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CHAPTER 3

MARKET RESEARCH IN KENYA: 
AZURI HEALTH LTD 

JUSTUS MUNYOKI 

Introduction 

This case study is based on Azuri Health Ltd, a small company in Kenya that 
specializes mainly in the manufacture of dried fruit and flours. The company 
was started in 2010 and currently has 15 employees. It buys fruits, especially 
mangoes from farmers, processes them and markets them in- and outside of 
Kenya as dried fruits. This value addition enhances the shelf life of the 
products which would otherwise spoil within a few days after ripening. Dried 
fruits can last up to one year. The company targets customers across all 
categories from low end to high end customers. The firm was experiencing 
challenges in understanding customer purchase preferences in terms of 
accessing products through various distribution points. Using two trained 
Bachelor of Commerce (B.Com) students who had done a course in 
marketing research, we carried out a survey among consumers within 
Nairobi to establish the awareness levels of the company and determine 
preferred outlets through which consumers could access the Azuri products  

Economic background 

Kenya is a young growing economy with a population of about 48 million 
people, most of them low income earners, but with a growing middle class. 
Its economy is largely dependent on agriculture, which contributes about 
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35 % of GDP, and constitutes 40 % of the export earnings 
(https://kenyaplex.com). There are numerous micro and small-scale 
manufacturers who focus on various areas such as construction, agriculture, 
and other related areas. It is because of this that a number of small scale 
manufacturers have come up to serve the needs of the growing middle class 
in Kenya. There are many opportunities in the agriculture sector where due 
to the seasonal nature of the sector, there are many roles that 
manufacturers can play by adding value to the produce, for example through 
efficient storage to minimize post-harvest losses, fruit preservation to 
reduce deterioration, and proper packaging.  

 Azuri Health Ltd is basically a drying company and handles fruits like 
mangoes, pineapples, coconuts, and others. The company was a pioneer in 
this area, but other companies dealing with dried fruits have since come up. 
The company has two branches, one in Thika, the other in Nairobi. The 
company has capacity to process 30MT per week of fresh mangoes in the 
current Thika HUB which translates to 600MT per year. This makes the 
company a leader in dried mango production in Kenya. Nutriporridge, one of 
Azuri Health products, targets the upper middle class as well as the middle 
class customers. Dried fruits are considered a luxury product and therefore 
target the upper class while sweet potato flour targets all categories. 

Azuri Health has used very innovative and effective promotion approaches, 
focusing mainly on trade fairs, trade centres in supermarkets, word of 
mouth, and good displays in supermarkets. The company does not advertise 
or carry out any other forms of promotion through mass media like 
newspapers, as they consider these approaches inappropriate and 
unnecessarily expensive. The firm also trains supermarket staff and gives 
them incentives to market its products. 

Azuri has an elaborate distribution network, mainly through all the main 
supermarkets in Nairobi. The company takes orders from the supermarkets 
and then delivers the products to them. They have a delivery van which is 
used to distribute the products. This ensures that the right product is 
packaged with the right quality and quantity as per the order. For 
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supermarkets with separate warehouses, the company delivers to the 
warehouses and the supermarkets are responsible for the distribution to 
their various branches. For the other supermarkets, the company delivers 
directly to the supermarket branches. This ensures that the product reaches 
the right customer at the right time. The CEO has a very thorough 
knowledge of all the supermarkets including the number of branches, and 
the target customers of each supermarket. With this knowledge, she is able 
to know the right products to distribute to the various supermarkets. She is 
also constantly in touch with the supermarkets to monitor the movement of 
the products.  

Research problem 

Upon discussion with the CEO, it came out that the company experiences a 
number of external challenges. One particular challenge was the partial 
collapse of one of the leading supermarkets in Kenya, Nakumatt Ltd, leading 
to closure of a number of its branches. Nakumatt was the one handling dried 
fruit products from Azuri, which mainly target the upper middle-class 
customers. This led to loss of business as it meant that the customers had to 
move to other supermarkets, who did not necessarily stock dried fruits. The 
company also got disconnected with the customers as their contact was 
through the supermarket. Having listened to this problem, we sought to find 
out how we could solve this problem and assist Azuri to reconnect with the 
customers. There was a need to understand the consumers in terms of their 
shopping habits, their preferences and basic demographic characteristics. 
The challenge was to know where the customers are, and how we could win 
them back. Azuri was also contemplating coming up with new retail outlets, 
having lost Nakumatt. As a result of the stated problem, Azuri Health and the 
university formed a collaboration in order to determine how the company 
could solve the problem. The issue at hand was therefore to try and 
establish the likely retail outlets that customers preferred, and to also 
determine how customers felt about Azuri Health products.  
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Methodology 

The researcher held several meetings with the CEO of Azuri company in 
order to fully understand its operations. The researcher had previous 
experience with the company as the company had previously worked closely 
with the university through providing student internships especially to 
foreign students coming through the university.  The researcher had 
participated in guiding at least two students from Germany who had come 
to do research in Kenya with a focus on Azuri. A semi structured 
questionnaire was used to collect primary data from the respondents. Two 
research assistants, 4th year BCom students, were trained in data collection. 
They were also given product samples to familiarize themselves with them 
and also taste them. They were allowed to carry the products along and to 
allow the respondents to experience the products including tasting. The data 
collected was analysed using descriptive statistics.   

