkets Iin IKisumu Icity Iperform Ito Ia Imoderate Iextent Iin Iterms Iof 

Inon-financials. 

4.6 Regression Analysis 

In Iorder Ito Ifully Iunderstand Ithe Istudy Iobjectives, Ihaving Idetermined Ithe Irelevance Iof 

Ivarious Ielements Iof Ipromotional Istrategies, Ilinear Iregression Ianalysis Iwas Idone Ito 

Iestablish Ithe Irelationship, Idirection Iand Imagnitude Iof Ithe Ieffect Iof Ithe Iindependent 

Ivariables Ion Ithe Inon-financial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe 

Iregression Imodel Iused Ipresented Ifindings Iwhich Iare Iindicated Ion Ithe ITables I4.14, I4.15 

Iand I4.16. 

The Iresults Iare Ipresented Iin Ithe ITables Ibelow.  

Table I4.14: IModel Isummary 

Model 

ISummary 

         

Model R 

R 

ISquare 

Adjusted 

IR 

ISquare 

Std. 

IError 

Iof Ithe 

IEstimate Change IStatistics 

Durbin-

Watson 

 I  I  I  I  I 

R ISquare 

IChange 

F 

IChange df1 df2 

Sig. IF 

IChange 

1 .879a 0.773 0.766 0.484 0.773 105.497 3 93 0 
 I I I I 

I1.823 

a. Predictors: I(Constant), IPRS, ISPS, 

IPSS 

       b. Dependent IVariable: 

INFP 

        Source: I(Survey IData, I2021) 
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Table I4.14 Iabove Ipresents Ithe Imodel Isummary Iof Ithe Iproportion Iof Ivariance Iof Inon-

financial Iperformance Ithat Ihas Ibeen Iexplained Iby Ithe Ipromotional Imix Istrategies I(sales 

Ipromotional Istrategies, Ipersonal Iselling Istrategies, Iand Ipublic Irelations Istrategies). IThe 

IR Isquared I(R
2
 I=.773, IP=0.000) Iindicates Ithat Ithe Imodel Icaptured I77.3% Iof Ithe 

Iindependent Ivariables Ithat Ihad Ieffect Ion Ithe Inon-financial Iperformance Iof Isupermarkets 

Iin IKisumu Icity. IThe Imodel Iwas Ialso Iconcluded Ias Ifit Ifor Iuse Isince Ithe IF-statistic 

Iwas Isignificant I(p-value=0.000). IThis Irevealed Ithat Ithe Ipromotional Imix Istrategies 

Ijointly Iaffected Ithe Idependent Ivariable. IThe Ivalue Iof IDurbin-Watson Iis I1.823. IThis 

Iindicated Ia Istrong Ipositive Iautocorrelation. I 

Table: I4.15: IANOVA 

ANOVA 

     

Model  I 

Sum Iof  

ISquares df 

Mean 

ISquare F Sig. 

1 Regression 74.022 3 24.674 105.5 .000b 

 

Residual 21.751 93 0.234 

  
 I Total 95.773 96  I  I  I 

a IDependent IVariable: INFP 

   
b IPredictors: I(Constant), IPRS, ISPS, IPSS 

  Source: I(Survey IData, I2021) 

The Itable I4.15 Iabove Ipresents Ithe IANOVA Iresults Iof Ithe Iestimated Imodel. IThe 

Ifindings Iindicated Ithat IF I(3, I93) I=105.5 Iand Ip-value=0.000. IThis Irevealed Ithat Ithe 

Imodel Ifitted Ithe Iresearch Idata Iwell. IIt Ican Ibe Iconcluded Ithat Iall Ithe Iindependent 

Ivariables I(sales Ipromotional Istrategies, Ipersonal Iselling Istrategies, Iand Ipublic Irelations 

Istrategies) Iproperly Iexplained Ithe Idependent Ivariable I(Non-financial Iperformance) Iin Ithe 

Isupermarkets. 
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Table I4.16: IModel Icoefficients 

Model 

ICoefficients 

         

Model 

Unstandardized 

ICoefficients 

Standardized 

ICoefficients t Sig. 

95.0% 

IConfidence 

IInterval Ifor IB 

Collinearity 

IStatistics 

 

I  I B 

Std. 

IError  I I I I IBeta  I  I 

Lower 

IBound 

Upper 

IBound Tolerance VIF 

1 (Constant) 4.475 0.42 

 

10.646 0 3.641 5.31 

  

 

SPS 0.082 0.037  I I0.112 2.191 0.031 0.008 0.156 0.938 1.066 

 

PSS 0.682 0.041  I I0.925 16.529 0.000  I0.6 0.764 0.78 1.281 

 

I PRS -0.984 0.115  I I-0.464 -8.535 0.000 -1.214 -0.755 0.827 1.209 

a. Dependent IVariable: INFP 

b. Predictors: I(Constant), ISPS, 

IPSS, IPRS 

Source: I( ISurvey IData, 

I2021) 

       The Ioverall Imodel Ias Ion Ithe Iabove Itable I4.16 Irevealed Ia Isignificant Istrong Inegative 

Irelationship Ibetween Ipublic Irelations Istrategies Iand Inon-financial Iperformance I(β= I-

0.984, It= I-0.464, Iρ-value=0.000. IThe Iunstandardized Ivalues Iin Ithe Itable Iindicated Ithat 

Ithe Ipublic Irelations Istrategies Ihad Ia Inegative Iimpact Ion Ithe Inon-financial Iperformance. 

