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Executive Summary 

This report presents the results of a baseline survey carried out in Mara Division on Micro, Small, 
and Medium Enterprises (MSME). Whereas the Maasai are conventionally pastoralists, with livestock being 
their core economic activity, entrepreneurship is gradually gaining prominence amongst them. This 
departure has been triggered by the realization that besides having large herds of livestock, there are also 
competing needs like educating their children, buying food supplies grown outside their regions, and 
providing for other household needs. As a result, this has triggered a demand for products and services 
that were previously considered unnecessary or were unavailable. To match this demand, entrepreneurs 
have stepped in to satisfy the demand with different business operating at different scales depending on 
their capital sources. Notably though, no comprehensive study had been done in Mara Division to 
characterize the Micro, Small and Medium Enterprises (MSME) operating in the area. Action Africa Help – 
International (AAH), through Center for Global Business (CGB) conducted a baseline Micro, Small and 
Medium Enterprises (MSME) survey to document, characterize, and understand the businesses carried out 
in Mara division and their scale of operations. 

The objectives of the study were to:  

 Establishing the size and structure of the small business segment in the Mara division 

 Identifying constraints and opportunities of the small business segment 

 Quantifying the demand for financial and business development services 

 Profiling this demand and segment small businesses in ways that are practical for the design of 
appropriate interventions and services by AAH 

 Design interventions for the project that are market driven and sustainable 

In total, 288 business owners were interviewed during this survey. They were sampled through a 
two-stage process: 

 First, markets were systematically sampled depending on their market days, for each day of the 
week. This ensured the congregation of business owners and therefore enhanced a statistically 
viable sampling frame for the business owners. Crucially, most business owners moved from one 
trading centre to the other within and beyond Mara division depending on market day for each 
area, majorly determined by livestock markets.  

 Secondly, enumerators identified respondents using systematic random sampling. Every fifth 
business person was sampled as they conducted their businesses and interviewed for MSME 
survey. 

A questionnaire with three modules was administered to every sampled business owner. Module A 
focused on Business ownership, Module B focused on Business Management, while Module C reviewed 
aspects of starting new businesses in the area and existing business gaps.  

Respondents between ages of 25 to 29 were the most populous business owners accounting for 
23.61% of the total survey respondents. Overall, 33.5% of the surveyed respondents had no formal 
education with only 0.8% having graduated from a university. Shops (open-air shops, wholesale, retail 
shops) made up the highest number of enterprises in Mara division with 42.7% followed by Groceries at 
9.4%. Only 23.3% of the enterprises were registered as business entities with the register of companies. 
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Further, 73.3% of the businesses were started individually by the business owners while 17% were started 
jointly with partners. However, on decision-making, 63.5% of the respondents made their business 
decisions alone while 30.9% of the business owners made business decisions jointly with their partners. 
Only 38.9% of the enterprises had hired employees. 

The business owners ranked school fees as their greatest expenditure item for the income they 
generated from their business at 52%. On modes of exchange, only 1% of the enterprises accepted 
foodstuffs as a means of exchange with cash payment accounting for 75%, 19 % preferred payments made 
through Mpesa, while 3% preferred livestock as their medium of exchange. Remarkably, 12.5 % of the 
businesses were accommodative of barter trade as means of exchange with their goods and services, with 
83% of them preferring livestock. 

Fifty six point nine percent (56.9%) of the respondents belonged to membership organisations, and 
they ranked access to cash or loans (44.1%) as their major motivating factor for joining the groups. This 
compares to insufficient working capital being the greatest challenge for those enterprises as affirmed by 
43.1% of the respondents. Sadly, only 15.3% of the respondents had received any form of business 
training. In addition, whereas 68.4% kept records, 42.5% preferred to commit them to memory instead of 
writing them.  

For new businesses, starting capital was cited as their greatest setback, 40.5%, closely followed by 
lack of business skills at 24%. Similarly, for women, the greatest was accessing finances, 44.8%, while 
household duties rated at 12.8%. Equally, the youth had lack of capital as their leading challenge, (47.2%), 
with apathy rated at 19.1% as the key challenges that the youth experienced in their quest for 
entrepreneurship. 

The key recommendations from this survey are; 

 Initiate social strategies for networking and innovation to act as platforms. These are 
crucial for developing entrepreneurial mind-set, new products, training, skill acquisition and 
upgrade. Further, the platforms may oversee transfer of information and technology, 
capital injections and new project development. 

 AAH Kenya to consider injecting capital in the existing table banking systems. 

 Identifying enterprises that generate more income and demand less time to enhance 
Maasai earnings and economic empowerment. This may include beekeeping, soap 
making, improved bead designs with an assured market. 

 Develop action-learning programmes through focus groups with members that have 
different business lines and a facilitator with a broad business, psychological and 
entrepreneurial skills. 

 AAH Kenya can facilitate innovation pilot projects in areas where there is evidence of 
entrepreneurial orientation. For example, “Home of Love” in Leshuta near Naikarra market 
has a fresh spring and are willing to set-up a fish pond. They are already engaged in 
horticultural farming using greenhouse technology and drip farming. 

 AAH to facilitate round-table multi-stakeholder platforms held twice or thrice a year in 
strategic areas in Mara division. 
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Part A:  Organization of Mara Division MSME Baseline Survey 

1. Introduction and Background 

  Mara Division is located in Narok West Sub-County of Narok County, which is to the North of the 

Kenya-Tanzania boarder. Mara division, which is divided into four wards: Mara, Naikarra, Siana and 

Ilmotiook lies on a 4,964 square kilometre. The 2009 national census indicates that the area has a 

population density of nine people per square kilometre majority of them being Maasai pastoralists. Since 

the Maasai are not traditional famers, they get most of their food from the animals they keep. They get their 

income from trading their livestock and from land leased as wildlife conservancies that operate in the area. 

Conventionally, livestock has served as the primary source of income for the Maasai community in 

Mara division. However, the Mara economy is increasingly becoming dependent on the market economy 

with livestock and livestock products being traded for the purchase of clothing, food, paying school fees and 

providing for other household needs. In the recent times, the Maasai have gradually started to embrace 

entrepreneurship involving other products besides livestock and their products. Notably though, no 

comprehensive study had been done in Mara Division to characterize the Micro, Small and Medium 

Enterprises (MSME) operating in the area.  

In 2015, Action Africa Help – International (AAH), through Center for Global Business (CGB) 

conducted a baseline Micro, Small and Medium Enterprises (MSME) survey to document, characterize, and 

understand the businesses carried out in Mara division and their scale of operations. 

2. Objectives of the MSME Baseline Survey 

The overall objective of the survey was to provide a baseline of the MSMEs in Mara division that 

would allow market-driven business interventions that would lead to increased rural household incomes in 

Mara division. 