Findings and conclusions 

This study was meant to determine how Azuri Health products were doing in 
the market and determine how best the customers could be reached. A total 
of 50 potential and actual customers were identified using the mall intercept 
approach, by targeting supermarkets (Naivas and Tuskys), a gym and some 
PhD students who were themselves shoppers. Among the respondents, it 
was found that 54 % of respondents were female while 46 % were male. 
Only 8 % were aged above 40 years, and 62 % were married while 38 % were 
single. In terms of employment, 22% were self-employed, 62 % were 
formally employed, while 16 % were unemployed. These demographic 
characteristics are very important as they have a bearing on the buyer 
behaviour. A cross tabulation of some of the variables are shown in Table 2. 
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Table 2: Cross tabulations 

product 

gender 

Azuri Product used before 

Total 

dried 
mangoe

s 

Dried 
Pineappl

e 

Passion Nutripori
dge 

Sweet 
potato 
flour 

all 

Male 1 1 3 6 0 0 11 

female 2 1 1 3 1 2 10 

total 3 2 4 9 1 2 21 

product 

age 
(years) 

dried 
mangoe
s 

Dried 
Pineappl
e 

Passion Nutripori
dge 

Sweet 
potato 
flour 

all 

Total 

21- 30 1 0 1 4 0 0 6 

31- 40 1 2 1 4 1 2 11 

41- 50 1 0 1 1 0 0 3 

50+ 0 0 1 0 0 0 1 

total 3 2 4 9 1 2 21 

From the cross-tabulations, it was found that Nutriporridge was more 
popular among men than women, while women seemed to have no specific 
preference and consumed all products. Nutriporridge was also more popular 
among consumers aged 21- 40 years, while dried mangos and passion were 
consumed by consumers of all ages. Dried pineapple was consumed by 
people under 30. 

The study further sought to find out the preferred shopping places and 
timing of the shopping by the consumers. The results are shown in Figures 
1a and 1b. 
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Figure 1a:  Preferred shopping places 

Figure 1b: Timing of shopping 
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It was found that among the respondents 52 % preferred to shop near their 
estates or shopping centre, while 46 % preferred to shop within the city 
centre.  Only 2 % preferred online shopping. This has implication on where 
the firm should focus more in terms of ensuring that the products are 
available. In terms of timing, 42 % of the respondents preferred to shop 
during the weekend, with only 12 % preferring to shop during the weekday. 
This implies that most consumers prefer to shop during the weekend, and it 
is therefore important to ensure that products are available during the 
weekend 

It was found that of the 50 respondents interviewed, only 20 (40.8 %) had 
heard about Azuri Health products. The rest had never heard of Azuri 
products. Further analysis was thus done on the basis of the 20 respondents 
who had used the product before. The respondents indicated that they had 
used various brands of Azuri products as shown in Figure 2. 

Figure 2: Azuri brand used before 
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As indicated in the figure, the most popular brand used was a dried fruit mix, 
followed by dried mangoes and passion, while sweet potato flour and dried 
pineapple were the least popular. However, a large number of respondents 
indicated that they used more than one brand. They were asked to rate 
Azuri Health products in terms of quality of the product, quality of the 
package, price level, availability and communication. The results are shown 
in Table 3a and 3b. 
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Table 3a: Rating of quality of product, package and price level 

Quality of product Frequency Percent 

Adequate 
Most adequate 

15 
5 

75 
25 

Total 20 100 

Quality of package Frequency Percent 

Poor 1 5 

Indifferent 1 5 
adequate 9 45 

Most adequate 9 45 

Total 20 100 

Price level Frequency Percent 

Poor 1 5.3 

Indifferent 1 5.3 

Adequate 15 78.9 

Most adequate 2 10.5 

Total 19 100 

Table 3b: Rating of availability and communication 

Availability in various outlets Frequency Percent 
Poor 8 40 
Indifferent 5 25 
Adequate 6 30 
Most adequate 1 5 
Total 20 100 
Communication about the 
product 

Frequency Percent 

Very poor 5 25 
Poor 8 40 
Indifferent 4 20 
Adequate 1 5 
Most adequate 2 10 
Total 20 100 
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The respondents rated the products very highly in terms of quality, price 
level, availability of the product in various outlets, and communication about 
the product. All the respondents rated the product quality to be adequate to 
most adequate. In terms of quality of the package, 90% rated it as adequate 
to most adequate. For pricing, 85% thought that the prices were adequate 
to most adequate. As for availability, 40 % thought that the product 
availability is poor, while 35 % were happy with the availability. 
Communication was rated very poorly with 65 % rating it as poor to very 
poor, while only 15 % said it was adequate to most adequate. This is a cause 
for worry for the company. The company needs to consider its 
communication process to make it more effective.  