I I 

Where INFP= INon-financial Iperformance, ISPS= ISales Ipromotional Istrategies, IPSS= 

IPersonal Iselling Istrategies, Iand IPRS= IPublic Irelations Istrategies 

The Iregression Imodel Iwas Iin Ithe Iform Iof IҮ=βօ I+ Iβ1X1 I+ Iβ2X2 I+ Iβ3X3 I+ Iε Iand Iby 

Iapplying Ithe Iregression Icoefficients Ion Ithe Itable I4.16, Iit’s Itherefore Itransformed Iinto; 

i. IҮ=βօ I+ Iβ1X1 I+ Iβ2X2 I+ Iβ3X3 I+ Iε 

ii. Ү I= I4.475 I+ I0.082SPS I+ I0.682PSS I+ I-0.984PRS 

R
2
 I= I0.773 I(77.3%) 
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4.7.1 The effect I of sales promotional strategies on non– financial performance of 

supermarkets in Kisumu city 

The Ifirst Iobjective Iwas Ito Iestablish Ithe Ieffects Iof Isales Ipromotional Istrategies Ion Inon 

I–financial Iperformance Iof Isupermarkets Iin IKisumu Icity. IIn Ithis Iobjective, Itesting Iat 

I5% Isignificant Ilevel, Isales Ipromotional Istrategies Iwere Ifound Ito Ihave Isignificant 

Ipositive Ieffect Ion Inon I– Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity Iat I( 

IB=0.082, Ip=0.031). IThis Ifinding Irejects Ithe Inull Ihypothesis IH01 Iwhich Istates Ithat Ithere 

Iis Ino Isignificant Irelationship Ibetween Isales Ipromotional Istrategies Iand Inon- Ifinancial 

Iperformance Iof Isupermarkets Iin IKisumu Icity. IThis Ifinding Ifurther Imeans Ithat Ia Iunit 

Ichange Iin Iapplication Iof Isales Ipromotional Istrategies Iby Isupermarkets Iin IKisumu Icity 

Icauses Ia Ichange Iin Inon- Ifinancial Iperformance Iby I0.082 Iunits. IThis Itherefore Iimplies 

Ithat Iwhen Iresources Iand Iefforts Iare Iapplied Iin Ienhancing Isales Ipromotion, Ithere Iis Ia 

Ihigh Ichance Iof Isignificant Iincrease Iin Inon-financial Iperformance Iby Isupermarkets Iin 

IKisumu Icity. 

This Ifinding Iagrees Iwith Ithe Itheoretical Iliterature Iand Ipast Iempirical Istudies. IFor 

Iinstance Ithe Istudy Iby I(Pembi, Umaru, & Adamu, 2017) Irevealed Ia Ipositive Irelationship 

Ibetween Isales Ipromotional Istrategies Iand Iperformance Iespecially Iin Iterms Iof Isales 

Ivolume. IThese Ifindings Iare Ialso Isimilar Ito Ithat Iof I(Syeda & Malik, 2011) Iwho Ialso 

Ifound Ia Ipositive Ilink Ibetween Isales Ipromotional Istrategies Iand Iperformance, Iarguing 

Ithat Ian Iincrease Iin Ithe Iapplication Iof Isales Ipromotional Iactivities Iproduces Ian Iincrease 

Iin Iperformance. I 

However, Irelated Istudies Iby I(Pembi, Umaru, & Adamu, 2017) I, I(Syeda & Malik, 2011) 

Iand(Gituma, 2017)I Irevealed Isome Iweaknesses Iwhich Iincluded Iindustry, Imethods 
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IofIanalysis, Isamples Isizes Iand Istudy Idesign. IFor Iexample I(Gituma, 2017) Idid Ia 

Iresearch Iin Ia Ifactory Isetting Iwhich Iis Inot Irelated Ito Ithe Iretail Isector Iunder Icurrent 

Istudy. IThe Isample Isize Iof I96 Irespondents Iwas Iused Iand Iapplied Idescriptive Iresearch 

Itechnique Iin Ianalysis Iwhich Idid Inot Iestablish Iclearly Ithe Icause Iand Ieffect Irelationship 

Ibetween Ivariables. IThe Icurrent Istudy Itried Ito Icontribute Ito Iknowledge Iby 

Ihypothesizing, Iempirically Itesting Iand Irevealing Ithe Ilink Iwhich Iexists Ibetween Isales 

Ipromotional Imix Istrategies Iand Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu 

Icity Iin Ithe Iretail Isector. 

4.7.2 The effects of personal selling strategies on non-financial performance in 

supermarkets in Kisumu city 

The Isecond Iobjective Iof Ithe Istudy Iwas Ito Idetermine Ithe Ieffect Iof Ipersonal Iselling Ion 

Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IIn Ithis Iregard, Ipersonal 

Iselling Istrategies Iwere Ifound Ito Ihave Ia Isignificant Ipositive Ieffect Ion Inon-financial 

Iperformance Iin Isupermarkets Iin IKisumu Icity Iat( IB= I0.682, Ip=0.000) Ithereby Irejecting 

Ithe Isecond Inull Ihypothesis IHo1 Iwhich Istates Ithat Ipersonal Iselling Idoes Inot Ihave 

Isignificant Irelationship Iwith Inon- Ifinancial Iperformance Iin Isupermarkets Iin IKisumu 

Icity. IThe Ifindings Imeans Ithat Ia Iunit Ichange Iin Ithe Iapplication Iof Ipersonal Iselling 

Istrategies Icauses I0.682 Ichanges Iin Ithe Inon I–financial Iperformance Iin Isupermarkets Iin 

IKisumu Icity Iand Ithe Ichange Iis Isignificant. IThis Ithus Iimplies Ithat Ipersonal Iselling 

Istrategies Iare Isignificant Ideterminant Iof Inon- Ifinancial Iperformance Iin Ithe Isupermarkets 

Iin IKisumu Icity. 