The survey was specifically aimed at: 

 Establishing the size and structure of the small business segment in the Mara division 

 Identifying constraints and opportunities of the small business segment 

 Quantifying the demand for financial and business development services 

 Profiling this demand and segment small businesses in ways that are practical for the design of 

appropriate interventions and services by AAH 

 Design interventions for the project that are market driven and sustainable 
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3. MSME Baseline Survey Methodology 

The survey aimed at collecting business information directly from small business owners. To 

achieve the desired level of quality of statistical data, the survey applied a systematic sampling method to 

identify markets and a random sampling process to select respondents for interviewing.  

1. The various market areas in Mara division have specific markets days sequentially for each 

day of the week except on Sundays. Notably, the livestock market has a major impact on 

MSMEs because they are dependent on income generated by livestock keepers and traders. 

As a result, a significant number of business owners move from one marketplace to the next 

depending on the market day, which attracts several other sellers and buyers.  

Accordingly, enumeration areas were systematically sampled for each day, depending on their 

market day. In total, eight enumeration areas were selected namely: Olposimoru, Oloolaimutia, 

Ngoswani, Naikarra, Nkoilale, Talek, and Mararianta.  

 

2. Data enumerators identified respondents using systematic random sampling. Every fifth 

businessperson was sampled as they conducted their businesses and interviewed for MSME 

survey. In total, 288 interviews were conducted in the eight enumeration areas. Enterprises in 

Mara Division are unique because they are related to livestock market days. Many enterprises 

operate once a week on the market day, therefore. The businesses are not uniformly 

geographically distributed, but rather, the business people and customers meet at the market 

centres during the market days.  

Based on this two-step survey process, the respective market characteristics were computed to 

give a general feel of the type, size and structure of businesses run in the areas. The attributes of the 

traders were also compiled and the challenges and opportunities present in the area highlighted and 

profiled for the designing of practical, market driven and sustainable interventions implementable by Action 

Africa Help- Kenya.   

4. Questionnaires used for Mara MSME Survey 

4.1. Questionnaires 

A questionnaire with three modules was developed and administered as part of the MSME survey. 

Module A: Business ownership  

Module B: Business Management  

Module C: New Business 
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4.1.1. Module A: Business ownership 

This section had eight questions. Among the main things, it sought to find out was the type of 

business operated, its owner, the length of time it has been in operation, whether it is registered and if it 

operates in other markets given the nomadic nature of the community. 

4.1.2. Module B: Business Management 

The second part of the questionnaire had the bulk of the questions. This sought to find out the 

structure of the business in terms of management and decision making including where they sourced their 

supplies, the levels of their business incomes, their dreams and aspirations. There were also questions that 

sought their saving cultures, spending and record keeping habits, group memberships, and business 

challenges.  

4.1.3. Module C: New Business 

This was the last part of the questionnaire and had seven questions. The module sought to 

understand challenges and opportunities that new businesses encountered when started within each 

enumeration area. This information was aimed at identifying possible intervention points for each 

enumerated locality. In addition, the module also sought to understand how the youth and women within 

those enumeration areas could be empowered by understanding the challenges they faced in business.  
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Part B: Findings of the MSME Survey 

5. Demographics of MSME Owners 

5.1 Small businesses by Market 

The number of respondents interviewed in each market depended on the market size. The most 

populated markets were Naikarra and Ngoswani whose respondents account for 16.7% each of the total 

surveyed respondents.  

The MSME survey respondents were distributed as follows; 

 
Figure 1: Markets Surveyed 
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5.2 Age Distribution of respondents 

The age group 25 to 29 years was the most populous accounting for 23.61% of the total survey 

respondents. This was followed by the 18 to 24 years age group at 18.75% and the percentage of 

representation decreased gradually with age. The Pie chart below graphically summarises the age 

distribution of the surveyed respondents.  

 
Figure 2: Age Distribution of respondents 

5.3 Education 

Overall, 33.5% of the surveyed respondents had no formal education with only 0.8% having 

graduated from a university. The graph below summarises the education levels of all the respondents; 
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Figure 3: Education Levels of respondents 

5.4 Business Ownership by age groups 

Businesses ownership was highly concentrated on the 25 – 29 years age group with a 

representation of 21%, followed by 30 – 34 years age group with 15%. Business owners older than 60 

years only accounted for 1.0% of the respondents.  

The information is graphically represented below; 

 

Figure 4: Business Ownership by age groups 
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6. Profile of the MSME 

6.1 Enterprises 

Shops (makeshift shops, wholesale, retail shops) make up the highest number of enterprises in 

Mara division with 42.7% followed by Groceries at 9.4%. Poshomills and Miraa are the lowest ranking 

enterprises at 0.7%. The significance of the Miraa enterprise is attributable to the Somali community 

engaged in businesses in the Mara region. Conventionally, the Maasai community does not use Miraa. The 

table below presents the percentage concentration of the various enterprises.  

 

Figure 5: Enterprises categories 

6.2 Formalization 

6.2.1 Business name 

Only 32.3% of the interviewed businesses had business names. This is attributable to the fact that, 

most of the businesses operated in the open air markets as makeshifts and would move from one market to 

the other depending on market days for each area.  
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Figure 6: Business name 

6.2.2 Registration 

Only 23.3% were registered as business entities. These were majorly permanently based 

businesses in either permanent or semi-permanent structures. 

 
Figure 7: Registration 

6.2.3 How the business started 

Overall, 73.3% of the businesses were started individually by the business owners while 17% were 

started jointly with partners. The data on how the businesses started is tabulated here below; 



14 

 

 Frequency Percent 

By myself 211 73.3 

With Partner 49 17.0 

Founded by family 22 7.6 

Bought from someone 6 2.1 

Total 288 100.0 

Table 1: How the business started 

6.3 Business management 

6.3.1 Decision making 

A total of 63.5% of the respondents made their business decisions alone while 30.9% of the 

business owners made business decisions jointly with their partners. Only 0.7% of the respondents 

consulted business advisors for assistance to make business decisions.  

 Frequency Percent 

Alone 183 63.5 

Together 89 30.9 

Each makes separate decisions 7 2.4 

I consult confidants 7 2.4 

We consult advisors 2 .7 

Total 288 100.0 

Table 2: Decision-making 

6.3.2 Employees 

Of the 288 businesses sampled for this survey, only 38.9% of them did have employees.  
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Figure 8: Employees 

6.3.3 Employees by gender 

Of the 38.9% businesses that had employees, 19.8% of the businesses had male employees, 

11.8% had female employees, while 5.9% of the businesses had both male and female.  

