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B TRA T 

ew busine es pa s through tran itional stage that pr nt new challenge to tll ir 

founders. These transitional stages are represented by an organizational life ycl which 

follo\ s a well known part m of early growth, rapid growth, maturity and decline. or a mall 

busines to make the transition to a medium and large organi ation, it important that it 

manages the growth phase effecti ely. Although growth i a defining£ ature for a succ ssful 

enterprise it does not mean that the enterprise has a right to grow. It merely mean that if 

managed the right way it has the potential to grow. Growth must be an objective and strategy 

for the venture and it must be managed. 

Management of growth can be approached in a number of ways such as combining the 

critical success factors for growth managing the Hfe cycle of the firm or managing the 

different types of growth. To effectively manage growth, Small and Medium Enterprises 

need to focus on strategic planning, financial management, marketing employee 

management production management, technology monitoring and control. 

This study set out to find out how Suntra Investment Bank ( JB) had managed growth. SIB 

survived a very turbulent iime in the capital markets during which several stock brokerage 

firms collapsed, were put under receivership or were acquired by other companies. This 

study set out to address two main objectives which were to determine the approaches adopted 

by SIB to manage growth and to determine how SIB has managed the organisation culture 

through its growth 

In order to address these two objectives the study made use of both primary data and 

secondary data. Primary data was collected through personal interviews. econdary data was 

collected from journals, websites and in-house publications. A content analysis was then 

carried out on the data obtained and the findings were presented in form of brief discussions 
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on the growth of the mpan , th appr ach ad pt d t manage b lh growth and th 

organisation culture and on \ hat informed tho appro h s 

The stud establi n d that lB had g n through a full organi ation life cle marked b a 

p riod of low growth which lasted ab ut I 2 ear tween 1 90 and 2002, rapid gr wth wa 

e peri need etween 2 03 and 2006 ' h n the compan r ached rnaturit and th re wa a 

deciine in growth in p riod b tween 2007 and 2007. The stud e tabli bed that gr wth for 

the company as highl dependent on the performance of the conomy and th hange in 

go emment at the end of 2002 was a huge mile tone for the company due to increased 

investor confidence which aw to an increase in investors in the capital market and there by 

positive returns in the company too. 

The study established that IB had adopted arious approache to manage growth more 

during the rapid growth pha e and the decline stage. These approaches were applied to 

varying extents with the key ones being strategic planning human resource management 

financial control enhancements of the management information systems and management of 

the organisation culture while standardization marketing and lobbying the government were 

used to a lesser extent. In trategic planning the company had developed strategic plans for 

the years 2000- 2006 and for the years 2008-2012. The study established that the strategic 

plans were very instrumental in managing the growth for it wa during the strategic planning 

process that the company had done an in-depth situation analysis and come up with 

objectives and specific strategies to meet the objectives. In Human Resource Management 

the researcher found that IB had changed the organizational structure to match the growth 

of the company for effective delivery. In addition key changes were made to the recruitment 

process where vacant positions were filled professionally through short listing and 

interviewing of canclidates as opposed to filling these positions with relatives who did not 

necessarily have the qualifications required. For fmancial control the company had sort to 

raise funds to support its growth through two main channels· bank o erdraft and a rights 

issue. While the bank o erdraft helped them honor recurring obligations the rights issue was 

to raise the share capital to comply with changes in regulation. The researcher found that the 

company had made changes to its management information systems to make sure it provided 

them with timely and relevant information for decision making. As at the time of the study 
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th compan was in th pr 

their ervic d li ery. 

s of impl m nting an t m th t ould furth r nhan e 

The study e tablish d that IB had encounter d a big chall nge in o rc ming the 

organizational cultur barrier. hi wa b cau although rB a the n d for th 

leadership to change th mind et from that of a founder to that of a Manager the too w r 

ictims of th long establi h d culture and breaking awa from it was a main challenge for 

the compan . The hief x cuti e and the top management erving with him had a grip over 

all the operation of the company and often run through with m nial task whi h c uJd ha e 

been effecti el delegated to th ir juniors. The company addre ed this chaJl nge by having 

culture change as an objective in the trategic plan and variou strategies ere de eloped on 

how to achieve the objecti e to include succession planning and induction of all new 

employees on the mission ision and core value of the company. 

The study concluded that it is very important that companies adopt various approaches to 

managing growth and to keep evaluating the approaches in light of the changes in the 

environment 
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P RO 10 

1.1. Background 

ew busine es pass through tran itional stage that pr ent new chall ng their 

founder . Th transitional stages are represented b an organizational life cycl hich 

follow a well known pattern of early growth, rapid growth, maturity and d clin Holt 

2005 For a small busin ss to make the tran ition to a m dium and large organi ation it's 

important that it manage the growth phase effecti ely. r the founder the growth pha e 

bring a lot of change to the bu ines and require a chang of the founder from a per ona of 

the founding entrepreneur t that of an organizational ex cutive. Thi i becau e as the 

busines grows it requires business related skill often beyond those of the founder· 

functional expertise is needed, marketing and operation skills are r quired strategic planning 

frnancial management and de ision making task are beyond the scope of the founder. A 

founder who adapts to this environment in effect embraces the necessary rnetamorpho is that 

transforms the organisation to a large business while the one who resists hinders the 

transition which can sp 11 d ath or stagnation for that business Holt, 2005) 

1.1.1. Managing Growth 

Most small and medium size enterprises view growth mainly from a quantitative viewpoint 

as increase in turnover and profits thereby Crijin 2001) but also acknowledge other factors 

in the growth process. A typical busines go s through various transitional stages as 

represented by the organizational life cycle. ln the first few years of a new ventures 

existence revenues are relatively small with little growth. The initial phase typically lasts for 

about five to seven years. ln the next phase revenues begin to grow at an increasing rate. 

Then the venture reaches a more stable state when re enue and growth stabilize. What occurs 

after this stage would depend on the fum s ability to rejuvenate sales and begin another 

growth cycle (Hisrich Peter 2002) 

Wickham (2001 believes that owing to the multifaceted nature of organizations, the business 

must constantly view the growth and development of a venture in four perspectives; 

financial strategic structural and organizational. Vertical growth in the four perspectives 
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transform an organization fr m micr to mall t medium t large organizati n and thi 

enhan indu trial tran formation. all iate pO\' rty and cr ate job opp rtuniti . n the 

oth r hand h rizontal growth. in I es op ning new enterpri 

Although growth i a defining feature for a succes ful enterpri e. it do n t mean that the 

enterpris has a right to grow. It mere! means that if managed the right way it has th 

pot ntial to grow ickham 2001). Growth must be an objecti e and strategy for the enture 

and it must be managed. Management of growth can be approached in a numb r of ways 

such as combining the critical ucc s factor for growth managing the life cycle of the fmn 

or managing the different types of growth 

To effectively manage growth mall and Medium Enterpri es ME) will need to focus on 

strategic planning, financial management, marketing employee management production 

management technology monitoring and control (Hisrich 2002). Maintaining good records 

and financial controls over such activities as cash flow inventory receivables customer data 

and costs should be a priority of every growing venture. Generally small businesses do not 

have the luxury of a human resource department that can interview hire and evaluate 

employees. Most of these decisions will be the responsibility of the entrepreneur. As the firm 

grows there will always be need to hire new employees and go through the process of 

interviewing hiring, evaluating and preparing job descriptions for the new employees. 

Instituting an effective organizational culture is also necessary at this stage. In Marketing as 

the company grows it will need to develop new products and services to mruntain its 

distinctiveness in a competitive market. This should be an ongoing process ba ed on 

information regarding changing customer needs and competitive strategies. In strategic 

planning the entrepreneur will continue to plan for both the short term and the long term. 

mall and large companies are paying more attention to their customers and establishing 

processes that tract and monitor customer service and satisfaction. Unlike financial inventory 

and sales control the monitoring of customer satisfaction involves more qualitative measures 

that can provide early warnings of impending customer problems (Hisrich & Peter 2005) 
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During growth th entr pr neur' fi cal rot i that of an xe uti e g neral manag r who 

plans th a ti itie defin s human re ourc requir m nt and guid ubordinat s toward 

fulfillment of rganizational obj cti es. red mith. founder f ederal expre identified his 

role during th rapid growth tage as a ··tran itional tat f mind wh n he had to de elop 

the ability to a imitate informati n fr m many differ nt di cipline nth ize hi i ion into 

\1 orkable plans and learn to tru t hi people to execute acti itie that achieve ucce Holt, 

2005 . Managing growth i quite often a haUenge to entrepreneurs a it r quire a mind et 

change from founder to manager et founders are not alway good rganizational member 

and ma fail to appreciate the alue of good management practices longene ker Moore 

&petty 2000) Growing venture requires professional level management and it cannot 

accommodate management that largely relies on past experience rule of thumb and personal 

whims. All the above is conceptualized in acbie ing entrepreneurial leadership which is 

defined as the ntrepreneurs ability to anticipate envision maintain flexibility think 

strategically and work with other to initiate change that will create a viable future for the 

organisation (Kuratko 2004 

Lastly management refers to planning organizing leading and controlling and growth must 

therefore also be subjected to these activities Planning for growth requires a strategy that will 

determine the direction of the growth and require allocation of resources to achieve plans and 

the growth. Organizing is the gathering of the resource and the structuring of business in 

such a way that it can function efficiently and effectively. Leading means there must be 

entreprenewjal leadership that can motivate coordinate and control the activities required to 

achieve growth while control is required to ensure that growth objectives are achieved 

(Nieman 2004). 

1.1.2. Small and Medium Enterprise (SME) 

There is no generally-accepted definition of a smaU business because classifying bu inesses 

as "large-scale" is a subjective and qualitative judgment. In countries such as the US 

Britain and Canada smaU-scale business is defined in terms of annual sales and the number 

of paid employees. In Britain a small-scale business is defined as an industry with annual 

sales of 2 million pounds or less and with fewer than 200 paid employees. ln Japan small-
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cal industry i d fined a c rding to th typ f industry. paid-in capital, and numb r 

paid employe . Consequently. mall- and m dium- cale ent rpri are defined as tho e in 

manufa turing with 100 million yen paid-up capital and 300 mploye . and th in th 

r tail and ervic trad with 10 miUi n en paid-in apitaJ and 50 mplo e s. In Ken a 

MEs are defin d based on the number of employees' h r . "micro- nt rpri " are tho 

with 1 0 or fewer worker " mall enterprise " ha e from 11 to 50 workers and "m dium 

enterpri e " ha e from 51 to 1 00 workers Kenneth t aJ 1997 

The first study of in Kenya was carried out by International labor organization (IL 

in 1972 in a policy document entitled employment income and equality iu Kenya which 

fonnally recognized the sector. ince then the government and development aid agencies and 

researcher ha e been focusing on the sector. Censuses indicate that micro-enterprises 

compri e the lion's bare of enterprises in Kenya, while there are a few medium enterprise In 

GOK paper No 2 of 1986 and 1997 the government recognizes the importance of the ME 

sector as a primary means of strengthening Kenya s economy through industrialization and 

enhancing private sector contribution to national economic growth. 