The Istudy Ifinding Iconcurs Iwith Ithe Istudy Idone Iby I(Mbiti, 2018) I Iwho Iin Ihis Istudy Ion 

Ithe Ipromotional Istrategies Iand Imarketing Iperformance Iestablished Ithat Ipersonal Iselling 
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Iplays Ia Igreater Irole Iin Iincreasing Imarket Ishare Iand Isales Ivolume, Ireduction Iof I Icosts 

Iand Ibuilding Iof Ilong Iterm Irelationships Iwith Icustomers. I IThe Ifindings Ifurther 

Iconcurred Iwith Ithat Iof I I(Kinoti, Nkari, & Kathuni, 2019) Iwho Ialso Ifound Iout Ithat 

Iindeed Ipromotional Imix Istrategies Iare Ikey Ifactors Ito Igood Iperformance Iin Iinsurance 

Iindustry. IThey Iobserved Ithat Ipersonal Iselling Iimproves Iuptake Iof Iinsurance Iproducts. 

IThe Ifinding Ialso Iagrees Iwith Ithe Istudy Iby I(Muchina & Okello, 2016) Iwhose Iresults 

Irevealed Ithat Ipersonal Iselling Isignificantly Iimproves Ibrand Iperformance Iin Ithe Ishoe 

Icompanies. 

However Ithe Ireviewed Istudies Iwere Inot Iwithout Iweaknesses, Ifor Iinstance Istudy Iby 

I(Muchina & Okello, 2016), Imainly Ifocused Ion Ithe Ifinancial Iaspect Iof Iperformance Iin 

ItheIshoe Iindustry Iin INairobi IKenya Iand Iindicated Ithat Ipersonal Iselling Isignificantly 

Iimproves Ibrand Iperformance Ibut Ifailed Ito Ipoint Iout Ibrand Iperformances Iin Ithe Iretail 

Isector. IThe Istudy Ialso Iadopted Ithe Isurvey Iresearch Idesign Iwhich Idoes Inot Ishow Icause 

Iand Ieffect Irelationship Ibetween Ivariables. I(Mbiti, 2018) Ion Ithe Iother Ihand Iconducted 

Ihis Istudy Iin Ione Isingle Ifirm Iin Ithe Ilogistics Iindustry Iwhich Imay Inot Igive Ian 

Iadequate Iinformation Ifor Igeneralization Ipurposes Iand Iapplication Iin Iother Ifirms Iand 

Iindustries. IHe Ialso Iadopted Idescriptive Idesign Ifailing Ito Iindicate Ithe Icause Iand Ieffect 

Irelationship Ibetween Ithe Ivariables. IHe Ialso Iissued Iquestionnaires Ito Ibe Ifilled Iby Ithe 

Istaff Iof Ithe Iorganization Ion Itheir Iown Iwhich Iraises Ithe Iquestion Iof Ireliability Iand 

Iaccuracy Iof Ithe Ianswers Iprovided Iby Ithe Irespondents Iin Ithe Istudy. I(Kinoti, Nkari, & 

Kathuni, 2019), Iwhile Icarrying Iout Itheir Istudies; Ilooked Iat Ithe Ifour Iknown Itraditional 

Ipromotional Istrategies Ion Isales Ialone Iand Iin Ithe Iinsurance Iindustry Iin IEmbu Icounty. 
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IThe Inew Istudy Itherefore Igives Ian Iangle Iof Inon-financial Iperformance, Ifurthermore Iall 

Ithe Ireviewed Istudies Iwere Inot Idone Iin Ithe Iretail Iindustry Ias Iwas Ithe Icurrent Istudy. I 

4.7.3The effect of public relations / publicity on non-financial performance in supermarkets 

in Kisumu city 

The Ithird Iobjective Iwas Ito Iexamine Ithe Ieffect Iof Ipublic Irelations/ Ipublicity Ion Ithe 

Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Ifinding Iin Ithis Iregard 

Iwas Ithat Ipublic Irelations/ Ipublicity Ihave Ia Isignificant Inegative Ieffect Ion Inon-financial 

Iperformance Iin Ithe Isupermarkets Iin IKisumu Icity Iat I(B= I-0.984, Ip= I0.000) Ithereby 

Irejecting Ithe Ithird Inull Ihypothesis IHo2, Iwhich Istates Ithat Ithere Iis Ino Isignificant 

Irelationship Ibetween Ipublic Irelations/ Ipublicity Istrategies I Iand Inon I–financial 

Iperformance Iin Isupermarkets Iin IKisumu Icity. IThis Ifinding Imeans Ithat Ia Iunit Ichange 

Iin Ithe Iapplication Iof Ipublic Irelations/ Ipublicity Istrategies Icauses I-0.984 Iunit Ichanges Iin 

Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity Iand Ithe Ichange Iis 

Isignificant. IIt Ialso Iindicates Ithat, Iin Icomparison Iwith Ithe Ifirst Itwo Ivariables; Isales 

Ipromotion Istrategies Iand Ipersonal Iselling, Ipublic Irelations Iexert Ia Inegative Isignificant 

Ieffect Ion Inon- Ifinancial Iperformance Iin Isupermarkets Iin IKisumu Icity. IThis Ifinding 

Iimplies Ithat Ipractice Iand Iapplication Iof Ipublic Irelations Imix Iof Ipromotional Istrategies 

