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Summary 

The study about accessibility to consumer products is affiliated to the Research Project 14 from the 

National Centre of Competence in Research (NCCR) North-South which identifies key factors in spatial, 

economic and social fields to show limitations of accessibility. The present study aims to identify potentials 

and limitations in accessibility to basic consumer goods in the Mt. Kenya region. The empirical data is 

collected to show differences in accessibility to four selected basic consumer products, namely salt, 

detergent, second-hand T-shirts and mobile phones. This is researched through a household level case 

study in different areas and along gradients of small, medium and big towns. The study focuses on centre – 

periphery gradients, refers to poverty scales, points out social and organizational strategies and 

distinguishes visible gender patterns. Furthermore, supply chains of consumer goods are researched and 

different steps along the value chain are analyzed.  

The result of the study illustrates an uneven economic range in Kenya. The data identifies the following 

characteristics as the main impairments reflected in this uneven spread of economic ranges, and to the 

smooth trade of products: the spatial distribution of goods is highly uneven, wide price disparities exist 

across space, there is insufficient use of potential synergies between urban and rural areas, one-sided 

advantages of foreign countries is evident, huge disparities exist along trade routes, and stakeholder at the 

bottom of supply chains are marginalized with regards to their decision making.  

The main limitations in the value chain and potentials for improvement are summarized here. Several 

independent variables are considered of which education levels is very important and cross through the 

whole study. People with a low education level have a shallower understanding of the market process, 

whereas higher educated shopkeepers show a varied handling of possible strategies to alleviate their 

disadvantages. An upgrading of the educational system and advances of training skills of workers are of 

great importance.  

Significant are the hampering physical factors. Poor roads and weak infrastructure negatively affect remote 

areas the most. This points out a need for the upgrading of infrastructure and for improvements aimed at a 

smooth transport system. The high taxation of goods makes the life of micro entrepreneurs enormously 

difficult and a reduction of taxes is needed.  

The developments in the financial sector are progressive, but in remote areas an insufficient access to 

finances is observed. The interest rates for loans are high and land is often asked as collateral, this problem 

is disproportionately high for women. An overall unequal picture of gender ratio can be displayed at the 

example of loans. More often men in the study have better access to loans and financial institutions.  

Central issues in this study are gender patterns and demonstrations of gender gaps among shopkeepers. 

Interesting is the fact that women use diverse channels to get information about product prices, whereas 

men more regularly utilize their mobile phones (they also own more) to get information about stocks. 

However, men need to cover much longer distances to access goods sold in the shop; clearly their higher 

mobility is obvious. Male shopkeepers access more means of transport, while saleswomen mainly depend 

on matatus (small passenger buses), which reduces their reach and resulting actions. Moreover, women 

often work part-time in the shops and face ‘role conflicts’. Besides running a business women hold down 

different duties, for example caring for children and keeping the house. 

Of great concern are financial problems, reflected in the poverty levels among sales people. The rise in 

prices and the unstable costs of living, high prices of commodities and fuel make the situation of micro 

entrepreneurs’ complex and a good planning for the business is difficult. Small, informal self-help or saving 

groups are of vital importance and offer many options for action and enhance people’s ability to access 

information, finances or social services. These groups encourage the formation of synergies and allow 



members to organize themselves in order to optimize their profits. Rather interesting is the fact that people 

joining a group experience less competition from local dominant firms and foreign countries. Furthermore, 

social networks help shopkeepers to arrange more reliable deliveries. 

Price differences of basic goods illustrate existing imbalances between remote and central places, which 

oftentimes hamper people in rural areas and increases the gap between the rich and the poor. Subsidies of 

basic products could help to balance basic consumer goods. Listing the different channels of information on 

market prices and stocks shows that most shopkeepers get their information from wholesalers or suppliers, 

others also use their mobile phone to get more accurate information as well. A system that centralizes the 

sources of price information could increase transparency and even-out the playing field, and would help to 

improve the shopkeeper’s situation. Moreover, sales people complain about the high costs of licenses and 

emphasize that a direct return through government services is missing. Shopkeepers wish to see 

improvements in waste management or ask for efforts to improve natural protection provisions.  

The data identifies needless steps in the value chain of basic products. A more efficient trade of goods and 

fairer conditions along the supply chain would increase the profit for all involved parties and especially 

sales people at the bottom of the chain need to be strengthened. In addition, value chains are much 

influenced by international players, and fair trade agreements are necessary.  

Positively, the data analysis indicates potentials in the trade of basic goods. Based on this study, good 

access of locally produced goods exist, legal requirements are identified as enabling factors, flowering 

market towns offer an easy access to microfinance institutions and shopkeepers have the possibility to 

increase the value creation by avoiding some steps in the supply chain of consumer products. These 

potentials are discussed further and complemented with advice.  

The local production of basic goods allows for a smoother delivery. In addition, people selling locally 

produced goods experience less competition with foreign countries. This emphasizes the argument for the 

need of support for local firms now and in the future. Furthermore, sales people often assess licenses 

positively and report that they protect them from harassment by officials and allow them to run their 

business freely and legally. It highlights the positive effect of legal requirements and suggests further 

developments and improvements in terms of returns for shopkeepers.  

The larger and more central places in the study benefit from diversification of goods and prospering 

markets that boost the local economy and generate more job opportunities. Besides that, financial 

institutions are more easily accessible; facilitating access to a start-up support for new businesses. 

Increased and positive linkages to the surrounding areas would allow the use of synergies. Moreover, the 

study shows that especially men have developed strategies to avoid some unneeded steps in the value 

chain, and this is closely linked to their higher mobility. Some shopkeepers deal directly with manufacturers 

and bypass the steps of distribution, wholesaler, supplier and other middle-men. The consequence is a 

higher value creation for sales people. This development underlines the need for more direct trade routes 

and the need of making supply chains shorter and more efficient. 

Several development opportunities have been identified for mitigating and resolving the limitations in the 

market process and supporting potentials of Kenyan trade. The study emphasizes the enormous capacity of 

the country for the trade in basic goods. Overall the Kenyan government is aware of the challenges in the 

market, road constructions are underway in huge dimensions, fair trade agreements with international 

players are negotiated, primary school is free in Kenya and the gender balance is being addressed. 

Nonetheless, shopkeepers in the Kenyan market face many constraints in their daily business and ask for 

support in improving the system. 
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1 Introduction and focus 

This chapter introduces into the context of the thesis and gives an overview of the study sites in Kenya. 

The problem statement and the main goal present the initial situation of the research. The following 

objectives and research questions display the general approach. Then, the relevance of the study is 

being explained. The outline of the thesis presents the structure of the paper. 

1.1 Context of the Master’s thesis 

This Master’s thesis is embedded into the Research Project 14 from the National Centre of 

Competence in Research (NCCR) North South, which plans to identify key factors in the spatial, 

economic and social context to show limitations of accessibility to education, healthcare and markets.  

The field of accessibility to markets is approached by two Master’s thesis focusing on agricultural and 

consumer products. On one hand Eva Bühlmann’s Master’s thesis researches the accessibility of the 

population to agricultural products; on the other hand this thesis studies basic consumer products. 

These two contributions aim to give references to let the Research Project 14 find key indicators in 

regard to accessibility on a meso-level in Tanzania and Kenya. 

The study sites researched by the author of this thesis are mainly situated in Central region of Kenya. 

However, a few other sites such as Il polei and Isiolo are more to the North. Administratively, the sites 

spread across five counties of Nyeri, Meru, Kirinyaga, Isiolo and Embu. 

 

Figure 1 study sites in the Mt. Kenya region  
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1.2 Problem statement 

Kenya is a Sub-Saharan country, which is highly affected by huge disparities and uneven distribution of 

general goods. Many people are struggling reaching a sufficient accessibility to basic health services, 

educational establishments and to markets. It is a matter of fact that remote and rural areas are not 

sufficiently supplied with basic consumer goods. Many factors along the supply chain of products 

hamper a smooth trade. A nationwide, satisfying access to those goods is not assured. Moreover the 

trade of goods is increasingly integrated into complex and often also international value chains. At the 

same time accessibility to those products is highly linked to poverty. The access to consumer products 

can be regarded at different levels including economic, social and spatial dimensions. 

1.3 Main goal 

The purpose of this paper is to have a closer look at the accessibility to intentionally selected 

consumer products. By carrying out a study with the focus on stakeholders at the end of the supply 

chain, the availability, prices and diversification of products are researched. To understand current 

dynamics in the trade of goods, the influence from foreign countries and dominant players in Kenya is 

captured. The study aims to gain information on the economic, social and spatial level to work out 

limitations and potentials for the accessibility to basic consumer products. From this, several 

suggestions for improvements are derived. 

1.4 Objectives and research questions 

This paper describes the different levels of accessibility to consumer products and analyzes the 

hampering and facilitative aspects of trade of goods. The two main research questions stand as an 

initial situation to approach the challenges of trade in the Mt. Kenya region. 

 

 

 

 

 

In the following there are listed six research objectives in order to elaborate the potentials and 

limitations of the market accessibility.  

 

I. Analysis of the availability of four basic consumer products in higher and lower potential 

areas. 

 

II. Pointing out of price changes in the different contexts. 

 

III. Identification of the product diversification in the different areas. 

 

IV. Demonstration of the value chains concerning the consumer products. 

 

V. Display of influences from internal and external players in Kenya. 

 

VI. Crystallization of the constraints of end suppliers on different levels. 

What are the levels of accessibility to consumer products in high- and low-potential areas in the 

Mt. Kenya region?  

What facilitates and hampers the accessibility to the basic consumer goods in high- and low-

potential areas in the Mt. Kenya region? 
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Based on the research objectives, the followed six research questions are fundamental to show the 

potentials and limitations on the market accessibility of consumer products: 

 

I. How good is the availability of the four consumer products in the selected study sites? 

 

II. How do the prices of the four basic consumer products change in relation to their contexts?  

 

III. How do the four basic consumer products differentiate among the chosen areas? 

 

IV. What are the characteristics of the value chains of these products? 

 

V. Which are the major players or countries that influence the Kenyan market? 

 

VI. What are the main constraints that end supplier face in the Kenyan market? 

1.5 Relevance of the study 

The embedment of this thesis into the Research Project 14 (see chapter 1.1, p. 17) is the most 

important reason for the study of consumer products in the Mt. Kenya region. The results of this 

research should contribute to make the goals of the Research Project 14 possible.  

The gained results will contribute to the understanding of accessibility of basic goods in Sub-Saharan 

Africa. Moreover this paper aims to extract limitations and potentials and gathers possible 

suggestions, which can be used as a basis for policy making and improvements in the accessibility of 

consumer goods in the Kenyan market.  

1.6 Thesis outline 

The paper is subdivided into eleven parts. Chapter one and two present the framework of the study 

and introduce into the topic. The following eight chapters illustrate the compiled knowledge; thereby 

the most important papers and contribution out of literature are presented and linked with the data of 

the study. The chapters are structured in the sequences of the research objectives, which represent at 

the same time the focuses namely the availability, prices, diversification of selected consumer goods, 

value chains and the influence form foreign countries and internal players. Further gender issues will 

be discussed across all focal points.  

Chapter three gives an overview of the problem statement. The independent variables are presented. 

A short inside look into general economic principles and strategies in Kenya are complemented with 

data of the availability of consumer products in section four. Chapter five presents literature in regard 

to the selected commodities and indicates the price differences of basic consumer goods. Thereafter 

chapter six states the rural and urban gradients in the market processes and accentuates the 

diversification in high- and low-potential towns in Kenya. Furthermore, the specific approaches in 

references to value chains are defined. Supply chains of consumer goods are extracted in section 

seven. Another important aspect, regarding to the whole market in Kenya, is the influence from 

external and internal players. It is discussed in chapter eight. In addition, section nine summarizes 

challenges of the Kenyan trade and compares them to the formulated constraints of shopkeepers. 

The gender aspect in connection to trade closes the paper in chapter ten. Moreover, the gained 

knowledge is accomplished and concluded in section eleven. 
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2 Approach and methodology 

This chapter shows the research model which stands as a basis of the study. Further the level of 

research and the intentionally selected products are described, followed by the approaches and 

gradients of the study. The definition of value and supply chains is presented according to the 

research. 

2.1 Approach 

2.1.1 Research model 

The following research model illustrates the starting point of this study. It graphically shows the idea of 

the research. 

 

 

 

 

 

 

 

 

 

Figure 2 research model Master’s thesis  

(Source: Lilian Trechsel, 2011) 

The initial situation is characterized through four products (see next chapter) in different settings 

(research sites in high- and low-potential areas in Kenya, see chapter 2.2.3, p. 23). The value addition 

along the supply chain is studied and external and internal influences are displayed. Moreover, 

references to poverty and gender patterns are extracted. 

2.1.2 Level and four selected products 

The thesis concentrates on the household level, which indicates that interviewees are asked to report 

from the point of view of their positions as shopkeepers in the Kenyan market.  

For this study four products were intentionally selected: salt, detergent, second-hand T-shirts and 

mobile phones. They illustrate a selection of basic consumer products, which are used in daily life by 

the majority of Kenyans. The goods are chosen on a gradient between very basic and standard 

products. Salt and detergent represent the basic need of people, while second-hand T-shirts and 

phones act as standard products, which can be found in almost every household in Kenya. 

value & supply chains 

Key: 

 Four different products 

 Value & supply chain of goods 

Different towns 

 External influence (foreign countries) 

 Internal influence (dominant firms) 

 Connection poverty scales, gender patterns 
poverty scales, gender patterns 



Approach and methodology 21 

 

2.1.3 Approach of end supplier, inventory and explanation 

The study chooses end suppliers as main source of information. Thus, information is collected at the 

bottom of the supply chain. With specific questioning local and national levels are covered. In addition 

the interviewees are requested to report on the behaviours of their customers to enter into this 

sphere as well.  

Based on the research questions (see chapter 1.4, p. 18) the study is structured in two main 

approaches. The approach of inventory (research question one) captures the range and facts of the 

available data and gives a basis for the understanding of accessibility. The approach of explanation 

(research question two) presents detailed information and offers explanations referred to the 

accessibility to goods. These explanations help to identify limitations and potentials of the accessibility 

to basic consumer products in the Mt. Kenya region. 

The differentiation in inventory and explanations crosses through the whole paper and structures the 

data chapters into two sections. The inventory is presented at the beginning of the data analysis which 

shows identifiable facts. Moreover, approaches of explanations are extracted to understand and 

interpret the strategies of shopkeepers, to give the consequential results and formulate suggestions. 

2.1.4 Gradients in the study 

Diverse gradients are a central element in this paper. Gradients can be found in the choice of the four 

consumer products (see chapter 2.1.2, p. 20). Further the study sites are selected along a gradient of 

small, medium and big towns. The high- and low-potential areas (see chapter2.2.3, p. 23) also refers to 

a grade. The data analysis includes the dimensions of centre – periphery as well.  

Within the independent variables (see chapter 3.2.2, p. 36) gradients can be discovered. The study 

categorizes shopkeepers into sub-groups. The data divides for example into interviewees who belong 

to an informal saving group or who do not belong to such a group. In addition, the economic status 

can be extracted from the different saving strategies and profit opportunities. 

2.1.5 Definition of value and supply chains 

In the study the concept of value and supply chain is essential. The approach of value chain is 

explained in detail in chapter seven (see p. 86). Nevertheless, it is important to define the relation of 

these two concepts briefly in the way it is used in the paper: The supply chain describes the routes of 

products whereas the value chain is being regarded as a part of it. It shows the value addition along 

the supply chain of goods. To simplify matters value chains are used synonymously for supply chains in 

this thesis.  
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2.2 Methodology  

2.2.1 Basics for research methodology and evaluation 

To present the methodology of this research the author of the Master’s thesis explains the most 

important guidelines to shape a good research design on the basis of Bortz and Döring. The following 

paragraphs summarize the needed steps to get a profound research (cf. Bortz & Döring, 2006, p.31-

69).  

• To find a good approach it is efficient to write from the very first a precise documentation and 

plan an exact procedure to get good results. The approach is much more structured if it is 

affiliated to a bigger research project, which facilitates the finding of a good research 

approach. 

 

• It is very important to prove a systematic documentation of the approach, to be precise in the 

terminology and to check the validation criteria. Further it is advisable to choose a good tool 

to analyse and interpret the information, for example to do statistical analysis. 

 

• By finding the precision of the research, it needs to be clear what the main purpose of the 

research project is. It helps to define clear terms which are empirically analyzable.  

 

• It is a must to inform all the interviewees that the interview is totally anonymous and that they 

are protected against data abuse. It is important not just secure the ethical aspects for the 

interviewees, but also for all the research assistants.  

 

• The questions have to be asked on an ethical basic to avoid any situation that could put 

physical or psychic pressure on the interviewees. The researcher also bears the responsibility 

for unplanned situations and has to be ready to answer for that morally.  

 

• The existing literature helps to get an orientation and to deepen the state of the research. It is 

important to extract variables, to plan a detailed design, create a first version of a 

questionnaire, to organize the interviews and to analyze the exact data. 

 

• In the explorative step the study area can be explored, thereby new hypothesis are developed. 

A portion of openness to experience is important while sounding out the research area.  

 

• The head of the research decides the way on how to choose the random sample, therefore the 

criteria of the validity has to be fixed. 

 

• The field research enables a natural and non-faked surrounding field; it offers high extern but 

only small intern validity. While doing fieldwork, the control the influencing variables is 

limited. 

 

• It is important to decide in each step of the planning how the approach can be quantising and 

measured. The different scales which can be used for measuring are the following: nominal 

scale, ordinal scale, interval scale and ratio scale. Moreover, the research can be carried out 

with qualitative or quantitative methods. 
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Gachoka (M)

Isiolo (B)

Manyatta (S)

Chogoria (M)

Karatina (B)

Nanyuki (B)

n= 70

2.2.2 Research design 

This Master’s thesis is affiliated to bigger research project (see chapter 1.1, p. 17), which provides a 

certain framework for the study. The different steps of this research are documented and a deepened 

literature research that enables a broader understanding of the thematic field. The goals and 

approaches are developed according to the two main research questions and the six deducted 

research objectives (see chapter 1.3, p. 18). This study is enriched through an empirical part done in 

form of fieldwork in Kenya. This allows a non-faked setting, but the control of influencing variables is 

limited. The survey is mainly quantitative with a closing qualitative part in the questionnaire (see tools, 

p. 24 and questionnaires in appendix 1-5). The realization of four expert interviews allows a different 

perspective on the same topic.  

The design of this research is a short-time study. It is a snap-shot of the situation in the Mt. Kenya 

region in July and August 2011, the results cannot give answers for longitudinal analysis.  

2.2.3 Sample 

Fig. 1 (see p. 17) presents the chosen research sites of the study.  

The sample contains 43 female and 27 male 

shopkeepers. The sample includes seven different 

research sites, which can be categorized into small (S), 

medium (M) and big (B) towns. The high-potential 

places are represented by Manyatta, Chogoria and 

Karatina and the low-potential towns include Il polei, 

Gachoka and Isiolo. Nanyuki was added as a further 

research site presenting a big place. Fig. 3 shows the 

distribution of the sample in the seven research sites. 

Colors in shade of blue present the low-potential 

towns and the reddish colors the high-potential 

places. The green color stands for the additional study 

site. 

Figure 3 distribution of the sample: interviews each site 

That sample involves the intentional selection of four 

basic consumer goods (see chapter 2.1.2, p. 20). 54 

complete interviews were carried out with an 

inventory, specific and strategic part (see next 

chapter). This includes a certain number of interviews 

in each commodity (see Fig. 4). 16 additional 

interviews were achieved, which just contain the 

inventory part. 

 

 

 

Figure 4 number of interviews: each commodity 
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2.2.4 Tools and structure of analysis 

Tools 

To analyze the data volume, two tools of research were used: questionnaire and excel data tool.  

The questionnaire is developed on the basis of the literature research. While reading papers related to 

the topic of this thesis, the author made notes of ideas, hypotheses and questions and designed a first 

draft of a questionnaire. The structure of the literature extracts and the questionnaire allow different 

sections, namely availability, prices, diversification, chains, local-foreign, constraints and gender. This 

section-structure continues throughout the whole study. The questionnaires include nominal and 

ordinal scales. 

The questionnaires include three parts: an inventory section, a specific questionnaire on commodities 

(four different questionnaires for salt, detergents, second-hand T-shirts and phones) and a strategic 

part (see questionnaires in appendix 1-5).  

A first version of the questionnaire was available before the fieldwork, but it needed to be locally 

adapted after several explorative steps and pre-tests in the field. The questions are formulated in a 

way that they are ethnically correct and do not invade into interviewees privacy. The participation in 

the survey was voluntary, people were not pressured at all and their anonymity assured. All the 

quotations used in the paper are made anonymous as well. 

The data was analyzed with the pivot crossing-table in Excel (see next chapter). 

 

Structure of data analysis 

The primary data, collected by the author of this paper, is structured in the same way as the literature 

and the questionnaires. The research objectives (see chapter 1.4, p. 18) form the output parameter. 

The data is structured in eight sections and each part is analyzed in the same way. 

Out from the data volume, several independent variables were identified and tested on their validity 

by forming so-called aggregated variables (see chapter 3.2.1, p. 34). The independent variables were 

crossed with the dependent variables in the Excel-Pivot-Tables. The outputs of the cross-classified 

analysis are divided into the two different approaches inventory and explanation (see chapter 2.1.3, p. 

21). In addition, the gained results from all the chapters are accomplished in chapter 11 (see p. 131), 

apparent patterns and gradients are carved out and worked out to a synthesis.  

2.2.5 Critical review on methodology  

This chapter gives suggestions for further studies and discusses main critics on the methodology. 

Researches in this field should include a larger setting with a broader sample, which would include 

study sites all over the country, to collect more representative data. It would be possible to gain more 

precise and deepened information about the constraints in the Kenyan market while using a 

questionnaire with a more qualitative approach. A further aspect which would enrich the data is the 

collection of data along the supply chain including different actors. Moreover, interviews with 

stakeholders in foreign countries would allow another interesting perspective.  

A further suggestion and a critique at the same time is the choice of the research environment. The 
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study sites of this research were mostly located in the middle of market places, where the atmosphere 

is stressed and sometimes aggressive as well. In this milieu people are very busy and the main goal is, 

to make as much money as possible. The interviewers were sometimes hindered of getting answers, 

because shopkeepers were too busy. At the same time the quality of information can be adversely 

affected. A possibility for further research could be organized workshops with different stakeholders 

to get more precise information. 

During the interviews with shopkeepers many people were distracted by the presence of a white 

person. This attention caused many interruptions during interviews and stretched them oftentimes. 

People were expecting money because of the white skin of the interviewer. This makes the author of 

this thesis reflect on her own position in the research. It is an interesting setting, but at the same time 

the interviewer origins from a totally different cultural context and probably sometimes was not able 

to fully comprehend the local situation. Furthermore, this research on the ground in Kenya raises the 

questions of postcolonial structures in the study, because a white person researches the situation in 

the market process in Kenya and gives recommendations for improvements. 

Nevertheless, this study should mainly contribute to a bigger research project to make the goal of 

capturing the accessibility on a meso-level possible. 
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3 Introducing literature and independent variables 

This chapter introduces the main topics of the Master’s thesis. Thereby the field of accessibility, 

poverty and remoteness is presented while focusing on main hindering aspects. The author of this 

paper wants to touch on the main subjects and give a brief introduction into the gradient between 

rural and urban centers. A first definition of market, which is connected with institutions, opens the 

complex topic in understanding market processes. 

The second section describes the structure and content of the available data volume. A first focus on 

the independent variables allows, through a test with aggregated variables, the validation of the 

independent variables. Moreover, the first results of the crossing of independent variables indicate the 

interesting sample of this study. 

3.1 Thematic fields of the study 

3.1.1 Poverty, remoteness and markets 

By discussing the access to goods and services and the interrelated aspect of poverty, Bird, McKay and 

Shinyekwa (cf., 2007, p. 4) explain the ‘spatial poverty traps’. In their eyes ‘spatial poverty traps’ are a 

combination of low potential in an area and high poverty. These traps are described as an interlink of 

economic, social and political aspects. Bird et al. emphasize the connection of the ‘spatial poverty trap’ 

and ‘market failures’ which is also very highly linked with low investment in these areas. Furthermore, 

it is an interaction of local factors and the cooperation with other areas that can be shown “through 

the flows of people, labour, finance, goods and services and resources” (ibid, qtd. Bird et al., 2007, p. 

4). 

The main hampering factors can be summarized as followed. “Poor agro-ecology, poor infrastructure, 

weak institutions/organisations and political isolation” (Chronic Poverty Research Centre, 2004, qtd. 

Bird et al., 2007, p. 4). 

As the remoteness of rural areas is a central topic in this thesis, it is further explained by different 

authors. Bird, McKay and Shinyekwa (cf. 2007, p. 8) highlight the interlink between remote areas and 

the low level of disposable infrastructure. In their view, the disadvantage of the rural areas is the 

sparsely populated region that raises the prices of basic services and provides less available 

infrastructure. They also discuss the aspect of mobility in rural and poor areas and correspond to the 

analysis of Dercon and Hoddinott 2005 in Ethiopia. Dercon and Hoddinott point out the significance of 

the quality of the cooperation between rural areas and market centres which are often localized in 

urban contexts.  

Omamo (1998) analysed the distance from rural areas to markets and summarized that bad roads and 

the high effort to travel to markets influences the consumer and the producers of market goods. This 

physical remoteness that some rural areas are forced in, hampers the market-integration a lot and 

makes the access to products which are produced nationally or internationally more difficult. A good 

example for this topic is an outcome of the research of Minot and Ngigi (2004), who showed that in 

Kenya the majority of vegetables that go into the international food market are produced within 100 

km distance from the airport (cf. Bird et al, 2007, p. 9). 
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The remoteness connected with poor roads, inadequate infrastructure and high travel costs affects 

many poor people living in the rural areas. The part of the population which is hit most by these 

disadvantages are women, children and older people. They are detracted from cultural norms and 

have less mobility and therefore also less access to services, markets and information (cf. Porter, 2007, 

qtd. Bird et al., 2007, p. 9). 

Bird, McKay and Shinyekwa (cf., 2007, p. 11) studied the spatial poverty traps in Uganda. Besides 

analysing the infrastructure, roads and electricity-supply, they researched the service delivery in 

education and health, as well as communication and media. The result of the investigation is the fact 

that isolated areas have to face many problems. By not having access to internet and poor mobile 

phone networks they are disadvantaged to get good information about national and international 

news. Especially the absence of market-information makes them dependent on a few provider coming 

from outside. Often in remote areas the mobile phone reception is often unreliable.  

Remoteness pushes people into difficult situations. Rural poverty is a matter of fact and is summarised 

as follows: 

“poverty remains higher in rural areas in most developing and transitional economies (Bird et 

al., 2002, p. 6) and living in a rural area in Africa significantly increases the probability of being 

poor (Hanmer, Pyatt & White, 1997 qtd. Bird et al., 2002, p. 6). There are wide spatial 

disparities in per capita income and other socio-economic indicators within many developing 

countries (Kanbur & Venables, 2005b)“ (Bird et al., 2007, p. 14). 

 

In their research, Bird et al. show different levels of remoteness. 
 

“People in remote areas are exposed to higher levels of risk, lower levels of social protection, 

food insecurity, poor policy and low levels of service delivery and constraining social factors 

(Bird et al., 2002, p. 16). These composite disadvantages operate at the level of the individual 

(being female), household (having no one who is literate), the group (being low caste or ethnic 

minority) and the region (remote and with few resources) and interact between levels. These 

composite disadvantages result in households and individuals having low asset holdings: low 

quality ‘human’ assets (uneducated and in poor health); few natural assets (no land and 

limited access to common property resources); few physical assets (poor quality housing, 

limited tools); minimal financial assets (no savings accounts and no access to formal credit); 

and, limited ‘social capital’ (a network of kin and neighbours with few assets and highly 

vulnerable to risk)“ (Bird et al., 2007, p. 15). 
 

By connecting these isolated areas with the development of growth, Bird, McKay and Shinyekwa point 

out that  
 

“infrastructure is crucial in communicating the beneficial effects of national level growth 

across space. Such difference might be partially explained by differential access to markets as 

suppliers and consumers (Kanbur & Venables, 2003b, p. 6). Returns to investment (even on 

investments in human capital) will also be low in areas with low geographic endowments 

(Ravallion & Wodon, 1999). This is true generally in remote rural areas partly because markets 

do not function so well: they are ‘thinner’ - more interlocked (Singh 1989) with smaller 

marketable surpluses, higher transactions costs, and possibly less good social cooperation to 

overcome the obstacles. All of these are partly related to distance from major urban centres. 

Greater distance reduces trade, specialisation opportunities and access to credit” (Bird et al., 

2007, p. 18).  
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The different quotations highlight the manifold triggers of insufficient access to basic services in 

remote areas. Many physical, but also socio-economic factors appear. In two case studies in Southeast 

Asia Epprecht et al. (cf. 2010, p.1.) focus on the accessibility to services and natural resources. They 

show “that socio-cultural distances are a key limiting factor for gaining access to services, and thereby 

for improved household welfare. [...] they discuss the impact of socio-cultural distances on access to 

natural resources, and show that large-scale commercial exploitation of natural resources tends to 

occur beyond the spatial reach of socio-culturally and economically marginalized population 

segments” (Epprecht et al., 2010, p. 1.). 

3.1.2 Markets in different areas 

The international Fund for Agriculture Development (IFAD) focuses on the conditions of people living 

in rural areas. IFAD describes the range of economic position for poor people living in rural areas and 

include markets for “[...] financial services; for information; for assets, including land and water; for 

labour; and for food and other consumer goods“ (IFAD, 2001, p. 161). The paper differentiates three 

main dimensions: “the physical (the distance of the poor from markets); the political (their inability to 

influence the terms upon which they participate in the market); and the structural (the lack of market 

intermediaries)“ (IFAD, 2001, p. 162). 

To prevent inequalities in the market action IFAD formulates three ways of intervening in this process. 

First, it is important to enable the accessibility to the markets by giving people the possibility to choose 

and offer them information about the market. Second, the existing barriers that impede the 

accessibility should be eliminated. And finally, the existing network should be enlarged (cf. IFAD, 2001, 

p. 162). 

The IFAD paper highlights the situation of poor people, who are disadvantaged because of several 

reasons. The most affected groups are  

“the illiterate or poorly educated, minority ethnic groups or those not speaking the official 

national language, and women. The common problem of disadvantaged areas and 

disadvantaged groups is personal immobility, which frequently impairs responses to changing 

incentives. People from disadvantaged areas find access to markets restricted by high physical 

costs and by their lack of knowledge of market mechanisms, a consequence of lack of 

information and organization. This is compounded by the structure of the markets themselves, 

the limited market intermediaries and asymmetrical market power“ (IFAD, 2001, p. 163). 

(more about disadvantages and gender, see chapter 10, p. 121). 

These various disadvantages of people being affected by remoteness is been found very often and 

especially in Africa. This physical remoteness impacts directly the transport costs which are high in 

these regions. The choice of products that are available is smaller as well (cf. IFAD, 2001, p. 164-165). 

Many papers and also the IFAD article refer to the construction of roads and their impact on market 

accessibility. It is a fact that the World Bank promotes building roads and investing in schools because 

there is an immediate effect and often brings more wealth into a region. Such roads that lead into 

rural regions open opportunities for many people. It affects the rural and the urban market to have a 

better exchange of products. Like this producers and consumers are better linked with each other (cf. 

IFAD, 2001, p. 165). 
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While focusing on the exchange of products, market structures in rural regions differ very much from 

markets in urban areas (see more about urban-rural linkages in chapter 6.1.2, p. 80). The markets are 

very asymmetric, there are many farmers that produce and consume products but only a few people 

that buy or sell the output of the farmers. Physical aspects are dominant, but market scales play an 

important role as well (cf. IFAD, 2001, p. 167).  

Besides physical accessibility and scale questions, the market process is much shaped by international 

developments. For example the issue of trade liberalization appears which is caused amongst others 

by the increasing globalization (more about liberalization and trade openness, see chapter 4.1.1, p. 

44). It is mentioned in the IFAD paper that trade openness can have a positive effect on people living in 

rural places, but again these exchanges of products are much influenced by the quality of market 

structure made by governments (cf. IFAD, 2001, p. 180). “Even when exchange-rate or tariff 

liberalization raises export-crop prices in the domestic currency, these boards, because they extract 

farm income as tax or because of corruption, inefficiency or market-related power, often fail to pass 

on increases in world prices for export goods further back in the supply chain“ (IFAD, 2001, p. 180). 