1.1.3. Members of the airobi Stock Exchange 

Kenya has only one stock exchange the airobi Stock Exchange (NSE) which is the most 

sophisticated and long serving stock exchange in the East African region. A Stock Exchange 

is a market that deals in the exchange of securities issued by publicly quoted companies and 

the government 

The major role that the stock exchange has played, and continues to play in many economies 

is that it promotes a culture of thrift or saving. Besides this the market plays many other 

roles to include· assists in the transfer of sa ings to investment in productive enterpri es as an 

altemati e to keeping the savings idle stagnation assists in the rational and efficient 

allocation of capital. which is a scarce resource promote higher standards of accounting 

resource management and transparency in the management of business improves the access 

to fmance of different types of users by providing the flexibility for customizatton and very 
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important i that th . ban pr id in e tor with an effi ient m bani m to 

liquidat their in tments in curiti 20 I 0 

The member firms of the air bi to k Exchang are Iicen d to bu and 11 e uritie 

li ted on the Exchange after fulfilling gen ral licen ing requirem nts as r quir d by he 

Capital arket Authority M c ording to the apital Markets Licensing 

Requirements (Gen ral Regulations 20 2 memb r hip of a ecurities exchange hall 

comprise of stockbroker deal rs and in stment banks a full members ha ing the right to 

vote in th annual g neral meetings of the exchange and authorized s curitie dealer and any 

other financial institutions approved b the authority as associate members not having the 

right to vote. urrently there are 6 licensed tock brokers and 12 investment banks at the 

.S.E. 

1.1.4. untra Investment Bank ( ffi) 

The company was incorporated as Suntra Stocks on March 20th, 1990. On June 41
h 1990 it 

was granted license as an agent of the airobi tock Exchange. The Company was admitted 

to the Nairobi Stock Exchange as a stock broker on 151 July 1994 and on 151 July 2004 it was 

licensed as an Investment bank and changed the name to Suntra Investment Bank Limited 

(SIB, 2008). 

At the time of incorporation Suntra was owned by a few individuals some of whom were 

responsible for the day to day running of the company. Currently SlB is a public non listed 

company owned by over 120 individuals and corporate shareholders. Its shares are freely 

exchanged at its in house share transfer facility. It is the objecti e of the company to take an 

early opportunity to be listed at the Stock Exchange. 

SlB is one of the leading investm nt banks in the local capital market offering a wide variety 

of brokerage and investment banking products to include; Capital Origination or Corporate 

Finance Brokerage and Investment Advisory ervices, Unit trust and funds Management, 

Treasury Management, Dealing and a Sbare transfer facility ( IB, 2008 
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E er sin e inception, th staffing I el h n er exc d d the 100 mark and th refor b d 

on th Ken and finition of IB qualifie as an 

1.2. tatem nt of the Pr blem 

Although growth is a defming fi ature for a uc e ful enterpri e it doe not m an that the 

enterprise has a right to grow. It merely mean that if managed the right wa it ha th 

potential to grow Wickham. _QOl . o effectivel manage growth mall and Medium 

Enterpri e ME will ne d to focu on strategic planning financial management 

marketing employee managem nt, production management, t chnology monitoring and 

control Hisrich, 2002 . Managing growth is quite often a challenge to entrepreneurs as it 

requires a mindset change from founder to manager yet fow1ders are not always good 

organizational members and may fail to appreciate the value of good management practic s 

(longenecker Moore & Petty, 2000). If the entrepreneur does not manage the growth, the 

finn suffers b having stressed employees, lower quality a damaged reputation and could 

even go out of business. This tricky balance is what makes growth a very difficult process to 

manage especially as a small business 

In the 2008/2009 budget speech the government proposed amendments to the capital 

markets Act regulations and guidelines. Among the amendments is an increase of paid up 

share capital for investment banks from 30 million to Kshs 250 million. There have b en 

infrastructural changes in the capital markets· A Central Depository ystem was introduced 

in November, 2004 to act as the share registry, and for clearing and settlement of 

transactions ensuring faster safer and easier trading in securities. In September 2006 the 

Automated Trading System (A TS) was implemented by the NSE. This changes in the 

systems and processes at the NSE and at CDS demands that the players implements systems 

that are compatible to them. Rapid growth as marked by increase in volumes traded at the 

bourse and in increase in the number of offerings by SIB puts a constraint on the company s 

resources to include employees and office space. IB operates in a highly competitive 

environment with 6 stock brokers and 12 investments banks. Besides there is an upsurge of 

commercial banks entering the sector either directly by having a stock brokerage section or 

indirectly through acquisition of small brokerage firms. Commercial banks have competitive 
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ad antag in term of mancial r our 

small pia er wh are limited in re ourc 

management of growth. 

and bran h n tw rk and po 

m. _oo& . 1 th 

a real hall nge to 

all for fti ti 

Variou other tudie ha b n carried out on sand in tm nt banks in Kenya· gigi 

1997) carri d out a stud on financing for mall and medium enterpris in Info ch. cube 

2002 carried out a tudy on - Busine s practices in small and medium nterpri e in 

Kenya. Waweru 2002) did a surve of enterprise growth patterns in micro and mall 

enterprises in Kenya and Mwamba (2003) did a study on challenges facing investment 

banking in Kenya. However no study has b en carried out on managing growth in MEs and 

sp cifically those that are members of the stock exchange 

This stud will th refore attempt to answer the question ho has untra Investment Bank a 

an ME and a member of the E managed growth? 

1.3. Objective of the tudy 

i) To determine the approaches adopted by SIB to manage growth and if they have been 

effective 

ii) To determine how SIB has managed the organisation culture through its growth 

1.4. Importance of the study 

SIB has had a heritage extending to 20 years now. Over time the company has grown from a 

micro enterprise to a small to a mediwn enterprise. The study will help the management of 

ffi evaluate their growth management in line w.ith the research recommendations and 

thereby make decisions for effective management 

As IFC rightly stated there is a missing middle in the growth of enterprises in Kenya. The 

study will help other SMEs in managing growth so that they can effectively grow from Small 

to medium to large organizations. 
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For academicians. thi tudy will form a foundation upon which other related and r plicated 

studie an be ba ed on. In estor can al o gain an in ight on the compan and it trategic 

po ition v.:ithin the market. which can as ist them in determining the viability of th ir 

in estments. 
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PT R 0: LI T IE 

2.1. nder ·tanding Growth 

Mo t mall and medium ize enterpri iew growth main) from a quantitati v1 wp int 

as increase in turno er and pr fi ( rijins. 2001) but aJ o ackno ledge other fact r in the 

growth pr ces . A typical bu iness goe through ariou tran itionaJ stage as represented by 

the organizational life cycle. In addition there are various typ and perspectives of growth 

and it is po sible for an organi ation to grow in one area or perspective without growth in the 

others 

2.1.1. The Organisation Life cycle 

The organisation life c cle follows a well known pattern of early growth rapid growth, 

maturity and decline as illustrated in figure 1 below. During the initial de elopment period a 

company with successful innovation can be expected to experience slow growth. This initial 

phase typically lasts for about five to seven years although it will vary significantly by 

industry. This period is followed by one of rapid growth which typically lasts for another 

five years and varies in both intensity and duration. As a company expands its customer base 

product lines and re enues begin to grow at an increasing rate. At some point the company s 

products or services meet rigorous competition that moderates growth and a markets 

become saturated maturity is reached. What occurs after this stage would depend on the 

fum s ability to rejuvenate ales and begin another Life cycle. For many enterprises thi stage 

is followed by a period of decline which if not reversed will result in termination. he Life 

cycle is a general representation of what a company can experience in the long run but more 

important is how entrepreneurs perceive their roles during litl cycle transitions (Holt, 2005) 

ot all new ventures will enter into the rapid growth phase. Many will continue to xist at 

some satisfying level of sales with little or no growth. These enterprises would typically be 
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propri tor hip r panner hip that ar hom ba d. famil owned rvice particularly 

p r onal r craft bu ine . 

i!!llre 2.1.1 Organi ation life c cle 

First 
Trade 

Startup Stage 
(Infancy) 

Growth Stage 
(Breakthrough) 

Time 
Adapted from Gideon Naeman; Managing Growth: A Guide for Entrepreneurs pp 48 

On the other hand some will see the opportunity for growth and hire new people and expands 

the business into new market segment. In eacb instance the decision to grow would b 

dictated by the entrepreneur s interest and the response of the market to the ventures product 

or service. Too often the entrepreneurs forget the basic axiom in every business. The only 

constant is change. Thus every entrepreneur needs to understand what it takes to grow the 

venture and must decide whether this is the desired strategy. If the choice is growth then the 

entrepreneur will need to be prepared by understanding some of the important management 
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kill and trat gi that ar n e ar to ucc fuJI me t th grO\Vt.h challenge Hi ri h. 

200_ 

2.1.2. p ofgrowth 

Gonzalez- ega t a! (1997 de cribe two type of growth: inten i e and ext n i e. lnten i e 

growth or adding d pth. re u1 from increased pr ducti ity of exi tiog capacity. Thi rna 

be po ible through technological inno ation ; impro em nt in the utilization f capacity, 

such as introduction of new products. Extensive growth, in contrast, add breadth b 

increasing capacity, such a hiring new staff and opening new offices. Managing growth 

require finding the prop r mi · between depth and breadth to balance outreach with viability. 

Growth can al o be described as either ''jeopardizing' or healthy. Jeopardizing growth 

comprorni es the quality of the institution-for example through high delinquency or poor 

cu tom r service. J opardizing growth can lead to the inability to fulfill financial 

commitments including debts and disbursements or the overextension of human and 

financial resources. Ultimately jeopardizing growth will undermine the organization. 

Health growth in contrast, is su tained over time· it is durabl . 

According to Hawkins (1987) the proper way for a business to expand is by releasing 

growth. Th worst '\: ay to grow is to pu h growth. very business has a natural rate of 

growth. If that rate i not reached a business can shrivel. If it i surpassed, the busine s 

struggles to keep pace. One of the most important functions of the founder/manager of any 

busine s is sensing what that inherent' growth rate should be and adhering to it. The 

founder s job is not to lead the troops to new heights. Rather it is to draw out and 

moderate the changes that will required of everyone a the business grows. The natural 

rate of growth will depend on the organizations preparedness and ability to learn. MEs 

need to sense their natural rate of growth and be prepared to low things down. The most 

perilous period in a company s development is when it starts to succeed wildl and expands 

rapidl . When a company grow e ponentially problem may not appear until it i too late. 

The exhilaration of growth can occlude problems of morale planning and in titutional 

capacity created by it. ucce soften hides weaknesse that lay just below the urface. Those 
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\l eakne rna. ari e with a vengean e and und rmine the rganization· ace mpli hment . 