Iis Ia Isignificant Inegative Ipredictor Iof Inon-financial Iperformance. IHowever, Ithe Ifindings 

Idoes Inot Iconcur Iwith Ireviewed Iempirical Istudies, Ifor Iinstance, Ithe Icurrent Ifindings Iis 

Iin Ivariance Iwith Ithe Istudy Iby I(Afande & Mathenge, 2015) IwhoIestablished Ithat Ithere Iis 

Ia Isignificant Iincrease Iin Isales Ivolume Iwhen Ipromotional Imix Istrategies Iare Iapplied 

Ithough Iit Iidentified Ipublic Irelation Ias Ihaving Ithe Ileast Ieffect Iusing Idifferent Istudy 

Idesigns Iand Iin Ia Idifferent Iindustry. I IIt Idoes Inot Iconcur Iwith Ianother Istudy Ifinding Iby 
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I(Seukindo, 2017) Iwhich Ihad Ia Iweak Ipositive Irelationship Iwith Iperformance. IThis Istudy 

Iis Ialso Iat Ivariance Iwith Ithe Istudy Iby I(Adefulu, 2015) Iwhose Ifinding Iindicated Ithat 

Ithere Iis Isignificant Iincrease Iin Isales Ivolume Iwhen Iorganizations Ipractice Ipromotional 

Imix Istrategies Iemphasizing Ion Ipublic Irelations. 

With Ithe Istudy Ifinding Iproducing Iresults Iwhich Iare Iat Ivariance Iwith Ithe Iprevious 

Isimilar Istudies, Ia Ifurther Iin-depth Ianalysis Imeant Ito Iunderstand Ithe Icauses Iof Inegative 

Irelationship Iwas Idone Iwhere Ipublic Irelations Iindicators Iwere Iregressed Iindependent Iof 

Iother Ipromotional Imix Istrategies Iagainst Ithe Idependent Ivariable I(Non- Ifinancial 

Iperformance) Ias Iindicated Ion Ithe Itables Ibelow. 

Table I4.17 IModel Isummary 

Model R 
R 

ISquare 

Adjusted 

IR 

ISquare 

Std. 

IError 

Iof Ithe 

IEstimate 

Change 

IStatistics 
 I  I  I  I 

Durbin-

Watson 

     

R 

ISquare 

IChange 

F 

IChange 
df1 df2 

Sig. IF 

IChange  

1 .931a 0.867 0.86 0.532 0.867 118.92 5 91 0 1.86 

a IPredictors: I(Constant), IAdvertorials, ISponsorships, IBusiness Ievents, ISocial Imedia Iengagements, 

ICommunity Irelationships 

b IDependent IVariable: INFP 
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Table I4.18: IModel ICoefficient 

The Imodel Irevealed Ia Isignificant Irelationship Ibetween ICommunity Irelationships Iand 

Inon-financial Iperformance I(β=0.559, It=2.915, Iρ-value=0.004, ICI=0.2, I0.94). IThere Iwas 

Ialso Ia Isignificant Irelationship Ibetween Isocial Imedia Iengagements Iand Inon-

financialIperformance I(β= I0.353, It= I2.544, Iρ-value=0.013, ICI=0.1, I0.63) Ias Iwell Ias 

Ipositive Irelationship Ibetween Ibusiness Ievents Iand Inon- Ifinancial Iperformance I(β=0.112, 

It=0.959, Iρ-value=0.034, ICI=-0.1, I0.35). IThe Iunstandardized Ivalues Iin Ithe Itable 

Iindicated Ithat Ithe Ipublic Irelations Istrategies Ihad Iboth Ipositive Iand Inegative Iimpacts Ion 

Ithe Inon-financial Iperformance 

The Irelationship Iwas Ifound Ito Ibe Isignificant; Ihowever, Isponsorships Iand Iadvertorials 

Iproduced Inegative Irelationship Ias Ishown Iabove. IThese Ican Ibe Iconcluded Ito Ibe Ithe 

Ivariables Iwhich Icontributed Ito Ithe Inegative Irelationship Ibetween Ipublic Irelations Iand 

Inon- Ifinancial Iperformance, Iimplying Ithat Isponsorship Iand Iadvertorials Iare Inegative 

Model 
Unstandardized 

ICoefficients 

Standardized 

ICoefficients 
t Sig. 

95.0% 

IConfidence 

IInterval Ifor IB 

Collinearity 

IStatistics 

  
B 

Std. 

IError 
Beta 

  
Lower 

IBound 

Upper 

IBound 
Tolerance VIF 

1 (Constant) 0.207 0.126 
 

1.638 0.105 -0 0.46 
  

 

Community 

Irelationships 
0.559 0.192 0.557 2.915 0.004 0.2 0.94 0.04 25 

 
Sponsorships -0.037 0.104 -0.038 

-

0.361 
0.019 -0.2 0.17 0.133 7.51 

 

Business 

Ievents 
0.112 0.117 0.114 0.959 0.034 -0.1 0.35 0.103 9.66 

 

Social Imedia 

Iengagements 
0.353 0.139 0.358 2.544 0.013 0.1 0.63 0.074 13.6 

 

I 
Advertorials -0.037 0.166 -0.038 

-

0.225 
0.023 -0.4 0.29 0.05 20 

a IDependent IVariable: INFP 
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Ipredictors Iof Inon- Ifinancial Iperformance. IThe Ifindings Ihere Iconcurs Iwith I(Tinderet , 

2018) Iwhose Ifindings Iindicated Ithat Ithere Iis Ia Idecrease Iin Iperformance Iin Iterms Iof 

Isales Iin Imanufacturing Ifirms Iwhen Isponsorship Istrategy Iof Ipublic Irelations Iis Iapplied. 