(More about value chains, see chapter 7, p. 86) 

The position of markets in the globalized world becomes more and more important. For some, it 

opens more opportunities while for others, disadvantages.  
 

“Without market access, the potential benefits of higher product prices and lower input prices 

are not transmitted to poor households. With closed markets, such households can be 

protected against lower product prices, higher input or consumption prices, and price 

fluctuations, though usually at high economic cost. Remoteness also restricts access to 

information about new technologies and changing prices, leaving the poor unable to respond 

to changes in incentives“ (IFAD, 2001, p. 183). 

The IFAD article concludes in emphasis on the fact that rural poor are involved locally, nationally and 

globally in the market despite of their periphery home. The remote markets are often shaped by 

asymmetry and many barriers such as poor roads, missing information, low education or choice of 

traders. This impairs them in the market action. Nevertheless, these people need the market to get 

their inputs for agricultural production, basic consumer products or credits. The advance of trade 

liberalization and globalization opens for poor people new doors and bring new risks for them as well 

(cf. IFAD, 2001, p. 185-187). 

The liberalization and globalization have big impacts on prices. A case study of sugar, cotton, wheat 

and rice in Tanzania carried out by Kilima (2006) shows effects that world prices have on local 

producer. Kilima highlights transformations with a liberalized market in the marketing chains of the 

selected products. New trade reforms and price changes are brought up too (cf. Kilima, 2006, p. 2).  

“While trade reforms may offer greater opportunity for developing countries to participate in 

international trade, there are several barriers that might cause local markets to be less 

responsive to economic signals arising from external markets. [...] Morriset (1998) examined 

the difference between world and domestic prices in industrialized countries and found 

upward movements in world price were passed through to domestic markets and not vice-

versa. Understanding the extent to which prices are transmitted across borders and regions of 

a country is imperative to assess how producers and consumers in local markets are likely to 

respond to price changes in external markets” (Kilima, 2006, p. 3).  
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Kilima examines several industries and comes to the conclusion that  

“this imperfect price transmission may be the result of export procedures, quantitative 

restrictions, internal taxes, intensity of competition and contingency trade remedies which 

influence traders’ choice to export the commodities to nearby countries or other foreign 

countries. [...] However, the poor price linkages between domestic commodity markets in 

Tanzania and the world market are more likely to be an outcome of the continuing large 

distortions in local markets such as bureaucratic licensing procedures, monopoly procurement, 

poor exchange of market information, and high transaction costs (Kilima, 2006, p. 16). (more 

information about external and internal influence, see chapter 8, p. 97). 

3.1.3 Understanding of markets and stakeholders 

Susan Johnson shows in her paper the rule of institutions and emphasise that institutions are very 

closely linked to markets to give regulative frameworks. Markets and institutions participate in 

generating rules and norms. She explains that markets are generally often seen as source of welfare, 

but in her eyes this is a very unrealistic assumption. Johnson points out to the very strong relation of 

markets and social norms. Markets can bring profit to some people and discriminate others (cf. 

Johnson, 2009, p. 162-163). 

By analysing the economic processes, institutions play a key role and are strongly connected with 

markets. In Johnson’s understanding (cf. 2009, p. 163) markets can also be considered as institutions 

themselves. 

 

 

 

 

 

 

 

 

 

 

 

To understand markets, Johnson accentuates the basic information about the history and recent 

changes in the market process. In former times, the market was the place where goods and services 

changed their owner. Over time market actions became more and more differentiated. Goods were 

transported over long distances and in higher amounts. New products are also sold by technology, for 

example goods are ordered by internet. This way, buyers and sellers are directly connected. That is 

why in recent developments, the place of market disappears and cannot be localized anymore (cf. 

Johnson, 2009, p. 171). But still the key words of market are “supply and demand, buyers and sellers, 

and competition and exchange“ (Johnson, 2009, p. 171).  

In the 1990’s the discourse of liberalization and de-regulation changed a lot in the market situation 

and many people believed that it would allow people, involved in markets, to act more. Due to failure 

of administration and governance, markets are directly affected and especially developing countries 

experience disadvantages (cf. Johnson, 2009, p. 172).  

Definition of markets 

“Markets: involve multiple exchanges, multiple buyers and multiple sellers and thereby a degree of 

competition. A market is defined as an institution through which multiple buyers or multiple sellers 

recurrently exchange a substantial number of similar commodities of a particular type. Exchanges 

themselves take place in a framework of law and contract enforceability. Markets involve legal and 

other rules that help to structure, organize and legitimize exchange transactions. They involve 

pricing and trading routines that help to establish consensus over prices, and often help by 

communicating information regarding products, prices, quantities, potential buyers and possible 

sellers“ (Hodgson, 2008, qtd. Johnson, 2009, p. 174).  
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There are many aspects that influence the market actions. A main important factor is the macro-

economy that regulates for example the inflation or exchange rates. The market bases upon myriad 

rules to regulate the exchanges. Some of these rules are determined by labels to control for example 

the quality and variety of products. Beside the products it is very important to refer to the persons 

who are participating in the market action, like this the market also gets a social dimension (cf. 

Johnson, 2009, p. 175). 
 

„That the actors involved might matter in the exchange is not a point main-stream economics 

generally considers. This goes back to Polanyi’s idea that the economy is embedded in social 

institutions, and hence that relations such as gender, age, race, ethnicity, class and religion 

affect the way they work. These are means by which people are often discriminated and the 

discrimination therefore affects the way they are able to engage in markets or not. Even if 

many countries have legislation that outlaws discrimination on such grounds in all spheres of 

life, discrimination often remains deeply-rooted in social practices and its specific and long-

term effects are often very hard to identify and reverse“ (Johnson, 2009, p. 175).  
 

Markets are very much shaped by power relations of stakeholders. Harriss-White shows four 

fundamental dimensions of market-power. 
 

“First, the state has the ability to both intervene directly and regulate politically. Second, 

associations of market actors form to pursue collective interests. Third, economic structures 

also confer power, depending on the underlying endowments of different groups operating 

within it and which can allow for the extraction of surplus. Finally, social authority and status 

can be derived outside the economy through social embeddedness and this also enables the 

exercise of power in the market – e.g. gender relations allow the operation of patriarchy“ 

(White, 1993; Harriss-White, 2003b, qtd. Johnson, 2009, p. 176). 
 

Another market that Johnson highlights is the “the embeddedness of a microfinance market in gender 

relations in Kenya”, she explains the so-called “Rotating Savings and Credit Association (ROSCA)” 

(Johnson, 2009, p. 176). Microfinance is a totally different kind of market. As microfinance is a central 

issue in the study (see chapter 5.1.4, p. 63), a first insight look follows. Johnson refers to a study which 

was carried out in Karatina in central Kenya (one of the research site of this study, see chapter 1.1, p. 

17). She explains the informal saving groups, which can be found in all parts of the world and are 

usually organized in similar ways. A small group of people get together in a group. In a certain interval 

all members of the saving group pay an amount of money and each time they meet, another person 

will get the whole fund at once. It is a rotation system, which is more often used by women than by 

men. Women often choose this possibility of saving because they can access more easily regular 

microfinance (more about gender issues, see chapter 10, p. 121). Johnson identifies that women 

haven another way of dealing with finances, they prefer getting smaller, but more constant amounts 

of money. Men show more irregular income sources, as for example the cash they get if they sell a 

harvest. Men have an irregular need of money, for example to get money to buy seeds. Another 

aspect which women brought up is the social control of the group and the strict rules. They feel 

ashamed if they could not pay and submit the rules, while men do not experience the social pressure 

so much and do not like to bow these commitments. Many differences that Johnson points out, show 

gender models which are developed by the local Kikuyu society (cf. Johnson, 2009, p. 176-177).  

 

Markets are very much affected by actors. An important factor is the education level of stakeholders, 

what influences their abilities to succeed in the market. The situation of education worldwide and 

specifically in Kenya is discussed in the following paragraphs.  
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The report ‘Children in Urban World’ from Unicef (2012) accentuates the miserable situation of many 

children not getting a chance to go to school. 67 million children do not attend primary school 

worldwide 2008, 53% of the affected are girls. Further the report emphasizes on the advantaged 

situation in urban settings, where children attend more often primary schools. But children who grow 

up in poverty, mostly in slums, have a much smaller chance of getting educated, which is illustrated in 

the following figure.  
 

 
Figure 5 primary and secondary net attendance rates for urban areas in Kenya, Bangladesh, India and Ghana 

(Source: Unicef, The states of the world’s children 2012, Children in an Urban World, 2012, p. 30) 
 

Kenya is one of the countries, which offer free primary education, but still some parents do not send 

their children to school. The Unicef paper accentuates on the fact that in spite of free education costs 

occur for uniforms, writing materials or exam-fees (cf. Unicef, 2012, p. 28-30).  

The statistical data from Unicef presents the school attendance ratio between 2005 and 2010 in 

Kenya. 72% of all male children and 75% of female children attended primary school. Also the 

secondary school attendance shows a slightly higher participation of females, with a rate of 42% of 

females and 40% of males (cf. Unicef, 2012, p. 105). 

These results present a relative high school attendance of children in Kenya. Further it highlights the 

differences of school attendance according to the background of children in bigger towns. Thereby 

children growing up in slums are clearly disadvantaged of getting primary and secondary education.  

3.1.4 Micro and Small Enterprises 

B.F. Mwangi Chogi accentuates on the fact that the informal sector is growing a lot in Kenya. It is 

becoming one of the most important sectors. As numerous stakeholders form the formal and informal 

market, it is important to focus more on them and name their organizational structures. Mwangi 

differentiates economic activities into three segments according to Haans, C. H. (2001): Income-

Generating Activities (IGAs), Micro-Enterprises (MEs) and Small Enterprises (SEs). The IGAs are mostly 

found in the informal sector. They include for example seasonal job or selling goods on the street and 

are mostly not done fulltime. The MEs are bigger than IGAs and are represented by small shops. The 

MEs contain for example fields of activities like tailors, carpenter or repair services. The SEs form the 

smooth transition of formal and informal work. SEs are small firms with about ten to twenty workers 

and generate simple or complex products. Some have marketing strategies and are more often found 

in urban than in rural regions (cf. Mwangi, 2006, p. 3-5).  
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According to Haans, C. H. (2001) the sample of this thesis (see chapter 2.2.3, p. 23) concentrates on 

MEs and is defined by Mwangi as follows: 

 

• “They work with a few family workers, apprentices with one or a few (up to 10 including the 

owner(s) of the business) permanent workers.  

• Their technology is a mix of traditional and more-modern-but-obsolete. 

• They lack access to capital, have modest technical skills and lack management. 

• They are more linked with markets as part of their production inputs are imported and they 

serve local and nearby markets. 

• They found in larger villages, rural towns and regional centers. Some of them have some 

potential for growth, or at least for the development of entrepreneurial skills“ (Mwangi, 2006, 

p. 4).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Key messages: thematic fields of the study 

The contributions of different authors allow a first insight into the multifaceted field of markets. 

The market processes are described as flows of people, labour, finances or goods and are very 

highly interlinked to ecological, structural, organizational and political dimensions. Bird et al. (2007) 

point out the situation in remote areas where lacking infrastructure, poor roads and the associated 

problems as high transport costs or bad accessibility to markets are dominating. Other 

disadvantages of remote areas are for example small varieties of products, insufficient mobile 

phone reception or fewer options to access finances. Epprecht et al. (2010), with case studies in 

Southeast Asia, focus on socio-cultural dimensions of accessibility and a case study in Tanzania 

reviews the changes and barriers in the world market. 

Johnson (2009) compares markets to institutions. She points out similarities such as multiple 

exchanges or routines. In addition communication and information are crucial factors. Moreover, 

Johnsons refers to the history of markets and explains an increasing differentiation of the market 

process. From a simple hand-to-hand exchange it develops to multinational trade networks. 

Another focus is laid on the social dimension of markets with its actors and the involved factors as 

gender, age or race. An excursus is laid on microfinance in small saving group, which are more often 

used by females than by males in Kenya.  

Furthermore, the education level of children worldwide and specifically in Kenya is discussed. Due 

to the fact that the sample of this research mainly contains Micro-Enterprise, three main business 

structures are explained.  



Introducing literature and independent variables 34 

 

3.2 Analysis of independent variables 

3.2.1 Significance of independent variables 

Ten independent variables  

Out of the huge data volume, the author of this Master’s thesis chose ten independent variables which 

are listed below: 

1. Product 

2. Place 

3. Gender 

4. Age 

5. Education level 

6. Income sources 

7. Profit 

8. Savings 

9. Group-membership 

10. Employee(s) 

The independent variable product (1.) and place (2.) are special variables, so-called ‘intentional 

independent variables’. The products salt, detergent, second-hand T-shirt and mobile phone are 

intentionally chosen to specify a certain outline for this thesis (see chapter 2.1.2, p. 20). The places (2.) 

present the seven study sites which are specifically selected to provide a good sample for this research 

(see chapter 1.1, p. 17).  

The variables number three to ten (see above) are the main independent variables, which are used to 

analyze the data volume and are accurately described after the validation of the independent variables 

(see chapter 3.2.2, p. 36). 

Aggregated independent variables and validity of independent variables 

To validate the significance of the independent variables, the individual variables were combined in a 

three-dimensional analysis to get ‘aggregated independent variables’. The aim of this analyze-step is 

to define stronger variables for the data analysis.  

The independent variables are united into three main ‘aggregated independent variables’, in a social, 

economic and organizational grouping. 

To analyze the aggregated social variable (see Table 1), the independent variable gender (female or 

male), age (over or till 30 years old) and education level (drop school before O-Level or education with 

at least O-Level) are combined. 

Table 1 aggregated social variable 

 

n= 70 
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Table 1 shows the aggregated social variable. It illustrates that the drop-out rate in education is about 

the same for the age-classes ‘over 30 years’ and ‘till 30 years’, equal for men and women. In a sample 

of 43 females and 27 males, the overall drop-rate is about 20%, for males (5 out of 27) and females (8 

out of 43). A higher education level can be seen in the group ‘females over 30 years’, in contrast ‘males 

till 30 years’ have a slightly higher education. These results are inexplicit and the overall picture gives 

no definite sub-groups. Rather an oppositional result can be discovered. Contrary to the assumption of 

an increased education level in the younger generation, the study data indicates a higher education 

level of senior women. 

The aggregated economic variable (see Table 2) includes the variable income source (over 70% or 

below 70% of the earned money comes from this business), profit (monthly profit from this business is 

more or less than KSH 5’000) and savings (‘average-much’ or ‘nothing-a bit’ of the monthly money can 

be saved). 

Table 2 aggregated economic variable 

 

As shown in Table 2, a demonstration of the aggregated economic variable becomes visible. While 

looking at the saving possibilities of shopkeeper, it is obvious, that no sub-group occurs. Independent 

of the percentage of different income sources (over 70% or till 69% this business), shopkeepers who 

profit more than KSH 5’000 per month, can save about the same (10 or 16%). Focusing on sales people 

who mainly live from this business (income source over 70% this business), the “poor-earner” (profit 

less than KSH 5’000 monthly) save mostly ‘nothing’ or ‘a bit’. On the contrary “poor-earner” who have 

many other sources of income (till 69% from this business), can save ‘average’ or ‘much’. These results 

give an unclear aggregated economic variable. Although there are differences, no defined sub-group 

can be found within this aggregated variable. 

The aggregated organizational variable (see Table 3) includes the independent variable group-

membership (member or no-member of a self-help/saving group) and employee(s) (shopkeepers with 

or without employee(s)).  

Table 3 aggregated organizational variable 

Table 3 presents the content of the 

aggregated organizational variable. The 

statistic distribution is equal. There is no 

possibility to form sub-groups within the 

aggregated organizational variable. There 

are no dependencies within this group. 

n= 70 

n= 70 
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n= 70
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Significance of the independent variables 

By summarizing the data content of the three aggregated variables a clear outcome emerges. No clear 

sub-groups can be found within the aggregated social, economic or organizational variable. 

The conclusion of this three-dimensional crossing of independent variables is the fact that every 

independent variable, used in this test, can stand on its own. 

The idea of analyzing the data with these three aggregated variables is dismissed, at the same time the 

verification of the independent variables is validated.  

3.2.2 Valid independent and additional variables 

Independent variables  

Gender is the one independent variable which 

crosses through all chapters and is explained further 

in chapter 10 (see p. 121). It is a conventional 

variable to point out gender patterns. The gender 

ratio in the study sample is not equal due to the fact 

that the interviewees were selected by choice. 

Females are represented by a sample of 43 women 

and males by a random sample of 27 men.  

 

Figure 6 gender of interviewees 

Additionally to the division of the interviewees in 

two age-groups ‘till 30 years’ and ‘over 30 years 

old’, the data is analyzed in three age-classes 

‘young’, ‘mid-age’ and ‘older’. The sample in each 

age-group size is not in due proportion.  

 

 

 

 

Figure 7 three age groups 

In the introduction of the sample size the education 

level was subdivided into ‘drop before O-Level’ and 

‘education with at least O-Level’. However the 

education level can be distinguished more precisely. 

The majority of the interviewees finishes school 

with an O-Level or a higher education. About one 

third drops school before the O-Level and a very 

small part did not go to school. 

 

Figure 8 precise education level  

6%

66%

28%

age groups

young (-20)

mid-age (21-39)

older (40+)

n= 70
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This independent variable provides information 

about the different income sources of the 

interviewees. Almost half of the interview partners 

gain 90-100% of their income out of the current 

business. Only a small number earns less than 25% 

from the current business. The different 

percentages show the multiplicity of jobs people 

manage (see Fig. 22, p. 41). 

 

Figure 9 income from current business 

In the analysis of the aggregated economic variable 

(see p. 35), the profit was divided into two different 

monthly profit levels ‘less than KSH 5’000’ or ‘more 

than KSH 5’000’. The independent variable profit 

contains more precise information as Fig. 10 

illustrates.  

 

 

 

Figure 10 monthly profit in KSH 

The monthly savings were indicated by the 

interviewees on a scale from 1 to 5 (‘nothing’ – 

‘very much’). Fig. 11 shows the different saving 

possibilities of the interview partners. Notable is the 

fact that none of the interviewees can save ‘very 

much’ and a few do not give an answer (‘not 

applicable’) related to their saving options. 

 

 

Figure 11 monthly savings 

Exactly half of all interviewees are member of a self-

help or saving group. This independent variable 

represents either the one half with a group-

membership or the other half without any 

commitments to a group. 

 

 

 

Figure 12 group-membership 
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The share of all the shopkeepers who hire employees 

is small. The majority of the interviewees do not hire 

workers for the shop.  

 

 

 

 

 

Figure 13 employee(s) in the shop 

 

Additional independent variables 

Some following additional independent variables were identified but hardly used: ‘frequency of 

customers in the shop’, ‘relationship to customer’, ‘wish to change business’ and ‘family members 

involved in the business’. Analysis done by the author of this thesis did not show significant results by 

using the additional independent variables. This is the reason why these independent variables are not 

included in the ten main independent variables (see chapter 3.2.2, p. 36).  

The figures bellow show an outline of the additional four independent variables and should stand as a 

basing point, on why these variables are seldom used in some examples in the data analysis in the 

following chapters (4 - 10). 

Most of the shops are visited by average customer. 

 

 

 

 

 

 

Figure 14 frequency of customer 

The biggest part of customers are friends or family of 

the shop owners, many have no relationship to their 

customers (strangers) and another group is 

‘everyone’ including mixed customers. Furthermore, 

a small part could not specify their relations to the 

customers.  

 

 

 

Figure 15 relationship to customer 
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Out of 70 interviews about 60% likes to stay in the 

current business and about 40% would like to change 

the occupation.  

 

 

 

 

 

Figure 16 wish to change business 

The biggest part of the shop owners administrates 

the shop on their own or with one family member 

(mostly wife or husband). In a few cases three or 

more family members are involved in the business.  

 

 

 

 

 

Figure 17 family member(s) involved in business 

3.2.3 Results of independent variables  

While focusing at the independent variables, there are interesting results among the variables 

themselves. The independent variables are analyzed briefly in the following chapter before the data is 

evaluated more deeply in chapters 4 - 10. The basis for the following results is the crossing of the 

independent variables, which are exactly described in the previous chapters. 

As a start of the data analysis, the gender ratio of shopkeeper is displayed. Considering the different 

types of business (salt, detergent, second-hand T-shirt and mobile phone) a gender pattern is obvious.  

 

Figure 18 gender pattern: each type of business  

Fig. 18 shows the gender ratio in each type of business and brings out the strong position of women in 

the salt and detergent business. An equal ratio is seen in the T-shirt business; however the phone 

business is represented mainly by male shopkeeper. 

0%

20%

40%

60%

80%

Salt Detergent T-shirt Phone

gender pattern: each type of business 

female

male

n= 70



Introducing literature and independent variables 40 

 

Fig. 19 illustrates the variety of the four basic goods, chosen in this research. The data is divided in high 

and low-potential towns. 

 

Figure 19 different commodities: each place 

As shown in Fig. 19, the variety is much smaller in low-potential places (Il polei, Gachoka, Isiolo) than in 

high-potential towns (Manyatta, Chogoria, Karatina). This first spatial result underlines the remoteness 

of towns, which seems to trigger a smaller variety of products. It brings in a central topic of this study, 

which will be explained further in the thesis. 

Fig. 20 presents the monthly profit of shop owners in Kenyan Shilling (KSH). The data is differentiated 

into high- and low-potential areas.  

 

Figure 20 monthly profit: each place, overall high- & low-potential areas 

As can be seen in Fig. 20, people living in high-potential places make a considerable profit compared to 

shopkeepers in low-potential areas. Sales people living in high-potential area often make a higher 

profit (more than KSH 5’000), while shopkeepers in low-potential towns mostly make a profit less than 

KSH 5’000. These profit rates indicate two obvious gradients.  
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Fig. 21 present the different percentage of income sources referred to the current business. It is 

differentiated according to each research site. 

 

Figure 21 income source current business: each place 

As accentuated in Fig. 21, in low-potential towns (Il polei, Gachoka, Isiolo) no one works under 25% in 

the present business, Shopkeepers have only a few other income sources. In high-potential places 

(Manyatta, Chogoria, Karatina) the contrary is observable. Some interviewees work under 25% in this 

business and fewer people depend 90-100% on the current business. 

The situation in low-potential areas hints at the fact that these sales people depend more on their 

current business and probably have less other sources of income. In high-potential towns shopkeepers 

have other job opportunities and do not depend so much just on the present business. As this study 

deals with Micro-Enterprises (see chapter 3.1.4, p. 32), it is a reasoned explanation why many 

interviewees maintain other jobs beside the current business. Fig. 22 gives an overview of other 

income sources of the interviewees. 

 

Figure 22 other sources of income 

As can be seen in Fig. 22, the sources of income are manifold. About one-third of the interviewees do 

not have other income sources, about another third lives in addition from farming with crops, 

vegetables, fruits or coffee. Many shopkeepers have livestock or the salary from the husband is an 

important income source as well. Other occupations are boda-boda (motorbike-taxi), taxi-driver, 

clothes business, stock exchange, rent houses, barber, watch repair, computer programmer, research 

assistant, wholesaler or activities in other shops. 
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Fig. 23 explains the situation of shopkeepers living in high- and low-potential places referred to their 

activities in self-help or saving groups.  

 

Figure 23 group member: high- & low-potential areas 

As shown in Fig. 23, informal saving groups are more important in low-potential areas. In high-

potential places, less interviewee have a membership in a group. Considering the literature about 

microfinance (see chapter 5.1.4, p. 63), this result supports the finding that in low-potential areas 

small saving groups are important to access finances. In the contrary, it is much easier in high-potential 

towns to get loans (see chapter 5.2.1, p. 68). 

Fig. 24 illustrates the education level in each type of business. On one hand it presents the 

percentages of shopkeepers who dropped out of school before the O-Level, on the other hand it 

indicates the percentage of sales people who got an education of at least O-Level. 

 

Figure 24 education level: each type of business  

As Fig. 24 shows, the education level is not explicit readable from the type of business. Notable is the 

fact that hardly all shopkeepers selling phones are high educated. In the salt business the ratio is about 

the same, while many people selling detergents are high educated. In contrast, the T-shirt business has 

a relatively high school drop-out rate. 
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Key messages: analysis with independent variables 

A clear gender pattern is observable in the reground data. It shows that females are much more 

involved in the business of basic consumer products (salt, detergent), whereas men control more 

the business of complex products as mobile phones. This result supports the finding from the 

literature concerning different gender patterns in the market. 

The variety of the four chosen basic consumer products displays the remoteness of towns and is 

connected with the reduced availability of products in rural areas.  

While looking at profit rates of shopkeepers a clear difference between high- and low-potential 

areas is notable and presents a gradient of wealth between these different potentials. 

The unequal pattern of income-sources-dependency broaches the issue of different job 

opportunities in high- and low-potential areas. It tackles the topic of easier access to labour, 

finances or goods in bigger towns, as well to better road access, which were discussed in the 

literature.  

Furthermore, an unequal distribution of membership in self-help or saving groups touches on the 

subject of spatial inequality. An increased number of members in self-help or saving groups is 

visible in low-potential and remote areas. 

Another observation, which is not so clear-cut, is the distribution of the education level in each 

type of business. It is important to state that the education level of the whole sample of the study 

is relatively high. The situation in the female dominated detergent and the male guided phone-

business is outstanding, while the other business types show different education level patterns. 

There is no clear education pattern of the two big business types (salt/detergent and T-

shirt/phones) observable.  
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4 Trade openness and availability of goods 

The following chapter explains spatial inequalities with the associated literature about trade 

liberalization and trade openness. Firstly, several studies explain main changes in the economic 

landscape that have had an influence on trade patterns. Secondly, the complex trade liberalization is 

defined. Thirdly, the Kenyan development challenges and formulated strategies by the Ministry of 

trade are listed. 

The second part presents data analysis that addresses the availability of products. A comparison of the 

supply of goods during wet and dry seasons is illustrated. Further, new possibilities that mobile phones 

bring, local quality of trade and experienced delays in delivery are discussed. 

4.1 Economic developments 

4.1.1 Spatial inequality, liberalization and trade openness 

Sukkoo Kim compiles theories, facts and policies from various authors to explain spatial inequality and 

economic development. 

The dimensions of spatial inequality are very varied and touch on fields like income, health, education, 

and poverty, especially in developing countries where political situation plays a key role. Often 

economies grow very fast and are accompanied by uneven regional and urban dynamics. Inequalities 

can originate in regional specialization, influenced by external firms. Moreover, inequality can have 

negative repercussions on social stabilization (cf. Kim, 2008, p. 1). 

Spatial inequality has different accelerators and it is nearly impossible to encompass this complex 

phenomenon in a single theory. For this Master’s thesis the most important theories are briefly 

presented. One of the theories that was very much used in the past was the central place theory 

developed by Christaller and Losch, which focuses on urban and regional connectivity and uses 

international and interregional trade as a basis. However, Henderson (1974) described the trade 

centres as islands which are all the same and only differ in their size. The theories that explain spatial 

inequality changed over time and old models like the Marshallian understanding of economic 

development were renewed by innovative adjustments (cf. Kim, 2008, p. 3-4).  

For example Alain Pholo Bala concentrates on the hub effects of cities in Sub-Saharan Africa. He 

explains that the spatial spreading of port cities is important for national economies and demonstrates 

gate effects of trade. The main result of his study can be described as follows: an openness of trade 

often triggers a reduction of trade costs, which will activate a growth of agglomeration around the hub 

cities. With the study site in Sub-Saharan Africa, Pholo Bala identifies a clear spatial concentration of 

hub cities along the coasts, which are crucial for international trade. Kenya illustrates a big exception 

because the capital city Nairobi is in the heartland and stands as a central control point of a huge 

transportation network. However, Mombasa plays an important role in trade (cf. Pholo Bala, 2009, p. 

2-3, 25-26).  

Kim summarizes three main aspects of the continuous process of globalization and trade and the 

influence on spatial inequality. “First, globalization is a major force in world development today. […] 

Second, regional differences in institutions may affect regional inequality. Furthermore, the 
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distribution of political and financial power between federal, state, and local government is likely to 

impact urban inequality. Third, household income inequality is a big concern for policy makers […]” 

(Kim, 2008, p. 4-5). 

The interaction between globalization and trade was discussed by many authors. In the neoclassical 

view trade was dominated by external players, which had a negative effect on spatial equity and 

pushed remote areas even more to the periphery. However, Puga and Venables (1999) emphasise a 

possible reduction of spatial inequality by having a liberalized trade. Krugman and Livas (1996) agree 

with Puga and Venables and point out a possible reduction in urban inequality by balancing backward 

and forward linkages (cf. Kim, 2008, p. 9-10). 

Very much interlinked with the topic of spatial inequality is the position of institutions in the economic 

process. Especially in developing countries the role of political institutions is central and often linked 

with property rights (cf. Kim, 2008, p. 10-11).  

„Moreover, political corruption and instability may also contribute to urban inequality in the 

form of urban primacy if proximity to a primate city makes it easier to shield oneself from the 

threat of violence, to make illegal bribes easier to conceal, or to have access to information 

and communication. In a simplified model, Ades and Glaeser (1995) show that the benefits of 

political primacy are likely to be higher in dictatorships than in democracies“ (Kim, 2008, p. 

11). 
 

To explicate the regional inequities Kim accentuates important dimensions and the difficulty of 

comparing the different studies.  
 

“The studies differ on many dimensions such as indices of geographic concentration, 

geographic units of observation, as well as theoretical motivation and empirical specification. 

In addition, given the difficulty of constructing regional inequality measures that are 

comparable across many nations, there is no international cross-sectional or panel analysis as 

in the urban inequality literature […] As a result, the literature on regional inequality is 

dominated by country-specific studies. Nevertheless, the review of the various nations in 

developed and developing nations may facilitate comparisons” (Kim, 2008, p. 13). 
 

Trade and spatial inequality are highly interlinked and it is evident when looking at foreign trade and at 

the increasing trade openness. Kanbur and Venables (2005a, 2005b) analysed 50 developing nations to 

show the uneven spatial patterns connected with trade and globalization (cf. Kim, 2008, p. 21). 

As a result of the study, Kim tries to merge all the important facts together and formulates five policy 

lessons on spatial inequality:  
 

“First, it may be possible to identify the proximate causes of spatial inequality by studying the 

trends in regional industrial economy […] Second, the patterns of spatial inequality are likely to 

change over time […] Third, globalization and foreign trade can significantly influence domestic 

regional and urban inequality […] Fourth, political institutions can play a significant role in 

determining regional and urban inequality […] Fifth, there seems to be some evidence that 

transportation and communications infrastructural investments are associated with a decline 

in spatial inequality […]“ (Kim, 2008, p. 24-26). 
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A study carried out by Baliamoune-Lutz and Ndikumana (cf., 2007, p. 1-7) reviewed panel data from 39 

African countries between 1975 and 2001. With their conclusions from the study, they support 

findings from the literature that institutions are important for the success of an economy. At the same 

time they warn making generalisations about trade openness from data. “The results from this paper 

are informative about the missing link between trade liberalization and growth in the case of African 

countries […] The results also confirm the role of other important factors of growth, especially positive 

effects of domestic investment and negative effects of ethnic fractionalization and economic instability 

proxied by exchange rate variability” (Baliamoune-Lutz & Ndikumana, 2007, p. 2-3). From their 

literature review, they show the mixed appraisal of the effect of trade openness.  

“Lewer and Van Den Berg (2003) find evidence supporting the view that countries that import 

capital goods and export consumer goods grow faster than those that export capital goods. 

The evidence suggests that African countries and developing countries in general would 

benefit from trade most by promoting exports of labour-intensive goods and services while 

encouraging imports of capital goods (Lopez 1991) […] but to gain from trade liberalization, a 

country must have an adequate industrial strategy that fosters economic diversification 

(Hammouda et al., 2006). The failure of trade liberalization to promote trade expansion is 

partly attributable to the lack of effective national industrial policies to enhance diversification 

of the production and export base […] Furthermore, the underdevelopment of African financial 

systems, which are characterized by pervasive inefficiencies in financial intermediation may 

also explain weak transmission from trade liberalization to growth. […] Therefore, it appears 

that the broader institutional environment is key to the transmission from trade liberalization 

and trade expansion to growth. This suggests that weak institutions and an inadequate 

economic policy framework may be partially responsible for the weak growth gains from trade 

liberalization in African countries“ (Baliamoune-Lutz & Ndikumana, 2007, p. 5-6). 