Fast grov.th and durability are ft n inc mpatibl . Th pur uit f gr wth i like running a 

marathon rath r than a print. Runn r ne d to pa rowth hang th 

character of the busine . It t nds to br ed the need for more gr wth. But rapid expan ion 

ar often followed b rapid d din s. Oro\ h b fit and tart rna be videnc of poor 

management. The growth patterns of MEs often re emble roller coa ters e calating to 

peaks b for plunging into troughs. Becau e extensi e grovvth implie the creation of new 

capacity. such as opening new branches and because of changes in ea anal demand, growth 

will in ariabl ba e a start-and-stop nature. Ho e er the peaks and troughs can and should 

be tempered to create a healthy working en ironment and a sense of continuity among staff 

and customers Harper 1995) 

Although rapid growth is not inherently bad it can be. Rapidly expanding MEs are likely 

to experience excessive or prematw-e growth. Excessive growth occurs when the rate 

of expansion exceeds management s ability to stay current and to focus on the big picture. 

Under excessive growth conditions management may be too blinded by rapid growth to 

realize they are not serving the market particularly well. SMEs that do not operate in 

competitive markets are particularly vulnerable to growth at the expense of customer service. 

Premature growth occurs before institution s systems are in place and when procedures are 

not sufficiently tested. In both cases the institution will ultimately suffer from increases in 

delinquency and desertion. 

If growth causes an organization to become a victim of success according to Harper (1995) 

it is likely to be manifest d by at least one of the following three maladies. MEs are 

vulnerable to all three of these growth effects: Overexpansion; Businesses that over expand 

make commitments beyond their available resources and allow debt to rise too quickly. This 

could be associated with opening new offices before the methodology is perfected or before 

the operating systems are ready to support growth. The danger of overexpansion is that it 

increases average costs and increases the risks of delinquency and fraud. Ostrich 

Management Managers engrossed in the daily demands of growth may be unaware of 

changes occurring around the~ including the regulatory environment the demands of the 
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mark t, th comp titian. and a ailabl technolog . For xam le that ha 

op rat d in monop ly mark ha e had diffi ulty adju ting to a comp titi nvironm nt. 

Th.i couJ be attributed to th fa t that management\ a focused n internal i u that it 

did not e th comp titian coming. In most marke • M grow largel b caus of unm t 

d mand not becau e they d an exceptional job at meeting their client d mand . A a 

result it is particularly important that s b wary f ostrich management. If the ar not 

pro iding an exceptional ervice. ooner or later they are b und to experience competition. 

nder-capitalization· Bu ine e need reserve capital to ab orb shocks. Management may 

underestimate the financial or human capital required to meet growth demands Churchill 

1997) 

2.1.3. Per pective of Growth 

Wickham 2001) b lie es that owing to the multifaceted nature of organizations, the bu iness 

must constantly view the growth and development of a venture in four persp ctives· 

financial strategic structural and organizational. Financial growth is the development of a 

business as a commercial entity and encompasses growth in revenue and io profi1ability. It 

leads to increases in value of the company. trategic growth is the strategic interaction with 

both the internal and the external environment. This requires the business to draw up a 

strategic plan which encompasses the vision, mission statement values strategic objectives 

action plans and resource allocations. Structural growth is the change in the way a business 

organizes its systems managerial roles and responsibilitie , reporting relationsbjps, 

communication links and resource control systems. An organisation can t grow financially 

without growing structurally other:wise it would lead to overtrading where the growth i too 

high for the asset base and resources of the business. Lastly we have organizational growth 

which is the change in organizational processes culture and attitudes ieman 2004) 

2.1.4. The Case for Growth 

A venture grows for many different reasons. Higher sales volume may be necessary to 

establish an image increase the finns asset base meet competition, improve profits or atisfy 

an entrepreneurs dream of heading a large organisation. Growth may at times be essential for 

survival. Growth may also be dictated b external circumstances uch as industry changes 
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and there is a long continuum of growth rat . t th minimum a low grov.th industry may 

pre ent a entur from rapid expan i n and e pan i n ffort are limit d t mall 

incremental change . t the maximum an indu try rna be growing o rapidl that the 

hackn yed e pre sion ·grow or die i ery much a r ality. rowth must b achie ed for a 

reason and too mu h growth can be ju t as de astating as tagnation (IIol 2005). 

2.2. anaging Growth 

Although growth is a defming feature for a successful enterprise, it does not mean that the 

enterprise has a right to grow. It merely means that if managed the right wa it has the 

potential to grow Wickham 200 I). Growth must be an objective and strategy for the enture 

and it must be managed. Management of growth can be approached in a number of ways 

such as combining the critical success factors for growth managing the life cycle of the firm 

or managing the different types of growth. To effectively manage growth SMEs will need to 

focus on strategic planning financial management marketing, employee management, 

production management, technology monitoring and control (Hjsrichs 2002). 

2.2.1. Tran ition from Emerging to E mergent 

There is an excitement in an emerging business. Entrepreneurial busines s are lean and 

flexible and can quickly respond to changes in the market. There is a beady sense of mission 

in an entrepreneurial firm that motivates underpaid and overworked employees to maximize 

their productivity and uncover their creativity. This enthusiasm is enhanced in a new ventur 

because the organizations social mission is profoundly compelling. However businesse 

cannot be run indefinitely on enthusia m and excitement. One of the greatest challenges for 

new enterprises is making the transition from emerging to emergent (Churchill 1997) 

The Edward Lowe Foundation describe this as overcoming the brick wall ' that Separates 

emerging from emergent. Its research with entrepreneurs has identified the six guiding 

principles to ignite business growth and restore entrepreneurial uccess; Reinvent the Vision; 

many emerging entrepreneurs have the simple vision of a positive profit-and-loss statement. 

To climb the brick wall the ftrm s vision has to achieve more than profitability. It has to 
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motivat and challen e tafT. and in pire excellenc . It n d t pro ide dir ti n and rve 

as th in tirution · guiding light. ucc ful entrepr n ur a1 wa ha e an e e p n for n w 

opportunitie . Th y ar ne er comfortable wher they ar . but in tead are alwa l king 

ahead and asking ·What s n xt? · urr nder o ereignt · th mo t challenging tran ition for 

mo t entrepreneurs is devol ing re pon ibility to rnanag ment p ciali ts. the bu ine 

grows th entrepr n ur will e entually reach the p int wh n it i not po ible to make 

d ci ion. ucce fut ntrepr neur recognize tbi . and ar able to l t go and li ten to and 

work with the people they hir . Become Your ornpetitors' wor t ightmare· the zealous 

pursuit of cu tomer satisfaction is the be t wa to secure a competitive advantag . ucce sful 

entrepreneurs indicate that th key is to make customer satisfaction the central focus of th 

compan with no boundaries on the imagination about how or how much to satisfy 

customer . urture the entrepreneurial pirit. A continual influx of new thought is part of the 

process of growth. Succe sful entrepreneurs say that a the company grows the encroaching 

bureaucracy stifles employee' s entrepreneurial spirit and therefore the fmn must ftnd ways of 

nurturing and rewarding that spirit. Finally· Develop Teamwork; Teamwork paves the road 

to busines success. Teamwork is a way of getting employees to be aligned toward a 

common goal and to feel they are a part of the company not observers. The whole is greater 

than the sum of its parts. Teamwork also helps to maintain the culture of smal lnes as the 

company gets bigger. 

2.3. Approaches to Managing Growth 

Every successful business begins with one person one idea, and one location. The difference 

between a business that flourishes and one that withers is how it is managed. rowth rarely 

in olves doing more of the same on a larger scale. Growth brings complexity and requires 

adaptations. There are various tools and approaches that may be useful to persons who are 

trying to manage growth. These approache include standardization, planning, management 

information and marketing ( hurchill 1997) 

2.3.1. tandardization 

The most common approach to managmg growth JS through standardization. Once a 

business bas a well-developed product or service it develops procedures for standard 

15 



deli ery. Tbi i pani u1arly effi in a large mark t with mobil ustom rs who' ant t 

rely on the quality of a standardized product. 

McDonal 's is an excellent e ample of a company that ha grown by creating a tandard 

model which it replicate again and again around the world. 1/4 Pounder taste basically th 

same in Beijing as it doe in Baltimore. The standardization approach alth ugh ery 

successful i not without i di ad antage . tandardization is associated with a bureaucratic 

approach that i prone to inflexibility. It does not easily facilitate learning and 

responsiveness. tandardization makes it difficult for the firm to respond quickly to changes 

in customer demands challenges from the competition, or unique features of local markets. 

McDonald s has developed methods of overcoming these limitations. For example although 

it is possible to get a Quarter Pounder in all McDonald's restaurants in Amsterdam you can 

ash it down with a Heineken and in Tokyo you can get sushi on the side. Neither Heineken 

nor sushi is available at a McDonald's in Baltimore (Churchill, 1997) 

For SMEs the standardization of procedures is critical. Because of the high costs and the 

need for large-scale outreach, SMEs have to keep their procedures simple and efficient. 

Standardization involves not only perfecting the methodology which evolves over time, but 

also communicating it effectively and ensuring proper implementation. As a result the keys 

to standardization in SME are staff training and quality control. 

Standardization must be used cautiously. Standardized products may reduce the quality of 

customer service. As SMEs get larger key decision makers get further away from their 

customers. If standardized products no longer meet the needs of customers or if a competitor 

provides a product that better meets their needs an ME that relies on standardized products 

will have difficulty developing new products retraining staff and securing its market share. 

Most SMEs today however do not experience problems with too much standardization 

because they are not large enough, and they do not operate in a competitive market for it to 

be an issue. Instead, the problem lies with not enough standardization. One branch may 

have completely different policies and procedures from another resulting in wide variations 

in branch performance and inefficiencies that undermine the productivity of the SME. Only 
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on e th m tur in a pani ular country "'~11 th probl m oft o mu h tandardization 

b orne a probl m. bur hilL 19 7 

2.3.2. Planning 

There is a common joke ab ut a touri t who stops and asks a 1 cal person for direction . Th 

local resident tries to explain several different route but e entually conclude , ' op ou 

just can t get there from here. When a bu in s i trying to go omewhere, it help to plan 

th route before it et out on it journe . Planning helps determine if indeed you can g t 

there from here. Most small bu iness managers plan to ome degree however the amount of 

planning they do is typically less than ideal and it tend to b haphazard and focused on 

specific immediate issues for example how much inventory to purchase, whether to buy a 

new piece of equipment e.t.c (Arthur, 1995) However, an entrepreneur will need to plan for 

both the short term and the long term. Strategic or long range planning begins with a 

reinstatement of the mission of the venture to ensure it reflects the long term vision of the 

entrepreneur. Next is the situation analysis which should reflect issues such as what i the 

present business situation what is the state of the economy and a SWOT analysis of the firm 

(Holtz 2005) 

Managers of growing companies have the ability to deal with events that ar separated in 

time. They know there is a long wait between the time something happens and the time its 

consequences are apparent. For example there is a delay between hiring new staff and the 

point at which they become productive. Managers need to anticipate what lie ahead and 

prepare for the challenges associated with growth. Busin.es es that fail to plan for the future 

will have no future (Harper 2005) Planning requires imagination and foresight. Imagine 

what your business will look like in three years. What products are being offered? How 

many new businesses are processed each month? How many new staffs are trained each 

month? What systems need to be put in place now to achieve this vision? The vision may 

require strategic alliances, perhaps with organizations that offer business skills training or 

other entrepreneurial support services ( hurchill 1 997) 
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eryon know h v im rtant plannin i , but it oft n et o r had wed b th d il 

d man fop rati n . It i imp ible to pr pare a thr e- ear plan wh n t da ' priorit i 

meeting the d mands for tom rro' s market. Man managers ha e a fir -fighting approa h 

that n v r all ' · them to plan for the medium or long t rm. The will not b able to manage 

gro h. Without a commitment to planning management is de tined to ha e a hort-tenn 

time h rizon and be bogged down in operational matter . Planning identifie what ne d t 

be done when it n ed t b done. who will be re ponsib1e for doing it. hat re ources ill 

be required and how the resources will b funded. Harper 1995) consider planning a state 

of mind. It is the responsibility of the senior management to ensure that tomorrow is better 

than today, but managers are often full of excus s uch as: I don 't have time to plan. my 

time is too valuable , planning can be delegated, things are changing so quickly it is 

impos ible to plan, I started this business without a plan so why do I need one now we 11 

cross that bridge when we come to it it is too hard to set goals, there are too many external 

factors that can affect v hether we achieve them. 