 

 

Figure 9: Employees by gender 
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6.3.4 Profit margins 

Cumulatively, the businesses with profit margins <10,000 and 10,000 to 40,000 accounted for 

64.6% separately rating at 31.3% and 33.3% respectively. 15.5% of the MSME respondents declined to 

declare their income levels. The comprehensive findings of income levels are illustrated by the table and 

bar graph below; 

 Frequency Percent 

<10000 90 31.3 

10,000 to 40,000 96 33.3 

40,000 to 70,000 25 8.7 

70,000 to 100,000 11 3.8 

>100,000 21 7.3 

Total 243 84.4 

Missing 45 15.6 

Total 288 100.0 

Table 3: Profit margins 

6.3.5 Expenditures 

School fees were the first ranked expenditure item for the business owners at 52% followed by 

food expenditure in their households at 29%. The other expenditures were not significant. The graph below 

shows the different ratings for different household expenditures.  

 
Figure 10: Expenditures 
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6.3.6 Modes of payment 

Cash was undoubtedly the most popular mode of payment rated at 75% while 19% of the 

businesses accepted Mpesa as a means of payment. Only 1% of the businesses accepted foodstuffs as a 

means of payment.  

 
Figure 11: Modes of payment 

6.3.7 Barter trade 

Only 12.5 % of the businesses were accommodative of barter trade as a means of exchange with 

their goods and services with the rest preferring cash as the medium of exchange. The above table is 

summarised below; 

 Frequency Percent 

Total Yes 36 12.5 

No barter trade 252 87.5 

Total  288 100.0 

Table 4: Barter trade 

Of those accommodative to barter trade, 83% of them preferred to use livestock as their medium of 

exchange. This is illustrated in the pie chart below; 
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Figure 12: Barter trade items 

6.3.8 Modes of savings 

On savings, 67% of the interviewed businesses saved their money. This is attributable to the fact 

that most traders were sourcing their goods from different towns to supply in the Mara Division. As a result, 

they would often use different modes of saving their money to accumulate capital for sourcing their next 

supplies and grow their business. Notably, the Maasai were not very much involved in the medium 

businesses but more involved in micro businesses. As a result, the micro businesspersons source their 

supplies from local wholesale suppliers and retail them in the open-air markets. The pie chart below 

summarily illustrated the levels of savings amongst the business traders.  
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Figure 13: Do you save Money? 

Among those who save, Saccos and banks were the most popular choices of saving at 28% 

followed by member groups at 18%. The popularity of banks and Saccos was because the traders were not 

Maasai and had more exposure in major towns from where they sourced their supplies. Notably, 13% of the 

business owners saved through mobile banking denoted as other in the results graphically illustrated here 

below;

 

Figure 14: Modes of savings 
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7. MSMEs and Financial Services 

7.1 Banking 

Surprisingly, 52.4% of the traders interviewed in this study affirmed having bank accounts. 

 Frequency Percent 

No 137 47.6 

Yes 151 52.4 

Total 288 100.0 

Table 5: Banking 

KCB and Equity banks were the most popular rated at 57 and 55 percent respectively. The other 

banks used by the traders are charted in the diagram below; 

 
Figure 15: Banking 

7.1.1. Bank Services utilised 

Those who had bank accounts used different services from their banks. Specifically, 16.3% of the 

respondents reported to have accessed loans from their respective banks. Conversely, it means that 83.7% 

of the business traders had no access to credit facilities from banks as tabulated below;  
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I access loans from bank 

 Frequency Percent 

No 241 83.7 

Yes 47 16.3 

Total 288 100.0 

Table 6: Loans Access 

Similarly, 27.1% of the respondents used the ATMs from time to time for withdrawal and deposit 

services. This was interesting considering that the banking services in Mara division were only available in 

Talek. However, the finding can be interpreted that most of the business traders accessed these services in 

Narok, Nairobi, and other major towns where they sourced their supplies. The finding is tabulated below; 

I withdraw and deposit cash from ATMs 

 Frequency Percent 

No 210 72.9 

Yes 78 27.1 

Total 288 100.0 

Table 7: use of ATM Services 

Further, 22.9% had knowhow of using mobile banking services and regularly used it. A review of 

the banking services utilised by the business traders reveals that despite 52.4% of the business traders 

having affirmed to have bank accounts, a significant number of them were dormant, or did not understand 

how to utilize banking services to benefit their businesses.  

I move cash through mobile banking 

 Frequency Percent 

No 222 77.1 

Yes 66 22.9 

Total 288 100.0 

Table 8: Mobile banking 

8. Association Memberships 

It is remarkable that 56.9% of the respondents belonged to membership organisations.  

I am a member of an association 

 Frequency Percent 

No 124 43.1 

Yes 164 56.9 

Total 288 100.0 

Table 9: Membership to an association 
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The motivation for joining the membership groups was to receive cash or loans (44.1%) from the 

table banking and merry-go-round membership groups. Further, 18.8% joined groups to enable themselves 

save. Conspicuously, 8.3% were motivated to join groups so they could improve their knowledge and 

business skills.  

 
Figure 16: Motivation for joining the membership groups 

 

9. Major challenges 

The business owners interviewed ranked insufficient working capital as their greatest challenge 

affirmed by 43.1% of the respondents. Other challenges included poor road networks and bad roads, 

11.1% and low demand for their goods, 9.0% 
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Figure 17: Major business challenges 

 

10. Training 

Only 15.3% of the respondents had received a form of business training services. 

I have had training 

 Frequency Percent 

No 244 84.7 

Yes 44 15.3 

Total 288 100.0 

Table 10: I have had training 

10.1. Training services received 

Of those interviewed business owners who had received training, 20.9 % of them had received 

marketing as a business training service. The training services received and their percentages are 

illustrated by the graph below; 
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Figure 18: Training services received 

 

11. Records Keeping 

It is remarkable that 68.4% of the total respondents reported to be keeping business records.  

I keep records 

 Frequency Percent 

No 91 31.6 

Yes 197 68.4 

Total 288 100.0 

Table 11: Records Keeping 

11.1 Types of records kept 

Specifically, the records that the business owners kept most were profits and losses, 20.0%, stocks 

at 18.8%, and debtors at 15.8%.  

Kinds of records kept 

 Frequency Percent (%) 

Customer names 24 4.8 

Total sales 24 4.8 
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Debtors 79 15.8 

Creditors 34 6.8 

Expenses 72 14.4 

Revenue 18 3.6 

Profit & Losses 100 20.0 

Stocks 94 18.8 

Goods sold 35 7.0 

Cost of sales 12 2.4 

Others 7 1.4 

Total  100.0 

Table 12: Kinds of records kept 

There were various methods used by the business owners. The leading method of record keeping 

was committing the records to memory, 42.5%, while the lowest was recording SMS transactions and 

keeping on computers at 0.3% and 0.7% respectively.  

 
Figure 19: How the records are kept 

 

12. Sources of Business information 

The most popular method of searching for business information was talking to people in similar 

businesses at 38.1% closely followed by neighbours and friends at 17%, most of whom are the business 

customers. Internet sources were the least popular with only 2% of the respondents citing it as a common 

source. This may be attributed to the low literacy levels in the area. 
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 Frequency Percent 

Cyber cafes 11 2.2 

Neighbours and friends 85 17.0 

calling on Mobile 64 12.8 

From people in similar business 190 38.1 

System 149 29.9 

 499 100.0 

Table 13: How do you search for business information? 