IThe Istudy Irevealed Ithat Ia Iunit Iincrease Iin Isports Isponsorship Icauses Ia I0.058 Iunit 

Idecrease Iin Iperformance Iof Imanufacturing Ifirms. IThe Istudy Ifurther Iconcurs Iwith Ithe 

Istudy Iby(Runsbech & Sjolin, 2011) Iwho Irevealed Ithat Inegative Isponsorship Iaffects 

Iconsumers Iattitude Iwhich Ithen Ilead Ito Iimage Itransfer Ithereby Idecreasing Ithe 

Iorganizations Ifinancial Iand Inon I– Ifinancial Iperformance. IThe Istudy Istill Iconcurs Iwith 

Ithe Istudy Iby I(Iqbal, Saira, Siddiqui, & Ahmed, 2019) Ion Ithe Iimpacts Iof Ideceptive 

Iadvertising Ion Icustomer Iloyalty. IThe Istudy Irevealed Ithat Ideceptive Iadverts Ihave 

Inegative Iinfluence Ion Icustomer Iloyalty Ihence Ilow Ilevel Iperformance. 

The Ireviewed Istudies Iwere Inot Iwithout Ilimitations, Ifor Iinstance, Imost Istudies Ireviewed 

Iwere Inot Iin Ithe Iretail Isector Iwith I(Afande & Mathenge, 2015) Ihaving Ihis Istudy Iin Ithe 

Ifinancial Isector Iwhile Iapplying Idescriptive Iresearch Idesign Iand Ianalysis Idone Iusing 

Idescriptive Istatistics, Ia Itechnique Iwhich Ifailed Ito Idetermine Ithe Irelationship Ibetween 

Ipublic Irelations Iand Inon-financial Iperformance. IThe Istudies Iin Ireview Ialso Ifailed Ito 

Icapture Ithe Ivarious Iaspects Iof Ithe Iindependent Ivariables Iand Ilinking Ithem Ito Ithe 

Ivariables Iof Inon- Ifinancial Iperformance. I(Seukindo, 2017) Ion Ithe Iother Ihand Itested 

Isales Iaspect Iof Iperformance Ias Ithe Ionly Imeasure Iand Ifailed Ito Iindicate Ithe Iindicators 

Iof Ipublic Irelations. I(Aliata, Iet Ial., I2012) Ithough Idisagrees Iwith Ithis Istudy Iby 

Iestablishing Ithat Ithere Iis Ipositive Irelationship Ibetween Iperformance Iand Ipublic Irelations 

Ithey Iintroduced Ithe Ielement IofIexpenditure Iarguing Ithat Iincrease Iin Iexpenditure Icreates 

Ian Iincrease Iin Iperformance, Ithe Icurrent Istudy Idid Inot Icapture Ithe Ielement Iof 

Iexpenditure. IThe Icurrent Istudy Ihas Icontributed Ito Inew Iknowledge Iin Iterms Iof 

Ihypothesizing, Iempirical Itesting Iand Iestablishment Iof Ia Ilink Ibetween Ipublic Irelations 

Iand Inon- Ifinancial Iperformance. 
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CHAPTERFIVE 

SUMMARY,CONCLUSIONANDRECOMMENDATIONS 

This Ichapter Ipresents Isummary Iof Ithe Istudy Ifindings, Iconclusions Ifrom Ithe Istudy Iand 

Irecommendations Ifrom Ithe Ifindings. I 

5.1Summary of findings 

Based Ion Ithe Imain Iobjective Iof Ithe Istudy Iwhich Iwas Ito Ianalyze Ithe Ieffect Iof 

Ipromotional Imix Istrategies Ion Ithe Inon I–financial Iperformance Iin IKisumu Icity, Ithe 

Istudy Iderived Ispecific Iobjectives Iand Itheir Ifindings Iare Iindicated Ias Ibelow; I 

The Ifirst Iobjective Iof Ithe Istudy Iwas Ito Iestablish Ithe Ieffect Iof Isales Ipromotional Imix 

Istrategies Ion Inon-financial Iperformance Iof Isupermarkets. IThe Icorresponding Inull 

Ihypothesis Iwas Ithat Isales Ipromotional Istrategies Ido Inot Isignificantly Iaffect Inon- 

Ifinancial Iperformance Iin Isupermarkets Iin IKisumu Icity. IThe Istudy Ifinding Iin Ithis 

Iregard Irevealed Ithat Isales Ipromotion Istrategies Ihave Isignificant Ipositive Ieffect Ion Inon-

financial Iperformance. 

The Isecond Iobjective Iwas Ito Idetermine Ithe Ieffect Iof Ipersonal Iselling Ion Inon- Ifinancial 

Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Icorresponding Inull Ihypothesis Iwas 

Ithat Ithere Iis Ino Isignificant Irelationship Ibetween Ipersonal Iselling Iand Inon- Ifinancial 

Iperformance Iof Isupermarkets Iin IKisumu Icity. IIn Ithis Iregard, Ipersonal Iselling Iwas 

Ifound Ito Ihave Isignificant Ipositive Irelationship Iwith Inon-financial Iperformance. 

The Ithird Iobjective Iwas Ito Iexamine Ithe Ieffect Iof Ipublic Irelations/ Ipublicity Ion Inon- 

Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IThe Icorresponding Inull 

Ihypothesis Iwas Ithat Ithere Iis Ino Isignificant Irelationship Ibetween Ipublic Irelations Iand 
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Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity. IIn Ithis Iregard, Ipublic 

Irelations Iwas Ifound Ito Ihave Isignificant Inegative Irelationship Iwith Inon-financial 

Iperformance. 