None of these excu es holds up to scrutiny. What could be more important for a Chief 

Executi e Officer than identifying where the firm should be going and developing a path to 

get there? If the world did not change there would be no need to plan. Management's job in 

a growth- oriented firm is to identify emerging opportunities and find ways of capitalizing on 

them. A business at the start-up phase has very different ne ds than an enterprise in growth 

mode. Plans should not restrict flexibility. Instead, the planning process should broaden the 

perspective of management so it can see new opportunities. Growth failures frequently occur 

when rather than moving toward other paths a company meets adversity with a renewed 

commitment to do more of the same. ustaining growth over the long haul, across decades 

for example, requires skill at changing course. If the firm does not set goals, managers cannot 

be accow1table for performance. A plan i not a nicely prepared document that sits on the 

shelf. Managing growth requires managers to refer to their plans regularly compare progress 

and time frames to the objectives and update or revise according to changes in the 

marketplace (Tomasko, 1996). 

2.3.3. Management Information System 
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growing busin n ds t ha e an effecti e manag m nt information s tern in place 

prior to an explo ive growth pha e to enable it to manage growth. Mo em rging firm g t 

into tr uble becau th mana ment team either doe not ha the infi rmati n it ne d to 

make the right d isions or ch o e to ignor the infi rmation that is a ailable. or 

information i even more important than in most busines es. It i the life lood of an 

The management information system should provide information about factors and forces 

that need to be monitored clos ly as well as insights into what should be changed. This earl 

warning s stem can can the horizon for trends, and identify threats and opportunities. An 

important feature of a management information system i the selectivity of information. The 

qual ity and timing of information should be tailored to the needs of decision makers, not 

programmers or accountants or donors. Information should not ju t include current and 

historic data but also include projections for the future. A comprehensive information 

system will not onl improve the quality of management' s decisions but it will also increase 

the firm s ability to secure debt financing offer stock acquire other firms and engage in 

strategic alliances (Harper 1995) 

Once the business identifies its key performance indicators management should determine 

what constitutes each factors green (safety) yellow (caution) and red (intervene) zone. The 

longer it will take to correct something, the more closely the risk indicator should be 

monitored. Management should determine the appropriate bandwidths in consultation with 

staff about what is realistic. The zones may move over time as the institution strives to 

continually improve its performance. It is helpful to reference the results achieved by the 

best in the industry the rule makers to realize what ultimately possible (Churchill 1997) 

Managing growth is a function of measuring growth. The indicators monitored reflect and 

reinforce the corporate culture and the firm s approach to expansion. If an SME widely 

publishes its number of branches as a performance indicator it considers geographic 

expansion as an appropriated and desirable growth strategy. It is common to find a tightly 

focused executive team trying to move a business in one direction, while the performance 

measures and incentives are motivating behavior in a different direction. Common visions 
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come to lifi nl · \\hen a tructure. lik the management information y tern. upport th m 

hri ten t al. l 9 ) 

The information t m an al o as ist the organization in adopting a flatter rganizationaJ 

structure becaus th layer f middle manag rs who anal ze and int rpr t data will b come 

le n ce ry. t the same time, readil a ailable and e il understandabl performanc 

data at the branch le el ar e sential for field staff to monitor their own performance. It is 

not possible to do micro-busine if field taffs do not have key portfolio information in their 

hands e ery day. If field staff ha e clearl identified performance targets and they have 

access to and und r tand regular performance indicator r port the ME will have le s need 

for middle manager to control their performance (Boyett et al, 2000 

2.3.4. Marketing 

Marketing is the process of pursuing both extensive growth by achieving market p netration 

in new area and intensive growth, by increasing its density of coverage in existing offices. 

As an element of managing growth marketing also needs to find a balance. A zealous 

marketing strategy could generate a greater demand than the ME can handle or it could 

cause the institution to grow too rapidly. MEs may not consider marketing as an approach 

to managing growth. In fact, many MEs do not even have formal marketing strategies. In 

some locations there is such a great demand for services that the organic growth generated 

by word of mouth may be more than the office can handle. However not all office have a 

problem with too much demand. In some cases MEs have to develop marketing strategies 

to generate interest in their services. The critical marketing challenge for young MEs is to 

ensure that the branch and the institution a a whole has the capacity to deliver what they 

promise (Churchill 1997) For MEs that operate in competitive environments like 

telecommunication marketing is a critical trategy to recruit n w clients and tor tain existing 

ones. In managing growth, marketing helps to determine the institution s growth pattern. If 

an SME pur ues an intensive growth approac~ where the institution attempts to increas the 

productivity of its existing human resources by implementing new technologies and/or new 

products the ME needs a marketing strategy to inform and educate its current and 

prospecti e customers about this new approach. If the ME follows an extensive growth 
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pattern. ' ·b r it taff and open n v. offic . it need to d v lop a 

marketing trat g_ t intr du th in titution to n \ communities (Harp r, 1995 

s n ed to identi th ir appr a h to growth to d t rmin th ir marketing trat g . 

at differ nt tag in their in titutional de elopment will a urne different gr wth trat gi 

In addition t th institutional tage ariou factor must be considered in d loping a 

growth appr ach, uch a th financial and human re our e required, th ri k and the 

potential return and the tim frame. Ansoffs Product Market Matrix, outlined in Figur 3, 

present four different growth approacbe depending on the mixture of new or e isting 

products and markets. 

Figure 2.3.4 An off' Product Matrix 

Markets E i tiog product New Product 

Existing Markets Market penetration Product Development 

New Markets Market Development Diversification 

Ada ted from· Ha p er Ste hen rp , p ( 1995 . Guide to Mana in ) g g Growth in y our Emer in g g Bu ioes pp 75 

Market Penetration· the strategy of market penetration tries to get more mileage from 

existing product and markets. Although the trategy may include opening new offices in 

new geographic markets the d mographics of the firm's market do not change. The main 

risk associated with tllis strategy is that a business is likely to encounter competition as the 

market matures. If the business ha not invested in research and development, a more 

innovative competitor may usurp its market. This is particularly the case if management 

which is not looking at the horizon for new opportunities become o focused on operations 

it does not see a shift in customer interests that could cau e the market to dry up. This 

approach is most common strategy for MEs. 

Market Development; Market d veJopment invol es taking existing product to a new target 

market. Firms employing the market de eloprnent approach broad n their reach to includ a 

different set of potential customers. Market development encourages management to vie its 

business as a customer problem-solver rather than a business that sells products. By 

de eloping new markets, the firm reduces the likelihood it will get caught in the quicksand of 
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b ing a ne-pr du ~ ne-market busin . Howe r, m 1 rt to find new mark t . the 

bu in must not o erlook th importanc of updating th pr du tor improving it rvices. 

Product D lopment· tb logic to the product d elopment growth trategy is that, b au e 

th fmn already under tand it cu tomer it hould be able t d elop additional pr ducts to 

meet their needs. The decision to cho e tbi approach is based on the premise that it is too 

difficult or t o co tly to attract new cu tomers or it i less expensi e to get curr nt cu tomer 

to spend more money on each vi it. The product de elopment trat gy reduc the ri k of 

technological obsolescence and encourages the firm to experiment and bring new people 

into the bu ines who have difti rent perspecti es. However, this approach limits the firm s 

potential market. In addition the business must guard against spreading itself too thin and 

becoming product driven instead of customer driven. This approach must be led by market 

research to ensure that the business does not lose sight of customer needs. 

Diversification· the diversification approach is a two-dimensional growth strategy for a firm 

that wants to introduce new products and enter new markets. This involves greater risk than 

the other approaches and it may place a strain on cash flow and profitability. ince the fum 

has to learn many new things at once, it is easy to make mistakes. These risks are 

exemplified by the case of Corpo ol a now- bankrupt ME in Colombia, which almost 

simultaneously launched three new untested microfinance projects. The diversification 

approach may move a business away from its core competencies. CorpoSol not only entered 

an unfamiliar rural market but it also initiated retail activities which required a completely 

different set of skills than providing financial services. The business world is littered with 

successful firms that tried to enter markets that were too far from their strengths and failed. 

This approach works best if the firm enters related market and deals with related 

technology product or type of ervice (Boyett at all 2000) 

2.3.5. Financial Control 

Financial resources are essential for business but particular requirements change as an 

enterpri se grows. Obtaining those resources in the amount needed and at the time when they 

are needed can be difficult for entrepreneurial ventures because they are generally considered 
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m r ri k ' than tabli h d nterpri . During gr wth, entr pren ur mu t acquire finan in 

in e er incr asing amount to undenvrite growth and in most in tances th ir nture ar too 

mall to attra l uffici nt apital or t go public th refor th find them 

occupi d with managin capital a et and finding fmancial re our es Holtz, 2005 . 