We sought to find the preferred shopping places by the respondents. It was 
discovered that Naivas supermarket was preferred by 64 % of respondents, 
Tuskys supermarket by 76 % , while  Uchumi supermarket was preferred by 
58.3 %. In addition, 68 % of respondents indicated that they would prefer 
that Azuri stocks its products in outlets near the estates in which the 
respondents lived. Finally, 54% of the respondents indicated that they would 
prefer online shopping. Figure 3 below shows the preferences for Tuskys 
Supermarket, the most popular choice of customers.  

Azuri Health should therefore consider making the product available through 
the supermarkets, but also consider making the products available in retail 
outlets near the state. Online marketing should also be used on a selective 
basis. 
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Figure 3: Tuskys preference levels 

Conclusion 

The study established that Azuri Health products had a big potential as at 
the moment only a small proportion of the market was aware of the 
products; yet those who had tested the products rated them very highly. 
There was therefore a need to focus on increased promotion and 
distribution to reach a wider market. Customers seemed to be more familiar 
with Nutriporridge than the other products. However, other products like 
dried mango and passion are also consumed.  

The lesson learnt is perhaps to avoid overreliance on one or a few retail 
outlets. It is good to have many outlets, so that in case one develops a 
problem, the others can be relied upon to continue reaching out to 
customers. The good thing about Azuri is that it has over the years 
established several retail outlets and although the collapse of Nakumatt may 
have led to the loss of a substantial number of customers, it was possible to 
turn to other retail outlets 
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Another notable implication is that Azuri was sensitive to its customers and 
quickly noticed that they were not able to reach the customers, hence the 
need to try and follow them up through the other outlets. Understanding 
customers through consumer research is very important for any 
organization, and while it may not cost the company a lot (depending on the 
scope), the results can be very rewarding.  

The study established that Uzuri products were very popular among the 
customers who had experienced them. The customers were satisfied with 
the quality of the product and of the packaging as well as the prices. The 
challenge seemed to be in the communication aspect, which could be a 
result of poor visibility in the market, or total absence from the shelves. The 
company thus needs to enhance its promotional approach to make the 
product more available. Approaches could include advertisements through 
local radio stations using channels that target specific customers and sales 
promotion through popular outlets like supermarkets 

Another recommendation is to increase the product presence through 
supermarkets especially supermarkets that have access to the estates. It was 
evident that consumers including those who have not tested that product 
greatly preferred the product to be made available in the estates near where 
they live.  

The final recommendation is to make the product available in popular 
supermarkets like Tuskys and Naivas, which are frequented by most 
customers. This will increase the chances of reaching the customers as they 
come shopping. 
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Lessons learnt 

The joint product is of mutual benefit to both the university and the 
company, and there are lessons learnt by both parties. 

Foremost, the study enabled Azuri Health to get a feeling about its 
customers, which facilitated better ways of responding to their needs. Azuri 
Health had an opportunity to establish stronger channels through which it 
can reach its customers. Secondly, the university, has been able to interact 
closely with the company, thereby learning a lot in terms of industry 
operations. The working together with Azuri demonstrates that there was 
something to learn from firms, regardless of their size.  

Thirdly, working with industry provided a very useful training ground for 
students who were able to directly relate theory with practice. This was an 
important lesson to the students as they were able to experience how 
organizations work. From the experience of collecting data and helping to 
find a workable solution, the students learnt a lot in terms of empirical 
research methods and how to engage consumers. The students reported 
that they found the interactive process to be very motivating and made 
them very interested in further engagements that would lead to solving 
practical problems. They realized that consumers are very sensitive in terms 
of giving information about themselves, and the way questions are asked 
can therefore affect the response. Another skill the students learnt was the 
use of multiple approaches when engaging consumers including follow ups 
to data collection. 

The role of the mentor 

The mentor was very instrumental in providing the much needed link 
between the company and the university, and in supporting the students 
through the data collection in their field work. The mentor worked very 
closely with the company managers in articulating the actual problem and 
had several meetings with the director in order to understand the issue at 
hand. He established a very close working relationship with the company 

42 

management, which enabled the team to clearly lay down a proper 
mechanism of engagement and collaboration. The mentor maintained close 
contact with the students to ensure that they were on the right track. He 
was always available to clarify and to guide the students in situations in 
which the students did not seem to be sure of what to do. He was very 
instrumental in the data analysis and report writing process. 

Figure 4: UoN students administering a questionnaire 

References 

Kenyaplex https://kenyaplex.com 