Further Baliamoune-Lutz and Ndikumana quote Collar and Kraay (2003), who explain the long- and 

short-run influence trade and institutions. They explain while focusing only on trade, a positive short-

run growth is observable, but looking at the interrelation of trade and institutions a long-run 

perspective is needed to bring out growth returns (cf. Baliamoune-Lutz & Ndikumana, 2007, p. 7). 

“This suggests that good institutions are critical for the ability of a country to generate long-run growth 

gains from trade liberalization. The results suggest that the weak growth benefits from trade 

Two definitions of trade liberalization 

According to Marius Brühlhart trade liberalization „is understood primarily as the opening of cross-

border goods markets through policy changes or technological improvements, but also […] the 

effects of liberalised cross-border investment flows” (2010, p. 3).  

A much more in-depth definition was written by Bezuneh and Yiheyis. „Trade liberalization is a 

process of becoming open to international trade through a systematic reduction and eventual 

elimination of tariffs and other barriers between trading partners. Trade liberalization measures 

may include, among others, reducing or eliminating trade barriers such as tariffs, quotas, import 

and export licensing requirements, foreign exchange control, export subsidies and taxes. The most 

direct and simplest theoretical argument for trade liberalization is that it forces nations to focus on 

those products for which there is a comparative advantage. This, in turn, leads to an increase in 

exports; and the earnings can be used to import food products for local consumption“(2009, p. 3).  
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liberalization in African countries may be due to inefficient institutions” (Baliamoune-Lutz & 

Ndikumana, 2007, p. 7). 

Bezuneh and Yiheyis (cf., 2009, p. 16) focus on short- and long-term effects as well. In their study, they 

pick out food security as a central theme and show that in the short-run, the liberalization of trade has 

negative influences on food security, though having a look at the medium- and long-run perspective a 

positive effect from trade liberalization is identifiable. 

4.1.2 Development strategies in Kenya related to trade  

The changed situation due to increasing liberalization of trade appears in the Economic Recovery 

Strategy (ERS) and in the current Strategic Plan of the Ministry of Trade in Kenya.  

The ERS positioned the Kenyan economic activities during the time period between 2003 and 2007 

with a focus on the following five areas: distribution and wholesale, retail trade, international trade, 

informal trade and trade in services. The ERS was strongly linked to the Millennium Development 

Goals and aimed to increase export rates, strengthen the private sector, improve the business and 

investment environment, make efforts in the anti-dumping, extend the market with North America, 

improve all export sectors, support Micro and Small Enterprises (MSE’s) and advance regional trade 

and trade-information (cf. Strategic Plan, Ministry of Trade, 2009, p. 20). 

Many achievements (cf. Strategic Plan, Ministry of Trade, 2009, p. 21) can be assessed in the context 

of the ERS, including creation of new jobs, growth in export rates, achievements against counterfeit 

goods, the expansion of Private-Public Partnerships, the initiation of the Economic Partnership 

Agreement (EPA) (see more about EPA, chapter 8.1.1, p. 97) between Kenya and the European Union 

(EU) and a large share for Kenya in on the Common Market for Eastern and Southern Africa (COMESA). 

The Ministry of Trade in Kenya has identified many challenges concerning trade (cf. Ministry of Trade, 

Strategic Plan, 2009, p. 22-24). 

 

• “Lack of coherent trade policies”: many hampering factors to improve policies 

• “Business regulatory framework”: too high transaction costs, counterfeit goods and missing 

linkages 

• “Inefficiency in the supply chain”: trade is hindered by broken infrastructure, uneven 

distribution 

• “Poor infrastructure”: hinders many areas in the trade process 

• “Inadequate market information”: local and external markets have no sufficient market 

information 

• “Poor access to finances”: hampers an increasing development in trade 

• “Poor market access”: the accessibility of goods produced in Kenya to export markets is weak 

• “Lack of business skills”: missing skills mainly in the MSE sector 

• “Inadequate budgetary allocation”: the budget of the ministry is too small to work efficiently 

• “Human resource deficiency”: irregular staff training leads to stagnation  

• “Inadequate facilities”: lack of offices or vehicles at the national, regional and as well on the 

local level hinders  good delivery in trade 

• “Lack of representation”: missing representation at the country and international level 

hinders an easy entrance into foreign markets 

• “Weakness of organizational structures”: hampers the distribution of goods in the country 
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Therefore the Ministry of Trade carried out a situation analysis by using the framework of Strength, 

Weaknesses, Opportunities and Threats (SWOT). With the SWOT-analysis they formulated the main 

focuses of the Strategic Plan 2008-2012 while focusing on six main issues (cf. Strategic Plan, Ministry of 

Trade, 2009, p. 32-33).  

 

• Advance the development of enterprises and entrepreneurships  

• Improve the business environment 

• Boost the efficiency of the supply chain 

• Enhance the export markets with the COMESA and the EU 

• Readiness to invest in collaboration mechanisms 

• Increase the quality of services 

With regard to the focus of this Master’s thesis, the issue of boosting the supply chain is very 

enlightening. In terms of the supply chain, wholesale and retail trade is important. The Ministry of 

Trade in Kenya tends to improve the linkages between producer and consumer in order to decrease 

the failures along the supply chain. They formulate a big potential on both ends of the chain to make 

more profit of imported and locally produced goods (cf. Strategic Plan, Ministry of Trade, 2009, p. 32). 

4.1.3 New improvements by mobile phones 

The invention of mobile phones changed the dynamics in the market process all over the world. While 

focusing on Sub-Saharan Africa, the diffusion of mobile phones was enormous. The increasing number 

of mobile phones in Kenya is illustrated in Fig. 25, since 2002 a growth in number of phones per 100 

inhabitants is clearly visible.  

 

Figure 25 UN data, mobile cellular subscriptions per 100 inhabitants  

(Source: http://data.un.org/Data.aspx?q=Kenya&d=ITU&f=ind1Code%3aI911%3bcountryCode%3aKEN) 

Diverse authors studied the influence of cell phones on economic processes, especially in developing 

countries. The following quotations give an overview of different findings. 

“Mobile phones adoption and use has a positive and significant impact on economic growth, 

and this impact may be twice as large in developing countries as in developed countries […] 

This increased accessibility to mobile phones have introduced changes in most sectors of the 

economy and particularly the urban informal sector […] (ITU, 2005, Salzmann et al., 2001, qtd. 

Mwangi, 2006, p. 6).  
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“Mobile phones provide technological services that reduce costs; increase income and 

increases reach ability and mobility. They can help to extend social and business networks, and 

they clearly substitute for journeys and, for brokers, traders and other business 

intermediaries” (Donner, 2005, Hughes & Lonie, 2007, qtd. Mwangi, 2006, p. 6).  

 

“[…] Information and communications technologies such as mobile phones can have an impact 

on livelihoods and thereby on poverty in developing countries. They state that information and 

communications technologies can contribute greatly to improvements in the following fields. 

• Increased opportunities to access resources and use capabilities through improved 

access to information 

• Empowerment through information about choices that affect themselves 

• Decreased vulnerability to risk due to the possibility to send and receive information” 

(McNamara, 2003, qtd. Myhr & Nordström, 2006, p. 10).  

A very important modernization is the payment function by mobile phone, which is frequently used in 

Kenya and is called M-PESA.  

“In March 2007, Kenya’s largest mobile network operator, Safaricom (part of the Vodafone 

Group) launched M-PESA, an innovative payment service for the ‘unbanked’ population, ‘Pesa’ 

which is a Swahili word for cash; the ‘M’ is for mobile. Within the first month Safaricom had 

registered over 20,000 M-PESA customers, well ahead of the targeted business plan. This rapid 

take-up is a clear sign that M-PESA fills a gap in the market. The product concept is very 

simple: an M-PESA customer can use his or her mobile phone to move money quickly, 

securely, and across great distances, directly to another mobile phone user. The customer 

does not need to have a bank account, but registers with Safaricom for an M-PESA account. 

Customers turn cash into e-money at Safaricom dealers, and then follow simple instructions on 

their phones to make payments through their M-PESA accounts; the system provides money 

transfers as banks do in the developed world. The account is very secure, PIN-protected, and 

supported with a 24/7 service provided by Safaricom and Vodafone Group” (Hughes & Lonie, 

2007, qtd. Mwangi, 2006, p. 2). 

Mwangi (2006, p. 7) points out the multi-purpose use of mobile phones. “For micro entrepreneurs, 

just like all other users use mobile phones same device for both business and social purposes, as a 

result there were increased profits in business, and enhanced social networks”. 

Different studies research the influence of cell phones over business men in Small and Micro 

Enterprises (SME’s) while having a special focus on gender ratios. A study among SME’s in Kenya 

points out that the use of mobile phones helps much. 

“Benefits were faster and easier decision making, fast communications, reduced costs, faster 

sales, and easy access to products, to the market and to supplies were possible […] The 

support groups of women influence the tools used to access information. Women used close, 

informal support groups for their businesses – their spouses, relatives and women’s groups. 

Hisrich and Peters (2002) noted that women consulted their spouse first on major decisions for 

their businesses – the opposite of men, who consulted their spouse last. By consulting 

informally, information flow followed this pattern, with the cell phone being defined as the 

most effective tool” (Munyua & Mureithi, 2008, p. 8). 

  



Trade openness and availability of goods 50 

 

Besides many positive effects on gender equality of mobile phones other studies present the opposite. 

“A study by the United Nations Development Fund for Women cited in Huyer et al. (2005) 

notes that in four Southern African countries women were losing out on expanding business 

networks by relying on cell phones rather than the Internet. By relying on the phone (fixed and 

cell phone) they limited their contacts to informal family networks – and thus limiting their 

potential for business growth. […] a study by Huyer et al (2005) found that men frequently felt 

that the new freedom of women to have mobile phones was destabilizing their marital 

relationship. In many cases men monitored the cell phone and Internet use of their spouses. 

While the cell phone demonstrated a gain in Chennai (Joseph 2005), reliance upon it is not 

seen as useful in Southern Africa – and indeed it is even a cause of distress in women’s 

relationships with men” (Munyua & Mureithi, 2008, p. 9). 

In contrast, the study by Marcelle (2002) points out to that “a report of several case studies among 

women, concludes that when used effectively ICTs can be a powerful tool for women’s empowerment. 

They can create better opportunities for women to exchange information, gain access to online 

education and engage in e-commerce activities” (Munyua & Mureithi, 2008, p. 11). 

The different outcomes of the studies show a mixed picture of effectiveness of the gender-balancing-

effect of cell phones in Sub-Saharan Africa (see more about gender issues, chapter 10, p. 121). 

Nonetheless, clear increases of mobile phones in Kenya illustrate the high demand of the product and 

the M-PESA presents an easy manageable money transfer system which is frequently used by many 

Kenyans. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Key messages: economic developments 

The literature on changing patterns in the economy highlights the complex topic of liberalization. 

For instance spatial inequalities discuss the uneven dynamic of economic developments. Different 

models like the central place theory by Christaller and Losch or the hub effects described by Pholo 

Bala explain the developments that come with increasing trade openness. Moreover, Kim 

expresses the difficulties of measuring these developments and points out the importance of 

including foreign trade. Two definitions of trade liberalization introduce the opening of markets, 

looking at the removal of barriers and at the creation of new foreign controls. In short, many 

authors accentuate the diverse economic changes that challenge policy makers. In particular, 

African countries often have insufficient strategies, weak policy frameworks and inefficient 

financial markets. Two economic strategies in Kenya illustrate the awareness of the challenges and 

the approaches the Ministry of Trade addresses.  

An increase in mobile phone subscription in Kenya is clearly visible and the new money transfer 

option by phone is in high demanded. Several studies focus on the advantages brought by mobile 

phone usage. They point out to the increased access to information, which helps to improve 

business networks. Furthermore, mobile phones can have positive effects on gender equality, 

although some studies are of another opinion. 
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4.2 Availability of products and services  

4.2.1 Basic services and goods 

As shown in Fig. 26, the role of matatus is very important for shopkeepers in small businesses. Matatus 

are used the most, although other means of transport are important too, including human transport 

(people carrying goods), taxis or trolleys. Focusing on matatus, Fig. 27 illustrates the high use of 

matatus in low-potential towns (Il polei, Gachoka), at the same time the figure shows a smaller 

importance of matatus in bigger towns (Isiolo, Karatina, Nanyuki).  

 

Figure 26 transport means used by interviewees 

 

Figure 27 use of matatu: each place 

The findings of the means of transport used indicate a spatial inequality. Low-potential areas seem to 

be very much dependent on matatus, while high-potential towns have a much more diverse variety of 

available transport means. A gradient between smaller and bigger towns is visible, because smaller 

towns depend much more on matatus compared to bigger places. 

The importance of mobile phones is illustrated in Fig. 28. It shows the use of payment options by 

mobile phone in each research site. The overall result indicates an average use of the payment by 

phone. 
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Figure 28 payment by mobile phone: each place, overall 

While having a closer look at each research site (see Fig. 28), a significant difference can be observed. 

Medium and smaller towns do not pay by mobile phone much, but in bigger towns (Isiolo, Karatina, 

Nanyuki) the payment option is often used. In conclusion Fig. 28 points out a gradient between urban 

and rural towns with regard to the use of the payment-function by mobile phone. 

Figure 29 ease and regularity of supply 

As shown in Fig. 29, the overall impression of supply in the Kenyan market is good. On a scale of 1 to 5 

(bad – very good) most of the interviewees ranked the ease and regularity of supply between ‘good’ 

and ‘very good’. In contrast, Table 4 illustrates the ranks of delays in the supply of goods, almost 70% 

of all interviewees experience delays. 

Table 4 experience of delays 

These first results demand a more detailed analysis of the availability 

of goods, which will be provided in the following chapters. 
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4.2.2 Supply of products 

To capture more aspects related to supply, the interviewees described the road conditions during the 

wet and the dry season and evaluated the influence from the surrounding roads on their business.  

As can be seen in Fig. 30, low-potential (Low) and especially small and medium towns (Il polei, 

Gachoka, Manyatta, Chogoria) do not have good road conditions during the wet season. On the 

contrary, as shown in Fig. 31, road conditions during the dry season negatively influence big towns 

(Isiolo, Karatina) more than small places (Il polei, Manyatta).  

 

Figure 30 road condition during wet season: each place, overall high- & low-potential towns 

 

Figure 31 road condition during dry season: each place, overall high- & low-potential towns 

The interviewees mention for example that roads are slippery and muddy during the wet seasons 

because the roads are not paved. Further they talk about flooded roads which cause erosion and 

damage to roads. As such, it is hard for shopkeepers to travel, the delivery of goods is poor and the 

transport system is interrupted. 
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An interviewee explains: ”During the rainy season the town center is okay, but as you go 

interior, roads are muddy” (Interview-No. 56, Highway road, Karatina).  

 

During the dry season it is much easier for shopkeepers to travel. The roads which are not tarred are 

often very dusty, but passable. Some roads are rough and sometimes potholes hinder journeys.  

 

A woman who keeps a shop in the shopping center in Il polei reports: “In dry seasons the 

delivery of commodities is on time when requested” (Interview-No. 4). 

 

To get an overall idea of the influence of roads on the shopkeeper’s businesses, the data provides a 

general evaluation of the road condition. Fig. 32 summarizes the overall influence of roads and shows 

that about 90% of all shopkeepers assess the road conditions around their town as negative.  

 

Figure 32 overall influence of road condition: low- & high-potential areas  

The few interviewees who describe the road-influence as positive, mainly live in bigger towns, where 

roads are paved. This example accentuates again the spatial inequality between smaller and larger 

towns. People living in rural areas are much more affected by muddy and impassable roads during the 

rainy seasons, while shopkeepers in urban centers are favored and benefit from a good road system. 

This in turn provides sales people in big towns with many advantages, whereas people in rural areas 

face several problems related to the supply of goods. 

4.2.3 New services by mobile phone 

As described in the chapter 4.2.1 (see p. 51), the payment-function on mobile phones is mainly used in 

bigger towns. Payment by phone is hardly used in Il polei and Manyatta, the two small towns of the 

study sample. Sales people told the interviewer during the interview that mobile reception is 

insufficient there. This relates to the finding of the negative and positive influence of roads discussed 

above. A spatial gradient is obvious and makes the shop business in rural and peripheral areas more 

difficult. 
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While researching the importance of mobile 

phones, the interviewees indicated how 

often they use mobile phones to get 

information about the prices of stocks. As 

shown in Fig. 33, only a small part does not 

use the mobile phone to get information 

about stocks. Shopkeepers rate the use of 

mobile phones to get specific information 

about commodities as ‘average’, ‘often’ or 

‘very often’.  

 

Figure 33 phone for stock information: general use  

By analyzing the data with the independent 

variable gender, the results indicate different 

usage of mobile phones by men and women. 

As illustrated in Fig. 34, male interviewees 

use their mobile phones more often than 

females to obtain information about stocks.  

 

 

 

 

 

Figure 34 phone for stock information: gender 

Moreover, the interviewees specify their 

main use of mobile phone. The majority of 

people use mobile phones either for business 

purposes or for private communication. 

Some use the mobile phone for both reasons. 

Fig. 35 illustrates the use of the internet via 

mobile phones. The internet is mainly used 

by interviewees with a higher education level 

(meaning they had at least completed O-

Level). Similarly, shopkeepers with 

employees use the internet more often than 

those without employees. Sales people who 

can save an average amount, use the internet 

more often than those who can save ‘nothing 

– a bit’ of their monthly earned income. 

 

 

Figure 35 use internet on phone: education level, employee(s) and savings 
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Results related to mobile phone use demonstrate a varied use and the practicality of technological 

improvements. The data supports findings from the literature that the liberalization of the mobile 

phone business opens an enormous market worldwide for small scale businesses. In Kenya an 

increasing demand for mobile phones is visible. As demonstrated in the first section of this chapter, 

the money transfer option by M-PESA is frequently used. The data analysis also indicates that new 

services provided by mobile phones, such as access to the internet, are used regularly. The internet 

service is mainly used by higher educated and better-off shopkeepers. Furthermore, a difference in 

use by females and males is evident, which proves true in the literature as well. Males mostly focus on 

getting information by phone, while women use other channels, especially through social networks.  

When looking at the number of phones in use (see Fig. 36), clear patterns can be recognized as well. 

 

Figure 36 no. of phones: gender, education level, high- & low-potential areas 

As can be seen in Fig. 36, males’ ownership of two phones is more common than for females. This 

difference is visible with regard to education level as well. Higher educated shopkeepers oftentimes 

possess several phones. Furthermore, in high-potential towns the interviewees own two phones more 

often than in low-potential places. 
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4.2.4 Quality of trade and delivery 

The quality of trade and delivery, presented in Fig. 37 and Fig. 38, shows a positive valuation of local 

trade quality and delivery, especially in low-potential towns (Il polei, Gachoka, Isiolo). The proportion 

of ‘average’ quality is the highest. 

 

Figure 37 quality of local trade: each place, overall high- & low-potential towns 

 

Figure 38 quality of delivery: overall national, regional & local level 

A noticeable fact is that assessment of the local quality of delivery is mostly ranked as ‘average’. When 

focusing at Fig. 38 one can observe that the largest proportion of a rating of ‘very good’ and ‘good’ 

occurs at the local level. While looking at these results, it is important to keep in mind that this is the 

opinion of shopkeepers, the end suppliers at a local level. They experience the hampering factors in 

trade that occur not on the local, but on a regional and national level. Further the results of detailed 

analysis show that the second-hand clothes and phone businesses are more affected by insufficient 

deliveries as compared to kiosks, selling salt and detergent. The clothes and phone business depend 

much more on exports coming from outside, which hampers the whole process of the product chain 

(see more about chains, chapter 7.2, p. 92). 
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As shown in Fig. 39, the fact that many interviewees experience the quality of local trade as ‘average’ 

is evident. It is worth noting that shopkeepers who hire employee(s), asses the quality of local trade 

much better than sales people without employee(s). Conversely, shopkeepers who want to change to 

another business appraise local trade quality as being worse than those who want to maintain their 

current business. 

 

Figure 39 quality of local trade: change business and employee(s) 

Analysis of the assessment of local trade quality seems to be very personal and strongly connected to 

one’s personal circumstances. When analyzing with the independent variable ‘employee(s)’ and ‘wish 

to change business’, the results point out the importance of personal factors. The interviewees have 

individual strategies to organize their businesses. It appears to be too easy to link trade quality just 

with access to a transport network.  

4.2.5 Delays in trade  

As the first section in chapter 4.2.1 (see p. 51) indicates, delays in trade are very common. A detailed 

analysis presented in Fig. 40 clearly illustrates the occurrence of delays across the research sites. Low-

potential towns, especially Isiolo and Il polei, seem to be more affected by the delays than high-

potential places. 

 

Figure 40 experienced delays: each place, high- & low-potential towns 
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The sample of this study selected seven towns for a good comparison (see chapter 2.2.3, p. 23). The 

criteria for selecting these towns included the spatial position and their accessibility by a road 

network. The two towns Il polei and Isiolo were selected intentionally as representatives of low 

potential areas, because both are positioned in a peripheral location. Isiolo is located in the arid zone, 

in the northern and sparsely populated area of Kenya. Il polei is accessible on a rural unpaved road, 

which often hampers trade. However, it is located within the wider trading area of Nanyuki and is on 

the transport route from Dol Dol, an important local trading center in the north-west of the Rift Valley 

province. Nonetheless, these two towns are greatly affected by delays and spatial inequalities are 

obvious.  

As can be seen in Fig. 41, the delays also depend on the monthly income the interviewees have at their 

disposal. Shopkeepers whose profit is less than KSH 5’000 per month experience more delays than 

those who have higher profits. 

Figure 41 experienced delays: monthly profit 

The differences of monthly profits display the diverse economic status of the interviewees. Shop 

owners who have higher profits are less affected by delays. This shows that wealthier shopkeepers 

have more options to bypass delays as they can probably invest money to facilitate a more regular 

supply.  

As the literature notes, the inefficient economic strategies of African countries greatly hinder trade. 

Weak policy frameworks are not able to improve the delays in trade.  
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Key messages: availability of products and services 

A brief data analysis on facts presents the importance of matatus as a mean of transport particularly 

in the low-potential areas, where a very high demand for matatus exists. The supply in the Kenyan 

market is assessed as good, even though delays are often experienced.  

More detailed analysis shows the influence of roads on the market process. Small- and medium-size 

towns are most affected in the rainy season and less during the dry season, whereas bigger towns 

state worse conditions during the dry season. Overall the influence of the road system is mostly 

ranked as negative. The few interviewees, who valuated a positive influence of roads, live in bigger 

towns, where people benefit from a good access to the road network of the country.  

The role of mobile phones is researched. It illustrates the importance of the new technology used for 

payment functions, as a source of information to get details about stocks, for business purposes, 

private communication and also to access internet. Analysis also shows that males use the phones 

more often than females to get information about stocks. The multipurpose use and the 

confirmation that all interviewees have a phone, makes the influence of the new technologies by 

mobile phones clear. The number of phones owned by shopkeepers indicates several patterns and 

differences according to gender, education level or potential of the regions. Moreover, the 

commonness of delays points out that shopkeepers in low-potential areas are hit most.  

Breaking down the influence of road conditions during the rainy season, the use of mobile phones 

and the delays in trade, a rural-urban gradient is visible. It shows a disadvantaged situation for 

people living in peripheral areas and a more integrated position of sales people in bigger towns.  

The overall positive valuation (mostly between ‘average’ and ‘very good’) of the local trade quality is 

surprising and demands for a deeper look into the underlying factors. Furthermore, the quality of 

delivery indicates that shopkeepers experience good quality of local trade, whereas the regional and 

national level is considered to be responsible for the inefficient delivery. Confirmation of this 

phenomenon would require a more comprehensive sample size than this one, which is limited to 

end-suppliers at the local level.  

On one hand an obvious structural influence by the road network appears to be of importance; 

while on the other hand many additional factors are brought to light. While looking at the quality of 

local trade, personal credos are important. It seems that sales people who can hire employees and 

those who want to change their business, assess quality completely different. Also the influence of 

delays is experienced differently by wealthier and poorer shopkeepers. Similarly, economic status 

also greatly influences interviewees’ appraisal of the market process. 

With regard to the challenges identified by the Ministry of Trade in Kenya, the data analyses of 

availability of goods and services mirror hampering factors in the trade processes. The common 

delays occur as a result of the inefficiency of the supply chain and the weakness of organizational 

structures. The mobile phone gains an important position in relation to market information and 

payment functions such as M-PESA. Mobile phones are used on a regular basis by all of the 

interviewees. However, when looking at internet use on phones, higher educated and better-off 

shopkeepers, who can afford to hire employees, stand out. Besides that, males use mobile phones 

more often than females to get information about stocks. The access to payment functions and 

other services on mobile phones is not the same in all research sites; this explains a spatial inequality 

and therefore inadequate access to market information in some places.  
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5 Basic consumer products and financial issues 

Besides mobile phones (see chapter 4.1.3, p. 48) three other basic consumer products (salt, detergent, 

second-hand T-shirt) are selected for this research. The following chapter presents some expert 

knowledge regarding detergent and salt in Kenya and gives an inside look into the textile industry. The 

focus is laid on some historical and current developments in the trade of second-hand clothes. 

Furthermore, access to financing and especially to microfinance will be discussed.  

The data section analyses the running costs and ability by shopkeepers to access loans. It displays the 

development of prices in the last three years and presents detailed price information about the four 

commodities in discussion. Moreover, possible profits that sales people can make and the demand for 

commodities by customers are explained. 

5.1 Goods and financial institutions in Kenya  

5.1.1 Dominant players in salt and detergent business 

Due to the fact that the literature research on salt and detergent in Kenya was unsuccessful, an expert 

interview-extract will provide some insight into the role of major players in Kenya. 

„Kensalt, Kaysalt and Sunsalt are produced near to Mombasa, because there is the Indian 

Ocean, it’s a salty place […] Kensalt does very well, almost all over Kenya. I think it was the 

first brand, Kaysalt was just discovered about15 years ago while Kensalt had been there 

long before. This is what customers buy, it’s somehow emotional. All customers are asking 

for Kensalt, Kensalt, Kensalt […] I sell about 50 tons per month […]  

Why is OMO so famous? OMO has been there for a long time. It’s historical. Sunlight they 

keep on launching, they are doing very well. […] Also now, even grandmothers know about 

Sunlight, but they mostly go for the bar-soap […] currently Gental is doing well, Toss is also 

doing well, they are still small compared to OMO. Like Gental is getting to the market and is 

doing very well, it is a good powder. I think what they are supposed to do, is to extend their 

marketing activities. OMO is very, very active in marketing […] and they are very good in 

distribution” (Distributer in Embu, August 10
th

 2011, 16.52’-20.03’). 

5.1.2 Textile industry, second-hand clothes and trade 

The textile industry has a unique position in the world market. Developing and developed countries 

are much involved in the production of clothes, whereat the majority of production is done by women. 

The textile industry in developing countries is well-known as a sector with low entry-barriers and many 

uneducated workers. This is one of the reasons why it is one of the most protected industries in the 

global world market. The most prominent factories are located in Korea, Bangladesh, India, Sri Lanka 

or China, but there are also a few important locations in Sub-Saharan Africa. An increasing proportion 

of the textile market is dominated by China. In 2005 it produced almost half of the textile volume 

worldwide (cf. Adhikari & Yamamoto, 2007, p. 183-186). The producer countries of textiles are 

hindered by many factors. The main supply side constraints are “poor human capital, poor quality of 

infrastructure, limited trade facilitation measures, high cost of inputs and limited access to finances” 
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(Adhikari & Yamamoto, 2007, p. 200-203). According to Adhikari and Yamamoto (cf. 2007, p. 215-217) 

there is a need to focus on better market access, to strengthen the skills of workers, to improve the 

value chain of products, to advance strategies from governments, to facilitate access to finances and 

to focus to a greater extent on South-South collaboration. 

While having a closer look at second-hand clothes (SHC), the following quotation should present the 

initial situation. “The total global trade in textiles and clothing is worth more than $200 billion each 

year. The SHC trade has grown ten-fold since 1990 but, at roughly $1 billion per year, still represents 

less than 0.5 per cent of this total in value terms” (Trade data from UN commodity Trade Statistics 

Database, qtd. Baden & Barber, 2005, p. 5). 

Although the SHC trade is a small proportion of the worldwide textile industry, it is a very important 

field especially for developing countries. Especially in Sub-Saharan countries the SHC trade is an 

important sector for the economy, representing more than 30 percent of all the imports of Sub-

Saharan countries. The SHC industry is an important employer for many people in countries that 

import SHC. A wide variety of complementary activities are related to the SHC trade, such as transport, 

and the cleaning or repairing of clothes and therefore support at the same time many livelihoods in 

developing countries. SHC are affordable for everyone and people of all classes of society like to buy 

SHC. The cheap prices offer a profit for all consumers (cf. Baden & Barber, 2005, p. 1). 

From a historical perspective, the SHC trade increased a lot over the last 30 years and put an 

enormous economic strain on the textile industry in Sub Saharan Africa. This is clearly illustrated in the 

following interview-section with an expert at the national level, a wholesaler in Gikomba.  

„There are three city council buildings, in earlier times it was a fish market and some clothes 

were produced too. They are still producing new clothes there […] 1984/1985 the market 

started in Gikomba, the market was there before, but this time the second-hand clothes 

came in. Later on, the government stopped it […] the former president Moi stopped the 

second-hand clothes market, but clothes were still sold at the ground […] There was a black 

market […] they removed the goods from the container ships as if there were no second-

hand clothes, then they were hiding them in the bush and were selling them here in 

Gikomba, 3 o’clock in the morning, so at night. It somehow went on […] Moi tried to stop it 

for about three years, it was in the early 90’s, but it made the economy to go very down. […] 

He tried to rescue the textile factories, but he couldn’t, the pressure was too much. […] 

Before we came to the multiparty system, 1992, the second-hand market flourished 

completely. […] Gikomba is a success story, the government should make it formalized […] 

as you can see Gikomba is not permanent, there are no permanent buildings, we are very 

temporary here. Any time, the government can say this or that. So I think they are trying to 

make it a market and put it somewhere. […] They plan to give subsidence […] but no 

subsidence yet“ (Wholesaler and her husband, Gikomba Nairobi, August 9
th

 2011, 8.40’-

15.13’).  

Cheap imports from Asia rival the textile market much, in the past and nowadays. Many local textile 

factories are destroyed because they are not able to compete against the cheaper textiles coming 

from Asia. Although the SHC market is still flourishing these days, it is struggling too, because the trade 

with SHC is mostly informal and good regulations are missing (cf. Baden & Barber, 2005, p. 2). The SHC 

trade is embedded in a global chain. “Almost all countries are involved in the trade, either as 

exporters, processors and re-exporters, or importers, with some countries playing more than one role. 

Developing countries are the major consumers of second-hand clothing” (Baden & Barber, 2005, p. 5). 
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5.1.3 Gender patterns in second-hand clothes market 

A study carried out by Philip K. Rono studies the gender patterns in the second-hand market, so-called 

Mitumba, in Nakuru, Eldoret, Mombasa and Nariobi in Kenya. The chain of second-hand clothes (SHC) 

is structured by big importers, distributors, medium wholesaler and smaller retailers. Studies in 

Zambia and Zimbabwe show that sellers of SHC are mostly of low economic status. This is different in 

Kenya, where many wholesalers involved in the SHC business are well-off, although in rural areas 

some segments selling SHC are poor (cf. Rono, 1998, p. 2-9). 

Nearly all SHC coming from foreign countries enter Kenya through Mombasa, where a long chain of 

traders begins. A large part of all the clothes-bales arriving in Mombasa are transported to Nairobi and 

brought to Gikomba, the biggest SHC market in the country. From there bales are sold to medium 

wholesalers or retailers who transport the SHC out of Nairobi. In other towns the bales are sold again 

and smaller retailers sell the clothes. With this chain the clothes end up in very remote places of the 

country. Those selling clothes are mostly involved in Micro-Enterprises (see chapter 3.1.4, p. 32), 

however the wide variety of jobs in the SHC business are directly linked to other sectors like transport 

using lorries or small buses, so-called matatus (cf. Rono, 1998, p. 13-16). 