5.2 Conclusions 

On Ithe Ifirst Iobjective Iwhich Isought Ito Iexamine Ithe Irelationship/ Ieffect Iof Isales 

Ipromotion Istrategies Ion Ithe Inon- Ifinancial Iperformance Iof Isupermarkets In IKisumu Icity, 

Ithe Istudy Iconcludes Ithat Ithere Iis Ia Isignificant Ipositive Irelationship Iand Ithat Isales 

Ipromotion Iis Ia Icritical Icomponent Iin Ienhancing Iperformance Iof Ibusinesses. IThe Istudy 

Ifurther Iconcludes Ithat Ithe Ivarious Ielements/ Iindicators Iof Isales Ipromotion Ishould Ibe 

Iconsidered Iif Iperformance Iis Ito Ibe Irealized Iin Ithe Iretail Isector Iwithin IKisumu Icity. 

On Ithe Isecond Iobjective Iwhich Isought Ito Idetermine Ithe Ieffect Iof Ipersonal Iselling Ion 

Inon- Ifinancial Iperformance Iof Isupermarkets Iin IKisumu, Ithe Istudy Iconcludes Ithat 

Iindeed Ithere Iis Isignificant Irelationship Iand Isuch Irequires Iattention Ifrom Ithe Iplayers Iin 

Ithe Isector Iand Imuch Imore Ithere Iis Ineed Ito Iinvest Iin Ithe Isame Iline Iif Iorganizations 

Iare Iconcerned Iwith Iperformance. IIt Ialso Iconcludes Ithat Icustomers Iwill Ialways Iget 

Iattached Ito Ibusinesses Iwhere Ithere Iis Ihigh Ilevel Iof Iinteraction Ibetween Ithe Ioutlets Iand 

Ithe Icustomers Ithereby Iincreasing Iperformance. 

On Ithe Ithird Iobjective Iwhich Iwas Ito Ianalyze Ithe Ieffect Iof Ipublic Irelations Ion Inon- 

Ifinancial Iperformance Iof Isupermarkets Iin IKisumu Icity, Ithe Istudy Iconcludes Ithat Ithere 

Iis Isignificant Inegative Irelationship Iand Ithat Iapplication Iand Iinvestment Ion Ipublic 

Irelations Ishould Ibe Iminimized Iin Ioptimizing Iperformance Iin Ithe Iretail Isector Iespecially 

Ion Ithe Iapplication Iof Iadvertorials Iand Isponsorships Ias Istrategies Iof Ipublic Irelations 
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Isince Ithey Iproduce Idecrease Iin Iperformance. IThe Istudy Ifurther Iconcludes Ithat Iwhere Ia 

Ifew Istrategies Iof Ipublic Irelations Iare Ieffective Iit Iis Ibetter Ito Irestrict Ito Ithe Ifew 

Ieffective Iforms Iand Iavoid Ithe Iuse Iof Imultiple Istrategies Ias Imuch Ias Ipossible. I 

Overally, Ithe Istudy Ioutcomes Ihas Iclearly Irevealed Ithat Ipromotional Imix Istrategies I(sales 

Ipromotion, Ipersonal Iselling Iand Ipublic Irelations) Iare Ikey Ideterminant Iof Inon- 

IfinancialIperformance Isince Ithey Iall Iindicated Isignificant Irelationships. IIt Itherefore 

Ishows Ithat Iorganizations Iin Ithe Iretail Isector Ishould Iall Iwork Ion Ithese Iidentified 

Iindicators Ito Ihelp Iin Idecision Imaking Iwhen Iimprovement Iin Iperformance Iis Ithe Ikey 

Iobjective. 

5.3 Recommendations 

Based Ion Ithis Istudy, Iit Iis Iclear Ithat Isupermarkets Imust Ido Imore Ito Ienhance Itheir 

Iperformance Isince Iall Ithe Istrategies Iproved Isignificant. IThe Istudy Irecommends Ithat 

Imore Iemphasis Ishould Ibe Iput Ion Ihow Isupermarkets Irelate Iwith Ithe Igeneral Ipublic 

Ibecause Iit Ihas Ia Iserious Inegative Ibearing Ion Iperformance. IThe Istudy Irecommends Ithat 

Iin Iapplication Iof Ipublic Irelations Imix Istrategies, Isupermarkets Ishould Iavoid Ithe Iuse Iof 

Isponsorship Iand Iadvertorials Isince Ithey Iproduce Inegative Iresults Ion Inon- Ifinancial 

Iperformance. IThe Istudy Ialso Irecommends Ithat Isupermarkets, Ithe Imanagement Iof Ithese 

Ioutlets Ishould Imodel Itheir Iapproaches Iand Iidentify Isuitable Istrategic Ipromotional Imixes 

Iin Ienhancing Itheir Iperformances. IThe Istudy Irecommends Ithat Imanagement Ishould 

Iidentify Ispecific Iand Ieffective Istrategies Iand Iapply Ithese Istrategies Iat Idifferent Itimes 

Iand Ieliminate/ Iavoid Istrategies Iwhich Iare Inot Ieffective Iin Iachieving Iperformance 

Iobjective. 
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Further, Ithe Istudy Irecommends Ithat Imanagement Iof Ithe Isupermarkets Ishould Idevelop Ia 

Imixture Iof Ipromotional Istrategies Iwhich Ifavour Iand Isuits Itheir Icircumstances, Isince Iits 

Inoted Ithat Ithere Isome Iforms Iof Istrategies Iare Ionly Ieffective Iwhen Icombined Iwith 

Ianother Ispecific Istrategy Iand Inot Iany Iother Iand Ifinally Ithe Istudy Irecommends Ithat 

Isupermarkets Ishould Iengage Itheir Icustomers Ioften Ito Icreate Iand Ienhance Icustomer 

Iconfidence/ Irelationships, Ithis Ican Ibe Idone Iby Itaking Iorders Iand Iengaging Ithem Iwhere 

Inecessary. 