13. Challenges to new businesses 

Starting capital was cited as the greatest setback 40.5% for those who desired to start businesses. 

This was closely followed by lack of business skills 24%, and difficulties in getting customers 10.7%. 

Business skill would help determine the kind of business to start up such that acquiring customers would 

not rank so highly in new businesses. 

 
Figure 20: Problems faced when starting a business 

14. Challenges to women 

The greatest challenge facing women in business and those that desired to start businesses was 

access to finances (44.8%). Other than that, the Maasai women normally have an array of responsibilities 

at home such as building houses, fetching water and household duties such as taking care of the children. 

This, according to the research, affects their involvement in business at 12.8%. The other great challenge, 
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which is interestingly, closely linked to their household duties, is support from their spouses at 11.8% who 

prefer that they attend to their duties other than run businesses. 

Figure 21: Challenges to women 

15. Challenges to youth 

Lack of capital is also the leading (47.2%) challenge highlighted for the youth. Besides, apathy or 

lack of interest in wanting to begin businesses was reported as the second major challenge that the youth 

experienced in their quest for entrepreneurship. This factor was the second highest at 15.6%. Most 

respondents attributed this to contentment in the livestock sale the youth normally engage in. The youth 

may need to be enlightened on the many other business opportunities they can engage in for extra income. 
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Figure 22: Challenges to youth 
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Part C: Analysis of the Findings and Recommendations 

The AAH Enterprise and Market Development Program seeks to facilitate projects that utilize 

Innovative and effective activities that focus strategically on resolving social market failures and create new 

opportunities that add social value systemically in the business enterprises in Mara division. AAH Kenya 

has from the onset chosen asset-based community development approach that identifies and mobilizes 

community members‟ assets, and creates opportunities. Asset-based community development approach 

recognizes that community members‟ capacities and their association can be harnessed to build powerful 

community transformation initiatives. 

The study proposes use of a wide range of resources and organizational formats to maximize 

social impact and bring about change. The proposed interventions, plus others that will emerge from 

market triggers will be multi-dimensional; 

- Transformational- build local capacity to alter local norms, roles and expectations, transforming the 

cultural context for the better. Engagement with the Ol Puul, clan system governance, women 

groups, other age-set meetings and structures and other local institutions will enhance this. 

- Economic- developing packages that enhance productivity and transform economic circumstances  

to solve problems 

- Political- by building local movements that increase the voice of the community groups in the 

enterprises  and increase their influence 

Below are research findings that can form a basis for project interventions in Mara 

Findings and Recommendations 

1. The business enterprise system in the Mara markets is built around social capital benefits; network 

ties that provide access to resources. Social capital relies on the relationships between people, the 

resources that are made available from those relationships, and the institutions within and through 

which these resources flow (Njuguna, 2011). The study findings show that information for decision-

making, business ideas, stock for trade, credit for business development and growth are most of 

the time acquired through trust relationships within existing networks around the communities and 

markets. For example, a credit system among the men runs on market days. Cash is advanced 

without formal written agreements with a 10% interest per week. The lenders are assured of 

payback because of strong trust relationships entrenched in the clan system. No man wants to be 

ostracized from the community, so it is their responsibility to protect their name. Women have the 

table banking activities on market days and the interest rate is the same as that of men.  

By harnessing trust and social networks, key aspects of social capital, they are able to pull together 

financial and other material resources for their enterprise development. Trust includes a kind 

expectation that alleviates the fear of opportunistic behaviour from the cooperating partners. In 

business enterprise in Mara, it implies that the participating partners in the credit system will 
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maintain their reliability and integrity and accomplish their obligations in the partnership. The belief 

is deeply entrenched in the community values and norms and thus facilitates access to credit, 

stock and markets. 

Recommendation 

Network structures like those described above can be utilized as active social strategy for 

networking and innovation. They are useful platforms for other forms of business innovations and 

capacity building. They can be used to develop entrepreneurial mind-set, new product 

development, training, skill acquisition and upgrade, transfer of information and technology, capital 

injections and new project development. They can transform different nodes of the enterprise chain 

to bring efficiency and effectiveness in transactions and overall business growth. They can be 

„communities of learning‟. 

For men, the Ol Puul (men of the same age-set go the bush, slaughter a bull and discuss issues for 

one week) ceremony can be a platform to bring change in the livestock market organization and 

management, Producer associations, business investments and the entire entrepreneurial 

ecosystem. For the women, the table-banking meetings can be platforms for business skill 

development, bead design improvements and the overall entrepreneurial mind-set development. 

For women bead workers organized by hotels, the hotels network can provide useful networks  

2. Women traders were mainly involved on selling groceries. These women demonstrate 

entrepreneurial characteristics widely documented in literature. Many of the women stated that 

capital to start business is one of their major challenges. The women have demonstrated risk-

taking behaviour; they have used social networking and bargaining to obtain business stock from 

the wholesalers without paying for it upfront. They pick groceries at wholesale prices, add a mark-

up and retail the groceries in the market, making their profit margin. They use the profit to buy food 

and other household necessities. 

The challenge in this arrangement is that most of them have no pricing skills. The study group 

encountered some women selling in the market who had no knowledge of how much profit they 

were making from their sales. 

In addition, the stock advanced to them is very small. Even if they sold everything they had, it 

would still amount to money that would not give them a cost break-even. Further discussions on 

this challenge revealed that most of them value the outing and the social interactions that the 

market day affords them more than the money made. Despite this social factor, a process of 

increasing women‟s access to more financial resources should be considered. 

Recommendation 

AAH can consider injecting capital finance in the existing table banking systems. In Naikarra area, 

there are 73 women groups with a membership of about 800 women. An AAH revolving fund can 
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support the women can access more capital to boost their business stock. They can also diversify 

with other products on demand that are not available in the local wholesale markets. 

3. The entrepreneurial orientation of the MSME owners was also studied. Their enterprises are seen 

as platforms for higher goals, personal growth, economic empowerment and improvement of social 

status. They see the business as an opportunity, thus demonstrating some level of entrepreneurial 

orientation. Other entrepreneurial orientation factors like innovativeness, proactiveness and risk-

taking are however not as clear. There is a tendency to do the business that everyone else is 

doing. Businesses involving new products like mobile phones and solar lighting are ran by people 

from other communities on market days. There is need to develop psychological interventions to 

challenge their mind-sets on business engagement. 