Specific analysis shows that traders in the SHC business are mostly young, entering the business 

around the age of 27. On average females tend to be a bit older than men. The majority of men and 

women in the sample of Rono had obtained a secondary-level education. For many this business is the 

primary occupation, others indicated that they had previous jobs as a farmer, teacher or trader. Some 

had low paying jobs as well. The profit that shopkeepers can make within a year and the growth rate 

show a clear gender pattern. For example men profit between KSH 21’600 and 540’000 yearly, while 

women profit between KSH 6’000 and 384’000. The growth-rates of male-headed businesses are 

higher as well (cf. Rono, 1998, p. 17-31). Another difference is the fact that women mainly work part-

time in the clothes business, while men do it full-time (cf. Rono, 1998, p. 39). The overall results show 

that women compose the majority of the SHC business (ratio about 2:3 compared to men). 

Nevertheless, men are performing better in the SHC market while having a different management 

approach, better business skills, more capital inputs and workers. This analysis shows socio-economic 

aspects which point out that women selling SHC are at the same time responsible for the household 

work, which puts women at a disadvantage in their endeavors as a micro entrepreneur. According to 

Rono policy makers should act to make a full integration of women in the SHC market possible. In his 

view, policy makers should facilitate the accessibility to education or training and especially to credit 

institutions (cf. Rono, 1998, p. 43-45). 

5.1.4 Microfinance 

Small and informal saving groups such as ‘merry-go-round’ groups or the ‘Rotating Savings and Credit 

Association’ (ROSCA) are very common, especially in rural areas (see chapter 3.1.3, p. 30). To gain a 

short historical insight, Stuart Rutherford explains “The merry-go-round is just one of many variations 

of the ROSCA. […] ROSCAs are found in their tens of thousands on every continent, and have been for 

many years. There are references to ROSCAs in Japan dating back six hundred years” (Rutherford, 

1999, p. 22). 
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Chris Macoloo (2009, p. 2) describes these savings groups as follows.  

“The whole idea is to encourage the culture of savings as a prerequisite for building a strong 

foundation for mobilizing local financial assets within the community. […] The functioning of 

savings and credit programs is complex. Community members come together to form self-help 

groups. They decide on the membership fee and a regular contribution, e.g. monthly 

subscription. The members must be like minded, i.e. have a common vision (for example, 

when they realize that they lack certain facilities/amenities and have resolved to do something 

about the situation). In addition, the members must be residing in close proximity to and have 

trust in each other. They elect officials, primarily the Chair, the Secretary, and the Treasurer. 

They collect funds monthly and disburse part of it to either a member or two members, 

depending on the amount they are able to collect per meeting. Part of the money which they 

save communally is available to be loaned to members who require it. This borrowed portion 

is repaid with some interest. This is the simplest method used by self-help groups in East Africa 

to mobilize assets for self development”.  

While looking at the governmental position regarding microfinance, George Omino, working as a bank 

examiner of the Central Bank of Kenya, offers an overview. The government of Kenya realized that 

microfinance is very important in Micro and Small Enterprises (MSEs) where people are often of low 

economic status. On one hand microfinance has become a very significant economic sector and on the 

other hand it can support poverty alleviation (cf. Omino, 2005, p. 1 Introduction).  

“In the past, microfinance institutions (MFIs) established using either an NGO or a savings and 

credit co-operative societies framework have been important sources of credit for a large 

number of low income households and MSEs in the rural and urban areas of Kenya. The MFIs 

have, however, operated without an appropriate policy and legal framework. There is 

therefore need to focus more on these institutions to enhance their effectiveness in the 

provision of savings, credit and other financial services to the poor and MSEs. […] Over 100 

organizations, including about 50 NGOs, practice some form of microfinance business in Kenya 

[…] Major players in the sector include Faulu Kenya, Kenya Women Finance Trust (KWFT), 

Pride Ltd, Wedco Ltd, Small and Medium Enterprise Programme (SMEP), Kenya Small Traders 

and Entrepreneurs Society (KSTES), Ecumenical Loans Fund (ECLOF) and Vintage Management 

(Jitegemee Trust)” (Omino, 2005, p. 1-2 Introduction).  

KWFT is the largest Microfinance institution and focuses on women entrepreneurs. Dr. Jennifer Riria, 

KWFT CEO, explains: “KWFT wants women entrepreneurs to know that once they’ve embraced 

progress and identified the key growth areas that they want to target, it’s time to revisit a business 

plan and make a road map to the next stage for their business” (The Pillar, 2008/2009, Issue No. 14). 

The Kenyan microfinance sector faces several constraints.  

“The major impediment to the development of microfinance business in Kenya is lack of 

specific legislation and set of regulations to guide the operations of the microfinance sub-

sector […] other constraints are faced by the industry, namely: diversity in institutional form, 

inadequate governance and management capacity, limited outreach, unhealthy competition, 

limited access to funds, unfavorable image and lack of performance standard. […] The 

regulation of the sector will enable authorities to define procedures for their operations, 

entrance, exit, and ultimately create an environment for fair competition and efficiency in the 

sector” (Omino, 2005, p. 2-3). 
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Government position is that further regulation and formalization of the microfinance sector in Kenya is 

required. A study carried out by NOKIA Research Africa in collaboration with the Institute for 

Development Studies Nairobi, Decentralized Financial Services and International Media Support 

investigates formal and informal access to financing in Kenya. 

 

Figure 42 usage of different financial tools in Kenya 2006 and 2009  

(Source: FSD Kenya, FinAccess 2009, p. 13, http://www.fsdkenya.org/finaccess/documents/09-06-10_FinAccess_FA09_ 

Report.pdf) 

As shown in Fig. 42, the informal access to financing is very high in Kenya and makes clear the 

importance of informal saving groups. In the research done by NOKIA, ten savings groups were 

studied. The findings were very multifaceted and show the multi-purpose mission of ‘merry-go-round’ 

savings groups (MGR). The sample included mostly women above 25 years who were married or single 

mothers, in some groups males were allowed to participate in the group as well. The group members 

in the MGR knew each other quite well. Some interviewees participate in a number of different groups 

at the same time. In most MGR all of the members originate from the same ethnicity and the groups 

develop different social codes. Some rules are written, while others are orally agreed upon, but they 

serve to guide and, when necessary, sanction the behavior within the group. A MGR is more than just 

a financial interest group, it also includes social activities like prayer, joint farming or visiting sick 

people. Official heads represent the MGR, and there is a great deal of confidence in the leaders who 

are often re-elected again and again. Members contribute to the group by making their skills available 

for the MGR. Another important aspect is the information flow within a MGR, as international, 

national as well as local news are exchanged (cf. Impio, 2009, p. 230-235).  

According to Impio et al. the MGR show the following three main functions. Social, Financial and 

Livelihood Functions. The Social Function would include for example reunions where members can 

share their experiences, or the social norms the group develops. When discussing savings groups, the 

Financial Function may seem obvious and would include the flexible accessibility to finances and the 

opportunity of getting a loan as a group from a bank. Further the Livelihood Function is crucial for 

MGRs, while sharing financial sources group members are able to pay for, for example school fees and 

contribute to the education of children (cf. Impio, 2009, p. 235-239).  

Besides all of these positive effects of MGR, they face challenges as well.  
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“These strong social ties and familiarity amongst group members sometimes constrain 

adherence to by-laws which cause conflict amongst members. […] Some take advantage of the 

closeness of the members while others over-value assets that are taken as collateral for loans. 

This way some groups are unable to fully recover their money from sale of defaulters’ assets. 

[…] Often, group leaders hold the groups’ vision and goals, formulate, direct and administer 

their constitutions, enforce discipline during all meetings, troubleshoot and resolve conflicts 

and ultimately determine their survival. […] In practice and by their nature women groups give 

short term gains to their members. Some members tend to become comfortable with such 

short term gain instead of working towards greater long term gain. […] Limited resources also 

hinder the growth of MRGs. Some groups have great and noble ideas that fail to materialize 

for lack of resources. […] One of the external challenges that face MRGs is their inability to 

access technology by way of mobile phones and internet communication. […] There are 

occasions whereby groups have been robbed of their money. […] Some women are perceived 

by their spouses as becoming too empowered when they actively participate in group 

activities and come home with new ideas from their respective groups. As such the 

traditionally ascribed male dominance is threatened. Some men therefore forbid their wives 

from belonging to groups. […] Also the trust for government officials is lost over time and this 

leads to groups missing out on opportunities that could come their way through government 

officers“ (Impio, 2009, p. 240-242).  

This research focuses on the opportunities of group-members and emphasizes the need to use the 

skills of members, boost educational programs, strengthen the exchange between different MGRs, 

make use of the communication technologies and to focus on decentralization of financial services (cf. 

Impio, 2009, p. 243-244).  

The idea to promote decentralized financial services is discussed by Johnson, Malkamaki and Wanjau 

(2005) as well. They make note of the situation in Kenya.  

“The Kenyan rural environment is characterized by poor communications infrastructure, 

relatively low population density, low levels of literacy, relatively undiversified economies, low 

profitability and/or high risk of many economic activities. […] Recent developments in the 

microfinance industry both in Kenya and elsewhere have involved the transformation of 

microfinance institutions into banks or other forms of regulated institutions, greater emphasis 

on the potential of formal financial institutions such as banks to move ‘downmarket’, and 

experiments with other types of financial providers such as postal and savings banks, along 

with renewed interest in the role of credit unions” (Johnson, Malkamaki & Wanjau, 2005, p. 2).  

They discuss the role of decentralized and centralized models and arrive at the conclusion that  

“trends in microfinance service delivery in Kenya have increasingly focused on centralized 

models of service delivery. Johnson et al. argue that decentralized models have particular 

advantages in supplying services in rural areas due to their inherently lower cost structures.  

An examination of models in Kenya helps to illustrate the frontier of supply and the challenges 

remaining for centralized providers. While the importance of centralized services in increasing 

financial depth is not in doubt, decentralized services already play an important role and for 

many poor people are currently the only affordable - if low quality - option. Improvements in 

their quality can therefore bring about better financial intermediation“ (Johnson, Malkamaki & 

Wanjau, 2005, p. 15-16). 
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Key messages: different commodities and microfinance 

The literature review and the expert knowledge regarding the products salt, detergent and 

second-hand T-shirt illustrate strong dynamics in the market and identify the main players. In the 

salt business Kensalt dominates the market in Kenya, while OMO is a long-standing company in 

the detergent market. The situation in the textile industry shows a more complicated picture. The 

local textile factories in East Africa were challenged in the 1980s by the development of the 

immense second-hand clothes (SHC) market; later cheap textiles from Asia were a source of 

competition as well. These two big changes brought the local textile industry to an end. The SHC 

market is mainly handled in the informal sector without regulation systems. Studies in Kenya show 

gender patterns in the SHC business. On one hand women represent the majority in the sector, 

but on the other hand they face low profit rates compared to men, and access to finances is much 

more difficult for females.  

Besides microfinance institutions and banks, informal saving groups, so-called ‘merry-go-round’ 

(MGR) are very common in Kenya. This form of savings group can be found all over the globe and 

usually show similar structures. Research in Kenya carried out by NOKIA shows that the MGR do 

not just focus on financial affairs, members also supports social and livelihood functions. In Kenya 

the government realized that microfinance has become an important sector in the economy and 

that distinct regulations would be needed. Still the majority of Kenyans access finances in an 

informal way. At the same time non-governmental organizations (NGOs) and banks are active as 

well. Kenyan Women Finance Trust (KWFT) is one of the largest microfinance institutions in Kenya 

and mainly focuses on women. Microfinance Institutions (MFI’s) are widely spread in central 

places, while MFI’s are not as present in remote places. This shows a centralized model.  
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5.2 Costs, loans and prices 

5.2.1 General running cost, access to loans and price changes 

The data volume of prices shows general higher running costs in bigger towns. Fig. 43 illustrates the 

costs for rent, licenses and labour, which have to be paid by the shopkeepers.  

 

Figure 43 running cost (in KSH) per month: in high- & low-potential areas 

As shown in Fig. 43, considerable higher running costs can be observed in high-potential places. 

Fig. 44 illustrates the significant role of bigger towns while looking at accessibility to loans. All 

interviewees stated whether they got a loan for their business or not. 

 

Figure 44 availability of loan for the business: all research sites 

As can be seen in Fig. 44, access to loans is much easier in bigger towns than in smaller and more 

peripheral places. People living in small towns like Il polei or Manyatta hardly get any loans. The 

proportion of shopkeepers who got a loan is much bigger in central places such as Isiolo, Karatina or 

Nanyuki. Interesting is the fact that many interviewees in Gachoka, a low-potential medium-size town, 

got loans, a possible explanation is its proximity to Embu, a provincial headquarter town. 
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According to the interviewees of this study (see Fig. 45), the prices of commodities changed in 2010. 

 

Figure 45 price changes in 2010: each place, overall high- & low-potential towns 

Low-potential areas seem to be very sensitive to price changes; the overall result of price changes in 

2010 indicates an increase in prices, which was felt by many interviewees. The parameter-value in 

high-potential towns is not so distinct; the majority of shopkeepers experienced a rise in prices, while 

many assess the prices on the same level or as being even lower in 2010. 

The short data section above points to the differences in prices between high- & low-potential areas 

and is analyzed in more detail in the following chapters.  

5.2.2 Running costs in high- and low-potential areas 

Two selected examples show a comparison of the running costs in high- & low-potential areas. As 

explained in Fig. 46, shopkeepers living in high-potential areas face higher costs for licenses than 

interviewees in low-potential towns, where sales people struggle with high transport costs.  

 

Figure 46 monthly costs transport & licenses in KSH: each place, overall high- & low-potential areas 
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Contrary to the anecdotes of the shopkeepers a clear difference of costs of licenses is obvious in high- 

& low-potential towns. It seems that the licensing costs are adjusted to a certain standard in each 

region.  

A big disparity is obvious while comparing the transport costs that sales people face. In low-potential 

areas the costs are much higher, a hindering fact which also depends on fuel prices. High 

transportation costs are one of the main constraints for people in the market (see chapter 9.2, p. 111). 

5.2.3 Accessibility to loans and information 

Accessibility to loans is not even in each town, as explained in chapter 5.2.1 (p. 68). It differs not just 

by place, but also depends on the education level and on membership in a self-help or saving group 

(see Fig. 47). The analysis shows that males take more loans than females. In the sample of the study, 

on average men took loans 2.78 times and women 1.94 times. 

 

Figure 47 getting a loan: education level, group-membership  

Fig. 47 illustrates differences of the possibilities of getting loans. The sample shows that higher 

educated shopkeepers get loans more often than those who are less educated. The result is also very 

clear when looking at the membership of a self-help or savings group, that access to loans is much 

easier, as displayed in Fig. 47. 

The interviewees specified how many times they got a loan. The following Fig. explains the differences 

of first and second loans while focusing on the education level of the interviewees. Fig. 49 expresses 

the different use of loans dependent on membership in a self-help or savings group.  
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Figure 48 first and second loans taken: education level 

 

Figure 49 first loan taken: group-membership 

As shown in Fig. 48 the handlings of loans are different when looking at higher or lower educated 

interviewees. Regarding the first loans of higher educated interviewees, it is obvious that they take 

higher loan amounts compared to those who are less educated. When looking at the second loan, it 

seems that higher educated shopkeepers less frequently take second loans (high percentage in ‘no 

loans’), while less educated shopkeepers take higher loan amounts in the second time. Fig. 49 presents 

the commonness of taking loans separated by ‘member’ and ‘no member’ of self-help or saving 

groups. On one hand it is worth noting that people without a membership do not depend so much on 

loans (high percentage does not take any loans). On other hand people who do not belong to a group 

take the highest loans (over KSH 100’000). Shopkeepers who have a membership in a self-help or 

saving group tend to take smaller or medium sized loans, although a few take large sized loans (KSH 

50’000-100’000) as well.  
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This result shows different personal strategies of sales people. Higher educated shopkeepers tend to 

mainly take a first loan and do not depend so much on several loans in a row. On the contrary lowly 

educated people often take two loans. Membership in a group seems to have an influence on the 

behavior of taking loans as well. Interviewees who belong to a group take more loans and it shows 

how important small, informal savings groups are.  

Listing the different sources of loans, the formal and informal saving groups can be presented (see Fig. 

50).  

 

Figure 50 different sources of loans 

There are varied sources of loans including small, informal saving groups and banks which offer 

microfinance. KWFT seems to be the most common source of providing loans, although Faulu Kenya, 

PAWDEP and Equity Bank are prominent as well. This corresponds with the findings of the literature 

that KWFT is one of the biggest microfinance institutions in Kenya, while other microfinance 

institutions and informal sources are very common too.  

Furthermore, the interviewees provided information about their sources of information to determine 

current prices. About 65% of all shopkeepers get their information from wholesalers and about 13% 

from suppliers. Other sources of information that are regularly used include media/newspaper, phone, 

or other shopkeepers. Information is also gained through experiences with the commodities (such as 

when quality decreases or a shortage occurs), from head offices, from customer references to price, or 

by monitoring foreign exchange rates. Others can infer a price change from their own expenses or 

through a report from manufacturers. Males get about 90% of their information from the wholesaler 

or supplier, whereas females use much more diverse channels to get price information. Higher 

educated shopkeepers do not depend so much on wholesalers, they more often get direct price 

information from headquarters or note the current prices used in other shops. 

These results show the individual strategies to get loans and price information. Their tactics depend on 

the degree of social integration and probably also on their education level.  
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5.2.4 Price changes, sizes of commodities and profits 

The price change in 2010 is discussed in chapter 5.2.1 (see p. 68). The interviewees gave their opinions 

about price changes in 2009, 2010 and in the first 6 months of 2011. The general result is an increase 

of product-prices. The interviewees noted a price-rise for all commodities except mobile phones. 

 

„The phones were more expensive in 2009. The access to mobile phones was bad, not 

everyone had a phone. […] In 2010 the prices went down, the market of phones expanded 

[…] in the last six months the prices were not going down so much. At the moment the cost 

of living are higher, so people cannot afford to buy new phones“ (Salesmen, Isiolo 

Downtown, August 6
th

 2011, Interview-No. 30).  

 

Unfortunately this sample size is gained through a short-time study (see chapter 2.2.2, p. 23) and 

allows no long-term studies about prices. Thanks to statistical information from Kenya the 

development of salt prices between 2001 and 2009 can be presented in Fig. 51. 

 

Figure 51 salt price in KSH 2001-2009: mean, maximum and minimum  

(Source: Kenya National Bureau of Statistics, data through Syngenta, August 2011)  

The price trend of salt shows a peak in 2004, followed by a constant level of salt price between 2005 

and 2007. The salt price seems to rise continuously from 2007, which supports the assessment of the 

price trend over the last three years by the interviewees of this study. 

The following price details (see Fig. 52-55) give insight into the current prices of salt, detergents, 

second-hand T-shirts and mobile phones. This study produced extensive details about prices and price 

differences which cannot be shown in detail here. Some significant examples are chosen to illustrate 

the big price differences within a product and the wide range of profits shopkeepers can gain from the 

products. Furthermore, the demanded sizes of packages by customers and the connection to the 

poverty scale are addressed. 

Price differences for a particular product can be found in all businesses. An illustrative example is the 

business for mobile phones. The following Fig. 52 illustrates the maximum selling and buying prices of 

expensive phones. The brands Nokia and Samsung show big differences of selling and buying prices up 

to KSH 40’000, though cheaper phones such as Samsung or Chinese phones present variations of 

about KSH 2’000. 

0

2

4

6

8

10

12

14

16

2001 2002 2003 2004 2005 2006 2007 2008 2009

p
ri

ce
 in

 K
S

H

salt price in KSH 2001-2009: mean, maximum & minimum

mean salt price

max salt price

min salt price



Basic consumer products and financial issues 74 

 

 

Figure 52 maximum buying and selling prices of expensive phones 

The big distinction of prices in the phone market is indicative of the characteristics of this type of 

business. On one hand the phone business is flourishing while providing Kenyans with a broad 

selection of products, including many cheap models from China. On the other hand, a luxury business 

is evident, with phones costing up to KSH 50’000 on offer.  

As shown in Fig. 53, 54, and 55, the profits shopkeepers can make from selling commodities are very 

variable. Average profits made from selling a package of salt and the profits gained from one piece of 

bar-soap are illustrated in Fig. 53. Further Fig. 54 displays the selling and buying rates of different sizes 

of second-hand T-shirts. Thereafter the realized profit rates by shopkeepers in the phone business are 

presented in Fig. 55. 

 

Figure 53 average profit in KSH: per package of salt, per piece of bar-soap 
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Figure 54 profits in second-hand business: maximum selling & buying prices of second-hand T-shirts 

 

Figure 55 profit cheap phones: average selling and buying prices (in KSH) 

The profit rates made by the interviewees vary depending on the type of business. The lowest profits 

are achieved in the salt and detergent business (see Fig. 53); the profit from a package of salt is only 

between KSH 1 and KSH 5, while shopkeepers selling bar-soap take profits of between KSH 5 and KSH 

40. A different picture is found in the second-hand clothes business (see Fig. 54), where salesmen 

make profits between KSH 180 and KSH 280 per sold T-shirt. The most outstanding profits can be 

found in the phone business (see Fig. 55) where, considering only cheaper phones, shopkeepers profit 

up to KSH 4’430. Some phone brands, such as Motorola or Chinese phones realize smaller profits.  

An overall view of the prices in each type of business shows a clear gradient. The businesses for basic 

consumer goods, salt and detergent, represented by small kiosks, gain small profits per sold piece and 

are forced to sell large quantities of items. The kiosks tend to make smaller profits than salesmen in 

the second-hand clothes or phone businesses. However, these businesses are more affected by 

irregular customers. That is the reason why some shops make a large daily profit while others are 

struggling to survive with their business. 
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5.2.5 Demand by customers 

While focusing at the profit rates, it is important to distinguish the sales volumes in each business type 

(see Fig. 56). In summary, the average number of pieces sold in the salt and detergent business is 

higher than in the second-hand and phone business. It seems logically that salt and detergent sales 

people have to make their profit from a high number of items, whereas in the second-hand and phone 

business the shopkeepers can profit more from each sold piece. 

Fig. 56 presents the average items bought by customers per day. The demand for salt is mainly in the 

small package (200g and 500g), but none of the shopkeepers sold smaller packages than 200g. The 

most wanted size for OMO is the 22g and 50g package. Sales people in the second-hand clothes 

business sell round T-shirts the most, while collar T-shirts are demanded too. The demand for sports T-

shirts is not so high though. In average a shopkeeper, offering phones, can sell about 4 phones to 

customers daily. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 56 average sales volumes Kensalt, OMO, second-hand T-shirts and mobile phones: bought per day 

Overall the most wanted sizes are the small sizes for salt and detergents. On one hand it shows that 

customers prefer buying small amount. On the other hand it presents the economic status of 

customers; it indicates a relatively low level, what was often reported by the shopkeepers. 

“People buy salt in small amounts, because: 

• they are of low economic status and salt is needed in small quantities […]  

• it is the size that they can afford […] 

• people here are of low class” (Interview-No. 22, 55 & 66).  

 

This indication of poverty can be seen in the choice of customer buying second-hand T-shirts as well. 

They prefer buying the round T-shirts which present the cheapest offer (see Fig. 54). The phone business 
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presents the well-being of the shop owners themselves. The maximum and minimum number of daily 

sold phones diverges a lot. A few bigger shops or branches are able to sell 20 phones per day, where 

smaller phone shops sell only four phones per month.  

The demand for commodities by the customers is named in the interviews as well (see Fig. 57 and Fig. 

58).  

 

Figure 57 demand for salt/detergent by customers 

 

Figure 58 demand of secondhand T-shirts/phones 

Fig. 57 explains that salt are needed in small quantities and that it is long lasting. In contrary 

detergents are needed for many things such as washing or bathing, they are sold in larger quantities, 

but the fact of low economic status of customers are mentioned too. 

As can be seen in Fig. 58, the demand for second-hand T-shirts is high (demand=1.0), however the new 

T-shirts are hardly asked for (demand=2.8). The contrary can be discovered by looking at phones. 

People do not trust second-hand phones (demand= 2.8) and prefer to buy new mobile phones 

(demand=1.0).  
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Key messages: costs, loans and prices  

The running costs faced by shopkeeper indicate higher costs in bigger towns and in the high-

potential places, which are chosen for this study. The opposite is observable specifically looking 

at the transport costs; this brings out a difficult situation in the market process for people living in 

remote places.  

A further reason for a gradient between urban and rural is the accessibility to loans. People who 

live in urban environments profit from an easy access and from several sources of loans, while 

shopkeepers in the rural areas depend more on informal and small saving groups. The common 

sources of loans are KWFT, Faulu Kenya and Equity Bank what confirm the findings from the 

literature. Notable is the fact that males take more loans as females, this verifies the difficulties 

women face getting loans presented in the literature review. While having a closer look at loans, 

further personal strategies are visible. Higher educated people usually take only one loan, in 

contrast lowly educated shopkeepers often use a second loan as well. The manner taking loans is 

different from people with a membership in a self-help or saving group, they tend to use more 

loans but in smaller amounts. This accentuates the importance of informal saving groups 

described in the literature.  

Price changes of commodities are visible. The interviewees experienced a rise of prices in the last 

three years. Likewise the development of the salt price between 2001 and 2009 illustrates a rise 

since 2007. The main sources of information about prices are wholesaler or supplier, but 

channels as the newspaper, headquarters or other shops were listed as well. The salt and 

detergent business is represented in this chapter through Kensalt and OMO. Through expert 

knowledge the monopoly dominance of Kensalt is confirmed, while in the detergent business 

many different brands are important. Big price differences are especially observable in the phone 

business. As well, disparities can be found comparing the prices of different types of second-hand 

T-shirts. The existing demand in the shops indicates a low economic status of customers who 

mainly choose the smallest packages or cheapest items sold. Further the demand for second-

hand T-shirts is high, while just a few customers buy new T-shirts. The second-hand phones are 

not demanded, people prefer to buy new phones 
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6 Urban - rural gradients and diversification of commodities 

This chapter further elaborates the literature discussing urban and rural phenomena and their 

linkages. Cecilia Tacoli presents a multifaceted view, by broaching the issue of the continuum between 

rural and urban. Dercon and Hoddinott place emphasis on the presence of roads within their research 

in Ethiopia. Further the significance of small and intermediate urban centres is introduced. 

The second part focuses on the data refers to the diversification of products. It presents detailed 

information on detergents and mobile phones. It points out differences in varieties, depending on the 

size of town and on the potential of an area. Moreover, it illustrates gender patterns that crop out 

with the variety of commodities.  

6.1 Market developments and linkages 

6.1.1 Flows and market levels 

Cecilia Tacoli (cf., 2003, p. 3-4) highlights the various synergies of the linkages between rural and urban 

areas and presents two different flows. Firstly, there exists a flow of agricultural and other goods 

produced in rural into the urban centres or to national and international markets. Secondly, a flow of 

manufactured and imported products runs from urban into rural areas. Beside these two flows other 

streams like people-, finance- or information-flows take place.  

“These spatial flows overlap with interlinkages between sectors both at the household level 

and at the level of local economies. They include backward and forward linkages between 

agriculture and manufacturing and services, such as production inputs and the processing of 

agricultural raw materials. […] to some extent, these flows and linkages exist between all rural 

and urban areas, their scale and strength are determined by the nature of economic, social 

and cultural transformations. These can be divided further into three broad categories: the 

global, the national and the local levels” (Tacoli, 2003, p. 4). 
 

Firstly, the global level can be characterized by an increasing trade liberalization (see chapter 4.1.1, p. 

44) and by improved access to consumer goods, this has a strong impact on the consumption patterns. 

Imported goods were often sold at a lower price than locally produced products what disadvantages 

local producers. This way, small firms have hard a time to survive. Globalization increases access to 

information and often younger generation prefer new types of employment and changes the job more 

frequently. Secondly, on a national level it is theoretically possible for producers to contribute to the 

market, yet in reality producers face many difficulties. For example the infrastructure is too bad or 

they cannot store their goods. By intensifying the linkages between rural and urban areas the prices of 

food increase and people living in rural areas are forced to have money in cash to pay fees for 

education or health. Thirdly, local trade depends on geographic and demographic aspects. The quality 

of the roads determines the accessibility to the markets in the surrounding villages. The role of local 

governments is essential and if they know the needs and priorities of the region, it is possible to design 

a good development plan and regulate therewith a good local market action (cf. Tacoli, 2003, p. 4-6). 

Beside the physical aspects, the trade is very much influenced by products coming from outside the 

country, whereby subsidises play an important role and makes locally produced goods going down 

(see example of textile industry in chapter 5.1.2, p. 61).  
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6.1.2 Negative and positive urban – rural links 

As mentioned before, rural and urban areas are in a persistent interlink  
 

“whereby wealthier households use both rural and urban resources as part of an accumulation 

strategy, whereas poor and vulnerable households and individuals negotiate the rural–urban 

continuum for survival. […] Major differentiating elements include geographical and ecological 

characteristics; social, cultural and historical factors; and local and national political systems. 

Another key factor is the location of households; hence, important aspects of rural–urban 

linkages for the residents of rural settlements may include access to urban-based services and 

markets for goods and labour, and receiving remittances from urban-based migrant relatives. 

It is also likely that their interactions will not be limited to one urban centre but to a network 

of centres of different size and distance, each of which may offer different types and levels of 

services. Urban residents with roots in rural settlements often keep close links with home 

areas” (Tacoli, 2003, p. 6). 

Tacoli refers to two schemas of linkages between the rural and urban interaction (see Fig. 59 and Fig. 

60) and emphasises on the support of positive and the avoidance of the negative links.  

These negative links (see Fig. 59) hamper rural people’s accessibility to markets because they face 

poor infrastructure, increased transport costs, limited networks between producers, traders and 

consumers, insufficient information about market prices in rural areas and limited access to credits. 

One of the main constraints of negative interlinkages is the dependence on one or a few traders who 

are the only link for rural people to the urban areas (cf. Tacoli, 2003, p. 7-11). 

 

Figure 59 negative rural-urban interactions and regional development schema by Tacoli  

(Source: Tacoli, 2003, p. 9) 
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In contrary Tacoli illustrates on the possible positive rural-urban interactions (see Fig. 60). Efficient 

urban-rural linkages offer accessibility to international, national and regional markets and improve the 

access to better infrastructure, finances and basic services, such as education or health. Further it 

allows for example the strengthening of local livelihoods or an expansion of larger markets becomes 

possible (cf. Tacoli, 2003, p. 7-11). 

 

Figure 60 positive rural-urban interactions and regional development schema by Tacoli 

(Source: Tacoli, 2003, p. 9) 
 

Dercon and Hoddinott (cf. 2005, p. ii) concentrate on the existing links of rural and urban areas and 

not consider them as independent from each other. Markets in urban areas are important for farmers 

to sell their product, offer a better access to needed inputs and provide “benefits in terms of price, 

variety, and quality also apply to the purchase of goods for consumption“ (Dercon & Hoddinott, 2005, 

p. ii). 

By studying 15 Ethiopian Villages, Dercon and Hoddinott (cf., 2005, p. iii) show the interconnection in 

terms of demand. The rural areas meet the demand of agricultural products from bigger towns and 

the urban areas supply the villages with consumer products. By analysing the quality of access they 

mainly focus on the distance to the market and on the quality of the route (cf. Dercon & Hoddinott, 

2005, p. 10). For the evaluation of the data Dercon and Hoddinott use regression analysis and the 

framework of Mankiw, Romer and Weiler (1992) to show growth rates. They present three main 

results.  
 

“First, rural households undertake a significant proportion of their economic transactions in 

local market towns […] Second, access to market towns affects economic activity in rural areas. 

The more remote they are from these towns, the less likely households are to purchase inputs 

or sell a variety of products. Third, improved access to market towns has positive effects on 

welfare. Improving the presence of roads, their quality and transport options, in general, 

increases consumption outcomes; the effects are substantial and strongly significant. 

Furthermore, communities with better roads have persistently higher growth rates than 

others“ (Dercon & Hoddinott, 2005, p. 19-20). 
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Dercon and Hoddinott focus mainly on a structural phenomenon of accessibility while Tacoli brings in 

the dimensions of manifold interlinkages, such as diversification of livelihoods or employment 

opportunities, between urban and rural towns. It seems that both approaches have to be considered 

to understand the dynamics of urban-rural continuums.  

Further Satterthwaite and Tacoli accentuate the role of small and intermediate urban centres. 

“Small and intermediate urban centres have a considerable potential role in regional and rural 

development and in poverty reduction. They can provide local markets for agricultural 

produce, which are essential for small-scale farmers. But unless farmers are able to respond to 

demand from urban consumers, through access to natural resources, credit, labour and inputs, 

local markets are limited to very low-level transactions. More attention to the role of small 

and medium-scale local traders as a major source of information and credit for farmers is also 

necessary, as they often play a vital role but are hampered by lack of transport infrastructure 

and storage facilities, and are often ignored by policy-makers. […] The diversification of income 

sources is increasingly important for rural and urban, wealthy and low-income households. 