5.4 Recommendations for further studies 

The Istudy Isought Ito Iestablish Ithe Irelationship Ibetween Ithree Ipromotional Imix Istrategies 

Ion Inon I– Ifinancial Iperformance Ileaving Iout Imany Iother Ipromotional Istrategies/ 

Ielements, Iother Istudies Imay Ilook Iat Ithe Iother Iremaining Istrategies Iin Irelation Ito Inon 

I– Ifinancial Iperformance Iand Iin Imany Iother Ifields Ior Iindustry. IThere Iis Ialso Ineed Iof 

Istudying Ithis Irelationship Iin Iother Isectors Iof Ithe Ieconomy Iin IKisumu Icity Iand Ieven 

Ibeyond Ito Iestablish Ivariation Iin Iresponses. I 

The Istudy Ifurther Irecommends Isimilar Istudy Iin Ithe Isame Isector, Iin Ithe Isame Ilocality 

Ibut Iavoiding Ithe Iinclusion Iof Isponsorships Iand Iadvertorials Ias Iforms Iof Ipublic 

Irelations Iand Icompare Ithe Iresults Iwith Ithe Icurrent Istudy. 

5.5 Limitations of the study. 

The study ecountered a few challenges in the process of conducting the study which included; 

reluctance to fill the questionnares by some of the respondents hence limiting the number of the 

respondents who later participated. The study also faced the challenge of restricted access to the 

supermarkets by the researcher to conduct the exercise due to the existence of restrictions 
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occasioned by the covid-19 pandemic. Additionally, the study faced the challenge of timing 

where the study data collection was done much earlier and report writing was done much later 

implying much could have changed in the setting. The study also faced the challenge of 

sometimes trying to explain the question to the respondents which to some extent could have 

influenced the outcome or directed the respondents to answer in a certain way. 
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APPENDICES 

Appendix 1: Letter of introduction 

Dear Respondent, 

 I Lichin Obiero a student of Maseno University pursuing Masters Degree of Business 

Administration is carrying out a research in partial fulfillment of the requirements for Masters 

Degree of Maseno, do hereby request you to participate and support me in this exercise by 

feeling free to answer the below questions in this questionnaire guide.  

This is purely for academic purposes and will not be used for any other purpose, and information 

Provided will be treated confidential and not shared with any other entity. Your participation is 

solely voluntary and requires your honest involvement for accuracy purposes and the 

questionnaires are anonymous and simple to answer. 

I there look forward to your support. 

Thank you  

Yours Sincerely, 

 

Lichin Obiero 
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Appendix 2: Questionnaire 

 

Kindly fill this questionnaire which will help in establishing the effects of promotional mix 

strategies on the non-financial performance of supermarkets in Kisumu city. 

N/B: The information obtained from you will only be used for academic purposes and not any 

other and will be treated with confidence. 

Please tick in the right box where applicable. 

SECTION A: PERSONAL INFORMATION OF RESPONDENTS 

                                         (Please tick where appropriate) 

1. Name of the supermarket…………………………………………………….. 

2. Gender of the respondent  Male [  ]  female [  ] 

3. How long have you been working in this supermarket 

a) Less than 1 year [  ] 

b) 1 – 5 years [  ] 

c) 6 – 10 years [  ] 

d) More than 10 years [  ] 

4. What is your position in this supermarket? 

a) Branch manager  

b) Stores officer 

c) Floor supervisor 

d) Procurement officer 

e) Any other (Please indicate)…………………………………………….. 

5. Please indicate your highest educational level 

a) Primary  

b) Secondary 

c) Diploma 

d) Degree 

e) Post graduate 

 

6. How long has this supermarket been in operation in Kisumu? 

a) 1 – 5 years [  ]   



86 
 

b)  6 - 10 years [  ]  

c)  11 – 15 years [  ]  

d) 16 – 20 years [  ] 

e) 21years  and above 

7. How many employees are there in this supermarket? 

a) Less than 50 

b) 51 – 100  

c) 101 – 150 

d) 151 – 200 

e) More than 200 

8. How many supermarket outlets does your retail store have in Kenya? 

a) Less than 10 

b) 11 – 20  

c) 21- 30 

d) 31 – 40 

e) 41- 50 

f) More than 50 

SECTION B:Promotional mixstrategies  

1. Sales promotion 

9. What are some of the sales promotional strategies that your organization often apply 

A. Competition 

B. Free samples  

C. Give a ways 

D. Coupons 

E. Discounts 

F. Gift vouchers 

G. Bonus packs 

H. Rebates 

I. Any other………………………………………………………………….. 
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10. To what extent does this supermarket use the following sales promotional strategies?     1- Not at 

all, 2- small extent, 3- moderate extent, 4- great extent, 5- very great extent 

  

Sales promotional strategies 1 2 3 4 5 

Competition      

Discounts      

Rebates      

Give aways/free samples      

Gift vouchers      

Bonus packs      

  

11. To what extent do you agree or disagree with the following statement in relation to frequency of 

carrying out sales promotion in this outlet? Please indicate 1- strongly disagree, 2-Disagree , 3-

Not sure, 4- Agree, and 5- strongly agree 

Statement Response  

Regular in sales promotional 

activities 

Strongly 

disagree 

Disagree Not sure Agree Strongly 

agree 

Rarely conduct sales 

promotion within this outlet 

     

No sales promotional activities 

so far conducted since the 

beginning of the year 

     

The management has a 

program and budget for sales 

promotion activities  

     

 

12. To what extent do you agree or disagree with the following statement in relation to the 

application of sales promotion strategies? 