Recommendation 

Intervention focusing on entrepreneurial mind-set development among the youth can be 

considered. Most of the youth groups in Mara are dormant at the moment. AAH can organize two 

12- session Youth Entrepreneurial mind-set development training. One can be in south Mara 

(Ordekessi or Ngoswani) and another in North Mara (Talek or Aitong/Mararianta) It will have three 

broad objectives: 

i. The development of their passions and interests, including entrepreneurial skills, self-

esteem, self-motivation, and exploring new areas of interest 

ii. Access to knowledge and tools relating to setting up and running business, including the 

principle of cooperation and interaction, negotiation, as well as using the methods and 

tools of management 

iii. Opportunity to enhance other skills within the area of entrepreneurship, necessary for 

identification and practical use of business opportunities. 

Methodologies can include business idea/plan competitions, business simulations, and 

visits to companies, meetings with entrepreneurs, traditional classes and internships in 

organizations. 

4. Most of the business owners interviewed stated that they make most of the decisions alone (62%). 

Entrepreneurs are most frequently the most active performers- more active than rank and file 

employees. The business owners in Mara division can be described as self-starting, people who do 

something without being told, without getting an explicit instruction, or without an explicit role 

requirement. This has been identified as a major characteristic of an entrepreneur (Frese and Fay, 

2001). Most of the owners are the investors and workers at the same time due to the scale of the 

enterprises. In one market (Olposimuru), the male hotel owner was the supplier of the meat from 

his livestock herd (on the material day, he had sold four goats), the butcher, the cook, and he was 

also serving the clients. He was the one to pay any other suppliers and workers, and keep the 

profit. He often invested the days profit in goats and sheep to have enough to run the hotel 
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business. He is in control of the entire meat value-chain in his business. This approach is evidence 

of entrepreneurial orientation in this businessman. The orientation can be further harnessed to 

exploit bigger opportunities with greater return in the long-term. 

However, the challenge with most of the entrepreneurs was in having a long-term focus on their 

business. When asked what they intended to do when their businesses became successful. In 

addition, most of the businesses survey had been in existence for less than six years, a common 

finding in most enterprises in the world. 

There is need to challenge the business owners to be more proactive in their enterprises. 

Proactivity means to have a long-term focus and not to wait until a demand is explicitly made to 

which one must respond. A long-term focus is related to future opportunities; it means assembling 

resources now so that one is able to quickly make use of future opportunities (Hamel and 

Prahalad, 1994). The opposite is being reactive, which means that the business entrepreneurs act 

only ad hoc when the situation demands such an action. Empirically, proactiveness has been of 

importance in explaining business success of business owners. This particular aspect of 

entrepreneurial orientation was overall weak in the enterprises interviewed. Record keeping, goal 

setting, planning and structure development were low in the businesses surveyed.  

Most of their business earnings and plans are committed to memory. This can be attributed to the 

fact that most of them have little or no formal education. Action learning, which emphasizes 

learning by doing and structured dialogue builds competence in practical problem solving and 

planning in business.  

Recommendation 

Develop an action learning approach in which all actions are responding to the specific situation, 

take up situational cues, deal with the situation,  adjust situational requirements where needed 

taking into consideration the context, the task, the social context, and self. Action learning is best 

implemented in focus groups in which members have different business lines and the facilitator has 

broad business, psychological and entrepreneurial skills. Facilitation can be implemented by higher 

learning institutions, successful business dealers, and consultants.  

Action learning can target institutional leaders in Mara. School heads, lead pastors, successful 

businesses, hotel managers and conservancy local committees are a good target for action 

learning on market development structures and community innovations. In Naboisho conservancy 

area, for example, they want to address the issue of plastic waste because of many deaths it is 

causing in the livestock. They are also concerned about youth idleness, schools development and 

projects, women empowerment, and increasing sustainable tourism. Action learning facilitation can 

help create community action to resolve those issues. Below are the steps in action learning 

process. The meetings can be held for two hours every week or fortnight. 
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5. In line with the proactivity approach, innovative ventures that support changing times should be 

considered, and where possible piloted with existing innovators. The Maasai land tenure is 

changing with the introduction of land demarcation and title deeds. The impact of this will be 

reduced herds per household. There is a possibility that they will seek to get higher value from their 

livestock by improving their herd quality by adopting improved livestock breeds. It may also call for 

alternative sources of animal protein, as it is not prudent to use high value livestock to meet 

household meat needs. Facilitation of poultry and fish farming, beekeeping etc. is a proactive way 

of engaging with the change in land tenure. Facilitating access to improvement cattle, goat and 

sheep breeds is also a viable enterprise. Fodder production skill development or outsourcing will 

support the change as well. 

Recommendation 

The “Home of Love” in Leshuta near Naikarra market has a fresh spring and is willing to set-up a 

fishpond. They are already engaged in horticultural farming using greenhouse technology and drip 
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farming. They have also invested in dairy farming animals like Ayrshire breed. It neighbours a 

church and a primary school, setting a positive environment for evidence based technology 

adoption in the community. In Mararianta, in Mara North Conservancy, there is an entrepreneurial 

women group that is engaged in table banking, new product development using beads and have 

been trained on beehive making and bee keeping. 

AAH can facilitate innovation pilot projects in areas where there is evidence of entrepreneurial 

orientation. In such a center, there can be fish farming, a breeding bull or AI facilities, poultry 

keeping, vegetable farming and other innovations that will support the changing land tenure. 

6. Strengthening the weak entrepreneurial ecosystem 

One of the challenges of the MSME‟s in Mara division is a weak entrepreneurial ecosystem. An 

ecosystem consists of interconnected entrepreneurial actors (both potential and existing), 

organizations (businesses, banks, financial bodies), institutions (schools, public sector agencies, 

business clubs etc.) processes that formally or informally coalesce to connect, mediate and govern 

the performance within the local entrepreneurial environment. These can be seen as local 

innovation learning platforms. The belief in this approach is that business performance depends 

not only on the internal behaviour of business, but also on the quality and quantity of interactions 

with external stakeholders, and how the interactions are orchestrated. Many of the markets in Mara 

have no banks, business associations, institutions of higher learning or key public sector offices in 

their neighbourhood. The study recommends the development of an entrepreneurial ecosystem 

around selected markets in Mara division. 

 Recommendations 

i) AAH can facilitate round-table multi-stakeholder platforms held twice or thrice a year in strategic 

areas in Mara division. The goal is to discuss the opportunities and constraints in the 

entrepreneurial ecosystem and co-create innovations and solutions. Business networking will be 

encouraged during the meets for market expansion and new markets development. This may 

include product branding for Mara, new innovations from harnessing natural resources, and co-

investment in new business ventures, formations of business associations, value chains 

deepening, information sharing, infrastructural developments among others. This will facilitate the 

strengthening the business investment climate that will propel existing businesses to higher heights 

and encourage new business start-ups.  

Universities, government and other investors become „feeders‟ of the entrepreneurial community, 

but entrepreneurs are seen as the only leaders who can ignite an ecosystem. They need to support 

the development of strong skills and knowledge bases. Knowledge flows are a major source of 

entrepreneurial opportunities. 