Many non-farm activities revolve around local urban centres, and activities based on backward 

and forward linkages with agriculture are more likely to stimulate regional growth and benefit 

all groups. Small and micro-enterprises, where low-income groups concentrate, need access to 

markets, outside capital sources, basic education and technical knowledge, and institutional 

support to identify local opportunities and respond to competition from imports. […] Small and 

intermediate urban centres have important roles in the provision of basic services for much of 

the urban population and most of the rural population. These urban centres are also 

particularly important in providing rural populations with access to government services, the 

rule of law and the fulfilment of their civil and political rights. But official national statistical 

services produce remarkably little information that is useful for local policy-making and 

planning. Census data are rarely made available to local governments in a form that they can 

use in their planning, while increasing use is made of national sample surveys which primarily 

serve national decisions, not local decisions“ (Satterthwaite & Tacoli, 2003, p. i-ii). 

As the study site sample of this Master’s thesis include small and intermediate urban centres, namely 

Karatina, Nanyuki and Isiolo (see chapter 1.1, p. 17), the role of these centres should be emphasize 

through their important functions in offering for example access to finances, labour, education, lager 

markets or government services. Small scale traders occupy a central position, which is pointed out in 

the quotation above and is confirmed by many interviewees of this study. Furthermore, the lack of 

well-grounded data on a regional level for policy making is brought up and corresponds well to the 

goal of the research project from the NCCR North-South to which this Master’s thesis is affiliated. 

 

 

 

 

  

Key messages: urban-rural linkages 

The literature discussing urban-rural linkages point out different flows. Tacoli explains that there 

are not just flows of goods, but streams of people, finances and information are going back and 

forth between urban and rural areas as well. In Tacoli’s view, these flows should be looked at 

different levels and the negative and positive urban-rural interlinkages can be identified. A more 

structural approach is handled by Dercon and Hoddinott while concentrating on the quality of road 

systems and the distances to markets. They conclude that remote areas are affected by smaller 

varieties of products. Finally, Satterthwaite and Tacoli explain the importance of small and 

intermediate centres for good information, access to finances and governmental services for the 

surrounding rural population. 
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6.2 Diversification of goods  

6.2.1 Variety in a centre – periphery gradient 

Fig. 61 shows the variety of powder brands offered in small kiosks. The offer varies from three to 

seven different brands. The spreading of offers is illustrated on a gradient between small, medium and 

big towns. 

 

Figure 61 available detergent powders: each town, gradient small ↔ big towns 

As displayed in Fig. 61, a gradient of detergent offers is visible (indicated with the arrow). In bigger and 

medium towns, the variety is wide. There, shopkeepers sell up to seven different powder brands. The 

different brand names stand as examples for offers from three up to seven brands. Eye-catching is the 

high presence of OMO, the brand is found in all the offers. The results reflect the findings from the 

literature. OMO is effectively the dominant detergent brand. Further the hypothesis by Dercon and 

Hoddinott is approved, they formulate: as smaller a town, as lesser the inputs and variety of products. 
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6.2.2 Offer in high- and low-potential areas 

The offer of mobile phones, illustrated in Fig. 62, is separated in high- and low-potential areas. Nanyuki 

is added representing another big town and is not defined by its potential. The overall figure gives an 

idea of the mobile phone brands sold in the shops. 

 

 

Figure 62 offer of mobile phones: each place, overall research sites 

Looking at Fig. 62, the brand Nokia is striking. Out of six different offers, found in the shops, five 

include Nokia. Further Samsung and Chinese phones are frequently sold as well. The most commonly 

offered combination is Nokia, Samsung and Chinese phones; it seems that these three brands are most 

demanded. While analyzing the offer in high- and low-potential areas, it becomes apparent that places 

in low-potential areas hardly sell phones. Isiolo is the only low-potential town in the sample, which is 

selling phones, in the other two towns (Il polei, Gachoka) there are no shops selling phones. Further 

the big towns in the sample (Isiolo, Karatina, Nanyuki) offer a wider variety of phones. As a result, two 

clear gradient between high- & low-potential places and small and big towns are visible. 

The different varieties sold in bigger and urban towns are an important fact of the urban-rural linkages 

as described in the literature (see chapter 6.1.2, p. 80). It is important for rural population to get 

access to goods, information, finances and government structures in urban towns. Small and 

intermediate urban centers play a key role in connecting synergies between urban and rural spheres.  
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6.2.3 Gender patterns in offer of commodities 

As shown in Fig. 63, the offer of detergent powder brands and touch screen phones is different 

focusing on the gender of the shopkeepers.  

 

Figure 63 offered powder brands and touch screen phones: gender 

Fig. 63 clearly illustrates that females have a smaller offer of detergents than men. Very often women 

shopkeepers sell just two or three different powders in the kiosk, while many men sell six or seven 

different powder detergents. A similar picture is found looking at the offer of touch screen phones; 

where men often sell very often touch screen phones while women hardly have this type of phone in 

their offer. Touch screen phones are mainly sold in bigger towns, where many phone shops are 

situated. That is why many interviewees complained of competition with other shops (more about 

constraints, see chapter 9.2, p. 111).  
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Key messages: diversification of commodities 

The diversification of product-offers, such as powder detergents or mobile phone brands, 

illustrates a huge gradient between rural and urban towns. The bigger towns in the sample present 

a variety of different products, where small towns are much more limited. Especially the mobile 

phone is exemplary, bigger town offer many brands, where in some small and low-potential towns 

not a shop is selling mobile phones. The diversification of products points out details about the 

dominant and most demanded brands. In the detergent business OMO is leading, where in the 

phone sector Nokia is very present and cheap Chinese phones are very much demanded by the 

customers as well.  

Referred to the literature about rural-urban links, the results indicate the position of small and 

intermediate towns. These urban center towns could play a significant role to positively link urban 

and rural surroundings. If these linkages are efficient, they can help the rural population to access 

and expand markets, to get other job opportunities, to adapt products to the demand, to get loans 

and other basic services, such as health or education. However, these links are not possible 

though, the people living in rural areas are in a disadvantages situation and not getting access to 

the products mentioned above. 
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7 Trade approaches and value chains 

The following chapter presents different approaches to understand global trade better. It provides a 

short historical background while introducing several concepts. Thereafter a second-hand clothes 

value chain is illustrated to show the multifaceted distribution routes of products.  

The data section contains details about the last step of the value chain, before the shopkeeper sells 

the product in the shop. It displays the places where sales people pick their goods, illustrates the 

distances the shopkeepers need to accept to get the products and present the knowledge the 

interviewees have referred to the steps in the value chain. Furthermore, possible personal strategies 

of shopkeepers to reduce distances are highlighted.  

7.1 Approaches and value chain example 

7.1.1 Approaches of trade patterns 

The analysis of new and changed trade patterns under globalized structures is a very complex topic. It 

does not just involve economic aspects but also social developments. As the operating distance of 

firms extends, different spatial formations develop. There are many different frameworks trying to 

visualize these new developments (cf. Henderson et al., 2002, p. 436 et segg.).  

However, analytical frameworks often entail problems.  

„The analysis of economic development has been bedevilled by a series of analytic disjunctions 

that have resulted in work either at macro or meso levels of abstraction or, where empirical 

investigations have probed micro level processes, the larger analytic picture has often been 

absent, merely implicit, or at best weakly developed“ (Henderson et al., 2002, p. 436). 

The discussion in the field of trade patterns started in the 1940s by having a closer look at the role of 

different states maintain trade relations with East Asia. Later the research mainly focused on the 

management of companies and feminists added the gender-aspect regarding the world trade 

processes. Most of the analyses were done by putting national states at the centre and using that as a 

fix unit. Around the turn of the millennium, Castells brought in the very important dimension of flows 

(cf. Henderson et al., 2002, p. 436-437). He argues „that the world is being transformed from a ‘space 

of places’ into a ‘space of flows’ (Castells, 2000a, 2000b). More accurately, perhaps, the world is now 

constituted by both, a space of places and a space of flows and thus a key issue has become the nature 

of the dialectical relation between these spaces and the consequences of that relation“ (Henderson et 

al., 2002, p. 437-438). 

In the last 20 years many different chain- or network-concepts were used to show these new dynamics 

of globalized structures. The outcome was a certain confusion of diverse terminologies used in the 

field. The following chapter will briefly introduce the main concepts and gives an overview of the 

different approaches.  
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7.1.2 Concepts to capture value  

Network concept 

The approach of network had its onset in the 1980’s. The aim of the new approach was to integrate 

economic activities into social settings. The focus of embeddedness was very important in the 

management and organization research. Especially the concept von Global Production Networks 

(GPN) takes the non-firm institutions into consideration and wants to offer a dynamic framework on 

many scales. It also aims to put forward the power relations in the economic development (cf. Hess & 

Yeung, 2005, p. 3-5).  

Henderson et al. emphasize on the network concept and point out its advantages.  

„Such processes are better conceptualized as being highly complex network structures in 

which there are intricate links – horizontal, diagonal, as well as vertical – forming multi-

dimensional, multi-layered lattices of economic activity. For that reason, an explicitly 

relational, network-focused approach promises to offer a better understanding of production 

systems […] For the study of global production networks, this means that space and distance 

have to be seen not in absolute, Euclidean terms, but as ‘spatial fields’ and relational scopes of 

influence, power and connectivity (Harvey, 1969; Murdoch, 1998). Among other things, this 

has important implications for the conceptualization of the ‘global’ and of ‘globalization’“ 

(Henderson et al., 2002, p. 442). 

In short, the GPN allows „a much better understanding of upgrading processes and their limits. In this 

context, particular emphasis has been put on integrating local clusters into global value networks 

(Schmitz, 2004; Nadvi and Halder, 2005). A growing body of work is emerging now that is 

contextualising global inter-firm networks and value creation processes by incorporating the role of 

the state and other non-firm institutions“ (Hess & Yeung, 2005, p. 7). 

Ernst and Kim (2001, qtd. Henderson et al., 2002, p. 443) define GPN as „organizational innovation, 

namely one that combine(s) concentrated dispersion of the value chain across firm and national 

boundaries, with a parallel process of integration of hierarchical layers of network participants”.  

The GPN covers the huge complexity and especially the spatial variation of products. It includes the 

dimension of producers and consumers by showing the knowledge that flows back and forth between 

different actors. This approach focuses on a social perspective and wants to cover not only final 

markets but also the intermediate steps of the products (cf. Henderson et al., 2002, p. 445).  

The GPN has to confront challenges as well. Firstly, the GPN needs to implicate the social and the 

material side of the economic development. Secondly, this approach has to ask itself the epistemic 

questions, especially it is a challenge not to focus too much on the social contact when analysing the 

economic activities. Thirdly, the underlying force of capitalism is a fact and it should not be 

downplayed by focusing too much on social science (cf. Hess & Yeung, 2005, p. 7-8). 

 

Chain concepts 

The first established concepts were the value chain and value-adding chain which were presented 

mainly by Michael Porter. The chain concept is characterized by „the sequential and interconnected 

structures of economic activities, with each link or element in the chain adding value to the process 

(value being defined in terms of the pay-off to the business firm)“ (Henderson et al., 2002, p. 439). 
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A recent approach focusing on chains is the Global Commodity Chain from Gary Gereffi. He defines 

the concept as „sets of inter-organizational networks clustered around one commodity or product, 

linking households, enterprises, and states to one another within the world-economy. These networks 

are situationally specific, socially constructed, and locally integrated, underscoring the social 

embeddedness of economic organization” (Gereffi et al., 1994, qtd. Henderson et al., 2002, p. 440).  

Although the chain concept has a lot of good starting points Henderson et al. criticise the approach. In 

their eyes, the chain approach is firstly too idealistic, because it just focuses on the barriers in the 

market of goods. Secondly, it only focuses on current chains and is not adaptable for a historical 

perspective. Thirdly, the chain concept is not differentiating the entrepreneurs being involved in the 

process, this way; it does not allow conclusions on social developments. The main criticism that 

Henderson and other authors comment, is that the chain concepts are composed of the production 

and distribution of products and that the system mainly contains vertical and linear elements (cf. 

Henderson et al., 2002, p. 441-442). 

Theory of Value Chain Governance  

Gereffi et al. (cf. 2005, p. 82) counter this criticism. They put emphasize on the changes in the global 

trade and the done adaptations on the framework. Not only the geographical and social changes, but 

also many other factors like path-dependency or the elaborative structures of the firms influence the 

global economy. They conceptualize the Theory of Value Chain Governance which focuses on the role 

of firms. This theory differs from other frameworks because it integrates „market-based relationships 

among firms and vertically integrated firms (hierarchies) make up opposite ends of a spectrum of 

explicit coordination, and that network relationships comprise an intermediate mode of value chain 

governance“ (Gereffi et al., 2005, p. 83).  

They differentiate three key determinants in the concept, which can be classified in ‘High’ and ‘Low’: 

a) „The complexity of information and knowledge transfer required to sustain a particular 

transaction, particularly with respect to product and process specifications; 

b) the extent to which this information and knowledge can be codified and, therefore, 

transmitted efficiently and without transaction-specific investment between the parties to the 

transaction; and 

c) the capabilities of actual and potential suppliers in relation to the requirements of the 

transaction“ (Gereffi et al., 2005, p. 85). 

The scheme includes the classification of complexity, codes and capabilities on a scale between ‘High’ 

and ‘Low’. Further Gereffi et al. present five different governance types of the global value chain. 
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Figure 64 five global value chain governance types

(Source: Gereffi et al., 2005, p. 89) 

Fig. 64 shows the different chain governance 

as named by Gereffi et al., which illustrate the interplay of firms, suppliers and customers. 

„Markets: When transactions are easily codified, product specifications are relatively simple, and 

suppliers have the capability to make the products in questio

specificity will fail to accumulate and market governance can be expected. In market exchange buyers 

respond to specifications and prices set by sellers. Because the complexity of information exchanged is 

relatively low, transactions can be governed with little explicit coordination“ (Gereffi et al., 2005, p. 

86). 

Modular: This type represents more complex products. The buyer does not have to control or monitor 

the product. The information of the product is fully codif

al., 2005, p. 86). 

„Relational: When product specifications cannot be codified, transactions are complex, and supplier 

capabilities are high, relational value chain governance can be expected. This is because

knowledge must be exchanged between buyers and sellers, and because highly competent suppliers 

provide a strong motivation for lead firms to outsource to gain access to complementary 

competencies […] The exchange of complex tacit information is most

face-to-face interaction and governed by high levels of explicit coordination, which makes the costs of 

switching to new partners high” (Gereffi et al., 2005, p. 86).

„Captive: When the ability to codify 

product specifications are both high but supplier capabilities are low, then value chain governance will 

tend toward the captive type. This is because low supplier competence in the face of complex 

products and specifications requires a great deal of intervention and control on the part of the lead 

firm“ (Gereffi et al., 2005, p. 86).
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chain governance types Market, Modular, Relational, Captive 

as named by Gereffi et al., which illustrate the interplay of firms, suppliers and customers. 

When transactions are easily codified, product specifications are relatively simple, and 

suppliers have the capability to make the products in question with little input from buyers, asset 

specificity will fail to accumulate and market governance can be expected. In market exchange buyers 

respond to specifications and prices set by sellers. Because the complexity of information exchanged is 
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the product. The information of the product is fully codified and it can be traded easily (cf. Gereffi et 

When product specifications cannot be codified, transactions are complex, and supplier 

capabilities are high, relational value chain governance can be expected. This is because

knowledge must be exchanged between buyers and sellers, and because highly competent suppliers 

provide a strong motivation for lead firms to outsource to gain access to complementary 

competencies […] The exchange of complex tacit information is most often accomplished by frequent 

face interaction and governed by high levels of explicit coordination, which makes the costs of 

switching to new partners high” (Gereffi et al., 2005, p. 86). 

When the ability to codify – in the form of detailed instructions – and the complexity of 

product specifications are both high but supplier capabilities are low, then value chain governance will 

tend toward the captive type. This is because low supplier competence in the face of complex 

ecifications requires a great deal of intervention and control on the part of the lead 

firm“ (Gereffi et al., 2005, p. 86). 
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„Hierarchy: When product specifications cannot be codified, products are complex, and highly 

competent suppliers cannot be found, then lead firms will be forced to develop and manufacture 

products in-house. This governance form is usually driven by the need to exchange tacit knowledge 

between value chain activities as well as the need to effectively manage complex webs of inputs and 

outputs and to control resources, especially intellectual property“ (Gereffi et al., 2005, p. 87). 

Gereffi et al. (2005, p. 98-100) close with the following conclusions:  

„The global value chains framework focuses on the nature and content of the inter-firm 

linkages, and the power that regulates value chain coordination, mainly between buyers and 

the first few tiers of suppliers. However, it is important not to ignore the actors at both ends of 

the value chain. On the upstream end, component and equipment suppliers can wield a great 

deal of power […] On the downstream end of the chain, highly knowledgeable users can play a 

significant role in determining the attributes and innovative trajectory of the products and 

services that global value chains churn out […] One of the most pressing areas is the 

development of policy tools for industrial upgrading that are consistent with the framework. 

One of the key findings of value chain studies is that access to developed country markets has 

become increasingly dependent on participating in global production networks led by firms 

based in developed countries. Thus, the governance of global value chains is essential for 

understanding how firms in developing countries can gain access to global markets, what the 

benefits of access and the risks of exclusion might be, and how the net gains from participation 

in global value chains might be increased“. 

 

Chain concept for this Master’s thesis 

The concept used for this thesis is a value chain approach as discussed above. It should mainly capture 

the added value in the process of the value chain. As two of the chosen products for this study 

(second-hand T-shirts and mobile phones) are integrated into global chains, the author of this thesis is 

geared to the Gereffi’s Global Commodity Chain and the Value Chain Governance. 

Although there is criticism on the value chain concepts, they include important aspects such as the 

barriers in trade of goods, which are mentioned as central constraints by interviewees of this study 

(see chapter 9.2, p. 111). The network concept contains many interesting focuses while being linked 

on many levels of the economic environment. But the concept appears to be too complex and not 

appropriate to stand as a basic concept to show trade patterns in this thesis. 

7.1.3 Value chain in second-hand business 

The Theory of Global Commodity Chains and the Value Chain Governance generally explain important 

networks and needed connections between consumers, suppliers and firms. However, for a holistic 

understanding of the topic, it is important not to look just at theoretical, but also include empirical 

models. The following Fig. 65 presents an example of a value chain in the second-hand business, which 

captures various steps and involved stakeholders along the chain. 
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As shown in Fig. 65, value 

chains can connect developed 

and developing countries. The 

chosen value chain presents an 

extract of the second-hand 

clothes trade, which is small, 

compared to the whole textile 

industry worldwide, but mark a 

very important sector of the 

economy in developing 

countries (see chapter 5.1.2, p. 

61). Marked with several 

arrows in the figure, it should 

be made clear that the length 

of the value chains can differ, 

depending on the number of 

traders along the route.  

An important aspect of Fig. 65 

is the uncompleted diagram of 

the value chain of second-hand 

clothes. A complete value chain 

would show the value addition 

during the fabrication of a 

garment as well and would 

present a much longer chain as 

the printed one.  

 

Figure 65 example of a value chain in the second-hand business 

(Source: Raworth, 2004 in Baden & Barber, 2005, p. 7) 

 

 

 

 

 

 

 

  

Key messages: chain concepts 

An introduction into several theoretical concepts of trade gives an idea of important issues looking 

at the global trade. The concepts point out that the trade includes not just economic but also 

social patterns. Interlinkages of different levels are needed. The value chain model chosen for this 

Master’s thesis is referring to Gereffi et al.’s concepts. These concepts accentuate on the added 

value along the value chain, on the links between consumers, producers and suppliers and on the 

complexity of products. An example of the value chain in the second-hand business illustrates the 

connectivity between developed and developing countries and points out the existing diversity in 

routes of a certain product.  
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7.2 Value chains and routes  

7.2.1 Places and distances to pick up goods 

The following figure illustrates that salt and detergent are often available in town, whereas second-

hand T-shirts and mobile phones often have to be picked outside town and are not available close-by. 

 

Figure 66 places to pick up stocks: each commodity, mean S/D and T/P 

As shown in Fig. 66, the four commodities can be divided into two sub-groups (S/D: salt/detergent and 

T/P: T-shirt/phone). The S/D commodities are produced in Kenya (see chapter 5.1.1, p. 61), whereas 

T/P commodities are mainly imported from foreign countries.  

According to Gereffi et al. (see chapter 7.1.2, p. 87) commodities can be classified into the Value Chain 

Governance types. The commodities chosen for this study can be assigned to the group Market and 

Modular. This means that salt and detergents are very simple products, which do not need a lot of 

information content and would be classified in the type Market. Second-hand T-shirts and especially 

mobile phones are more complex goods which need a certain interaction between the firm and 

supplier and can be assigned into the type Modular according to the author of this thesis. 
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Fig. 67 demonstrates the access to stocks in each research site and shows the overall situation for low-

potential and high-potential towns. 

 

Figure 67 places to pick up stocks: each place, overall high- & low-potential towns 

Apparent is the fact that in low-potential places almost all products have to be collected outside town, 

which means that the shopkeepers in low-potential areas do not have goods available close-by. The 

only low-potential place, where goods are obtained in town, is the bigger trading centre Isiolo.  

These results show a clear gradient between high- and low-potential places and a further gradient 

between small and big towns.  

7.2.2 Strategies to reduce distances 

Fig. 68 presents a detailed overview of the distances in kilometres to pick the stocks of commodities. It 

shows shorter distances in the salt (average 10km) and detergent (average 11km) business and longer 

ways for shopkeepers to get second-hand T-shirts (average 150km) and mobile phones (average 

134km).  

 

Figure 68 average distance (in km) to pick up stocks: each commodity  
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As shown in Fig. 68, the differentiation into S/D and T/P is visible and explains about the hierarchy of 

products discussed in the chapter 7.1.2 (see p. 87). Choosing the salt and detergent business as a 

profession, it is connected with much shorter distances to pick the stocks. 

Other strategies to avoid the need of picking up goods are shown in Fig. 69 and 70. 

 

Figure 69 need to pick up stocks: savings, education level, gender 

The results displayed in Fig. 69 indicate on a gender difference. It looks as if men have to pick up the 

goods more on their own, whereas women are delivered to, or have other ways to get the goods. 

Interviewees who can save more, do pick their goods less often on their own compared to 

shopkeepers, who do not save a lot. Further, a clear disparity is obvious when looking at the education 

level. It seems that higher educated shopkeepers do not need to pick up stocks on their own as often 

as lowly educated shop owners do. 

 

Figure 70 average distance (in km) to pick up goods: education level, group-membership 

The same dependency on the education level becomes apparent in the Fig. 70. It illustrates that higher 

educated shopkeepers (in average) need to cover a distance of about 50km to get the stocks, whereas 

lowly educated shop owners need to go for over 80km. A similar result is obvious looking at the 

membership of the interviewees. The ones who are members of a self-help or saving groups need to 

cover shorter distances to pick up goods. 
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7.2.3 Value chains: steps and routes of products 

Fig. 71 displays the number of steps in the value chain known by the interviewees, divided by 

commodities and different research sites. 

 

Figure 71 no. of steps in value chain: products, each place, overall high- & low-potential towns 

The differentiation in S/D and T/P as used in Fig. 66 (see p. 92) seems reasonable. The data shows a 

more detailed understanding about the value chain in the second-hand clothes and phone business. 

The sales people of T/P know on average almost 4 steps, where shopkeepers dealing with salt or 

detergent identify about 2.5 steps in the value chain. Outstanding is the small and remote place of Il 

polei, where the interviewees list in average about 1.5 steps. On one hand it could indicate the 

isolation of this place and the information gap sales people face; on the other hand the sample of six 

interviewees is too small to draw conclusions from this result. 

The overall result of high-& low-potential areas displays a gradient, whereas people in high-potential 

towns know explicit more steps in the value chain.  

As shown in Fig. 72, the steps of the routes of the commodities differ a lot. About one-third lists two 

steps, one third knows three steps and another one-third explains the route with four steps. Only one 

interviewee identifies a route with six steps. This distribution shows that the length of the route 

depend on the traders along the chain and can differ.  

 

Figure 72 average steps know in the value chain: most prominent routes of goods 
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The most prominent routes of goods named by the interviewees are shown in Fig. 72. Notable is the 

fact that especially people working in the second-hand clothes business know a lot about the route of 

the products. 

The simplest routes known by the interviewees include two steps. The route presents the stations 

from supplier/wholesaler/Gikomba direct to the shop. Many shopkeepers explain the route of goods 

with three steps mostly in the following way: from Unilever/manufacturer to wholesaler and onward 

to the shop or from Asia/Europe to Nairobi and then to the shop. A very common way shown in the 

second-hand clothes business goes from Europe/USA/Asia by ship to Mombasa, with lorries to 

Gikomba, the huge second-hand market in Nairobi (see chapter 5.1.2, p. 61) and next to the stalls 

where the clothes are on offer. A very realistic route named by only one interviewee, is the six-step 

value chain of a second-hand T-shirt (see Fig, 72, orange colour). The important fact of the middlemen 

in the trade is picked up as a new area of interest.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Key messages: analysis of value chains 

The outcome of analysis referred to distances and places to pick up goods shows an obvious 

distinction between salt/detergent (S/D) and T-shirt/phone (T/P). S/D are mostly available close-

by, whereas T/P need to be picked up farther. It points to a hierarchy of products. Strategies which 

can be assumed from the data are savings, education level and membership of a group. It seems 

that those shopkeepers who either are a member of a self-help or saving group, higher educated 

or save more, tend to have shorter distances to pick up their goods or are more often delivered 

with products directly to the shop. 

Furthermore, the literature review indicates that S/D is mainly produced in Kenya and the delivery 

seems sufficient. On the contrary T/P are exported from foreign countries and mostly come by 

container ship, like this they obviously have a much longer chain (in distance) compared to S/D. 

This does not explain the number of steps in the value chain, which depend very much on the 

traders along the route of products and can differ a lot. The study shows that shopkeepers selling 

second-hand clothes are most aware of the value chain of their goods, whereas shopkeepers 

dealing with salt and/or detergent do not know many steps in the value chain. 
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8 International trade and influencing players 

This chapter introduces the importance of international trade agreements and the role of Foreign 

Direct Investments (FDI). As China occurs as a very important foreign player in Kenya, highlighted by 

the interviewees of the study (see chapter 8.2.2, p. 102), a special literature focus is laid on the role of 

China in Sub-Saharan countries. 

The second part illustrates the impacts of foreign countries and dominant players inside the country in 

Kenya. It identifies the influencing countries and companies and displays the shopkeepers’ 

assessments of the current situation and their future wishes for their businesses. 

8.1 International trade with focus on China 

8.1.1 Processes in trade and Foreign Direct Investment  

Peter Dicken broaches the issue of an increasing transnationalization of the production chain of goods 

(see also chapter 7, p. 86). In his view, the new developments focus more on transnational instead of 

global connections, Dicken calls them ‘preferential trading agreements’. These ‘preferential trading 

agreements’ liberalize the market for two parties only, while discriminating against other players in 

the market. The two trading partners may be neighbouring states, but often these agreements are 

international. These kinds of contracts make faster delivery possible, often involve better 

organizational structures, protect the two participating parties from international competitors and 

reduce tariff barriers. In some cases such agreements strengthen regional economies, which can 

improve political integration. Further the agreements stimulate Foreign Direct Investments (cf. Dicken, 

2005, p. 11-13). 

A trade agreement that was launched not long ago amongst others in Kenya is the Economic 

Partnership Agreement (EPA). The EPA aims to improve trade between the EU and Eastern/Southern 

Africa. The EU expects to benefit from the smooth import and export of goods, while Africa, and 

specifically Kenya, should benefit from access to the European market. The EPA aims to serve the 

interests of and improve profits for both sides. Furthermore, the EPA should help Africa to develop. 

The first contract was signed in 2000 and it was planned that the EPA would enter into force in 2008. A 

principal objective is proper co-ordination and negotiations at several levels, mainly between the EU 

and countries in the South, as well as across regions within countries. Important discussions in the 

field of the EPA are development strategies, market access, agriculture and fisheries, trade in services 

and other trade related areas (cf. Seimet, 2006, Executive Summary).  

As the EPA includes the approach to improve access to markets, it seems to be a relevant agreement 

with regard to the topic of this thesis. 

Richard Joss and John Neelsen focus on globalized chains as well. In particular, they look at products 

that are costly in terms of labour and are sourced out to low-wage countries. Global trade is increasing 

and the movement of financial flows are more and more free. Players who want to succeed in global 

trade use Foreign Direct Investment (FDI) and profit from advantageous market environments of 

different locations. FDI mainly pertains to the development of big investments from companies in 

foreign countries, which are later managed from abroad. Worldwide, FDI increased by a factor of 25 in 

the last 25 years. An important fact to be pointed out is that 80 percent of FDI is owned by firms, 
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banks or private people who are resident or have a business in one of the G8 states. FDI benefits from 

the ‘just-in-time’ and ‘just-in-place’ rule. In this way, products are more competitive and sales volumes 

can be enhanced (cf. Joss & Neelsen, 1999, p. 3-5). The ‘just-in-time’ and ‘just-in place’ system is a part 

of the Post Fordism Theory, which was introduced in 1970’s and presents a new way of production. 

‘Just in time’ presents a production of just the amount, which is demanded by customers. This asks for 

a perfect management. Further the production is ‘just-in-place’, which means that products are 

produced in different locations and closer to consumers. 

The growth rates of FDI started to rise at the end of the 1980s; it is closely related with increasing 

internationalized production, which is linked to the development of Global Production Networks 

(chapter 7.1.2, p. 87). The dominant position of Europe, North America and East Asia in global markets 

is clearly connected with FDI (cf. Yeung et al., 2001, p. 11-16). „It is also less balanced: outward 

investment is much more concentrated geographically than inward investment […] The biggest change 

in inward FDI was undoubtedly the rapid growth of China as an FDI destination: from 1.4 percent of 

the world total in 1990 to 6.4 percent in 1999 when China had become the third most important FDI 

destination in the world“ (Yeung et al., 2001, p. 16). 

8.1.2 China’s role in Sub-Saharan Africa 

The role of China is very present all over the world, as it is in Sub-Saharan Africa. Current discussions in 

the literature try to capture the influence from China in African countries. A composition from 

different authors shows that the opinions differ. 

Festo Maro explains the Kenyan perspective as follows. After Kenya’s independency in 1963 the first 

interaction between Kenya and China occurred. Later, Kenya focused more on a Western oriented 

development strategy. Under Daniel arap Moi (1978-2002) the regime cooperated with China once 

again. Kibaki’s regime (since 2002) directed his strategies towards the East as well (bilateral relations, 

agreements and support for development projects with China). In recent years, China has opened 

doors for Kenya and other African countries, especially by investing in different sectors, such as trade, 

education, technical expertise, tourism, infrastructure, communications and sports. Financial support 

flows mainly towards service, manufacture, agriculture and tourism. Consequently, trade between 

Kenya and China immensely increased, but most redounds to China’s advantages. It is not clear yet if 

Kenya is able to achieve its Millennium Development Goals under China’s strong influence, since 

investments show gaps related to social and environmental sustainability. Working conditions of 

employees in the Chinese companies in Kenya are a good example of such gaps. Another problem is 

China’s cheap textile industry that has caused many Kenyan textile manufacturers (see chapter 5.1.2, 

p. 61) to close down (cf. Maro, 2009, p. 1-10). 

A paper written by a European presents that the interaction between China and developing countries 

as follows. Many changes occurred since China’s opening of its economy in the 1970s. Chinese 

economic performance was boosted enormously. Today, despite having a poverty rate of half its 

population, China is a rising power. China challenges Western states, because it is undermining the 

donors of the Development Assistance Committee of the Organisation for Economic Co-operation and 

Development. Western investors have recognized their loss of power and are looking to formulate 

shared visions. China changed its development aid considerably while investing a lot in the African 

continent. However, it is hard to evaluate quantitative data, because they are rarely publicly available. 

In short, China’s policies toward supporting African countries consist of investment in infrastructure, 
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debt cancellation and humanitarian aid. According to Hofmann China wants to promote its ascending 

power, enforce the economic cooperation and show its engagement in the diplomatic rivalry with 

Taiwan (cf. Hofmann, 2006, p. 1-10).  