When consid ring the ources of financial re ources, a bu in ss n ed to d cide bet e n 

equity financing r us debt financing and internal ource ersu external sources. Debt 

financing in ol es an intere t bearing instrument u ually a loan, the payment of which i 

only indirectly related to the ale and profit of the enture and requires that orne ource of 

as et be used as collat raJ. quity financing on the other head does not r quire collateral and 

offers the in estor some form of ownership position in the venture. The in estor bares in th 

profits of the venture as well as any disposition of it a ets on a pro rata basis. Key factor 

favoring the use of one type of financing over another are the availability of fund tb assets 

of the venture and the prevailing interest rate . Usually an entrepreneur meets financial needs 

by employing a combination of debt and equity financing (Hisrich 2002) 

InternaU generated funds can come from several sources within the company: profits where 

all the profits are put back into the venture sale of little used assets· assets whenever 

possible should be on a rental basis as long as there is not a high level of inflation and the 

rental tem1s are favorable, reduction in working capital to include inventory and cash 

extended payment terms from suppliers although car must be taken to ensure good supplier 

relations and continuous sources of supply and accounts receivable where we collect th 

bills more quickly. External funds need to be evaluated on three bases· the length oftime the 

funds are available the costs in olved and the amount of company control lost 

Mueller (20 1 0) provides several options for obtaining cash for a growing business· 

Traditional bank loans· the local bank can offer low interest rates and long repayment 

plans. "The negative to a bank is that the loan can often be ery bard or next to impossible to 

obtain " says Rick Kahler a certified financial planner with Kahler Financial Group in Rapid 

City S.D . "Also most bank loan are 'recourse' meaning if there is a default the bank can 

go after personal assets as well as any collateral secured by the loan." Go ernment .loans· like 

traditional bank loans loans with a government guarantee can be tough to get and the 
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an b pain takingly I ng. It' not un omm n fi r p tential b rr wer t bail fore 

the loan i approved. Ho\ r a go emment I an om ith a lov int r t rat and long 

r paym nt t rm . oan from family and friend · o on wan d 

more than our to ed ones or good friend . so then are t and d ar 

ource. In return for th loan, the new I nder could recei a d c nt intere t rat on the loan-

b tter than a bank D or money market fund. A partn r· if on is willing t share future 

uccesses con ider taking a partner wb can pour orne money into th bu ines but whil a 

partner could bring cash he could al o bring her own ideas about how to run the busin ss. 

Besides obtaining cash to sustain the growth it very important that the enterprise maintain 

good record and financial controls over su h activities as cash flow inventory receivable , 

customer data and costs. In order to support this effort it is helpful to consider using a 

software package to enhance the flow of the information. With a growing entur it is 

sometimes nece sary to enlist the support and services of an accountant or consultant to 

support record keeping and financial control (Hisrich 2002). Crijins (200 I) advises 

bu inesses to build solid relationships with professionals -- Early on, find a good accountant 

a good lawyer and a good banker. They can help you set up the financial system and legal 

tructure you'll need later when business takes off. Develop a solid relationship with each 

communicating regularly about your business. Straightforward and honest communication in 

good times goes a long way toward ensuring their support when you need financial backing 

or professional advice 

2.3.6. H uman Resource Development 

The foundation of any SME is the interaction between the institution and its customers. Tllis 

bottom-up view of the institution appropriately emphasizes the critical role of staff as the 

foundation of the business and places human resource development a a top priority for 

managing growth. If the firm places a premium on its people, it needs to create an 

atmosphere that makes the firm the best possible employer to the people it wants to attract 

and keep. ince non-profit organizations are typically constrained by limited resources, they 

have to be particularly innovative in hiring and retaining quality staff. Firms will grow only 

to the extent that they have the right number of people in the right place at the right time with 
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the right capabilitie . en firms. like . ar parti ularl vuln rabl to th 

cons quence of bon-changing the p pi ide of th b ine . In th ervice ctor the 

finn's emplo e ar i pr due - if th firm doe n t ba the right numb r and type f 

employe : it run th dang r f b ing out of sto k (Harper. 19 

Human resource managem nt focu e on is ues. uch as hiring, training, and moti ating 

taff, within th context of a growing institution. ln doing o it empha iz th imp rtanc 

for a growing firm to invest in its employees so the can grow in parallel with the bu iness. 

Generall , the new venture does not ha e the luxury of a human re ource department that can 

interview hire and evaluate employee . Most of these decisions will be the responsibility of 

the entrepreneur and perhaps one or two other key employees. As the finn grows, the 

department would need to be boosted so that it can handle the demand. 

While managing HR presents significant challenges to a fly firm mall and medium 

enterprise ( MEs) face unique challenges that stem largely from their size (Greening 

Barringer & Macy 1996). While economies of scale permit larger organizations to employ a 

team of sp cialists to address the complexities involved in managing HR programs this is 

not a viabJe option for many MEs. The cost as ociated with hiring highly trained HR 

professionals on a full-time basis are likely to be prohibitive for many smaller organizations 

(Arthur 1995). As a result, HR activities often become the responsibility of general 

managers (Longenecker Moore. & Petty 1994). This is problematic for two reasons. First 

the complexity of man HR activities is likely to result in them becoming a significant drain 

on managerial time and resources. As such HR tasks may interfere with managerial 

responsibilities that are directly related to revenue production (Cook 1999). This problem i 

even more critical given that scarcity of managerial talent is often cited as a key factor 

limiting growth in MEs (Arthur 1995 . This scarcity of managerial talent increases the 

opportunity costs associated with time spent on HR. administration by ME general 

managers. econd many HR tasks in olve substantial complexity and thus the quality of 

HR decisions may well be affected by the fact that general managers often lack significant 

training and expertise in HR. Greer Youngblood & Gray 1999). 
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ME al o fac umqu chall nges with r gard to th attraction and ret ntion of emplo 

ttraction and retention is clear! linked to the ability to offer a comp titi e b nefits packag 

(William & Dreher, 19 2 . H we er. ince benefit co declin as firm b me able t 

aggregat ri k aero a larger number of employ urton & McFadden, 1992 , ME ar 

at a disad antage in their ability to offer competitive pa kages and, in turn attra t and r tain 

emplo ees. 

2.3.7. Organizational tructure 

Most organizational structure represent their companies histories instead of their promise. 

The organizational design reflects old political adjustments and past strategies and does not 

pro ide a power base on which the business future growth depends. To consider the future, 

businesses need to ask why the organization is currently designed the way it is. Does the 

design indicate a holistic picture of the organization or did it develop through a series of 

incremental changes where pieces and parts were added here and there? A need may go 

away a problem gets olve~ or a constraint disappears, but tl1e past often lives on in 

organizational charts. To effectively manage growth companies may need to rethink their 

organizational design by looking to the future (Tomasko, 1993) 

In small companies the organizational structure tends to evolve with little conscious planning 

certain employees begin performing particular functions when the company is new and retain 

those functions as it matures. The natural evolution is not bad at all. Unplanned structures are 

section project however and growth typically creates a need for organizational change. 

Periodically therefore the entrepreneur should examine structural relationships and make 

adjustments as needed for effective team work ( Arthur 1995). 

In designing the organisation structure the organisation should decide whether they want a 

lean, flat and simple structure or a complex one and whether the structure will facilitate 

effective flow of infonnation. 

Lean Flat, and Simple; Large companies around the world are downsizing rightsizing and 

reorganizing to cut costs and to establish organizational structures that are responsive to 
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Flow of Information· in organizational hi rarchies, the most difficult path of communication 

are those that go up the chain of command. These paths are too conge ted with concern 

about authority accountability dependency evaluation lead rship and tatus to serve a 

effective communication conduits. In most busines es information- and rumors- flow 

fastest across the hierarchy from peer to peer. Less en rgy and effort are required to move 

horizontally-the lesson for organizational design is to minimize the vertical height of the 

structure in favor of horizontal expanse (Tomasko 1993) According to Arthur ( 1995) strict 

adherence to the chain of command is not advisable . An organization in which the primary 

channel of communication is rigid will be bureaucratic and inefficient but at the arne time 

frequent and flagrant disregard of the chain of command quickly undermin s the position of 

the by- passed manager 

Historically the span of management control has been approximately one manager for every 

five to seven employees. Although some authorities have stated that six to eight people are 

al l that an individual can super ise effectively the optimal span of control is actually a 

variable that depends on a number of factors. Among the e factor are the abilities of 

subordinates advances in technology and management techniques making it possible to 

increase that ratio (Cook 1999). The organizational design should also consider the flow of 

communication across the membrane of the firm between employe on the inside and 

customers and suppliers on the outside. Boyett (2000) ugge ts that the strongest structure is 

one built without walls- walls between people walls b tween business units and walls 

between businesses and their customers. 
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2.4. The place of In titutional ultur in an aging gr tb 

Every busine has a di tinct culture. lt reflec the values f the firm and it attitude ab ut 

change. technology and risk. The firm s ulture also affects what deci ion ar made ho 

they are made and bow well th ar implemented adler et al 1992 . orp rat culture 

affects management s attitude toward customers employees shar hold r and comp tit r . 

These attitudes determine the types of growth strategie the firm is willing to con id r and 

the extent to which people are committed to implementing th trategie that are eJected. 

Institutional culture also includes the informal procedures that em rge in the organization 

operations. ometimes these complement formal arrangements by providing structures to aid 

work accomplishment· in other situations they may emerge in reaction to the formal 

structure-to protect individuals from it. Organizational architects ne d to con ider the 

unwritten rules that guide the behavior of employees and determine if they are contributing to 

or detracting from the growth of the business. In a rapidly growing organization tensions 

may emerge between the old institutional culture and the organizational structures that are 

required to support growth. One cannot see the corporate culture. It is not a budget Lin item 

and it does not have a monetary value. But it does have an economic value. In succes ful 

institutions, culture represents one of the most important a sets of the organization. 

According to Tomasko (1996) for a growing company to succeed, growth has to be a part of 

the corporate culture. 'Being a part of something bigger than ourselves and building 

something that can outlast ourselves are important era ings. Growth is an anxiety-producing 

process that requir s vision courage tenacity and cunning ... but it is better than the 

alternative (Tomasko 1996 p. 17). The bottom line for an expanding organization is how it 

positions its employees for growth. Organizations shape the way people interact. An 

organization is focused on moving forward when taJk about growth permeates con er ation 

throughout the company. No company can go for growth unless its employees want to get 

there just as much. There are various lements of organisation culture to include ideology 

and vision leadership communication, ustomer service inno ation integrity and hone ty 
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2.4.1. ldeolo and i ion 

ke step to building a durable, growing compan is to defin and articulat i or 

ideology. Collin and Porras 1994 tate that ideology bas two omp nents: c r valu and 

purpose. Core alues are the organization· s e senti a] and nduring ten t n t to b 

compromised for financial gain or short-term exp diency. or alues · do not way with the 

trends of the day nor do they shift in respon e to changing market conditions. The purp 

the set of fundamental reasons for a compan s existence--why doe the company exi t in 

the first place? When properly conceived the organization s purpose is broad fundamental 

and enduring. A successful company continuall pursues but ne er fully achie e its 

purpose- like pursuing a guiding star. For example "Disney cane olve- from rinky-din.k 

cartoons to full-length animated movies to the Mickey Mou e club to Disneyland, to box 

office hits to Euro Disney and to who-knows-what in the twenty first century- yet never 

outgrow the core task of bringing happiness to millions. 