AAH role is identifying leader entrepreneurs, and helping them join up, out of self-interest, but also 

in the interest of the community. AAH will facilitate networks, linkages, dialogue at local and 
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regional level and set up entrepreneurship-friendly frameworks in different enterprises platforms (or 

value chains) in partnership with other players.  Organizing the celebration of local entrepreneurial 

success stories is also key in this process 

The outcome of this process is to create a local culture that is conducive to small business 

development that includes social values and organizational norms. 

ii) School Business Clubs: Inspire – Educate - Empower 

AAH can pilot business clubs in primary schools in Mara division. The school business clubs aim is 

to impart their entrepreneurial spirit, practical leadership skills and build business acumen, 

confidence and resilience, so that they can choose entrepreneurship lifestyles at an early age. The 

clubs will give perspective on business and the value of money, develop business and financial 

literacy, provide safe and secure opportunities to practice business skills, encourage creativity, 

imagination, and experimentation, and foster resilience through learning from both success and 

failure, increase social awareness and raise money for community projects. The children will be 

taught how to use business to do good and engage with their local communi 

The programme should aim at developing the following general capabilities that were not evident in 

the older population; literacy, numeracy, information and communication capability, critical and 

creative thinking, personal and social capability, ethical understanding, confidence and resilience, 

social entrepreneurship and community engagement. The clubs will organize a half-yearly market 

day where they show case their products/projects to the community   

Nkoilale Community development organization is keen to pilot the clubs in four new schools that 

have recently started. 

7. AAH has a two-year programme that seeks to transform enterprises and markets in Mara. The 

survey soft findings are that the Maasai community in Mara is not cash needy; there is a lot of 

money in cash and kind from the livestock. The challenge is their relationship with the money. They 

are not able to relate their resources to solutions in the social environment surrounding them. For 

example, they may not have facilities in the school where their children attend, but they often wait 

for external aid to address the issues.  

Recommendation 

AAH can organize a Social entrepreneurship challenge to be facilitated by an enterprise revolving 

fund. This would be a competitive bid for social entrepreneurs to identify opportunities of 

intervention on selected objectives to intervene. AAH will develop a template against which to 

evaluate the winning SE bids. AAH can also partner with private sector CSR to implement some of 

the innovative projects, thus attracting more funding to the project. 

Social entrepreneurs are change promoters in society. They pioneer innovation within the social 

sector through the entrepreneurial quality of a breaking idea, their capacity building aptitude, and 
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their ability to concretely demonstrate the quality of the idea and to measure social impacts. The 

most evident component of the business style of Social Entrepreneurship Ventures (SEV) is their 

orientation towards the market, directing their efforts to customer and stakeholder satisfaction. 

SEV‟s aim at creating an overall vision that embraces both non-profit and business culture. They 

constantly look for synergy, leveraging transferable skills and best practices, and business or social 

partners in order to enhance the general impact. They are based on a learning and participatory 

organizational structure in order to promote innovative solutions. As a result, SEV emerges as an 

extremely adaptive culture. The result is a direct and indirect employment creation, access to 

information and knowledge, social cohesion and inclusion 

Framework for Social Enterprise process in community transformation. 
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8. Majority of business have an income of less than Kshs. 40,000 per month. Most of these people 

had no training at 84.7%.  

Recommendation 

Avail training services to increase income returns levels of the business owners 

9. Groups have become an avenue for delivery of business and financial services 

Recommendation 

- There is need for capital loans to invest on their businesses. Especially women, whose major 

challenge was lack of capital.  

10.  Majority of the people are receptive to saving. Even in the absence of institutions, majority are 

already saving. This needs to be strengthened as a form resource mobilization within the 

community to increase their capacity to invest in businesses. 

Recommendation 

- The saving culture can further be strengthened for mobilization of capital to scale-up their 

businesses because their businesses are still small.  

- Noting that 52% had bank accounts, it is an opportunity for banks to reach them with banking 

products aimed at promoting enterprise development like loans, insurance, and business 

clubs. 

 

11. Having found that 77% of the businesses are not registered, it is advisable to register the 

businesses because some services are rendered based on registration status. This is important for 

formalization and for branding. 

Recommendation  

- The businesses owners should be sensitized to register their businesses to enable them 

access crucial business services like financing from moneylenders, and access government 

financial products like Uwezo Funds, Women Fund, and access business opportunities 

targeting ASAL communities. An example of such a product is a requirement by county and 

central governments to allocate 30% of their tenders and contracts to youths, and women 

noting that majority of business owners were below age 35.  

 

12. Majority of businesses were started individually, thereby indicating an individual approach to 

business issues.  

Recommendation 

- With sensitization, there is a high potential for group orientation to business approach.  
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13.  The youth had great apathy to starting and running their own businesses. 

Recommendation 

- Sensitize the youth on the importance of enterprise development, educate them on business 

idea generation, starting a business, and scaling-up. Introduction of business clubs in primary 

schools to instil business skills and positive attitude towards entrepreneurship to „catch them 

young‟.  

14. Considering that a majority of the businesspersons kept the records by committing them to 

memory, it is an unreliable method for retrieval and referencing. 

Recommendation 

- For effective running of their businesses, formal records are crucial. This is an opportunity for 

appropriate stakeholders to sensitize the business owners on business record keeping, 

records management, and overall running of the businesses. It is also a crucial factor when 

appraising their business to know whether they are making profits or losses.  
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Appendix 1: Time schedule 

 

Month 

Activity 

March  2015 April 

2015 

May 

2015 

May – June 

2015 

Questionnaire 

Development, Sampling  

            

Data Collection              

Data cleaning, analysis, 

and Interpretation  

    

Reports Compilation              
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Appendix 2: Questionnaire 

Questionnaire 

 

Instructions; Tick or fill in details in the blank space corresponding to your answer  

Part A: Business Ownership 

1. Which business are you in? 
 

      

Cereals Maize  Beans  Rice  Ndengu Peas  

Clothing Mitumba Tailored  Caps  Socks  Shoes  

Groceries  
Tomatoes  Cabbage

s  
Onions  Potatoe

s  
Carrots  

Massai regalia  

Spears/sword
s  

Hides 
and skins 

Sandal
s and 
belts 

Maasai 
shukas 

Ornament
s 

Hawking / malimali Combs  Brushes  Mirrors  Plastics  Cups  

Livestock  Cattle  Goats  Sheep  Dopper Fodder  

Others (Specify); 
…………………………………………….. 

     

 
2. Do you own this business? 

 

 

 

 

 

3.  How long have you been in business? 

< 1 year 1 

1 – 3 years 2 

4 – 6 years 3 

7 – 9 years 4 

10 years + 5 

 
4. Are you permanently based in this market?  

Own business? 