From an American point of view Peter Brooks and Ji Hye Shin suggest that China is undermining the 

principles of democracy, human rights, rule of law and free markets. They comment that American 

national interests can be achieved by supporting Africa in its development process. The Chinese 

government tries to secure access to African natural resources, especially oil, through aggressive 

political campaigns. China provides different aid for example infrastructure, such as roads or railways 

as China built in the 1960’s in Kenya, Rwanda and Nigeria. Moreover, China installed its first overseas 

radio station in Kenya. It can be assumed that the establishment of the radio stations is connected to 

political campaigns through which China’s news were spread around the world (cf. Brooks & Shin, 

2006, p. 1-9).  

He Wenping offers an explanation of the Chinese perspective. China’s immense growth means an 

increased need for raw material. Africa provides huge potential for China in terms of available human 

resources, large markets and its valuable natural resources. Wenping (2007, p. 27) highlights that 

China and Africa want to fight for „fair and equitable international economic trade rules […] China is 

the largest developing country in the world, while Africa is the continent with the greatest number of 

developing countries“. China’s economic growth largely relies on the idea of its power, whereby China 

“cultivates the attraction of its language, culture, political values and diplomacy around the world. 

Africa is perhaps the most important testing ground for the promotion of Chinese soft power“ 

(Wenping, 2007, p. 28). 

Kaplinsky, McCormick and Morris see the main influence from China as occurring through three 

mechanisms: FDI & Production, Aid and Trade. As this thesis focuses on trade, this mechanism will be 

further discussed. They explain that one reason for the trade of China and Sub-Saharan Africa (SSA) is  

“China’s growing demand for commodities [...] The share in total SSA commodity exports to 

China of oil, iron ore, cotton, diamonds and logs grew from less than 50 percent to more than 

80 percent between 1995 and 2005. [...] Further domestically produced clothing and furniture 

manufactures in both Ghana and South Africa are being displaced by imports from China 

(Kaplinsky and Morris, 2008). Similar anecdotal evidence can be found with regard to clothing 

and footwear manufacture in many SSA economies. [...] However, the most important 

indicator of caution stems from the indirect impact of China’s trade with SSA. China’s trade 

footprint is so large that it is in itself altering global prices, and this has significant impacts on 

SSA. The problem is that these indirect trade impacts are much more difficult to analyse, which 

is why almost all of the analysis so far has been on the growth and impact of direct trade links” 

(Kaplinsky, McCormick & Morris, 2010, p. 3-4).  

A positive aspect of the close trading relations between China and SSA is the cheap prices of clothes, 

which changes the consumer behaviour and enables less well-off people to afford new clothes as well. 

These positive changes, however, are countered by negative effects, such as the loss of jobs, as the 

closing of local textile manufacturers, which often hurts female workers and their families the most. If 

there are no other job opportunities, such changed patterns increase poverty (cf. Kaplinsky, 

McCormick & Morris, 2010, p. 6). Kaplinsky et al. state,  

“on the one hand, employment in many labour-intensive manufacturing sectors is being lost, 

not only in export-oriented enterprises, but also in micro and small units targeting the local 
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market. On the other hand, the rise in commodity production is associated both with capital-

intensive technologies, and because of the large-scale of commodity production, to highly-

concentrated forms of ownership. This is not an intrinsic problem of all primary production, 

since many soft-commodities (tea, coffee, cotton and horticulture) are labour-intensive and 

locally-owned. But, hitherto, most commodity exports to China have been oil and hard 

commodities, particularly basic metals” (Kaplinsky, McCormick & Morris, 2010, p. 13).  

 

The largest portion of firms producing commodities is not locally owned. A possibility to control the 

behaviour of these foreign-owned firms is the taxation. However, such taxes would provide revenue to 

the government, which would not automatically produce any benefits with regard to poverty 

reduction. China is often described in a negative light, but when looking at possible future impacts of 

China on SSA it is important so see opportunities as well. For example China is promoting tourism a lot, 

which could be positive for African countries. Further the demand for food in China could boost 

production in SSA (cf. Kaplinsky, McCormick & Morris, 2010, p. 14-15). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Key messages: international trade agreements and impacts from China in Kenya 

The changed patterns in the production chain globally present the importance of new agreements. 

These contracts are increasingly closed agreements between two parties, which can provide 

advantages in terms of delivery, but can also exclude other players. A new trade agreement 

between the EU and Africa, the Economic Partnership Agreement, should facilitate better access 

to markets for all parties. Furthermore, Foreign Direct Investment (FDI), mainly done by firms and 

private citizens living in the G8 states, play a key role in global trade. FDI brings a new dynamic, 

because firms are controlled from abroad.  

Kenya’s collaboration with China has existed for decades and it influences many sectors such as 

trade, education, technical expertise, tourism and infrastructure. Different authors point out the 

opportunities and risks of this cooperation. On one hand China is not transparent with its activities 

on the African continent and gaps related to human rights and environmental sustainability are 

obvious. The cheap clothes coming from East Asia completely destroyed the remaining textiles 

industries in Africa and caused many job losses and associated problems. On the other hand China 

has positively influenced African countries through FDI, local production, development aid and 

support for trade. Moreover, China provides improvements in infrastructure (for example they are 

currently building an extensive road system in Kenya).  
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8.2 Stakeholders in Kenya’s economy 

8.2.1 Internal and external players  

Fig. 73 shows the magnitude of competition experienced by shopkeepers. The left column represents 

the external competition by foreign countries and the right column specifies the internal competition 

by dominant firms or companies. 

 

Figure 73 magnitude of internal and external competition 

As shown in Fig. 73, the influence felt from foreign countries and from internal players is not the same. 

The influence from foreign countries is assessed as being much higher than domestic competition.  

Fig. 74 illustrates the number of foreign countries influencing the current business of shopkeepers. The 

figure distinguishes between high- and low-potential towns. 

 

Figure 74 numbers of countries influencing current business: overall high- & low-potential areas 

It is obvious (see Fig. 74) that low-potential towns are less influenced by foreign countries, while 

shopkeepers in high-potential areas more often experience an influence from several foreign 

countries.  
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8.2.2 Competition-affected groups and foreign countries 

Fig. 75 and Fig. 76 capture the most affected groups by the influence from different players. Fig. 75 

displays the types of businesses that are most affected by foreign countries, while Fig. 76 illustrates 

the degree of influence depending on membership in a self-help or saving group.  

 

Figure 75 numbers of countries influencing the business: each commodity 

 

Figure 76 magnitude of felt internal and external competition: group-membership 

As Fig. 75 clearly indicates, the salt and detergent businesses are not influenced by foreign countries at 

all, while shopkeepers selling second-hand T-shirts or phones often experience an influence from two 

or even three foreign countries. Fig. 76 illustrates the favoured position of interviewees who belong to 

a self-help or savings group. They hardly feel any internal competition with dominant players inside 

Kenya and they experience less competition with foreign countries as well.  
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The main foreign countries influencing sales people in Kenya are listed in Fig. 77. The number of times 

a particular country is identified is shown in green, while the magnitude of the influence (on a scale 

from 1 to 5) is displayed in orange. Interviewees were asked to indicate the three countries that 

influenced their businesses the most. The countries named first by the interviewees are specified in ‘1. 

country’, the second nomination in ‘2. country’ and the third in ‘3. country’. 

 

Figure 77 countries influencing sale people: magnitude (1-5) and no. of occurrence  

As can be seen in Fig. 77, the countries mentioned first by the interviewees represent the countries, 

which influence the shopkeepers the most. In the lead is China, which was listed the most by the 

interviewees. Other dominant foreign players are Canada, England and India. The magnitude of 

influence of China, Canada, the USA, England and Korea are exceptional. Overall the countries in Asia 

and Europe influence the shopkeepers in Kenya very much. 

The finding that China is a dominate player is supported by the literature as well. African countries 

demonstrate an important testing ground for China and are very attractive because of vast natural and 

human resources. Furthermore the African continent offers large markets for China. On one hand this 

cooperative relationship is much criticized because of existing gaps in the rule of law or environmental 

guidance. On the other hand the Chinese government supports many African countries with enormous 

Foreign Direct Investments, Development Aid or invests in infrastructure, such as roads. Other 

dominant players mentioned in the literature review are the USA and European countries, which are 

identified by this research as well.  

The study shows that Canada, the USA and European countries are very important providers of 

second-hand clothes. The role of China, India and Hungary is mainly represented through the delivery 

of mobile phones. 
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8.2.3 Dominant internal players in Kenya 

Fig. 78 and Fig. 79 show the dominant players inside Kenya. Firstly, the influences by firms or markets 

are displayed in each type of business. Secondly, a gender pattern is illustrated.  

 

Figure 78 dominant players inside Kenya: S/D & T/P businesses, education level 

 

Figure 79 dominant players inside Kenya: gender 

The salt and detergent business is mainly supplied by wholesalers, the company Kensalt or by the 

major distributor, Unilever. Second-hand T-shirts are traded in Gikomba and mobile phones can be 

directly obtained from the manufacturer. Of interest is a specification of the education level that 

apparently influences the source of commodities. Higher educated shopkeepers mainly get their 

products from firms, while lowly educated people seem to depend a lot on wholesalers. Taking a 

position with a gender focus, it is observable that females depend much more on wholesalers and on 

the firm Kensalt. This result is logical because women work more in the salt and detergent businesses 

than men. It highlights the fact that males often have direct contact with manufacturers, which 

reduces the number of steps in the value chain.  
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8.2.4 Current and further impacts  

Fig. 80 presents the impacts shopkeepers currently experience from both domestic and foreign players 

and possible future impacts they expect. The impacts are listed in positive and negative blocks; the 

length of the balk reports the frequency of occurrence. 

 

Figure 80 impact of players in Kenya and foreign countries: now and future 

When looking at Fig. 80, one can notice that the positive answers are predominant. Cheap prices of 

commodities and an ability to offer different goods, sizes and brands are important for the 

shopkeepers now and in the future. Further they emphasize on the good quality of goods and their 

ability to react on the demand. At present the interviewees wish to obtain goods on credit and in the 

future sales people hope to have an improved access to goods. Transport costs are a current topic of 

concern as well and shopkeepers wish to reduce them.  

The most dominant negative impact is the poor quality of goods, which seems to hamper shopkeepers 

very much. Furthermore, shopkeepers complain that prices of commodities are too high and that 

companies reduce package sizes. This was strictly speaking in reference to OMO, which reduced the 

packages-sizes by keeping the prices at the same level. Interviewees report the commonness of 

counterfeit goods often coming from China and the experience competition with other sales people. 

Moreover, the unstable prices make their business difficult.  
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Key messages: internal and external players in the Kenyan economy 

The analysis shows that shopkeepers experience the influence from foreign countries much more 

than from domestic firms. The types of businesses which are most affected by foreign countries are 

second-hand clothes and phones businesses; they are often influenced by two or even three 

countries. The countries influencing the Kenyan sales people the most are China, India, Canada, the 

USA and England. The dominant market position is held by China, which has a big influence on 

many sectors such as trade, manufacture, agriculture, technical expertise or infrastructure. The 

collaboration of China and African countries is very complex and controversial. 

Inside Kenya the dominant players are identified as wholesalers, Kensalt, Unilever, manufacturer or 

sales people in the huge market Gikomba in Nairobi. For the salt and detergent businesses 

wholesalers, Kensalt and Unilever control the market. T-shirts are mostly traded in Gikomba and 

shopkeepers get phones directly from the manufacturer. Of note is the fact that females depend 

more on wholesalers which can lengthen value chains, unlike many males who are able to get the 

products directly from the manufacturer.  

The interviewees appreciate and hope for the future that foreign and domestic players alike can 

deliver them with sufficient goods so that they can offer different sizes, brands and goods to their 

clients. Further they prefer cheap prices and see a big need for good quality. The counterfeit goods 

and increases in prices are negative impacts which they experience at the moment and fear for the 

future. 
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9 Challenges and constraints in the Kenyan market 

The following chapter presents the official guidelines and challenges in the Kenyan market on different 

levels. 

The data section points out the different constraints shopkeepers face in the Kenyan market. Firstly, 

the primary constraints are identified. Secondly, the magnitude of each capital according to the 

livelihood assets in the sustainable livelihood approach is clarified. Thirdly, the collected constraints 

are explained in detail to give an insight into the dominant hampering factors experienced by the 

interviewees. Finally, the opportunities and hindering aspects provided by taxes through legal 

requirements are displayed and discussed. 

9.1 Development challenges 

9.1.1 Official guidelines in Kenya and constraints from study 

The Strategic Plan 2008-2012 published by the Ministry of Trade in Kenya (see chapter 4.1.2, p. 47) 

outlines Kenya’s development challenges. The publication divides the challenges into three levels: 

national, regional and global. The study of this Master’s thesis tries to capture the main constraints 

facing end-suppliers at the local and national level and these findings will be compared with the 

challenges outlined in the Strategic Plan from the government of Kenya (see chapter 9.2.3, p. 119).  

9.1.2 Challenges in Kenya 

This chapter contains the officially formulated development challenges in Kenya (cf. Ministry of Trade, 

Strategic Plan, 2009, p. 14-19). For a holistic understanding of the situation in Kenya, all formulated 

challenges are briefly addressed and linked to literature discussed in the previous chapters. The main 

pillars are directly taken from the Strategic Plan 2008-2012, whereas the content is summarized by the 

author of this thesis. 

 

National challenges 

“Over reliance on Agriculture”: Kenya’s agriculture sector is large and important because 70% of the 

Kenyan population lives in rural areas and depend primarily on agriculture. Frequent floods and 

droughts cause a decrease in profits for the sector. Diminishing returns can also be explained by 

insufficient access to farm credits or by poor infrastructure and weak legal regulation frameworks for 

farmers. To address this challenge, other sectors like manufacturing or services should be supported to 

a greater extent.  

“Inadequate and weak infrastructure”: The overall situation to supply the country with a good road 

system, railway networks, electricity or communication technologies is insufficient. Delayed or missing 

supplies hamper trade and businesses related to trade. The government should focus attention on 

investing on improvements to infrastructure.  

“Unemployment”: Unemployment in Kenya is a serious problem that affects young people in 

particular. There are many triggers for unemployment, which will not be discussed further. The decline 
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of the textile industry in Sub-Saharan Africa is just one factor triggering an increase in unemployment. 

Several causes are responsible for the collapse of the textile industry, but competition from second-

hand clothes and cheap imports from China (see chapter 5.1.2, p. 61) are the main contributing 

factors. Furthermore a good labour market is needed in Kenya and specific education and training, 

oriented toward industry, should be improved. 

“Proliferation of counterfeit, sub-standard, and contraband goods”: The trade sector is much 

affected by counterfeit goods entering the country with the increasingly liberalized market (see 

chapter 4.1.1, p. 44). These products compete with locally produced goods and instigate the closing of 

firms. Counterfeit products are often of poor quality and can endanger human beings, animals and the 

environment. New and profound rules and regulations are needed. 

“Non-competitiveness of exports”: Many mechanisms inside the country are not functioning well and 

place Kenya at a disadvantage in trade. For example, Kenya has an inadequate supply of power, and a 

lack of technology. Furthermore, tariff barriers hinder the export of products as well. This is the reason 

why the capacities of businesses should be improved and strengthened to compete internationally. 

“Cumbersome business regulatory framework”: The framework regulating Kenyan business people 

are weak and hamper them in their daily activities. The costs of running a business are very high and 

access to investment opportunities is constrained. The government should streamline regulation 

frameworks to make trade smoother. 

“Insecurity”: Insecurity, connected to crime and long-drawn-out court cases hinders any improvement 

in quality of life and also negatively impacts trade. An improvement in security would enhance the 

competitiveness of Kenya’s economy as well.  

“The high prevalence of poverty”: The poverty rate is still high in Kenya and can be observed through 

the low purchasing power of costumers. Many poor people living in remote areas have insufficient 

access to services. A focus on poverty alleviation is badly needed.  

“HIV/AIDS pandemic”: The HIV/AIDS pandemic and diseases such as malaria hinder many people from 

working and reduce the workforce in several sectors. This challenges the government to combat these 

diseases and to reduce the HIV/AIDS-rate. 

“Poor governance”: Corruption and bad performance in the economic sector limits the potential 

benefits of the country’s resources. Better governance structures controlling these mechanisms are in 

dire need. Policy makers have a big responsibility, for example to positively link urban and rural areas 

to make use of existing synergies (see chapter 6.1.2, p. 80). 

“High rates of taxation”: A report published by the World Bank in 2008 pointed out that Kenya has 

very high taxes. The government plans to simplify the administration of taxes, which should include a 

reduction in taxes in trade. 

“High costs of energy and power fluctuations”: The energy costs in Kenya are very high compared to 

other countries. In addition, power interruptions increase the costs that business people have to incur 

because many of them need to buy a generator to ensure a constant energy supply.  

“Limited access to affordable finances”: Access to finances is not sufficient among businessmen living 

in rural and more remote areas (see chapter 5.1.4, p. 63). Microfinance institutions are increasing, but 

still access is not ensured especially for Small and Micro Enterprises (see chapter 3.1.4, p. 32). Interest 

rates on bank loans are high, what is a constraint to access affordable finances for business. Some 

banks charge rates as high as 25% interest on loans, which is very high. 
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“Dependence on few global markets”: Nowadays a huge share of Kenya’s export volume, mainly 

traditional products, goes to the European Union or to other African countries. The Kenyan 

government plans to enter into other global markets and to expand exports with non-traditional goods 

as well. The liberalized market provides the opportunity to benefit from Global Commodity Chains and 

the collaboration of several countries and firms on different levels (see chapter 7.1.2, p. 87). However, 

the dominance of some global players in the market makes the situation of countries like Kenya 

difficult.  

“Erosion of preferential market access”: Newer trading agreements make the access of Kenyan 

products to the global market more complicated. On one hand new agreements bring benefits for 

Kenya, on the other hand there are increased standard procedures. The recently launched Economic 

Partnership Agreement between the EU and Africa shows the complexity of such agreements (see 

chapter 8.1.1, p. 97).  

“Underdeveloped Information and Communication Technology”: Information and Communication 

Technology (ICT) represents a basic function for smooth trade, but unfortunately there are many 

hampering factors such as high costs, interruptions, poor access or underdeveloped ICT in Kenya. The 

government focuses on improving ICT and advancing the skills pertaining to ICT to advance 

communications in trade. However, such technological improvements do not reach all regions in 

Kenya, for example the reception for phones is not sufficient in all places. In this way, it is not possible 

for people in remote areas to profit from new innovations such as payment functions by mobile phone 

(see chapter 4.1.3, p. 48). 

“Poor infrastructure”: Poor infrastructure impedes trade much. Bad quality roads delay the delivery of 

goods and lack of energy, water or sanitation services means that the quality of trade remains low. 

Furthermore, sales people do not have sufficient facilities, for example people selling second-hand 

clothes have no permanent structures and have a need for good stalls (see chapter 5.1.2, p. 61). 

“Gender issues”: In the formal trading sector women do not have the same opportunities as men, 

they are often discriminated against. Women often work in the informal sector and have small 

businesses, where they are insufficiently protected. There is a need to extend women’s options and 

rights and allow them to fully participate in trade as well (more about gender issues, see chapter 10, p. 

121).  

 

Regional Challenges 

“Unstable governments in the neighboring countries”: Civil disturbance in neighboring countries 

result in a flow of refugees and problematic situations at the borders. People trading goods are fearful 

of the insecurity, the border control is insufficient and counterfeit goods can enter the country easily. 

The government is challenged to control the borders as well as possible preventions of illegal 

activities. 

“Membership to multiple regional trading agreements:” Kenya is a member of several unions, such as 

the Common Market for Eastern and Southern Africa (COMESA), East Africa Community (EAC) or the 

Intergovernmental Authority on Development (IGAD). The government needs to control the effects of 

the multiple memberships to identify unfair competition with other members in the trading blocs. A 

new trading agreement with the European Union was launched recently, namely the Economic 

Partnership Agreement (see chapter 8.1.1, p. 97).  



Challenges and constraints in the Kenyan market 110 

 

Global Challenges 

“Tariff and non-tariff barriers to trade”: The increasingly liberalized market changed the situation of 

tariffs and barriers in the market. On one hand the liberalization of goods removes tariff barriers that 

could facilitate trade, but on the other hand new standards and control mechanisms can hinder 

smooth trade (see chapter 4.1.1, p. 44). 

“Unfair trade practices”: Unfair acts in trade are still very common. Price dumping of domestic 

products occurs in Kenya and makes the trade sector unfair. Anti-dumping regulations and other 

measurements should help to combat these unfair practices. The manner in which China interferes in 

Kenya’s economy is debatable as well (see chapter 8.1.2, p. 98).  

“Rise in cost of energy”: The increasing global need for energy creates new dynamics between states. 

Countries without oil sources depend a lot on other countries, thereby challenging global networks 

that are maintained by political and economical agreements. Developing countries in particular need 

to find a way to deal with the increasing dependency with regard to energy.  

 

 

 

 

 

 

 

 

 

  

Key messages: development challenges in Kenya 

The Strategic Plan 2008-2012 outlines the main development challenges in Kenya. The Strategic 

Plan gives an overview of various challenges in the Kenyan economy with regard to trade. On a 

national level the country is facing problems such as inadequate infrastructure, unemployment, 

insecurity, poverty, diseases, gender issues, counterfeit goods or lack of proper frameworks to 

steer competition and exports. Poor governance, limited access to finances, dependencies on 

global players and underdeveloped Information and Communication Technology hinder smooth 

trade as well. Civil disturbance in neighboring countries and complex trading agreements hamper 

the trade on a regional level. Furthermore, global barriers in trade, unfair trade practices and rising 

energy costs make efficient trade difficult.  
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9.2 Constraints faced by end suppliers 

9.2.1 Areas of constraints and magnitude in six capitals 

The following figure gives a brief introduction into the main constraints shopkeepers face in their daily 

life as sales people. 

 

Figure 81 main constraints 

Fig. 81 clearly illustrates that financial constraints are predominant, followed by cultural/social 

aspects. Hampering factors related to weather and infrastructure occur as well.  

To get a more precise view of challenges, one section in the questionnaire asked the interviewees in 

an open form about the constraints they face in the market. The questions were structured according 

to the types of capital outlined in the sustainable livelihood approach which was developed by the 

Department for International Development in England. The approach explains the resources of human 

beings with the following five key elements in the livelihood assets: Human-, Natural-, Financial-, 

Social- and Physical-Capital. The approach has been widely adopted and often a sixth dimension, 

Political-Capital, appears as well. These six dimensions were used as a basis when questioning the 

shopkeepers about their daily problems in the market (cf. SDC & NADEL, 2007, p. 2, 21-22). 

The magnitudes of constraints in the context of the six types of capital, as assessed by the 

shopkeepers, are shown in Fig. 82. The first column illustrates the resulting magnitudes in all research 

sites, including both high- and low-potential areas, in order to provide a general picture. The results 

from specific towns give an idea of how people of a certain region evaluate the market constraints.  
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Figure 82 constraints magnitude: all sites, high

As shown in Fig. 82, the assessed 

indicates the high rating of constraints

high=5’). The majority of the ratings found 

the seriousness of shopkeeper’s constraints. The financial and political dimensions are ranked highest 

and signify the miserable financial
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shows a similar picture. Of note

identified only in low-potential areas, namely in Isiolo. Another big town showing challenges 

regard to human capital is Nanyuki. Further

the financial and political dimensions 

social dimensions are ranked higher in high

Looking at particular towns, the small

fewer types of capital constraints as

constraints; nevertheless the magnitudes are more balanced. 

These results show on one hand a discontent with the financial and political situation (yellow and 

violet color) of people living in small and medium towns; on the other hand it displays social problems 

(blue color) mainly in bigger towns. Overall
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9.2.2 Constraints in each capital
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Human constraints 

Fig. 83 presents the human constraints mentioned in the interviews. 

 

Figure 83 human constraints 

As shown in Fig. 83, constraints related to human capital were only mentioned by two interviewees. 

These shopkeepers explained that in their view a lack of education and training skills are hindering the 

Kenyan market. Another shopkeeper reports that the work in the shop is very exhausting. This result 

points out a missing awareness of human capital. Shopkeepers were mainly referring to external 

factors and not so much questioning their own abilities. 

 

Physical constraints 

The physical constraints are illustrated in Fig. 84 and point out the important function of roads and 

infrastructure.  

 

Figure 84 physical constraints 

Fig. 84 explains that especially on a local level, the physical conditions are decisive. Bad roads and lack 

of infrastructure are a significant challenge for the sales people. Further traffic problems, the impacts 

of postelection violence or weather changes hamper physical access as well. The chart illustrates a 

higher degree of concern about physical constraints locally. The interviewees, who represent the local 

view, see a need for improvements in infrastructure mainly at a local level. 

 

„There is a lack of enough space. In town no strategic site or place exists to put up business” 

(Salesman, Isiolo stage, Interview-No. 22, July 19
th

 2011).  

 

“In Chogoria there are no designated places for market, sellers are scattered everywhere. 

Further there is a lack of good quality market stalls or structures” (Salesman, Chogoria 

market place, Interview-No. 47, July 23
rd

 2011).  
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The government, represented in the literature review by the Ministry of Trade, is aware of the weak 

infrastructure. The effort to make improvements, especially in road construction is enormous, but still 

many parts in Kenya are not connected by a sufficient road system yet. 

 

Financial constraints 

Fig. 85 points out the financial constraints cited by the shopkeepers during the study. The long list 

shows the significance of the financial problems. 

 

Figure 85 financial constraints 

As can be seen in Fig. 85, the high costs of living, commodities, stocks, licenses, taxes or fuel are severe 

hindrances to shopkeepers. The lack of access to finances, changes in prices or the determination of 

prices are a challenge as well. In addition, expired goods, corruption, a lack of customers, counterfeits 

and failed debts make things difficult for the shopkeepers. The high costs of commodities and stocks 

are challenging them the most. These constraints are experienced at both the local and national level, 

however the high cost of commodities are a bigger problem nationally, while taxes are a key hindrance 

for the shopkeepers locally. 

The rise and the instability of prices (see chapter 5.2.4, p. 73) is observable as one of the major 

problems for people working in Small and Micro Enterprises, as it makes their businesses and 

especially the planning difficult. 

In the Strategic Plan 2008-2012 of the Ministry of Trade, the limited access to finances and the high 

cost of energy are discussed. Some financial challenges are contemplated, but the main problem of 

price rises and price changes are not highlighted as such.  
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Natural constraints 

Fig. 86 lists the constraints to natural capital. Several challenges which were named in the financial 

constraints appear as well. The following interview-extract shows that many constraints are strongly 

interrelated. 

“During the wet seasons, roads are bad and fewer customers come to the shop. This leads 

to low sale rates and there is no profit from the business” (Salesman, Karatina Market, 

Interview-No. 51, July 11
th

 2011).  

 

 

Figure 86 natural constraints 

As can be seen in Fig. 86, the main natural constraints are drought and the resultant shortages. 

Strongly interlinked are weather changes and the resulting hunger. The drought is named as the main 

national challenge. These results present the concern of Kenyans at the time of the report in July and 

August 2011. During this time a hunger crisis occurred and thousands of people in East Africa suffered. 

In Kenya the peripheral part in the North was most hard hit.  

A challenge mentioned in the Strategic Plan 2008-2012 is the dependence on agriculture. The frequent 

droughts and floods negatively affect the productivity of agriculture and a focus on other sectors is 

needed in the view of the Ministry of Trade in Kenya. 
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Social constraints 

Fig. 87 presents social constraints experienced by the shopkeepers. The challenges are manifold and 

range from corruption, competition, over cultural clashes, and insecurity to counterfeits or lack of 

good customers.  

 

Figure 87 social constraints 

As described in Fig. 87, the main social constraint is insecurity, which shown to be at an equal level at 

both the national and local levels. Locally, shopkeepers express that they experience a lack of good 

customers and also feel competition within the country (see chapter 8.2.3, p. 104). On a national level 

sales people assess competition with foreign countries (see chapter 8.2.2, p. 102) and see the 

counterfeits circulating in the market as a hampering factor. Moreover some interviewees, mainly in 

Isiolo, explained the difficulties of tribal frictions and cultural clashes.  

“Often shopkeepers have poor relationships, tribalism is omnipresent” (Saleswoman in the 

Patma shop, Isiolo Town, Interview-No. 21, July 18
th

 2011).  

 

“Criminal activities are often interlinked with tribal and religious clashes. Last year they 

were burning down many shops” (Saleswoman, Isiolo stage, Interview-No. 29, August 5
th

 

2011). 

 

“Sometimes there is no more peace, there is a chaotic situation. Tribal fights are taking 

place in the streets. Often the Borana and Turkana tribe clash, it’s something cultural. This 

leads into insecurity” (Salesman, Downtown Isiolo, Interview-No. 30, August 8
th

 2011). 

 

The literature regarding the challenges outlined in the Kenyan Strategic Plan 2008-2012 notes the 

issues of insecurity and counterfeits as well. The government of Kenya tries to control 

substandard goods with an Anti-Counterfeit Agency and aims to improve security in the 

country. The government is aware of the competition from foreign players and tries to 

advance the economy while removing barriers in to trade, opening new global markets and 

establishing effective agreements.  
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“There are many problems with counterfeits. You cannot tell where they come from. The 

liberalized trade brings more faked products into the market. The government reacted with 

new laws and the Anti-Counterfeit Agency, which tries to control the counterfeits. The 

competition law, which is running since last week, fights the substandard goods as well. A 

mandate for domestic trade, which is steered from the National Trade Office, looks at the 

essential commodities, they are very much controlled by the government” (Assistant 

Director, Interview-No. 75, August 10
th

 2011, Ministry of Trade, Nairobi).  

 

Political constraints 

Fig. 88 summarizes the political constraints named by the interviewees.  

 

Figure 88 political constraints 

As shown in Fig. 88 statements regarding corruption and the high cost of living were mentioned 

several times. Many interviewees precisely reported the influence from leaders in Kenya and the 

negative impacts of postelection violence. 

“Due to the post election violence, many people were negatively affected. All of a sudden 

the living cost were high, properties of people were destroyed and there were no means to 

purchase for local consumer goods” (Saleswoman, Karatina Market, Interview-No. 51, July 

11
th

 2011).  

 

Of note is the hindering role of taxes and licenses. It is the biggest national challenge, which was 

mentioned by the interviewees referring to the political level. Shopkeepers require more transparent 

information about taxation.  

Referring to the literature review, several challenges are identified by the Ministry of Trade. They call 

attention to the problem of poor governance, corruption and missing regulatory frameworks. 

Furthermore, the Ministry of Trade is aware that high taxations are hindering trade as well.  
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Taxation  

The interviewees in this study were questioned about their personal return of licenses. As can be seen 

in Fig. 89 and Fig. 90, the shopkeeper listed the hindering and enabling effects of licenses.  

 

Figure 89 hindering effects of licenses 

 

Figure 90 enabling effects of licenses 

As described in Fig. 89, the most listed reason for a hindering effect of licenses is the high cost. Many 

interviewees just mentioned the costs; others gave further explanations.  

“The cost of license is high compared to the kind of business I have” (Saleswoman, James 

shop, Manyatta, Interview-No. 32, July 28
th

 2011). 

 

“Unless you have a license, you are not allowed to run the business. The cost is high, it was 

KSH 200 and today it’s KSH 400” (Saleswoman, Isiolo stage, Interview-No. 29, August 5
th

 

2011). 

 

“There exist high costs for licenses. Especially big shops are charged highly, yet they don’t 

make profit. The central places are charged high as well” (Saleswoman, Trendy shop, 

Nanyuki, Interview-No. 69, August 4
th

 2011).  

 

“The charges for licenses are high; you have to pay for the whole year, even if you started in 

the middle” (Saleswoman, Mutheiga Nanyuki, Interview-No. 70, August 5
th

 2011). 

 

Besides the cost the shopkeepers also mention many enabling effects (see Fig. 90) of licenses. The 

most frequently mentioned benefits are that they are able to ‘run their business freely and legally’ and 
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they experienced ‘no harassment from council officials’. Furthermore, sale people can run their 

businesses without fear and they experience less competition from shops without a license. In 

addition, some shopkeepers mentioned that the collected money is used to protect the natural 

environment and by having a license, they get loans more easily. Some shop owners experience no 

benefit from the licenses and others point out that the financial constriction for them is small, because 

they pay the license only once a year.  