Management s concern for the present-no matter how successful the business- mu t be 

complemented with a vision of where the firm will be in 7 to 1 0 years. This vision makes the 

core ideology real and applied. The corporate vision spells out what markets the firm will be 

in, its anticipated size in terms of employee and ac; ets and whether it will be a domestic 

and global enterprise. The vision should al o indicate whether the ftrm will be publicly 

traded and whether it will acquire other firms. Developing th vision does not replace long

term planning· it facilitates the planning process. Like the purpose, the corporate vision 

serves as the orth Star in every decision to b made by every manager at e ery le el very 

day (Harper 1995) 

2.4.2. Leader hip 

Leadership bas a significant impact on the institutional culture although the extent of its 

importance is debatable. orne of the literature suggests that the chief executive officer and 

enior management determin the corporate cultur . For example Harper points out that 

management cannot afford to lea e the formation of corporate values beliefs and priorities 
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to chance. According to Drucker 1 92 the foundation f fli ctive I ad r hip i thinking 

through the organization s mi ion. defining it, and tabli hing it. clear) and i ibl '· h 

leader et the goal ets th prioritie , and ts and maintain th tandard . ad r hip i 

re ponsibility not a rank or pri ilege. he challenge for managem nt i id ntify the 

institution informal culture and to work with it. Durable u tainable companie ha e to 

remove their dependence in one individual charismatic 1 ad r. ollins and P rra belie e 

that it is not the quality of leader hip that eparates the be t companie from th re t. Man 

companies have excellent leadership. It is the continuity of quality leadership-particularly 

home-grown management-that preserves the core ideology. Th mo t ucce ful 

companies have better management development and ucces ion planning than th ir I 

accomplished peers. Managing growth is quite often a chall nge to entrepreneur a it 

requires a mindset change from founder to manager et founder are not always good 

organizational members and may fail to appreciate the value of good management practices 

(longenecker Moore &petty 2000) Growing venture requires professional level management 

and it cannot accommodate management that largely relies on past experience rule of thumb 

and personal whims. All the above is conceptualized in achieving entrepreneurial leadership 

which is defined as the entrepreneurs ability to anticipate envision maintain flexibility think 

strategically and work with others to initiate change that will create a viable future for the 

organisation (Kuratko 2004). Fred smith founder of Federal express identified his role 

during the rapid growth stage as a 'transitional state of mind when h had to develop the 

ability to assimilate information from many different di ciplines synthesize his vision into 

workable plans and learn to trust his people to execute activities that achieve success ( Holt 

2005). 

The entrepreneur s role as a strategist is al o crucial. They must transform their behavior 

from making strategic decisions based on intuition to making strategic decisions based on 

formal strategic planning. This transformation i shown conceptually in figure 2.4.3 b. The 

entrepreneur becomes a strategist to carefully plan long term market and product 

development and to obtain the human material and financial resources necessary to 

implement plans. Given th changing role of the entrepreneur there is constant pressure on 

his time and it would b required of him to learn to d legate. Through delegation of 
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authority a manager grants to ubordinat th right to act r t make d 

2008 . 

Angela (2009) tated 'An ntr preneur' role as the founder of the bu in . i to formulat 

strategic goals et the direction of the compan and lead th team in th creati e path 

desired. It is not appropriate for him to b a micro-manag r and in i t on knowing aJI the 

details of operation. Doing so may in fact stunt the growth of the company and pre ent it 

from taking on the opportunities that it hould b taking 

Figure 1.4.2 Transition from intuitive deci ion making to trategic Management 

Decision based on intuition 

Founder's decisions are 

based on personal 

judgment and past 

experiences. Little formal 

planning or strategic 

evaluation occurs 

Transition from start up 

founder to 

organizational leader 

and strategic manager 

Decisions based on 

strategic planning 

1 
Founder's decisions are 

based on systematic 

plans and developed 

--+ through formal strategic 

analysis and through 

competitive evaluation of 

industry markets 

Adapted from Carlo Moore (2008):Managing mall Business; an entrepreneurial emphasis pp 384 

2.4.3. Communication 

The chief executive officer sets the tone for communication in the busines . If he or she is 

open sharing and attenti e to what other people in the company ay the chief e ecutive 

officer will see this tran parent behavior in employees. If the chief executive officer is 

reticent with information others will follow suit. ornmunication is a two-way street, and the 

most important side of the street is usually the less traveled. Listening to key stakeholders is 

critical. It will help senior management to know if the core value and vision of the firm 

have been internalized by staff and to understand the informal culture of the firm. In 
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addition the p r p ctives of the stak holders m t b incorp rat into th firm' trateg , 

particularly with regard to und r tanding the need ofth mark t Hawkins 1 7 

2.4.4. Cu tomer rvice 

In an service industry one core alue that ha to b retained i th commitment to custom r 

ervice. As the institution grow it will retain it commitment to it customer only if 

customer service is a critical component of the corporate uHure. am Walton captured the 

essence of Wal-Mart s number one cor value: 

We put the customer ahead of everything el e ... .If you re not erving the customer or 

supporting the folks who do then we don t need you .... We ex.i t to pro ide alue to our 

customers-to make their lives better ia lower prices and greater selection· all else is 

econdary (Collins and Porras 1994 p. 70 74) 

Customer responsiveness begins with a commitment by the bu iness to a life-long 

relationship ith each customer. For this to be pos ible the flllil must have a long-term 

outlook. Many ME living from one two-year donor contract to the next, are unabl to 

assume the long-term vision that quality customer service requires-this one reason why 

MEs have to be committed to financial self- sufficiency. Businesses that pro ide excellent 

service see themsel es as customer problem solvers. If the firm sees itself as a customer 

problem sol er it will go out of its way to ensure that its products are indeed achieving that 

objective (Harper 1995) 

Repeat customers are not necessarily satisfied custom rs. Retention hould not be confused 

with loyalty. This is especial! true for ME that operate in monopoly markets. It is ea y 

for a high- growth business to take its current clients for granted. Its efforts to attract and 

serve new customers may overshadow the need to pro ide first-class ervice t cu tomer . 

Customer ser ice research has determined that it takes fi e time more money to find a new 

customer than to retain a present one. Customer who had a bad experience with a firm 

usually tell at least nine other potential or existing cu tomers. Research also bas indicated 

that 96 percent of a company s dissatisfied customer ne er complain to company but they 

tell a lot of other people. It is cheaper to invest in cu tomer service and in resolving customer 
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complaint than to in e t in attracting n 

The bottom line is growth b gin with customer retenti n. r to gro . th y ne d l 

keep their present cu tomers and attra t new one . Both the ke ping and the attracting will 

be easier if the ME pro ides excellent cu tomer rvice. D pending on the firm' growth 

strategy growth could include increasing the d pth f the relationship with each custom r by 

cross-selling products where appropriate, a well as increasing the numb r of cu tomer 

Drucker 1992 

2.4.5. Innovation 

Closely associated with customer service is the importance of innovation and adaptabilit . 

What worked well for the company yesterday may be less effective today and ob olete 

tomorrow. Growing businesses need to inno ate and adapt constantly to meet the changing 

needs of their clients and to keep one step ahead of the competition. Many large businesse 

are now trying to act like emerging businesses. It was n t long ago that emerging firm 

wanted to operate like Fortune 500 firms. Today more and more Fortune 500 firms are 

adopting "corporate entrepreneurship in their strategies and cultures o they can be more 

opportunistic and agile. In its effort to be large and entrepreneurial 3M tri es to ha e 25 

percent of the firm's sales five years from now from products that do not exist today. he 

frrrn's culture rewards innovation and unconventional thinking. Merck, the pharmaceutical 

company embraced a strategy of consciously yielding market share as products became low

margin commodities thus forcing itself to innovate in order to grow (Collins, 1994). 

Businesses with enture orne or entrepreneurial cultures tend to be ery adapti e. In 

gro ing firms people at all levels are accustomed to doing things they ha e never done 

before. They take pride in their ability to rise to the occasion. To b innovative, 

management should realize that every employee i a ource of idea not ju t a pair of hands. 

Growing businesses have too few people to begin with and they cannot afford not to 

capitalize on the full potential of each employee. orne busine ses expect one new idea per 

employee per month. 
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For a growing bu in to continu growing it has to e a I aming organizati n that monit rs 

the market and can the horizon looking for lu or tr nd . It need to b proacti e b 

regularly analyzing how can it and b tt r Th re may b a tenden in matur 

as ume that becaus their curr nt financial pr ducts are u ce ful, they hould continu 

to operate the way they are and j u t increase the cal of th ir p ration . But the "if it ain't 

broke don t fix it philosophy do s not work in bu ine s. ucce sful firm are con tantl 

inno ating and upgrading and they spend a significant percentage of their budget on re ear h 

and development. MEs should first sp cialize and succeed before they b gin to add new 

products and even then the addition of inno ati e product houJd be very d liberate 

(Churchill, 1997) 

2.4.6. Hone ty 

Although this aspect of institutional culture is not discussed at length in the literatur 

honesty is a critical cultural characteristic particularly in a growing SME. ln small 

institutions it is easy for senior managers to ensure that staffs are honest and trustworthy. As 

the SME grows and becomes decentralized senior management has found other means to 

monitor the moral integrity of its staff. Fraud prevention strategies usually focus on internal 

control procedures and the use of internal auditors. However for MEs the most effective 

means of deterring fraud may be acti ely integrating honesty into their institutional culture 

(Churchill 1997) 

As with other aspects of institutional culture inculcating honesty begins b fore an mployee 

is hired. From the interview to orientation to ongoing staff training MEs must constantly 

highlight that honesty and trust are the fulcrum on which all their business relationship rest. 

Fraud in ME amounts to stealing from colleagues and stealing from low-income persons, 

and can undermine both the social and the financial objectives of the business. A a result it 

is e eryone s responsibility to protect the institution from fraud not just managers and 

internal auditors. MEs that are able to incorporate this thinking into their in titutional 

culture create peer pressure which may be a more effective deterrent than a host of internal 

control procedures. 
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HAPTERT HODOLO 

3.1. Re earcb De ign 

This was a case study of untra In estment Bank. The tud ther fore inv I ed an in-depth 

xploration of managing growth at IB but cannot b u ed to gen ralize for any oth r 

company or industry. Kothari 1990 described a cas tud a a car ful and complet 

examination of a ocial unit in titution famiJ cuJtural group or an entir c rrununity. 

case study he argued embrace depth rather than breadth of a stud . 

3.2. Data Collection 

The study used both primary and secondary data. Primary data was collected through in

depth interviews. An interview guide was used to help teer the interviews as well as to 

ensure crucial data is not forgotten during the interviews. The interview Guide wa 

subdivided into three sections namely· Growth which sought to under tand how IB had 

grown over the years Approaches to Managing growth which helped understand how IB 

had managed growth and the place of institutional cultur in managing growth which helped 

understand how Suntra had dealt with the culture of the company to manage growth. The 

interview guide made use of open- nded questions to allow respondents to explain 

phenomenon in their own words. The interview allowed for probing clarifying issues and 

addressing any concerns which assisted in gaining a clear und r tanding of is ue . The target 

respondents of the study were the Managing Director and the Assistant General Manager 

Finance. This was because the Managing Director hold the vision for the company and 

therefore plays a key role in managing growth while the AGM had been with the company 

e er since inception and was instrumental in detailing the growth over the years. Primary 

data assisted in addressing the research objective which was to determine how TB as an 

ME had managed growth 

econdary data was obtained from the company s records such as published financial 

statements in-house magazines and publications. Data was al o obtained from trade journals. 
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magazines web ites and internal communication m dia like th noti e board and p t rs. 