Yes No 

1 2 

All the time 

Yes No 
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5. If not, which of the following markets do you also sell in? 
Markets  Markets   Other markets 

Aitong  1 Nkineji 6  

Lemek 2 Endonyo - Narasha 7  

Mararianda 3 Majimoto 8  

Emarti 4 Naroosura 9  

Oloolaimutia 5 Ngoswani  10  

 

6. How did you start this business? 
Start - up   

By myself 1 

With partner  2 

Founded by family    3 

Bought from someone 4 

Inherited  5 

Others………………….. 6 

 

7. Does your business have a name? What name? Is it registered? 

…………………………………………………………………………………………………………………

…………………………………………………………………………………………………………………

…………………………………………………………………………………………………………………

…………………………………………………………………………………………………………………

………………………………………………………………………………………………………… 

8. Do you run your business or are you assisted by your spouse? Do you make business decisions 

together, each by themselves or in consultation with trusted confidants? 

 

 

 19A. Running 

Business 

19B. Decision making 
 

 Alone Assisted 

Alone    1 

 

1 2 

Together    2  

Each makes own decisions  3 

I consult confidants   4 

1 2 
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We consult advisors  5  

 

 

 

 

Part B; Business Management 

 

9. Do you have employees (5A), if yes, how many are male and how many are female (5B)? Why did 

you choose to be in this business (5C)? 

 
 

 5A. Employees 

5C. Reasons for business 
 

 Yes No 

Skilled labor 1 

 

1 2 

Affordable  2 
 

Gender 

Male Female 

1 2 

  

Family history 3 

Lost job  4 

Prestige  5  

Extra income 6  

Retired  7   

I am trained in it 8   

  

 

10. Normally, who buys the following products from you? 

Products 

Local 
families 

Visitors 
& 

tourists 

Traders  Others 
(specify) 

Cereals 1 2 3 4 

Clothing 1 2 3 4 

Groceries  1 2 3 4 

Massai regalia  1 2 3 4 

Hawking / malimali 1 2 3 4 

Livestock  1 2 3 4 

Others (Specify); …………………………………………….. 1 2 3 4 

 

 

11. Where do you normally buy supplies for the following products? 

Products 

Delivered 
from other 

towns 

Which 
towns? 

Own 
collection 

Make 
them  

Others 
(Specify) 

Cereals 1  2 3 4 

Clothing 1  2 3 4 

Groceries  1  2 3 4 

Massai regalia  1  2 3 4 

Hawking / malimali 1  2 3 4 
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Livestock  1  2 3 4 

Others (Specify); …………………………………………….. 1  2 3 4 

 

 

 

 

12. Is your business the main source of income for your household (8A)? What are the other sources 

of income for your household (8B)? 

 

 

 8A. Main 

Income 

8B. Other sources 
 

 Yes No 

Employment 1 

 

1 2 

Casual  labor 2  

Pastoralism  3 

support from children  4 

Income from conservancies 5  

Other 

(specify)………………………….. 
6 

 

 

13. What is your average monthly income for your household? 

 

 
Monthly income Kenya shillings Father Mother  Total 

< 10,000    

10,000 – 40,000    

40,000 – 70,000    

70,000 – 100,000    

100,000>    

 

 

14. What is your average monthly income from your business? 
Monthly income Kenya shillings Father Mother  Total 

< 10,000    

10,000 – 40,000    

40,000 – 70,000    

70,000 – 100,000    

100,000>    
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15. Families have needs that they spend money on every month, how much do you spend per month? 

What did you spend it on? 
Amount  Use the money to   

 Pay school fees  1 

 Buy food  2 

 Buy human medicine 3 

 Buy animal medicine and nutrients  4 

 Buy livestock  5 

 Pay workers  6 

 Buy clothes and shoes 7 

 Improve  business  8 

 Transport  9 

 Fuel  10 

 Visiting places 11 

   

16. When your business becomes successful, what do you plan to use the money to do? 
Use the money to   

Educate my children better  1 

Buy more livestock 2 

Build a better house 3 

Run for political office  4 

Buy more land  5 

Employ more workers   6 

Am not sure  7 

 

17. Nowadays, a lot of business is done using money, how do you receive your payments? 

 
 

 12A. Cash 

12B. Payment in 
 

 Yes No 

Cash   1 
 

1 2 

MPESA   2  
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Payment in form of foodstuffs  3 

Banking 4 

Payment in form of livestock  5  

Exchange for other goods 6   

18. When customers do not have cash and want to exchange goods for other goods, which products 

are you comfortable exchanging for which other products? 

……………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………. 

19. Sometimes people do not spend their money; instead they save it. Do you save money? How do 

you save your money? 

Save: Yes/ No 

 
Savings   

SACCOs   1 

Member groups  2 

Table banking    3 

In form of livestock 4 

 Buy land and other assets  5 

Start other business  6 

Keep in the house  7 

Others………………….. 8 

 

 

 

20. Do you operate an account with any of the banks in your division? Which account and which bank? 
Account type Banks  

 KCB   

 Cooperative Bank  

   Equity  

 Family bank  

 Chase bank 

 Barclays  
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 National Bank 

 Others; ……………… 

 

 

21. Which other banking services do you normally use? 

 

 

 

 

 

 

 

 

 

 

 

22. Which business decisions do you feel comfortable making alone, in consultation with your partner 

or in consultation with confidants? 
Decision type How I decide  

 Alone   

 With spouse/ partner  

   With confidants  

 With professional advisors  

 

 

 

23. Are there ways of getting funding for your business? Which are they? 
Sources of funding   

SACCOs   1 

Member Associations  2 

Women‟s‟ fund    3 

Youth enterprise fund 4 

 Family  5 

Other business  6 

Savings  7 

Others………………….. 8 

24. Are you a member of an association (including SACCOs, Chamas, and Merry-go-rounds) for 

business people? 

Financial Services  Other services  

Savings  1  

Loans    2  

ATM deposit / withdrawal 3  

Investment advise  4  

M-PESA to bank 5  
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If yes, proceed to 20, if no skip to 21 

25. What are the reasons why you joined? Were your expectation met? 
Reasons  Met  Other reasons   

Giving cash/ loans 1   

Market information   2   

Net working  3   

Support in emergencies  4   

Negotiating prices 5   

Improve knowledge and skills 6   

Business advice  7   

Savings  8   

 

 

26. If no, why didn‟t you join? 
Reasons  Other reasons   

Don‟t know any 1  

Don‟t know what they do  2  

High membership fee 3  

None in my area  4  

No benefits to joining 5  

Don‟t know how to join 6  

Fear to be conned  7  

Business too small  8  

 

 

27. There are many challenges that face business people, which of the following challenges do you 

feel are most difficult for you to deal with, give me your worst three. 