Of note is the fact that in the salt and detergent businesses (52%, compared to T-shirt/phone with 

32%) the absence of or decreasing harassment by officials due to having licenses is highly beneficial to 

the shopkeepers. People selling second-hand T-shirts and phones are mainly highlighting the legal 

status of the business (32%, compared to salt/detergent with 7%) in return for buying the licenses. A 

similar pattern is obvious looking at the gender. Women named the relief from harassment (52%) 

more often than men (29%); in contrast running a business freely and legally is much more important 

for males (21%) than females (10%). 

Looking at the present requirement that shopkeeper own (see Fig. 91), it is obvious that everyone has 

at least one legal requirement.  

 

Figure 91 present requirements of shopkeepers: each type of business 

People working in the T-shirt and phone business need one requirement, this is the council license. 

Shopkeepers selling salt and detergent have to have two requirements, namely the council license and 

the health letter. The Fig. 91 illustrates that the biggest part of shopkeepers in the salt and detergent 

business have two legal requirements, but some still need to buy a second license, mostly they do not 

have the health letter.  

9.2.3 Study’s main constraints and challenges in Strategic Plan 

Many constraints complied in the study of this thesis correspond to a large extend with the challenges 

identified by the Strategic Plan 2008-2012 from the Ministry of Trade in Kenya. 

The interviewees do not bring up the challenges of unemployment, poverty, HIV and diseases, 

underdeveloped Information and Communication Technology (ICT) and unstable situation in 

neighboring countries. People probably avoid talking about some topics like unemployment, poverty 

or HIV. Further, many shopkeeper do not directly depend on ICT; all of them have a mobile phone, 

which offer them many possibilities (see chapter 4.2.3, p. 54) and only a few interviewees are not 

provided with a good network. As the research sites of this study are not close to a border, 

governments of neighboring countries hardly influence the shopkeepers directly. 
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The results in the previous chapters show the awareness of constraints in the Kenyan market on both 

sides. On one hand the interviewees of the study see the challenges, on the other hand the 

government side represented by the Ministry of Trade is aware about the problems. Looking at the 

constraints and challenges, the question of the implementation can be raised. The question is, which 

strategies are matching to change the difficult situation of shopkeepers and other people working in 

Small and Micro Enterprises (more in synthesis and conclusions, see chapter 11, p. 131). 

Furthermore, the gender issue is contained in the official challenges in the Strategic Plan 2008-2012 as 

well and is discussed more detailed in the following chapter. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Key messages: constraints of shopkeepers 

The mentioned constraints by the interviewees of the study correspond to a large extent with the 

challenges formulated by the Ministry of Trade in Kenya. According to the six livelihood assets the 

problems faced by the shopkeeper are analyzed in detail. The magnitude of the constraints point 

out high ratings and show the seriousness of the problems in the Kenyan market. 

A few shopkeepers mention lack of skills as a hampering factor. The poor quality of roads and 

weak infrastructure stick out as the main physical challenge. Numerous aspects in the financial 

capital illustrate the miserable situation of many shopkeepers, the rise in prices, the high costs of 

commodities and insufficient access to finances make the life of the shopkeepers difficult. The 

main natural constraint is dominated by the drought, which was a burning issue during the 

collection of the data for this study. Many people whole over East Africa were suffering from a 

hunger crisis. Moreover, many social problems show up as well. Competition inside the country 

and insecurity were listed very often. In the political dimension shopkeepers blame the poor 

leadership and emphasize on the high costs of taxes.  
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10 Gender dynamics and patterns 

This chapter captures topics around gender issues in a globalized context. Firstly, it illustrates the 

missing gender focus in macro-economic analyses and secondly, gender inequalities among workers 

are explained. Thirdly, strategies along the value chain in regard to gender patterns are analyzed and 

finally, barriers of women entrepreneurs in Kenya with a special focus on microfinance are presented. 

The second part outlines of the identified gender patterns of the study (chapter 3-9). It gives an inside 

look into the gender ratios, the felt disadvantages because of gender, women’s access to finances, the 

strategies of female shopkeepers and general gender patterns discovered in the data volume. 

10.1 Gender issues in trade 

10.1.1 New gender dynamics in a globalized macro-economy 

The new developments through globalization (see chapter 4.1.1, p. 44) change the working conditions 

of men and women all over the world. The globalized working chains are gendered. Women become 

an important working and consumer force, because since recent times, millions of women are working 

in the production of goods. Furthermore, the global space and interaction of women organizations 

open up opportunities such as worldwide platforms, where women exchange their experiences. This 

way, women are more aware about their rights and fair social conditions are aimed. These dynamic 

patterns in the global trade are affected by high asymmetries in power relations and many 

stakeholders, from big players to small organizations, are involved in the process. The goal of research 

is to understand these new dynamics (cf. Barrientos, 2008, p. 1-3).  

Irene van Staveren accentuates on the fact that in most macro-economic studies, gender is totally 

absent and she explains  

“gender must be understood as, first, shaping market processes in terms of access to and 

control over resources, such as education or incomes, second, as shaping people’s choices, for 

example in segmented labour markets with typically feminine and masculine jobs, third, as 

being inherently part of macroeconomic trends, for example through fluctuations in the 

female labour force participation rate, and forth underlying the household gender division of 

labour leading to a large female intensive unpaid economy. Because of this more 

differentiated understanding of the relationship between gender and the economy – as a two 

way rather than a one way relation, as partially positive and partially negative – simple, 

straightforward conclusions on the goodness or badness for women and men of certain 

economic processes or policies can no longer be defended” (van Staveren, 2010, p. 2-3).  

Van Staveren approaches gender asymmetries and detects several inequalities in the market and 

formulates needed policy responses. She identifies three main inequalities in the market referred to 

gender.  

“First, gender inequality is inefficient in the allocation of resources, for example in financial 

markets. […] Second, cost-benefit ratios of investing in women are even higher with respect to 

the redistribution of inputs in agriculture. […] Third, at the aggregate level, gender inequality 

appears to lead to losses in GDP (Gross Domestic Product) growth. […] Further Sub-Saharan 



Gender dynamics and patterns 122 

 

Africa has suffered considerable growth losses from gender biases in educational investment” 

(van Staveren, 2010, p. 4-5). 

Moreover, van Staveren highlights the wage gaps of women workers, which can be partly explained by 

lack of education or household specific characteristics (women often work part-time, temporary work 

is common because women especially in developing countries accept the responsibility of the child 

care). To a big extent, wage differences cannot be specifically explained and gender differences are 

very common. That is the reason why feminist economists speak of needed policies to gain a minimum 

labour standard and try to avoid wage discrimination connected with gender issues (cf. van Staveren, 

2010, p. 5-7). The underlying factors of inequalities in the labour market are complex and North-South 

dynamics are very present, as the following quotation illustrates.  

“Prebisch and Singer argued that the underlying mechanism for this uneven distribution of 

gains from trade lies in differences in labor markets in the South and North, with workers in 

the South having less ability to bargain for rises in productivity to be matched by rises in 

wages. Osterreich (2007) hypothesizes that gender inequality is an important aspect of these 

labor market differences. Using data from a selection of Southern and Northern countries for 

the period 1975-1995, she finds that a decline in the degree of labor market discrimination 

against women in the South relative to the degree of labor market discrimination against 

women in the North is associated with an improvement in the net barter terms of trade of 

Southern countries. So, if governments in the South take action to reduce labor market 

discrimination against women, this will help to counteract the tendency of their terms of trade 

to fall, bringing a larger share of the gains from trade to the South” (Prebisch, Singer & 

Osterreich, qtd. van Staveren, 2010, p. 7).  

10.1.2 Upgrading processes, female and male workers 

Barrientos, Gereffi and Rossi (cf., 2010, p. 1) explain that concepts such as Global Production Networks 

and Value Chains (see chapter 7.1.1, p. 86) mainly concentrate on firms and not look at the working 

conditions of people along the chain. That is the reason why their research aims to highlight different 

processes of upgrading, including the social aspect as well. The changing dynamics are explained by 

Barrientos, Gereffi and Rossi as follows.  

“A significant proportion of trade now takes place through coordinated value chains in which 

lead firms globally and locally play a dominant role. The offshoring of production by Northern 

buyers has stimulated the expansion of manufacturing, agriculture and service industries in 

the South. It has promoted global and regional production networks that have opened up 

supply opportunities in new and expanding markets […] Firms engaged in global production 

networks have opportunities for economic upgrading through engaging in higher value 

production or repositioning themselves within value chains. But they also face challenges 

meeting the commercial demands and quality standards required by buyers, which smaller 

and less efficient producers find hard to meet. The expansion of global production in labour-

intensive industries has been an important source of employment generation. Many jobs have 

been filled by women and migrant workers who previously had difficulty accessing this type of 

waged work […] But often this employment is insecure and unprotected, and there are 

significant challenges ensuring decent work for more vulnerable workers” (Barrientos, Gereffi 

& Rossi, 2010, p. 3).  
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For understanding upgrading processes, Barrientos et al. see a need to analyze working force on 

different levels. On hand labour can be treated as a productively factor, while on the other hand it is 

important to see workers as social stakeholders. Furthermore, Barrientos et al. explain the processes 

of upgrading as a value-addition in terms of production, improvements or skills. The economic 

upgrading includes better production procedures, new introduced products, functional improvement 

or advanced technologies. However social upgrading with improvements in working conditions and 

human rights crop up as an important field. The upgrading opportunities depend a lot on the working-

position and on the step in the value chain. Further the type of work and the status of the employee in 

a certain working category are important (cf. Barrientos, Gereffi & Rossi, 2010, p. 5-7).  

“Working conditions may vary depending on the type of sector and product, and mainly in 

relation to whether employment is based on regular or irregular work. Labour conditions are 

consistently found to be better amongst permanent workers rather than temporary and casual 

workers. Studies have also found a gender hierarchy by category of employment (permanent, 

temporary and casual). Women workers are preferred by many employers for their perceived 

dexterity and ‘nimble fingers’ (Elson and Pearson 1981). However, they tend to occupy the 

insecure and low paid work, often in temporary and seasonal employment arrangements 

(Barrientos and Kritzinger 2004), while men usually occupy the better paid and more skilled 

jobs. […] The potential for social upgrading relates both to the type of production involved, 

and to the relationship between suppliers and buyers. Social upgrading in low-skilled, labour-

intensive work typical of assembly plants can present greater challenges than in more 

diversified types of work associated with full-package production involving more skilled 

employment. […] However for more traditional partners, poor working conditions or violations 

of worker rights in their supply chain can negatively affect their reputation, both in terms of 

brand image and product quality” (Barrientos, Gereffi & Rossi, 2010, p. 14). 

10.1.3 Gender steps and strategies along the supply chain 

A report from OXFAM, an international organization which aims to reduce poverty and injustice1, 

focuses on the supply chain of globalized products and shows the power of big companies which 

decide on prices, quality and also labour rights along the supply chain of products. The OXFAM article 

highlights that there are so-called ‘high and low profit steps’ in the chain. The ‘high profit steps’ are 

dominated by innovation, marketing which is steered from big companies. The ‘low profit steps’ are 

mostly outsourced to places with low-cost production and include the steps of handling the raw 

materials, the production and packing of goods. In the creation of a product a few tens of companies 

can be included and every step in the chain is very much controlled. These global production chains 

open up many opportunities along the chain. At the bottom of the chain, several producers want to be 

involved in the value creation, but the chains are coordinated and controlled by the firms sitting at the 

top of the chain. There is an imbalance of the whole process and this leads to a dominant position of 

worldwide factories and unsafe situations (illustrated in Fig. 92) of many workers along the chain 

occur, mainly at the bottom (cf. OXFAM, 2004, p. 33-35). 

                                                
1 See http://www.oxfam.org/en/about 
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Figure 92 supply chain pressures create precarious employment 

(Source: OXFAM, 2004, p. 35) 

The supply chain presents different steps and varied length of the chain, which was similarly illustrated 

in the value chain of second-hand clothes (see chapter 7.1.3, p. 90). The working conditions are 

decreasing going down the chain. At the retailers level long-term contracts with better working 

conditions can be found, while at the producers or sub-contractors level, short-term contracts and 

insecure working conditions are common. As many workers at the bottom of the supply chain are 

women or migrants, it clearly indicates the vulnerability of these workers. Another part of globalized 

production is the implementation of ‘just-in-time-delivery’ (see chapter 8.1.1, p. 97), which bewares 

stores from huge stocks, but increases the pressure on people working in the production of goods. For 

example, if the demand of a certain product is high, the workers have to work long hours. Employers 

have their strategies to make a maximum gain out of the business, besides hiring mainly migrants and 

women and offering short-term contracts, the companies are putting a lot of pressure on their 

employees to make them work full-speed, repress every effort of organized calls for legal rights and 

fake the controls on labour standards (cf. OXFAM, 2004, p. 35-39). 

Furthermore trade agreements (see chapter 8.1.1, p. 97) are a risk for worker’s right as the following 

quotation illustrates.  

“Many regional and bilateral trade agreements have been drawn up in recent years and are 

currently being negotiated between developed and developing countries. The proliferation of 

such agreements is great cause for concern, because on matters such as agriculture, 
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intellectual property, and investment, they do not take development needs sufficiently into 

account. Moreover, these agreements can increase competitive pressures to weaken workers’ 

rights, especially when labour standards differ across signatory countries” (OXFAM, 2004, p. 

40). “Instead of ensuring fair and sustainable gains from trade for workers, many governments 

are trading away workers’ rights in the hope of a place in global supply chains. Weaker laws 

and lax enforcement of the law give a strong signal to producers to keep pursuing their 

strategies of employing workers in precarious ways” (OXFAM, 2004, p. 45). 

10.1.4 Barriers to women entrepreneurs in Kenya 

A Paper written by Clemensson, Evans-Klock and Musindo (cf., 2008, p. 12-13) points out the gender-

specific constraints which women entrepreneurs in Kenya face. They researched mainly shopkeepers 

in the Micro and Small Enterprises (see chapter 3.1.4, p. 32). The identified barriers are interrelated to 

financial and social fields as well as to policy, institutional and gender aspects. A big issue is the 

disadvantaged situation to access finances and credits.  

“[…] factors that inhibit credit availability to women include: lack of start-up (seed) capital; lack 

of awareness of existing credit schemes; high interest rates; lengthy and vigorous procedures 

for loan applications; and, lack of collateral security for finance. These factors have become a 

major barrier to the growth potential of businesses owned by women […] Accessibility to initial 

capital, even when available, is also a major hurdle for women entrepreneurs. Microfinance 

institutions (MFIs) and commercial banks choose where they locate, thus excluding 

entrepreneurs in remote regions, leading to regional disparities.  Credit conditions when 

forming a group, paying membership fees, group registration fees and joining saving plans, 

result in delays in accessing initial capital, thereby worsening the women's household financial 

burden” (Clemensson, Evans-Klock & Musindo, 2008, p. 13). 

Although Kenya has a very manifold financial system, the microfinance institutions (MFIs) are 

challenged as well (more about microfinance, see chapter 5.1.4, p. 63).  

“However, the microfinance sector is highly segmented and disconnected. MFIs target 

different market niches and operate under different methodologies and organizational 

missions. The majority of Kenyan MFIs, especially the nonbank ones, often lack the financial 

and institutional capacity to diversify their lending products and offer business support 

programs to their clients. Larger and formalized enterprises may have access to commercial 

banks and licensed nonbank financial institutions. There is virtually no provision between 

these two extremes. Even though well-delivered microfinance is a great poverty reduction 

tool, it offers only limited support for women who wish to grow their enterprises beyond the 

micro level […] Despite some positive trends by the banks in reaching out to the Micro Small 

and Medium Enterprises, women entrepreneurs report that they continue to encounter 

gender bias when they approach a traditional financial institution. Discriminatory treatment by 

bank officials who prefer dealing with husbands and often do not take women seriously is a 

frequently cited issue” (Ellis et al., 2007, p. 42-44). 

Women often have problems to access credits. The main reason is the collateral, which often have to 

be available in form of land and many women do not own property (cf. Ellis et al., 2007, p. 46). The 

new constitution of Kenya, which was approved in August 2010, changed the land and property rights 

of women, which could improve the access to finances through collateral as well. 
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“Women in Kenya are ‘time poor’ due to their dual roles in the household economy and the labour 

market, as mothers, housekeepers, wives and owners/managers. In addition, such dual roles do not 

give women adequate time to plan and manage their businesses well, thus leading to dismal 

performance or even closure of women owner/managed MSEs. Women's poor performance in MSEs, 

is due to their dual ‘role conflict’” (Saito et al. 1994, qtd. Clemensson, Evans-Klock & Musindo, 2008, p. 

15). The disadvantaged situation of women in the role of suppliers is also shaped by further socio-

cultural aspects. Still women are discriminated in terms of education, while often being lowly 

educated, women cannot access trainings and information the same way as men do. Clear urban-rural 

disparities (see chapter 6.1.2, p. 80) are observable in the economic development in Kenya (cf. 

Clemensson, Evans-Klock & Musindo, 2008, p. 17-18). “Gender inequalities often manifest themselves 

in the form of differential access to resources and opportunities. Current estimates indicate that 

women, especially those in rural areas, are particularly disadvantaged, with their labour often 

undervalued and underutilized. Generally, women in Kenya are more likely to be unemployed than 

men and have lower average incomes” (Clemensson, Evans-Klock & Musindo, 2008, p. 17). 

Many efforts are made to improve the situation of women entrepreneurs in Kenya. For example the 

Ministry of Gender, Culture, Sports and Social Services has officers, who address the interests of 

women’s group or the Women’s University of Science and Technology was build and is an important 

step to advance the education of women entrepreneurs. Further efforts are done by the government 

to reduce the poverty level of women, to increase the agricultural productivity and exports or to 

reduce the HIV/AIDS rate amongst women (cf. Clemensson, Evans-Klock & Musindo, 2008, p. 20-22). 

These goals correlates to a big extend with the challenges and focuses in the Strategic Plan 2008-2012 

from the Ministry of Trade in Kenya (see chapter 9.1.2, p. 107). 

 

 

 

 

 

 

 

 

 

 

 

 

  

Key messages: gender dynamics and patterns 

New patterns in a globalized world changed the working conditions of people and according to 

Barrientos (2008) the working chains are gendered and clear power asymmetries are visible. Van 

Staveren (2010) shows the missing gender focus in macro-economic studies and point out the 

wage discriminations faced by many women. Barrientos, Gereffi and Rossi (2010) explain with their 

research the upgrading processes, which happen in economic and also in social fields. They 

emphasize on the bad conditions and insecure labour situation of women and migrant workers in 

labour-intensive steps in the value chain. Furthermore, the paper by OXFAM (2004) presents the 

high and low profit steps in the supply chain and focuses on the unsatisfied situation at the bottom 

of the chain related to short-term contracts and pressure on workers. OXFAM highlights the 

strategies of employers, for example they mainly hire women or migrants and fake the controls of 

labour standards. Moreover Clemensson, Evans-Klock and Musindo (2008) describe the situation of 

women entrepreneurs in Kenya and show the disadvantaged situation referred to access to 

finances. Beside general discrimination against women, the collateral of loans is often asked in 

form of property, this is a problem for women because they often do not own land. Further they 

point out the multiple roles of women while being a mother, a housekeeper, a wives and a 

manager at the same time. The Kenyan Government advances the protection of women and wants 

to secure women’s rights, as employing special officers in the Ministry of Gender, Culture, Sports 

and Social Services who address at women’s problems and interests and try to improve their 

situation. 
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10.2 Gender patterns in the study 

10.2.1 Gender ratio in offer and type of business 

Analysis in chapter 3.2.3 (p. 39) indicates a clear gender ratio in different type of businesses. The 

female shopkeepers are mostly representing the salt and detergent business, in the business dealing 

with second-hand T-shirts the gender ratio is equal, while male shopkeepers dominate the phone 

business.  

In chapter 6.2.3 (p. 85) the different varieties of products are presented. The results show a much 

varied offer of male than female shopkeepers. It seems that women tend to have a smaller offer. As 

shown in Fig. 63, men sell more touch screen phones than saleswomen. 

The gender ratios in the business types, as well as the offer, indicate clear gender roles in the 

shopkeepers’ businesses. Females often work in kiosks and offer small varieties, whereas men 

dominate the phone business and have bigger selections. Referring to the literature, men are more 

skilled in technological fields and a higher representation in this business is logical. Further studies by 

Clemensson et al. in Kenya point out the discrimination of women because of their lower education 

level compared to men. This explains the high ratios of women in the salt and detergent business as 

well, because the profit in this type of business is lower compared to the second-hand clothes or 

phone business. 

10.2.2 Disadvantages caused by gender  

The study carried out by Rono in 1998 in Kenya, presented in chapter 5.1.3 (p. 63), points out the 

extraordinary position of women in the second-hand clothes business. Rono states that women are 

the majority in the second-hand business; nonetheless men make more profit by selling second-hand 

clothes. The study shows that women often work often part-time and have many other 

responsibilities. Clemensson et al. discuss the ‘role conflict’ as well, while emphasizing on the complex 

situations of women being a mother, a housekeeper, a wife and a saleswomen at once.  

This thesis research surveyed the assessment of the interviewees about the gender-ratio in different 

occupations (see Fig. 93). The shopkeepers’ evaluation is done on the dominant gender in several 

positions in the market process. 
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Figure 93 majority of gender: different occupations 

As Fig. 93 shows, males are very much represented in the position of distributor, wholesaler and 

supplier, some interviewees also asses the male workforce as employees. In contrary, females typify 

the positions of employee or shopkeeper; a few are working as wholesaler. This result approves the 

statements from the literature, that women are often working in sectors, where the profit is smaller. 

This means that women oftentimes work at the bottom of a supply chain and carry out the so-called 

‘low profit steps’. 

The data indicate the spatial mobility while presenting the availability of means of transport. Fig. 94 

displays the access to motorbikes and pickup’s.  

 

Figure 94 use of motorbike and pickup: gender 

As can be seen in Fig. 94, males have better access to motorbikes and pickup’s. This result points out 

the higher mobility of men, which makes it easier for them to access different markets and trade with 

people, who are in a spatial distance. However females have their network more locally, because of a 

lower independent mobility. 
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By taking a look at dominant players inside Kenya (see chapter 8.2.3, p. 104), it is obvious that females 

and males have a different modes of interaction. The data analysis shows that female shopkeepers 

depend more on wholesaler, whereas males often have direct trading contacts to manufacturers. The 

overrepresentation of women in the salt and detergent business explains the dependence on 

wholesaler, because they directly supply shopkeepers. But the direct contact of male shopkeepers to 

the manufacturer brings them into a beneficial position, because they avoid some steps in the value 

chain. This finding indicates a certain discrimination of women, because they often face longer value 

chains, what decreases their value creation of products. Furthermore, this disadvantaged situation of 

women referrers to wage-gaps and low working conditions of women and migrants in firms, which 

were explained by van Staveren and Barrientos et al. (see chapter 10.1.2, p. 122). 

10.2.3 Women’s access to finances 

The importance of small saving groups is explained in chapter 5.1.4 (p. 63) and put emphasis on the 

importance for women. By organizing themselves in small groups, they avoid discrimination and 

assure their access to finances. Ellis et al. address the problem of collaterals and explain that women 

often do not own land, which can act as collaterals for loans. The forming of groups is a way to receive 

loans from banks as a group. The small saving groups are affected by limited growth and often 

members do not have a chance to really make their business grow. 

The data analysis (see chapter 5.2.3, p. 70) confirms that men get more loans that women and shows 

the different access to finances. With regard to the literature a discrimination against women for 

access to finances is outstanding. Often the discrimination starts in the families, where some husbands 

forbid their women to join saving groups. Further lack of start-ups and property issues hamper the 

access to finances for women. 

10.2.4 Strategies of female shopkeepers 

The gender differences seem to be very much dominated through disadvantaged situation of women, 

but it is important to state that in some parts men are underprivileged as well. For example the 

miserable working conditions of migrants are faced by both genders. 

It is important to lift out the strategies of women and men as well to counteract the negative aspects 

in trade. The focus on mobile phones (see chapter 4.2.3, p. 54) indicates different ways of uses. The 

data analysis presents a lower use of phones by women than men; it seems that females use other 

channels as well. By specifying the source of information (see chapter 5.2.3, p. 70), it is obvious, that 

males mainly depend on information from wholesaler, whereas women maintain other channels as 

well. The data further shows that males need to pick up goods mainly on their own (see chapter 7.2.2, 

p. 93), whereas females organize themselves differently, for example by being delivered to. 
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Key messages: gender patterns in the study 

The analysis of the data shows different gender ratios in each type of business. Women sell mainly 

salt and detergent in kiosks, in the second-hand business both gender are equally represented, 

while the phone business is dominated by male shopkeepers. Further males offer bigger varieties 

than females and the profits of men-headed businesses are higher. Women often face a complex 

situation of working part-time and being involved in many responsibilities such as upbringing the 

children, doing housework and being a wife and a businesswoman at the same time.  

The assessment of the interview partners shows clear gender patterns. Distributors, wholesalers 

and suppliers are mainly assessed as male-occupations, whereas women capture the positions of 

employees or shopkeepers. This result approves the findings from the literature that women often 

carry out the ‘low profit steps’ in the value chain. In addition the data shows that men have 

strategies to avoid certain steps in the value chain, for example by having direct contact with 

manufacturer. On the contrary women face longer value chains, when products go from a 

distributor, to a wholesaler and finally a supplier brings the products to the shop. Like this the 

value creation for the end supplier in the shop is small. 

A further gender difference is obvious focusing on the spatial mobility of shopkeepers. Males are 

more often using motorbikes or pickups and have with it access to different markets. 

A clear discrimination sticks out by looking at women’s access to finances. Often women do not 

get loans, because they cannot assure property, which can act as collaterals. Further barriers lay in 

the families where husbands do not allow their wives to join small informal saving groups, which 

offer accessibility to small loans.  

It is important not to focus just on women by looking at disadvantages in the market. For example 

migrant workers are discriminated in both genders. Moreover, the data of this study presents 

longer distances which have to be covered by males to pick up products sold in the shop.  
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11 Synthesis and conclusion  

This chapter summarizes the findings from the data analysis of the study. It aims to crystallize limitations 

and potentials of the accessibility to consumer goods in the Mt. Kenya region. Further the author of this 

thesis concludes the findings and formulates recommendations for improvements.  

In the first part, results are illustrated by the main gradients which were identified in each chapter. The 

synthesis starts with the consideration of the so-called ‘intentional independent’ variables (see chapter 

3.2.2, p. 36) by pointing out the gradients with regard to the four selected products and the different study 

sites, which are grouped in high- and low-potential areas. The gradients are based on urban-rural 

interactions, poverty-scales, gender patterns and social and organizational structures. In each chapter the 

main limitations and potentials are highlighted. 

Part two gives possible answers to the research questions of the thesis while identifying the different levels 

of accessibility and displaying the hampering and facilitative factors in terms of the accessibility of basic 

consumer goods.  

The thesis ends with recommendations for improvements and concluding remarks. 
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11.1 Gradients in the study 

11.1.1 Basic consumer products 

The data analysis makes it clear that the selected consumer goods can be divided in

(S/D=salt/detergent and T/P=second

indicate great differences in the types of businesses.

Table 5 multiple gradients of selected consumer 

 

Chapter (no.) SALT(S)/DETERGENT(D)

Basics (3) -Some shopkeepers selling S/D are lowly 

educated 

Prices, profits, 

loans (5) 

-The drawn profits by selling S/D packages are 

small 

-In the D business shopkeepers have a wide

range of brands 

Supply chain (7) -S/D are gettable close

town, shopkeepers need to cover short distances 

to get goods) 

Internal & 

external forces (8) 

-The S/D market is hardly affected from foreign 

players 

Constraints & 

challenges (9) 

-Sale people offering S/D have to have two 

licenses (council license, health letter), still some 

kiosk owners do not have them

-Thanks to licenses shopkeepers in the S/D 

business are less harassed by officials 

Gender (10) -S/D are mostly sold by women, in this type of 

business the profits are
 

LIMITATIONS -Some people selling basic products are

-Profits gained with S/D are

-Some products are not gettable close

-The trade of more complex 

POTENTIALS -Basic consumer products (S/D) are produced close

influence from foreign countries

-Legal requirements help shopkeepers to avoid harassment by officials and to run the business freely 

and legally  

 

The study reports that the education level of some traders is low. While selling basic consumer goods 

(salt/detergents) shopkeepers make only 

steps. On each level people want to maximise their profits. This limits the profit rates of end suppliers 

selling basic consumer goods. International supply chains increase the influence from foreign countries 

in the Kenyan market. The local production of salt and

goods are available close-by. Compared to shopkeepers selling T

small kiosks report a smaller impact 

license and the health letter enable shopkeepers to run their businesses freely and legally without 

fearing harassment by officials.  

The findings of the study focus on a clear gradient 

shopkeepers selling very basic pr

business is prevailed by women

 

asic consumer products  

The data analysis makes it clear that the selected consumer goods can be divided in

T/P=second-hand T-shirt/phone). Results referring 

in the types of businesses. 

gradients of selected consumer goods  

SALT(S)/DETERGENT(D) T-SHIRTS(T)/PHONES(P)

Some shopkeepers selling S/D are lowly -The education level of end suppliers offering T/P 

is high, especially in P business

The drawn profits by selling S/D packages are -In the T/P business the profit rates per sold item 

are high 

In the D business shopkeepers have a wide -In the P business large price differences within 

brands can be found 

S/D are gettable close-by (often available in 

town, shopkeepers need to cover short distances 

-To get T/P, sales people need to go 

(longer distances to get goods)

The S/D market is hardly affected from foreign -Shopkeepers selling T/P experience the 

influence from foreign countries a lot, especially 

China is a dominant player

Sale people offering S/D have to have two 

licenses (council license, health letter), still some 

kiosk owners do not have them 

-For selling T/P shopkeepers need to have one 

license, all sales people have it

Thanks to licenses shopkeepers in the S/D 

business are less harassed by officials  

-Due to licenses a legal status in the T/P is 

possible 

S/D are mostly sold by women, in this type of 

business the profits are low 

-The P business is dominated

rates per sold item are high

Some people selling basic products are poorly educated 

Profits gained with S/D are low 

Some products are not gettable close-by and are integrated into long international supply chains

more complex goods (T/P), is influenced by foreign players 

Basic consumer products (S/D) are produced close-by and are easily gettable, there is hardly any 

influence from foreign countries 

Legal requirements help shopkeepers to avoid harassment by officials and to run the business freely 

The study reports that the education level of some traders is low. While selling basic consumer goods 

(salt/detergents) shopkeepers make only low profits. A focus on supply chains distinguishes numerous 

n each level people want to maximise their profits. This limits the profit rates of end suppliers 

selling basic consumer goods. International supply chains increase the influence from foreign countries 

in the Kenyan market. The local production of salt and detergents makes the trade easier, because 

by. Compared to shopkeepers selling T-shirts and phones, sales people in 

small kiosks report a smaller impact on their business by foreign countries. Moreover, the council 

e health letter enable shopkeepers to run their businesses freely and legally without 

 

The findings of the study focus on a clear gradient between the types of businesses. It’s obvious that 

shopkeepers selling very basic products (S/D) often achieve lower profits, are poorly 

is prevailed by women. The study emphasizes on the fact that the kiosk business is a 
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The data analysis makes it clear that the selected consumer goods can be divided into two sub-groups 

 to consumer goods 

SHIRTS(T)/PHONES(P) 

level of end suppliers offering T/P 

is high, especially in P business 

In the T/P business the profit rates per sold item 

In the P business large price differences within 

To get T/P, sales people need to go outside town 

(longer distances to get goods) 

Shopkeepers selling T/P experience the 

influence from foreign countries a lot, especially 

China is a dominant player 

For selling T/P shopkeepers need to have one 

license, all sales people have it 

Due to licenses a legal status in the T/P is 

The P business is dominated by men. The profit 

rates per sold item are high 

by and are integrated into long international supply chains 

by and are easily gettable, there is hardly any 

Legal requirements help shopkeepers to avoid harassment by officials and to run the business freely 

The study reports that the education level of some traders is low. While selling basic consumer goods 

ns distinguishes numerous 

n each level people want to maximise their profits. This limits the profit rates of end suppliers 

selling basic consumer goods. International supply chains increase the influence from foreign countries 

detergents makes the trade easier, because 

shirts and phones, sales people in 

by foreign countries. Moreover, the council 

e health letter enable shopkeepers to run their businesses freely and legally without 

of businesses. It’s obvious that 

poorly educated and the 

. The study emphasizes on the fact that the kiosk business is a 
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transitional job or a start-up for bigger businesses. Sales people wish to change to other businesses, 

such as selling clothes or becoming a wholesaler. 