Thi method a isted in obtaining dat uickJy and ch aply and al in pr bing when 

colle ting primary data. condary data h lp d to id ntify th growth curve of IB 

3.3. Data Analy is 

Data collected from the study was qualitati e data. The data was cb eked and dited for 

completeness and consistency. A content anal sis wa th n p rformed on the data to allow 

for an in-depth understanding of issues in the case. achmias & Nachmias 1996 defined 

content analysis as a technique for making inferences b systematically and obj ctively 

identifying specified characteristics of message and using the same approach to r late to 

trends. By performing a content analysis a clear understanding of re pondents answers was 

obtained. This approach bad been used successfully by otb r re earcber for previous similar 

studies like Muse 2006) Kathuku (2005) and Mulema (2004). 
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CHAPTER FO :D T DI 10 

4.0 Introduction 

Thi chapter gives a detailed analysis of the data collected by th re archer. Data c llect d 

from the respondents was qualitative and was ch eked and dited for completene and 

consistency. A content anal sis was then carri d out on th data obtain d and the finding 

were presented in form of brief discu ions on the growth of the company the approache 

adopted to manage both growth and the organisation cultur and on what informed tho e 

approaches 

4.1 IB Growth 

IB had gone through various growth phases since it in eption in 1990. The initial pha e of 

slow growth lasted for more than ten years. During thi period there was minimal growth in 

revenue the company was limited to one line of business being brokerage of shares and the 

staff force remained below 20. The company had started off a an agent of the and was 

operated from a small office in Common Trust House in the city centre. In 1994, IB then 

Suntra tocks was admitted as a member of the E and granted a license as a stock broker. 

This had resulted in more direct business coming into the compan and pushed the revenues 

a notch higher. Growth at ffi was directly related to the performance of the capital markets 

which is pegged on the performance of the economy. During the nineties the conomy was 

performing below par and in fact from the year 1996 to 2002 the E 20 share index was on 

a decline from 3500 in 1996 to 1300 in 2002. It was not until the year 2002, when there was 

hope of an improved economy with an anticipated change in government that the company 

had started experiencing significant growth. The change in government in 2003 marked the 

tart of the rapid growth in IB life cycle. This wa a period of unprecedented growth of the 

stock markets and several companies issued lPOs the hall mark b ing the Kengen IPO which 

was issued in 2004 and that completely changed the dynamics of the stock markets. During 

this period SIB had experienced a spurt in the growth of re enue with the operating incom 

growing from 30 million in 2002 to Ksh 207 million in 2006 the profits grew from 7 million 

in 2002 to Ksh Ill million in 2006 while the market share had grown from 1% in 2002 to 7.7 

37 



% by the year 2006. It was al o in the ame p riod 2 c mpan wa li en ed 

an in estment bank which had enabled it to incr ase it o.fli ring t th cu tom r to in tude 

financial advisory. tran action ad i or and facilitating pri ate plac m nt for ariou 

companies. It i in the year 2006, that the company reach d i maturity tage 

IB bad gone through intensive growth during the initial phase where increa m 

productivity was achie ed without increasing the capabilities. Howe er, thi changed t 

e ·tensi e in the rapid growth phase where the increase in producti it was matched by an 

increase in capacity. It was during the rapid growth phase that the company had changed its 

offices first from the common wealth hou e to the 1 Otb floor of nation centre. Later on the 

company increased space by taking more space on the 7th floor of the same building and in 

2006 additional space was acquired b taking up a whole floor in Cambrian building also 

located in the city centre. The company had also increased it p rmanent staff from 20 in 

2002 to 51 in 2006 

Generally during the rapid growth phase IB had the following experiences. At orne point 

the staff morale wa low because there was an increase in workload which did not 

immediately result in an increase in the pay package. As a result the staff felt they were not 

getting value for their service and some actually left the company. Tn addition there were no 

formal recruitment policies and often times positions were filled with people who did not 

ha e the job specifications. There was a strain on the ability to honor obligations. This was 

mainly because of high pre alence of fraud which strained the company s resource given 

that they had to compensate the clients. The existing information system was found to be 

deficient as it could not support the growth and the company needed to replace it. There was 

an increase in clients complaint on cu tamer service 

IB experienced a sharp decline in growth in the years 2007 to 2009. This marked the 

decline stage in the organisation life cycle. During this period the profit fell from Kshs 111 

million to a loss situation in 2009. This was directly attributed to the political uncertaintie in 

the country preceding the 2008 general elections but also by the challenges experienced 

during the growth phase the main one being fraud as a result of which there was a great loss 
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of investor confidenc but al o a direct los of fund to th compan as the had to 

comp nsate th in e tors for th am un t. It was during thi period that eraJ 

tockbroker firms were put under recei er hip and som n r rec ver d and ha e sin e 

gone under. However IB survived thi p riod and as at th tim of the tud it 

profitability. ccording to th arning re uJts for th flr t half of 20 l 0, the finn' total 

income was KE 79.4 million c mpared to KE 35.1 million in th am p riod a ear 

earlier. Income from brokerage c mrrti ion almo t doubled to 32 million. fr m K 19 

million a year earlier becoming the main source replacing inc me from the firm's dir t aJ 

of shares commonly referred to as dealing sale . The compan posted pretax pr fit of KE 

18 million from KES 19 million pr tax losses suffered last year. Improved bu in at th 

SE and cost cutting through restructuring had pulled the Bank from loss making territory to 

the profit zone. 

ill had desired to grow so that it could meet its stakeholder s objectives th main one being 

to maximize shareholder value and maintaining the brand name. The company had also 

aimed at getting listed on the E so that they could attain the true value for the shareholder 

where their shares could trade openly as opposed to the over the counter trades where bids 

may not be a true reflection of the share worth. 

4.2 Tran ition from Emerging to Emergent Organi ation 

SIB had grown from an Emerging to an mergent organisation over the years. This transition 

was marked by change of the organisation from an entrepreneurial enterprise that was lean 

and flexible to a profe sional firm that was structured into various departm nts and that made 

strategic as opposed to intuitive dedsions. To manage this tran ition IB had deployed orne 

of the principles stipulated by the Lowe foundation and faced challenge in implementing 

others. IB had reinvented the vision of the company from b ing a leading investment bank 

in Ken a to being the leading and distincti e in e tment partner for wealth creation in Africa. Thi 

had added an element of quality to their vision as \ ell as extending the cope of the busines . There 

had been a lot of effort put L0\1 ard the top management surrendering overeignty. For many year 

lB had been a small bu iness where respon ibility remained at the top and there wa little 

delegation. However with the growth of the company top management agreed to are tructuring of the 
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compan where e eral department v re reat d andre n ibility, pu h d do' n t the ariou 

departmental manager and the top ex cuti e ' re left to focu n the ' i i n of the c mpan . 

Howe er this ~ a no mean ta k and it' a often found that d i ion that could ha e been mad at 

the departmental le el were still being made at an executi e le el and to er om thi . the board 

re ol ed to change the e ecuti e management. 

During the period of earl growth it' a ery eas for the com pan to' rk a a team gi en the mall 

number of employee . However with the rapid grovtth ofthe com pan 18 hade perienced a de line 

in the team spirit. This was so because some people were feeling the owned' th compan gi en 

their long heritage and were not willing to integrate new member into their grouping. ln addition 

there was a major breakdown in the communication and e en if a taff member had brilliant idea the 

company did not have channels to hames these idea . a re ult the entrepreneurial pirit went 

down and the company could not remain competitiv a if offer d the ame product to the industry. 

To overcome these challenges, SIB had organized arious team building events and made ure that 

new members were inducted on the vision and alue of the company. Tn addition 1B had held 

ariou meetings with staff where they were encouraged to share idea . Management had al o u ed 

these meetings to communjcate to the staff variou upcoming issues in the company 

4.3 Approaches to Managing Growth 

The study established that IB had gone through a typical organisation life cycle marked by a 

period of slow growth rapid growth, maturity and even a decline. Throughout the cycle 

management had adopted various approache to manage its growth. The e approaches are 

detailed below. 

4.3.1 Strategic Planning 

The planning process at IB had evolved over the years of its existence from a time when 

planning was haphazard impromptu and based on the current i sues to formalized planning 

by the top management and entually to trategic Planning. trategic planning was 

informed by the rapid growth of the company where it was seen that management were often 

caught unaware by various changes in the en ironment and had to result to management by 

crisis. This was more so during the period of rapid growth during which although there was a 

serious shortage of resources to include personnel and office space. Impromptu arrangements 
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wer made to hir temporary taff and tak up mor offi e pa . Ho-.v r it tum d ut th t 

the growth was not sustainabl and when it d lin d. th company found i If with exc 

capacities. Be id s the changes in the int mal en ir nment. th apital and mon y 

market underwent major transformations that chang d the wa busin wa d n in th 

market. The transformations had been championed b the increa d u f Information and 

Communication Technology r laxation of g vernment c ntr Is and regional ec nomic 

integrations the ad ent of entral Depositor y terns for go ernrnent s curili in 1997 and 

the airobi Stock Exchange Automated rading ystem in 2005, th resurfacing of th a t 

African Community coupled with more ophisticated client had ignificantly changed th 

business en ironment These paradigm shifts led to a shift from paper-ba d t electronic 

transacting borderless Markets, mergers acqui itions and amalgamation , and increa ed 

number of new entrants into the market and as a result it b came imperative that lB re

strategize in readiness for the more dynamic and competitive trade. 

To de elop the strategic plan IB engaged the services of a consultant. The process wa 

championed by the Board members and the top management at an offsite location. The 

planning sessions entailed the reinstatement of the vision of the company where the focus 

was broadened from local market to the continent and the company targeted to be the leading 

and distinctive investment partner for wealth creation in Africa. This was followed by a 

product and a company WOT analysis where the company ought to enumerate its key 

strengths and weaknesses and also the threats and the opportunities facing it. After this a 

situation analysis was done which helped them identify where they were and thereafter they 

developed objectives and strategies to guide them over the plan period to where they wanted 

to be. There were five key objectives which were to achieve a 30% revenue growth per year 

for the next five years achieve an 80% automation level of all busines processes within a 

year and paperless environment in five years Continuously employ dev lop and retain the 

best people develop a new IB culture within a year and to Reduce transaction co t by 

I 0% per annum over the next fi e years from the year 2008 - 2012 

lB encountered various challenges in the implementation of the strategic plan. orne of the 

actions required approval from the regulatory authority in this case MA It took a lot of 
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time to obtain th appro al which d Ia ed the rail implementation. iven th t th 

strategic plan was de eloped b th t p managem nt and the b ard, th re w a I t of 

re istance from the taff on it implem ntation. Thi \! mainly b cau the ta had fi ar 

of the unknown. Besides some of th staf had failed t delegate er th year and as uch 

ere the sole custodians of role the played making tb m indi pen able as at that tim . 