 

 

 

 
First 

mention  

Other 

mentions  

Member     

Yes No 

1 2 
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Challenges   

Insufficient working capital 1 1 

Insufficient market access 2 2 

Low demand for my goods 3 3 

High competition  4 4 

High cost of inputs 5 5 

Forced to sell low prices 6 6 

Access to credit 7 7 

Cost of credit or finance 8 8 

Harassment from authorities  9 9 

Shortage of inputs 10 10 

Lack of proper working space 11 11 

Lack of workers 12 12 

Lack of trusted workers 13 13 

Lack of skilled workers 14 14 

Lack of access to utilities; water etc 15 15 

Poor roads 16 16 

Licensing authorities too far 17 17 

Decrease in product quality  18 18 

Exposure to heat  19 19 

Exposure to dust 20 20 

Lack of business premises 21 21 

Goods destroyed in transit 22 22 

Theft, crime, witch craft 23 23 

Fake money 24 24 

 

Others;………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………

…………………………………………………. 
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28. When carrying out your business, which knowledge base do you operate with? 

 

 

 

 

 

29. Have you accessed any business training services?  

 
 

 27A. Training 

27B. Training services 
 

 Yes No 

Writing  1 

 

1 2 

Accounting   2  

Marketing  3 

Costing   4 

Pricing  5  

Sales forecasting  6  

Inventory control  7   

Accessing new markets  8   

Others…………………..    

 

 

Part 4; Record keeping and use of ICT 

30. Traders track how their business is doing using records, do you keep records? 

 
 

 28A. Records 

28B. Kinds of records 
 

 Yes No 

Customers names  1 

 

1 2 

Total sales made 2  

Total customers   3 

Total debtors    4 

Total creditors  5  

Expenses  6  

Revenue before expenses  7   

Profits & losses 8   

Stocks  9   

Number of goods sold 10   

Cost of sales  11   

Traditional knowledge  1 

Taught in school 2 

Experience  3 
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All the above  12   

Others………………….. 13   

 

 

 

 

31. How do you keep your records? 

 
Records    

Commit to memory  1 

On a piece of paper 2 

Hand written ledger   3 

Keep receipts   4 

Record in receipt book  5 

On computer  6 

Record all my SMS transactions  7 

Keep a file  8 

 

 

32. Which kinds of records do you keep in the following ways? 
Ways  Record type  

Commit to memory   

On a piece of paper  

Hand written ledger    

Keep receipts    

Record in receipt book   

On computer   

Record all my SMS transactions   

Keep a file   

 

33. Information is important for business, how do you search for business information? 

 

 

 

 

 

 

In cyber cafes  1 

Talking to neighbours and friends 2 

Calling people on mobile 3 

Talking to people in the same business 4 
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Part 3: New business 

34. What would you say are some of the problems people face when starting a business? 
Problems  Other Problems  

Access to finances  1  

Getting a place to trade   2  

Getting equipment or material 3  

Lack of business skills 4  

Difficulties in getting customers 5  

Getting licenses and permits 6  

Getting paid late  7  

Dusty environment  8  

 

35. Some markets have some aspects that make them better, what would you like to see in this 

market? 

 
Features  

Toilets    1 

Fodder   2 

  An information office  3 

Electricity  4 

Water  5 

Paved cemented stalls 6 

Producers association 7 

Transporters  8 

Banking agents  9 

Others………………….. 10 

 

36. What if you were given a chance to start a business providing the services that are missing, which 

ones would you choose? 
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Services  Other Businesses     

Toilets    1 MPESA  9 

Selling fodder   2 Slaughter house 10 

  An information office  3 Fish farm 11 

Electricity (generator) 4 Poultry farming 12 

Selling water  5 Bee keeping  13 

Renting paved cemented stalls 6 Livestock fattening farms 14 

Providing transport  7 Vegetable farming  15 

Banking agents  

8 Large scale Maasai regalia 

production 

16 

 

37. What are some of the businesses you feel should be here but are not? 

  

 

 

 

38. What are some specific challenges facing women in business, in this area? 

_____________________________________________________________________________________

_____________________________________________________________________________________

______________________________________________________________ 

 

 

39. What are some specific challenges facing youth in business, in this area? 

_____________________________________________________________________________________

_____________________________________________________________________________________

______________________________________________________________ 

 

 

 

 

 

 

 

 

1 

 

2 

 

3 
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DEMOGRAPHICS - KENYA CIRCLE CODES ON THIS PAGE   

Gender  Male…………………………01 

Female………………………02 

 

STANDARD OF 

EDUCATION 

 

 

 

 

 

 

 

Main Provider for 

the HH 

 

 

 

 

 

 

 

SIZE OF 

BUSINESS 

 

 

Decision making  

 

 

Other business 

Would you please tell me what standard of education you have? 

 

NO FORMAL EDUCATION ................................................................................................ 01 

PRIMARY EDUCATION ..................................................................................................... 02 

SECONDARY SCHOOL…………………………………………………………………………03 

UNIVERSITY DEGREE COMPLETED. .............................................................................. 04 

TECHNICAL School......…………………………………………………………………………05 

GRADUATE…. 06 

OTHER (SPECIFY) ............................................................................................................. 07 

 

THE MAN ONLY ................................................................................................................. 01 

THE WOMAN ONLY ........................................................................................................... 02 

BOTH,  MAN AND 

WOMAN………………………………………………………………………03 

CHILDREN               ............................................................................................................ 04 

EVERYONE             ......…………………………………………………………………………05 

RELEIF/ CHURCH/ CHARITY …………………………………………………………………..06 

OTHER (SPECIFY) 

……………………………………………………………………………….07 

 

How many people, including the respondent usually work for this business? 

WRITE IN NUMBER: ...………………………………………………………………. 

 

 

Do you make all the decisions for your business? Yes / No 

Who else does?: ………………………………………………………………... 

 

Do you have other businesses except this? Yes / No 

Write their types; 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

………………………………………………………………………………………………………

…………….. 

 

 

 

 

 

AGE 

 

 

 

Would you please indicate to me which of these age 

categories you fall into: 

18 – 24 Years  01 

25 – 29 Years  02 

30 – 34 Years  03 

35 – 39 Years  04 

40 – 44 Years  05 

45 – 49 Years  06 

50 – 54 Years  07 

55 – 59 Years  08 

60 + Years  09 

 

 

WORK STATUS 

Employed .....................................................................01 

Self employed................................................................02 

 

 

MARITAL 

 

Married/living together ...............................................01 

NAME (OPTIONAL)  

MOBILE  
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STATUS Single/Unmarried .......................................................02 

Separated/divorced/widowed.....................................03 

  

 

End of Questionnaire 
Thank you for taking time to complete this questionnaire. 

Appendix 3: Sampling Plan 

1. Markets Sampling Plan 

Market Market Day 

Olposimoru Monday 

Oloolaimutia Tuesday 

Naroosra Wednesday 

Ngoswani Thursday 

Naikarra Friday 

EwasoNyiro Saturday 

Nkoilale Monday 

Mararianta Tuesday 

Talek Wednesday 

Aitong Thursday 
Table 14: Markets systematic sampling frame 

 

2. Individuals interviewed identified through systematic random sampling.  

 

 

Appendix 4 Terms of Reference 