A clear gender gradient can be highlighted, because the phone business is very much dominated by 

males. The outcome of the study shows that the sales-jobs in the clothes and phone business are very 

popular and stakeholders act legally thanks to required licenses. As these businesses are embedded 

into international supply chains, the foreign influence is huge and different players codetermine and 

shape the market in Kenya. 
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11.1.2 High- and low-potential

The study of basic consumer products in the Mt. Kenya region presents seven study sites, which were 

grouped into high and low-potential areas. It is an important aspect of the study to show gradients of 

these potentials. 

Table 6 multiple gradients of high- and low

 

Chapter (no.) LOW

Basics (3) -Profits while selling basic goods are

-Shopkeepers often join a self

group 

Availability (4) -Sales people depend mainly on matatu (small 

passenger buses) as a mean of transport

-Shopkeepers experience very often delays in 

terms of regular supply

Prices, profits, 

loans (5) 

-In small places the licenses cost less

Diversification (6) -The variety of products is slightly smaller

Supply chain (7) -Products need to be picked up outside town

Internal & external 

forces (8) 

-Shopkeepers experience less influence from 

foreign countries 

Constraints & 

challenges (9) 

-No big differences in magnitude of constraints, overall high magnitudes of constraints

elaborated in the study

  

LIMITATIONS Low-potential places: 

-Shopkeepers make 

-The more remote

-The access to good roads is insufficient

-A dependency on bigger and central towns can be found

High-potential towns: 

-The influence from foreign players outside Kenya is much stronger

POTENTIALS General: 

-Licences are adapted to towns

Low-potential areas: 

-Shopkeepers organize themselves in small saving and self

High-potential places:

-Good markets exist and 

 

Especially noteworthy are the limitations found in low

make lower profits, they experience more delays in terms of supply, the access to 

insufficient and a dependency on bigger towns is obvious. However, high

influenced by foreign countries. Indicated by high magnitudes in the study, the formulated constraints 

by interviewees are vitally important. Base

are mainly assessed positive and they are adapted to the different regions. Rather more important are 

the activities of shopkeepers living in low

or saving groups. Moreover, the high

The intentionally chosen study sites 

access by an insufficient transport connection puts 

 

potential areas 

The study of basic consumer products in the Mt. Kenya region presents seven study sites, which were 

potential areas. It is an important aspect of the study to show gradients of 

and low-potential areas 

LOW-POTENTIAL HIGH-POTENTIAL

Profits while selling basic goods are lower -Profit rates are usually higher 

Shopkeepers often join a self-help or saving -Less people have a member

saving group 

Sales people depend mainly on matatu (small 

passenger buses) as a mean of transport 

-Shopkeepers in high-potential towns own more 

mobile phones  

Shopkeepers experience very often delays in 

terms of regular supply 

-The goods reach the shops mostly in time

In small places the licenses cost less -In big places costs for licenses are higher 

variety of products is slightly smaller -The diversification of goods is larger

Products need to be picked up outside town -Many products available close

Shopkeepers experience less influence from 

 

-Sales people are more affected by foreign 

players 

No big differences in magnitude of constraints, overall high magnitudes of constraints

elaborated in the study 

potential places:  

Shopkeepers make lower profits 

The more remote a shop is, the more delays occur in terms of regular supply

The access to good roads is insufficient 

A dependency on bigger and central towns can be found 

potential towns:  

from foreign players outside Kenya is much stronger 

Licences are adapted to towns 

potential areas:  

Shopkeepers organize themselves in small saving and self-help groups 

potential places: 

Good markets exist and many sales people are well-off 

Especially noteworthy are the limitations found in low-potential areas. In these places shopkeepers 

profits, they experience more delays in terms of supply, the access to 

insufficient and a dependency on bigger towns is obvious. However, high-potential towns are 

foreign countries. Indicated by high magnitudes in the study, the formulated constraints 

by interviewees are vitally important. Based on the answers of the interviewees

are mainly assessed positive and they are adapted to the different regions. Rather more important are 

the activities of shopkeepers living in low-potential areas. They often gather regularly

or saving groups. Moreover, the high-potential towns profit from their flourishing 

tudy sites show many difficulties in low-potential regions. The physical 

access by an insufficient transport connection puts these places into a peripheral position. Surprisingly 
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The study of basic consumer products in the Mt. Kenya region presents seven study sites, which were 

potential areas. It is an important aspect of the study to show gradients of 

POTENTIAL 

Profit rates are usually higher  

membership in a self-help or 

potential towns own more 

The goods reach the shops mostly in time 

In big places costs for licenses are higher  

The diversification of goods is larger 

Many products available close-by 

Sales people are more affected by foreign 

No big differences in magnitude of constraints, overall high magnitudes of constraints are 

more delays occur in terms of regular supply 

potential areas. In these places shopkeepers 

profits, they experience more delays in terms of supply, the access to good roads is 

potential towns are strongly 

foreign countries. Indicated by high magnitudes in the study, the formulated constraints 

interviewees the required licenses 

are mainly assessed positive and they are adapted to the different regions. Rather more important are 

gather regularly in small self-help 

flourishing markets. 

potential regions. The physical 

these places into a peripheral position. Surprisingly 
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and contrary to the general assumption of different distributional issues, peripheral towns offer a 

relatively big diversity of products. According to the study’s results, low-potential towns have only a 

slightly smaller variety of basic consumer products than high-potential areas. 

On one hand high-potential areas are much more affected by foreign market forces, which dominate 

prices and working conditions. On the other hand these flourishing market towns make use of 

international trading contacts in a positive way. 
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11.1.3 Urban - rural interactions  

Interesting gradients can be discovered within the differentiation of remote and central places. The 

selected study sites include places, that are positioned very central in an urban context and some 

towns that are found in rural and very remote locations.  
 

Table 7 multiple gradients of rural (remote) and urban (central) places  
 

 
 

Great concerns of shopkeepers are the raising prices of commodities and high taxes. Limiting factors in 

rural areas are the poor road system, general lack of infrastructure, high transport costs and the 

dependency on bigger towns. In urban towns mainly the high costs of living and counterfeit goods 

hamper the daily business of shopkeepers. Interestingly in remote places no potentials can be 

identified with reference to the trade on consumer products. In central places shopkeepers have 

easier access to finances. Moreover, deliveries of goods are more reliable in terms of the timing. 

Besides that, job opportunities are various.  

It is an outstanding fact that remote places are hindered in many ways referred to smooth trade of 

consumer products and market activities. Insufficient access to good transport systems, to finances 

and to job opportunities, hinders stakeholders to get into a healthy market system.  

The gradient between remote and central places is characterized through a dependency, which is very 

much ruled by central towns. In terms of market activities, the potential of rural places is often being 

ignored and central places lead the market actions. 
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11.1.4 Poverty scales 

Although this study does not specifically focus on poverty, the data allows 

of poverty. This focus demonstrates the most affected groups and the underlying factors of poverty.
 

Table 8 multiple gradients of poverty scale
 

 

Chapter (no.) POVERTY 

Basics (3) -Shopkeepers living in rural places

what leads into lower

Prices, profits, 

loans (5) 

-The most demanded goods by customers are of small sizes and cheap prices

Diversification (6) -Poverty alleviation

towns to the rural surroundings

Supply chain (7) -Wealthier shopkeepers avoid long distances to pick up goods and can afford direct delivery of 

goods to their shops

Internal & 

external forces (8) 

-Males often have direct contacts to manufacturer

-Females depend more on wholesalers and face more steps in the supply chain

Constraints & 

challenges (9) 

-Dominant financial problems show the poverty among shopkeepers 

-Sales people hardly afford to pay licenses, struggling with high costs of living and commodities

-Shopkeepers often have a limited access to loans and the interest rates are very high

Gender (10) -Women confront longer value chains of products. They are at 

which often means that their value creation is smaller

  

LIMITATIONS -In rural places the poverty rate is higher

-Women are hit by long value chains, consequential they have less value creation

-Financial problems 

commodities) 

POTENTIALS -Small and intermediate market towns could be linked with surrounding places

-The offer in shops can be adapted to the customers demand (small sizes,

for the less well-off clientele

 

The data approves the assumption from literature that rural places are more affected by poverty and 

women are hit most by it. A limiting

longer a value chain is, the more stakeholders exist along the chain. This results in a very small value 

creation for end suppliers of basic consumer goods. In addition, shopkeepers often struggle with 

financial problems. This points out that many sales people face poverty. A possibility to avoid further 

poverty is the idea to closely link small and intermediate market towns with the surrounding areas to 

share benefits. A further adaption is the offer of small sizes and cheap pr

concessions to less well-off customers.

The results of the study present many poverty

handle and mitigate it. These strategies can be found in social and organizational structures (

chapter 11.1.6, p. 140). 

 
  

 

Although this study does not specifically focus on poverty, the data allows to distinguish

This focus demonstrates the most affected groups and the underlying factors of poverty.

poverty scales 

Shopkeepers living in rural places experience more poverty. They confront higher transport cost

lower profits from their business 

The most demanded goods by customers are of small sizes and cheap prices

Poverty alleviation could be implemented through linking small and intermediate urban centre 

towns to the rural surroundings 

Wealthier shopkeepers avoid long distances to pick up goods and can afford direct delivery of 

goods to their shops 

Males often have direct contacts to manufacturer 

Females depend more on wholesalers and face more steps in the supply chain

Dominant financial problems show the poverty among shopkeepers  

people hardly afford to pay licenses, struggling with high costs of living and commodities

Shopkeepers often have a limited access to loans and the interest rates are very high

Women confront longer value chains of products. They are at the very bottom of supply chains, 

which often means that their value creation is smaller 

In rural places the poverty rate is higher 

Women are hit by long value chains, consequential they have less value creation

Financial problems are the biggest constraint (licenses, access to loans, high costs of living and 

Small and intermediate market towns could be linked with surrounding places

The offer in shops can be adapted to the customers demand (small sizes, cheap prices), especially 

off clientele 

The data approves the assumption from literature that rural places are more affected by poverty and 

by it. A limiting factor is the length of the supply chain of goods, because the 

chain is, the more stakeholders exist along the chain. This results in a very small value 

creation for end suppliers of basic consumer goods. In addition, shopkeepers often struggle with 

points out that many sales people face poverty. A possibility to avoid further 

poverty is the idea to closely link small and intermediate market towns with the surrounding areas to 

share benefits. A further adaption is the offer of small sizes and cheap prices of goods to make 

off customers. 

The results of the study present many poverty-indicators among shopkeepers and their strategies to 

These strategies can be found in social and organizational structures (
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to distinguish some scales 

This focus demonstrates the most affected groups and the underlying factors of poverty. 

experience more poverty. They confront higher transport costs 

The most demanded goods by customers are of small sizes and cheap prices 

linking small and intermediate urban centre 

Wealthier shopkeepers avoid long distances to pick up goods and can afford direct delivery of 

Females depend more on wholesalers and face more steps in the supply chain 

people hardly afford to pay licenses, struggling with high costs of living and commodities 

Shopkeepers often have a limited access to loans and the interest rates are very high 

the very bottom of supply chains, 

Women are hit by long value chains, consequential they have less value creation 

are the biggest constraint (licenses, access to loans, high costs of living and 

Small and intermediate market towns could be linked with surrounding places 

cheap prices), especially 

The data approves the assumption from literature that rural places are more affected by poverty and 

chain of goods, because the 

chain is, the more stakeholders exist along the chain. This results in a very small value 

creation for end suppliers of basic consumer goods. In addition, shopkeepers often struggle with 

points out that many sales people face poverty. A possibility to avoid further 

poverty is the idea to closely link small and intermediate market towns with the surrounding areas to 

ices of goods to make 

indicators among shopkeepers and their strategies to 

These strategies can be found in social and organizational structures (see 
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11.1.5 Gender patterns 

The gender focus is a central issue of the study. It is present

capture important differences between male and female shopkeepers and expresses their strategies 

to handle the gender gaps.  

Table 9 multiple gradients of gender  

 

Chapter (no.) 

Basics (3) -Phones are mainly offered by men

Availability (4) -Mobile phones are more regularly used by men 

(especially for information about stocks)

-Men own more phones than women

Prices, profits, 

loans (5) 

-Males take more often loan than females

Diversification (6) -Men offer a higher diversity 

of mobile phones with touch screen)

Supply chain (7) -Males need to pick up 

their own 

Internal & 

external forces (8) 

-Some men have direct trading contacts to 

purchase products from manufacturers 

Constraints & 

challenges (9) 

-Thanks to licenses men

business as important 

Gender (10) -Majority of men work as wholesaler/distributor

  

LIMITATIONS Women: 

-Offer slightly smaller 

-Mainly sell basic products (S/D)

-Work as shopkeeper or employe

Men: 

-Need to cover long distances to get products

POTENTIALS Females:  

-Have diverse strategies while using many channels to get information about prices

-Are socially networked 

Males:  

-Have more value creation by avoiding some steps

 

The data analysis indicates that women offer smaller

very basic consumer goods (salt and detergent). Even more significant is their position in the supply 

chain. It is obvious that women often stand at the bottom of the value chain and consequently fulfil 

the so-called ‘low profit steps’. On the contrary, men get more value creation from goods by avoiding 

some steps in the supply chain; however men face much longer dista

are sold later in the shops. Based on this study women have different strategies to handle challenges, 

for example they use very diverse channels to get information about prices and are socially more 

networked than men.  

Another gender difference can be observed while looking at loans. Women mostly access small 

amount of loans, which they mainly 

enough to expand their business. In contrary, men often get bigg

 

der focus is a central issue of the study. It is present throughout the entire thesis

capture important differences between male and female shopkeepers and expresses their strategies 

MALES FEMALES

Phones are mainly offered by men -Very basic consumer goods are more often sold 

by females  

Mobile phones are more regularly used by men 

information about stocks) 

-Females concentrate on diverse channels to get 

information about commodities

Men own more phones than women -Women own less phones than men

Males take more often loan than females -Females get small loans from

groups 

a higher diversity of goods (e.g. offer 

of mobile phones with touch screen) 

-Women’s diversity of offers is 

Males need to pick up stocks more often on -Females have other strategies (e.g. delivery of 

goods organized in group

Some men have direct trading contacts to 

purchase products from manufacturers  

-Females often depend on wholesalers

Thanks to licenses men assess a legal and free 

business as important  

-Women feel less harassed 

licenses 

Majority of men work as wholesaler/distributor -Females often work as shopkeeper or 

many are engaged part-time and face ‘role 

conflicts’ 

Offer slightly smaller diversity in products  

Mainly sell basic products (S/D)  

Work as shopkeeper or employee, this displaces them downward the supply chain of

Need to cover long distances to get products 

Have diverse strategies while using many channels to get information about prices

Are socially networked  

Have more value creation by avoiding some steps in the supply chain of consumer goods

The data analysis indicates that women offer smaller diversity of products than men and mainly sell 

very basic consumer goods (salt and detergent). Even more significant is their position in the supply 

obvious that women often stand at the bottom of the value chain and consequently fulfil 

called ‘low profit steps’. On the contrary, men get more value creation from goods by avoiding 

some steps in the supply chain; however men face much longer distances to get the

in the shops. Based on this study women have different strategies to handle challenges, 

for example they use very diverse channels to get information about prices and are socially more 

other gender difference can be observed while looking at loans. Women mostly access small 

mainly get through informal saving groups. These loans are often not 

enough to expand their business. In contrary, men often get bigger loans from banks. As discussed in 
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out the entire thesis. It aims to 

capture important differences between male and female shopkeepers and expresses their strategies 

FEMALES 

Very basic consumer goods are more often sold 

Females concentrate on diverse channels to get 

information about commodities 

Women own less phones than men 

from informal saving 

’s diversity of offers is slightly smaller  

Females have other strategies (e.g. delivery of 

goods organized in groups) 

Females often depend on wholesalers 

harassed thanks to required 

Females often work as shopkeeper or employee, 

time and face ‘role 

supply chain of goods 

Have diverse strategies while using many channels to get information about prices 

in the supply chain of consumer goods 

of products than men and mainly sell 

very basic consumer goods (salt and detergent). Even more significant is their position in the supply 

obvious that women often stand at the bottom of the value chain and consequently fulfil 

called ‘low profit steps’. On the contrary, men get more value creation from goods by avoiding 

nces to get their products which 

in the shops. Based on this study women have different strategies to handle challenges, 

for example they use very diverse channels to get information about prices and are socially more 

other gender difference can be observed while looking at loans. Women mostly access small 

get through informal saving groups. These loans are often not high 

er loans from banks. As discussed in 
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the literature, banks often prefer giving loans to men whilst the landownership can be asked as 

collateral. This hinders women of getting big amounts of loans. 

The study points out that male and female shopkeepers take different positions in the Kenyan market. 

Several facts put males into a favoured role, where they can act more actively and rule the market 

process more than females can. 
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11.1.6 Social and organizational structures 

The study of end suppliers in shops 

analysis the strategies of shopkeepers in the trade of basic consumer goods are elaborated. 

Table 10 multiple gradients of social and organizational structures/stra

 

Chapter (no.) SOCIAL STRUCTURES

Basics (3) -Self-help groups include social activities and 

social cohesion 

Availability (4) -Shopkeepers who wish to change business, see 

trade worse 

-Higher educated sales people own more phones

Prices, profits, 

loans (5) 

-Depending on the education level and on group

memberships, shopkeepers have different ways 

to deal with loans

-Self-help groups are important for sales people 

to access loans 

Supply chain (7) -The higher the education level of shopkeepers

the shorter seems 

cover to pick up goods

Internal & 

external forces (8) 

  

Constraints & 

challenges (9) 

-Sales people have several strategies to alleviate 

constraints which are affected by social problems 

(untruthful customers, insecurity, tribalism)

Gender (10) -Women have other strategies than men, they 

seem to be very closely networked with other 

females (different sources of information)

  

LIMITATIONS -Insecurity and tribalism

-Poorly educated sales people depend a lot on wholesaler

POTENTIALS -A strategy of shopkeepers is to change into another business

-Higher educated sales people handle loans better and 

-Shopkeepers who join a group do not fear competition from outside

-Constraints can be alleviated by having savings, being socially networked or better organized in 

terms of getting products in time

 

A big challenge faced by sales people is insecurity. 

instigates tribal clashes consequently interrupting trade. If displaced by clashes, traders sometimes 

end up losing all their merchandise or their 

the Mt. Kenya Region is the

shopkeepers depend on very limited market information; they often rely on wholesalers as 

sourcesof information. The interviewees 

process. Some shopkeepers plan to change 

workforce for the shop. In contrary, interviewees

have better access to detailed information. Furthermore, members of a self

not fear the influence of foreign countries as much. Shopkeepers alleviate the constraints by having 

savings and good social networks; thus they organize better deliveries and experience fewer delays.

Overall social integration and organizational structures help the shopkeepers to manage the 

challenges in the trade of basic goods.

 

ocial and organizational structures  

The study of end suppliers in shops is addressed to social and organizational structures. With the data 

analysis the strategies of shopkeepers in the trade of basic consumer goods are elaborated. 

social and organizational structures/strategies 

SOCIAL STRUCTURES ORGANIZATIONAL STRUCTURES

help groups include social activities and -Small groupings (self-help groups, informal 

saving groupings) are more important in rural 

areas  

Shopkeepers who wish to change business, see -Shopkeepers who can hire employees, assess 

the trade quality positive 

Higher educated sales people own more phones -Sales people who profit a lot from the business, 

have more options to avoid delays in delivery

Depending on the education level and on group-

memberships, shopkeepers have different ways 

to deal with loans 

-Higher educated sales people access 

information about prices on more diverse 

channels 

help groups are important for sales people -Poorly educated shopkeepers get information 

about prices mainly from wholesalers/suppliers

higher the education level of shopkeepers, 

the shorter seems the distance they need to 

cover to pick up goods 

-Sales people who join a group and/or have more 

savings, have shorter distances to pick up goods. 

Shorter distances are found in the S/D business

-Shopkeepers joining a group feel less 

competition from foreign countries and players 

inside Kenya 

Sales people have several strategies to alleviate 

constraints which are affected by social problems 

(untruthful customers, insecurity, tribalism) 

  

Women have other strategies than men, they 

seem to be very closely networked with other 

females (different sources of information) 

-Women organize themselves in small saving 

groups to access finances

Insecurity and tribalism are a big problem and challenge shopkeepers 

educated sales people depend a lot on wholesalers as only source of information

A strategy of shopkeepers is to change into another business 

Higher educated sales people handle loans better and get more easily detailed

Shopkeepers who join a group do not fear competition from outside as much

Constraints can be alleviated by having savings, being socially networked or better organized in 

terms of getting products in time 

A big challenge faced by sales people is insecurity. Among the causes of insecurity is tribalism that 

instigates tribal clashes consequently interrupting trade. If displaced by clashes, traders sometimes 

end up losing all their merchandise or their goods are destroyed. Another social effect to business

the education level achieved by business people. 

shopkeepers depend on very limited market information; they often rely on wholesalers as 

information. The interviewees suggest several strategies to avoid limitations in the market 

process. Some shopkeepers plan to change into another business; others hire employees as a 

workforce for the shop. In contrary, interviewees of higher education seem to handle loans better and 

detailed information. Furthermore, members of a self-help or saving group do 

foreign countries as much. Shopkeepers alleviate the constraints by having 

tworks; thus they organize better deliveries and experience fewer delays.

and organizational structures help the shopkeepers to manage the 

challenges in the trade of basic goods. 
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to social and organizational structures. With the data 

analysis the strategies of shopkeepers in the trade of basic consumer goods are elaborated.  

ORGANIZATIONAL STRUCTURES 

help groups, informal 

are more important in rural 

Shopkeepers who can hire employees, assess 

the trade quality positive  

Sales people who profit a lot from the business, 

avoid delays in delivery 

Higher educated sales people access 

information about prices on more diverse 

educated shopkeepers get information 

about prices mainly from wholesalers/suppliers 

Sales people who join a group and/or have more 

distances to pick up goods. 

Shorter distances are found in the S/D business 

Shopkeepers joining a group feel less 

competition from foreign countries and players 

Women organize themselves in small saving 

groups to access finances 

as only source of information 

get more easily detailed market information 

much 

Constraints can be alleviated by having savings, being socially networked or better organized in 

Among the causes of insecurity is tribalism that 

instigates tribal clashes consequently interrupting trade. If displaced by clashes, traders sometimes 

ther social effect to business in 

education level achieved by business people. Poorly educated 

shopkeepers depend on very limited market information; they often rely on wholesalers as the only 

several strategies to avoid limitations in the market 

; others hire employees as a 

em to handle loans better and 

help or saving group do 

foreign countries as much. Shopkeepers alleviate the constraints by having 

tworks; thus they organize better deliveries and experience fewer delays. 

and organizational structures help the shopkeepers to manage the 
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11.2 Answers to research questions 

11.2.1 Different levels of accessibility in the Mt. Kenya region 

 

  

Different levels of accessibility are presented in the six tables (Table 5-10) above. Each chapter brings 

in another sphere of accessibility. The tables illustrate disparities and range of influence on each level. 

The following chosen examples summarize different levels and emphasize the complexity of the 

accessibility as a whole.  

Within the four selected products two obvious sub-group crop up, salt and detergent represent the 

very basic products, whereas second-hand T-shirts and phones are more complex goods. The profit 

per sold item is varied. Furthermore, some of the products are obtainable close-by, whereas others 

are acquired along international supply chains and foreign countries play an important role.  

The division of high- and low-potential areas brings in different initial situation and at the same time 

different levels can be captured. In low-potential places, shopkeepers make low profits, they 

frequently face delays and their varieties and offers are small. Whereas the variety in shops placed in 

high-potential towns is much larger, goods are available close-by, but negative influences from foreign 

countries are omnipresent. 

The study aims to show a centre – periphery gradient while examining rural and urban places. Remote 

towns are very much affected by poor road access, insufficient phone reception and a general lack of 

infrastructure. On the contrary, central places offer many job opportunities, easier access to finances 

and big diversification of goods. 

A level which is indirectly researched is poverty. Within the study certain results refer to poverty-

scales. In rural areas the poverty is present and women are most affected. Further the demand by 

customers for small sizes and cheap prices of goods indicates to a low economic status of the 

consumers. 

The sex ratio shows levels of gender inequality. Outstanding is the women’s position in the salt and 

detergent business and their roles as shopkeepers or employees, whereas a few females work as 

wholesalers. In contrast, men mostly work in positions of distributors, wholesalers or suppliers. 

Furthermore, the data demonstrates small value creation of women-headed shops and their clear spot 

at the very bottom of the supply chain of goods. Some male shopkeepers avoid steps in the value 

chain of goods and therefore increase their profits. 

The strategies along the diverse levels of accessibility are extracted from the data as well. The handling 

of loans and stocks depend a lot on the education level of the shopkeepers. Moreover, sales people 

have different channels to get for example price information. The analysis shows that social groupings 

help to regulate finances and make the shopkeepers not fearing influence from foreign countries so 

much.  

  

What are the levels of accessibility to consumer goods in high- and low-potential areas in the Mt. 

Kenya region?  
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11.2.2 Main potentials and limitations for the accessibility  

 

 

The limitations and potentials in each section (see Tables 5-10) show a detailed picture, whereas this 

chapter abstracts the most outstanding potentials and limitations for the accessibility to consumer 

goods in the Mt. Kenya region. 

 

Limitations 

- Low education level of some shopkeepers 

- Difficult trading situation in remote places due to poor roads and consequential delays 

- Weak infrastructures hamper the trade 

- Financial problems of shopkeepers (high cost of commodities or fuel, high living costs, rise in 

prices, insufficient access to finances) 

- Poverty affects the market situation of basic consumer goods (demand for small sizes and 

cheap prices) 

- Insecurity hinders the trade and makes shopkeepers fear 

- Unpleasant situation of end suppliers at the bottom of supply chains makes them struggling 

 

Potentials 

- High education level of many interviewees in the study 

- Locally produced goods are easily available 

- Legal requirements enable shopkeepers to run their business freely and legally 

- Flowering market towns present a big diversification and an easy access to finances 

- Several channels exist to get market information 

- More value creation is possible by avoiding some steps in the supply chain of products 

  

What facilitates and hampers the accessibility to the basic consumer goods in high- and low-

potential areas in the Mt. Kenya region? 
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11.3 Recommendations and concluding remarks 

This chapter presents conclusions out of the gradients (see Tables 5-10, in chapters 11.1.1 – 11.1.6) 

addressed in the research of this Master’s thesis. It suggests a variety of possible recommendations on 

improvements in the Kenyan market and ends with concluding remarks.  

 

Upgrading processes 

The study of shopkeepers in Kenya shows that an update of their skills has a big influence on the 

operations in the market. It emphasizes the importance to widen the education of actors to deal with 

the ever dynamic market systems in Kenya. Stakeholders suggest better trainings to get the right skills 

for coping with the complex and increasingly international trade of goods. 

Further the results indicate the need for upgrading processes in the transport system. Especially rural 

areas are not sufficiently connected to the Kenyan road network. The lack of a well functioning road 

system leads to delays in terms of regular supply of goods and services. The road access on paved 

roads needs to be expanded and alternative solutions, such as the railway system, could come to the 

fore. However, this may demand for good political will and commitment from government to enhance 

infrastructural services for all.  

The required licenses in the market improve the shopkeeper’s possibilities and make them act more 

freely and legally. These legal requirements should still be optimized especially in terms of returns. 

Shopkeepers emphasize the limited benefits for actors. They wish, for example, to see improvements 

in the waste management as a return for the paid licenses. Further, they ask for efforts to improve 

natural protection provisions. 

 

Barriers and accessibility to finances 

The results of this research have highlighted the challenges arising from high taxation of trade related 

products. High taxation hinders smooth trade. Another obstacle is the difficult access to micro credit 

finance opportunities for many shopkeepers. Although loans are offered from several banks, NGO’s 

and microfinance institutions, which are mainly located in bigger towns, the rural people and those 

living on the periphery can hardly access these opportunity. In addition, the high interest rates charged 

on the loans are a disincentive for shopkeepers with small shops and limits their affordability. 

Therefore, strategies to improve access to microfinance services should be a priority if these small 

enterprises stand to benefit from such services. Additionally, the interest rates should be lowered. 

 

Market information 

Disparities in the value chain of basic goods are immense, with big players situated at the outset of the 

supply chain having the major authority in decision making. There are countless reasons for these 

imbalanced developments; one of them is the information gap of stakeholders. Good and transparent 

market information should be provided for shopkeepers in the trade as a means of empowering such 

actors. 
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Internal and external forces 

The study in Kenya shows that local firms are of great importance. The locally produced goods are 

accessible close-by and are not integrated into long international supply chains. This facilitates the 

access to these goods and supports the local market structure. In spite of an increasing globalization 

the local factories should be maintained and local goods should be protected against the rivalling 

products imported into the country.  

Further the dominance of big centres calls for a balance between rural and urban areas. Positive links 

between urban and rural settings should be a focus to enhance exchange of benefits between big 

centres and rural areas. Additionally, to expand the scopes of market actors’, international players 

need to be involved. However, the author of this thesis recommends that the Kenyan government 

should negotiate fair international trade agreements with partners in order to settle for positive and 

beneficial cooperation.  

 

Improvements in the supply chain 

The results of the study have identified redundant steps in the value chain of basic products in Kenya 

that presents loopholes for exploitation in the chain. Middlemen within the supply chain are a source 

of these exploitation and the losers are mostly the actors at the bottom of the supply chain such as the 

shopkeepers. Therefore, there is need for an optimization of the supply chain to close the gaps of 

exploitation. A more efficient trade of goods and fairer conditions along the supply chain would 

increase the profit for all actors involved. Especially the sales people at the bottom of the chain need 

to be strengthened.  

 

Role of gender and social structures 

From the results among the shopkeepers in Kenya, the importance of small individual savings and self-

help groups stands out with accruing benefits at the local levels. Small, informal self-help or saving 

groups are of vital importance and offer many options for action and enhance people’s ability to 

access information, finances or social services. These groups encourage the formation of synergies; 

serve as forums for sharing and discussions on individual challenges and difficulties. Such groupings 

could be used to optimize benefits for the members through negotiation for information and services 

from other institutions such as banks, training institutions among others. While such groupings are 

important avenues for women shopkeepers to access localised micro credit opportunities. The author 

of this thesis recommends for improvement through support and strengthening to enable women 

access bigger amounts of micro credit facilities. Gender inequality in the market process can be 

observed on different levels. The access to finances is not gender-neutral; women are often pushed 

and segregated to the lowest steps in the supply chain and consequently maintain the status quo, 

living most women wallowing in poverty. A focus that targets women as stakeholders and equal 

contributors to the supply chain should be adopted. Women traders should be encouraged to take up 

positions in the supply chain and market processes. However, an enabling environment that supports 

women leadership is paramount.  
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Concluding remarks 

The main finding of this research is the high disparity in the trade chains that reflects the uneven 

economic range in Kenya. These are demonstrated through the following:  

• the spatial spreading of goods,  

• the weak infrastructure and poor roads that rocks most rural areas,  

• the huge disparities in prices in large centers and rural towns,  

• the lack of synergies between urban and rural places,  

• blind unfavorable policies that are one-sided in favor of foreign investors/countries,  

• signs of poverty,  

• gender imbalances,  

• noticeable differences along trade routes of goods and  

• unfair treatment of stakeholders at the end of supply chains. 

This research has given an understanding of the local setting of the Kenyan market scenario and has 

also suggested avenues through which challenges can be addressed. Rules and regulations along 

supply chains of products exist, but they need to be updated regularly to fit the needs of the actors 

and enforced to benefit all in the market chains. A central issue of market processes is the 

transparency which can only be achieved by a reduction of corruption. International trade 

organization standards should be adhered in order to fight against wage discrimination or exploitation 

of workers. Moreover, the Kenyan government has the responsibility to improve the educational 

system, to reduce taxation and develop returns for licenses paid by sales people at the grassroots. To 

make the trade run smoother every stakeholder needs to take responsibility for a fair trade.  

In addition to the numerous recommendations, it is important to emphasize on many positive 

developments in Kenya referred to trade. Some examples attest these developments. The expansion 

of the road system is in progress, many improvements are achieved to balance the situation of women 

and men in Kenya, financial institutions are expanded, the government instituted financial support 

such as the Women Enterprise Development Fund and the Youth Enterprise Funds where loans are 

repaid with very low interests and Kenya offers free primary education. 
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