Please indicate if you agree or disagree with the statement below, Use 1- strongly disagree, 2- 

disagree, 3- moderate extent, 4- agree, 5- strongly agree 
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Statement Strongly 

disagree 

disagree Not sure Agree Strongly 

agree 

The supermarkets experience 

more shoppers traffic during 

promotion 

     

The supermarket practices a 

mix of sales promotion 

strategies regularly 

     

Many customers prefer your 

outlet because of regular sales 

promotional activities you 

conduct 

     

The supermarket usually 

communicate to customers 

about sales promotion activities 

at a time 

     

 

2. Personal selling 

13. Please indicate if you agree or disagree with the below statement, Use 1- strongly disagree, 2- 

Disagree, 3-Moderate, 4- Agree, 5- Strongly Agree 

Statement Strongly 

disagree 

Disagree Moderate Agree Strongly 

Agree 

Our supermarket usually carry out 

customer follow up  

     

The supermarket practice order 

taking for customers who may not 

be coming to the outlet more often 

     

The supermarket has customer 

feedback tracking mechanism to 

address inquiries and complaints 

     

The supermarket does 

merchandising at the point of sales 

 

     

The supermarket often engage 

customers both in the store and at 

the entrance hence creating 

customer interest to purchase 
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14. To what extent does this supermarket use the following personal selling promotional strategies?  

1- Not at all, 2- small extent, 3- moderate extent, 4- great extent, 5- very great extent 

Personal selling strategies 1 2 3 4 5 

Order taking      

Order creation      

Order getting      

Customer follow up      

Customer feedback tracking system      

Point of sale merchandising      

 

3. Public relations 

15. To what extent does this supermarket practice the following forms of public relations as their 

promotional strategies?     1- Not at all, 2- small extent, 3- moderate extent, 4- great extent, 5- 

very great extent 

 

Public relations strategies 1 2 3 4 5 

Community relationships      

Sponsorships      

Business events      

Social media engagements      

Advertorials      

 

16. Please indicate if you agree or disagree with the below statement, Use 1- strongly disagree, 2- 

Disagree, 3- Moderate, 4- Agree, 5- Strongly Agree 

Statement Strongly 

disagree 

Disagree Moderate Agree Strongly 

Agree 

Our supermarket regularly 

engage in community activities/ 

events  

     

The supermarket conduct 

sponsorship in the community 

     

The supermarket appears in the 

mainstream media due to 
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community engagements 

The supermarket has adopted 

social media engagements with 

customers 

     

The supermarket often sponsor 

sporting activities in the region 

     

The supermarket regularly 

conduct business events 

     

Section C: Non-financial Performance. 

17. Inyour opinion, to what extent do the followingcontribute toperformance? Use 1- very low, 2- 

low, 3- moderate, 4- great, 5- very great 

Performance Indicators 1  2  3  4 5 

Customer traffic/ outlet visits      

Reordering of different product items      

Expiries in the store      

Unit sales turnover      

Purchase returns      

Specific product stock out      

Inquiries of various product items      

Slow selling items in the store      

Introduction of new brands within the outlet      

Number of customers to our outlet      

Complaints from customers      

Number of working hours due to increased number of 

customers being served 

     

 

THANK YOU FOR YOUR TIME AND PARTICIPATION 
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Appendix 3: Research Plan 

Activity Sept – 

Nov 

019 

Oct – 

Dec 

019  

Jan – 

March 

020 

April 

– 

June 

020 

July 

020 

August  

020 

Sept 

020 

October 

020 

 

Research topic 

conceptualization 

         

Literature review 

 

         

Development of 

research problem 

and objectives 

         

Proposal writing  

 

        

Proposal 

Presentation 

         

Data collection 

instruments 

development 

         

Field data 

collection 

 

         

Data Analysis 

 

         

Report writing 

and submission  

         

Corrections 

 

         

Final Report 

Submission 

         

Source: Researcher (2020) 
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Appendix 4: Estimated Research Budget 

S/No. Item Description Quantity Rate (Ksh) Total (Ksh) 

1.  Research Assistants (2) 10 Days 500 10,000 

2.  Transport costs  5,000 5,000 

3.  Printing, photocopying and 

binding services  

 5,000 5,000 

4.  Internet   3,000 3,000 

5.  Stationeries  2,000 2,000 

6.  Miscellaneous  5,000 5,000 

7.  TOTAL   30,000 

Source: Researcher (2020) 
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Appendix 5: List of Supermarkets in Kisumu City, Kenya 

1. Tuskys United Supermarket 

2. Tuskys Lolwe Supermarket 

3. Chandarana Westend supermarket 

4. Naivas Supermarket 

5. Naivas city Supermarket 

6. Quickmatt Kondele supermarket 

7. Quickmatt Mayfair Supermarket 

8. Quickmatt Nyalenda Supermarket 

9. Quickmatt Kenshop Supermarket 

10. Appmatt Nyamasaria Supermarket 

11. Appmatt Nyalenda  

12. Khetias Dala Supermarket 

13. Khetias Victoria Supermarket 

14. Shivling Kondele 

15. Shivling Foamart 

16. Kibuye mart 

17. Game supermarket  

 

 

 