There was also a problem in the communication of the strat gic plan wher it was not 

appropriately cascaded down and th refor lacked own rship among th taff m mb r . In 

addition there were changes in the regulatory framework key among which wa in the 

2008/2009 budget where there was a requirement to increase the shar capital from K h 30 

million to Ksh 250. This change had not been anticipated during the planning and thr w the 

whole plan off balance 

IB took various measures to manage the challenges encountered in the implementation. 

This included training the staff and enlightening them on the benefits that would be derived 

from the strategic plan they also had the Managing Director communicat with the entire 

staff force either as one group or in departmental meeting reinforcing the role of the 

strategic plan. In addition a succession plan was develop d wber people were meant to 

identify successors in their areas and coach them to ensure they could tak over incase the 

upervisor was away. 

4.3.2 Product Offering 

lB had highly standardized offering to its clients. Oth r than a few products wlllch the 

company had developed to serve specific segments of the market majority of it eli nts were 

for the stock brokerage business. This line of business was highly standard as the offering 

was the same across the industry and the delivery was highly regulated lea ing little room for 

customization. IB had ther fore sought to keep their procedures simple and efficient and 

enhanced its customer service to ensure they attracted and maintained many clients. Given 

that SIB had not grown by opening new branches it had been fairly easy to ensure the same 

le el of service for it clients. However the company had contracted arious agents aero 

the country who did not necessarily maintain the arne level of service and commitment to 
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the clients. In as much as tb y had tri d to nga e the agent through m tin thi w a 

challenge that had not been o ercome a at the tim of the tudy. 

B offering standardiz d product , IB had en ured a wider cu tom r r a h, it " a e y [I r 

taff memb r to learn and re pond to eli n qu rie n th ffi ring, th re wa minimal 

product training for th staff, and minimal co t of op ration in e the am chann I wer 

used for deli ery 

4.3.3 Advancement in Management Information ystem 

IB had started off with manual operations but later adopt d an automated ystem· tock 

braking information system ( BI ) to help manage the growth it was experiencing. Th 

decision to invest in an automated system was informed by everal factors. The increase in 

the volume of transactions meant that it would be difficult and inefficient to process them 

manually and automation was seen as a solution for this. Th re bad been changes in the 

systems at the trading floor also from manual to the automated trading system and at the 

share registrars from physical certificates to the central depository sy tern and the company 

needed to upgrade its system so that it could integrate seamles ly with the ther ystems. 

Although on some occasions it was possible for the company to get timely information on the 

changes in the environment to include the regulatory or indu try performance thi wa not 

always the case. There were instances where management did not have the information they 

needed when they needed it which would delay decisions as they tried to get it. orne of the 

information that was not available was on the latest comp titor activities th y rarely had 

information on opportunities and ne threats in the environment and there wa a delay in 

getting information on customer complaints and also in providing timely information to the 

arious stakeholder . All this hampered effective delivery of ervices. In addition lack of 

information meant that management could not make proj ctions for the futur . Efficient 

ystems would ensured all stakehold rs had the information they needed timorous] but also 

that the company was proactive in r cei ing and managing the information from the external 

environment 
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IB had incorporat d the n ed t impr ve it inii nnati n y tern infra tru rure in i 

strategic plan wber it ught to achie an 80% aut mati n l I of aJI busine 

v.ithin a year and a hie e a pap rle i w a hie ed 

by acquiring new deci ion support oftwar called broker k.n -. which was d ne in 2009 

and which replaced BI , de eloping an I T polic , and al thr ugh optimal utilization of 

th email facilities. The company had al o ub cribed to ari u el tr nic j urnal and 

ite which would pro ide timely information on the change in th indu try 

As at the time of the study IB had Plan to further upgrade its y tern to b in lin with th 

current technology where the client will b able to place tran action from th con enience 

of their homes/ offices using mobile phones. When complete tbi will b a boost to the 

cu tomer service but also lead to a ignificant reduction in cost as some of the taff may 

become redundant 

4.3.4 Marketing Approach 

IB bad adopted some of the marketing strategies advanced by Ansoff. Majority of the 

strategies that had been adopted had been developed in the strategic plan. orne of the 

trategies that had been deployed were customer segmentation where IB had segmented its 

clients and had dedicated resources to erve the high net worth client . This was from the 

realization that the high net worth clients were accounting for a significant portion of the 

business. Also this was at the time when the industry especially the banking sector had 

adopted this approach and IB followed suit to stay competiti e but also to ensure it did not 

lose its clients to the competitor . The company had also de eloped some products to me t 

p cific customer needs. It prided it elf in having originated th bond program and the bond 

pricing model that was being used by the E. In addition the company had introduced fund 

management business line where variou affordable unit tru t were on offer to customer 

who felt left out by the key service providers in the industry because the minimum 

inve tments amounts were beyond reach. he unit trusts that were offered had a minimum 

initial amount of Ksh 100 000. IB also offered other products like in e tment advisory and 

pri ate placement. A diversified offering increa ed the revenu streams which fuelled growth 
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lB had also adopted the market p n tration cone pt v. her b th ught t rve m r 

clients using the arne produc . o do thi th c mpany had r cruit d agen from all o er 

th country som of" hom wer tied ag nt and would ther fore brin in dir t busine 

from arious regions in the country. om f the plac that th c mpan was r pre ented 

agents were yeri. Thika Kisumu, Eldor t Mombasa mbu and Kisii. In addition in th 

year 2008, IB had ent r d into an Agency contract with P t bank where by Po t bank 

would act as their agents in the ariou branche . This ga e th c mpan a great b o t in 

revenue especially during Initial public offering gi en the wid branch network at Post bank. 

The approach of using agents was more favored to op ning branches as th y were minimal 

capital outlays and it worked fa orably a opposed to other in e tm nt banks that opted t 

open branches and have since shut down a they could not sustain them. The main challenge 

encountered in running the agencies was that the agents were not branded neither did they all 

strict to the companies policies and procedures and it was a challenge to pre nt a common 

front to all their clients a challenge that wa still prevalent as at the time of the study 

4.3.5 Financing Growth 

There had been continuous demand for finances to support the growth at IB over the year . 

This as a big challenge for the company as it had adopted a strategy of distributing almost 

80% of the profits as dividends to the shareholder . As such wh n the company experienced 

rapid growth they bad to result to external sources of funds to support it. The main channel 

that the company had used was a bank overdraft. This was fa ored as it helped them to meet 

the immediate demands when they occurred. There were strict in tructions as to when trades 

should be settled and bad to ensure that the cash was available. With the bank overdraft 

facility the company had been able to honor all it obligations on time which was a boost for 

them in customer service but al o in avoiding penalties in ca of late payments. The 

o erdraft facility had been secured against in e tments in shares and since the investments 

were long tenn, this had not inconvenienced the company unduly 

IB had also used other sources of fund although to a limit d extent. Th.is includ d a 

reduction of working capital by reducing its debtor . The company deployed a dedicated 

resource to manage debtor and her main responsibility was to ensure that all debts both 
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hi orical and current w r colle t d. B id thi th ompany had r n gotiat d Y. ith th ir 

uppliers to pro ide a 30 da cr clit p ri d. 

In the 2008/2009 budget speech the Mini tcr for mane propo ed m1 IIane u 

amendments to the apital Market Act to includ an incr a f the paid up hare capital 

for in estment bank from a le el of K h 30 million to Ksh.250 milli n \vithin thre ar 

from the date of announc ment. This amendment was not anti ipated wh n pr paring the 

trategic plan. To u tain its growth and conform to th prop ed capital adequa y le els that 

had been proposed ill needed to rai e more capital . To d thi . management re ulted to 

equity financing through a rights issue to th shareholder . h right is ue had kicked off in 

2009 and as at the time of this research it wa still open. The long duration of th rights i ue 

as explained by the fact that the is ue tarted at a time wh n the market p rformance was 

declining and the shareholders found it difficult to take up their rights. However, as at the 

time of the study the market was on an upward trend and managem nt was optimistic that 

they will be able to raise the required amount by the stipulated deadline. m in conjunction 

with other members of the stock exchange through the Kenya Association of tock Brokers 

(KASB) was also considered lobbying MA to extend the deadline should they not have 

complied by then. 

SIB had made changes in its finance department to be in tandem with the growth of the 

company. Initially the company had only one employee in charge of all the acti ities of the 

company including finance. However with growth the company had progressi ely boosted 

the department to be a fully fledged department beaded by a General Manager inance with 

more than ten staff under him. 

4.3.6 Human Re ource Management and Orgaoi atioo tructure 

IB had started off with only 2 employee in 1990. There bad been various changes both in 

numbers and structure over the years of its growth. With the exception of 2006 when th re 

was massive recruitment, the staffmg le els had grown along a normal curve. p until the 

ear 2000 the company bad maintained its taff le el at a relati ely stable position of below 

twenty. The company did not have an elaborate organisation structure and the Managing 

Director as in charge of a lot of the operations with the assistance of one other Manager and 
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there was minimal delegation. ith the rapid gr \\'th in the~ ar t foil w. thi p ition w 

not sustainable. anag m nt bad r aliz d th r ~ a a c n traint n the . i ting tafT for . 

as a re ult of which ther wa a declin in th taff morale. it w found ther \a 

job mismatch and the emplo ee participati n in ari iti wa b lo a rag . A a 

result there was a high rate of taff tum r and th ompan w con tantl filling a ant 

po itions. Further on ther was no sy tematic wa of recruiting taff and ften time acant 

po itions were filled by relatives who had not met th requirem nt for the job and who felt 

protected by the regime and majority were lack in fulfilling their obligation . 

Gi en that there was little delegation the span of control for the key taff had b en ery wide 

and therefore ineffecti e. Sffi made a decision to make changes in the structure. The 

company was divided into business units and each unit was headed by a manager. The key 

units created were stock broking investments R search and trategy Human Re ource 

Internal Audit and the Finance Department. The span of control for each of the manager was 

limited to 7 staff. This meant that there was more efficiency but al o freed the top 

management of routine jobs to concentrate on strategic matters. 

Creation of the Human Resources department had helped to streamline the human resources 

function. The recruitment process v as streamlined to start with request for applications 

which were vetted and only those candidates that had met the minimum qualifications were 

shortlisted to go through the interview. The company also started a training program where 

staffs were trained on customer service interpersonal skills and team work through team 

building acti ities. 

To ensure that the company obtained and retained the high aliber employees by offering 

competitive remuneration packages, it had sanctioned an industry research on the pay perks 

in related companies. Thereafter employees salaries were matched with the industry. 

However there was a delay in implementing this perks during which the company lost some 

of its key personnel to the competition. 
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4.3.7 Managing the Orgaoi ation ultur 

SID had started off like a family unit with only two taff and av onl a fi \.\- additi n during 

the first ten years of its operations. As a result there wa a ery trong nd among the 

employees and they all ascribed to the same although informal alue . s the c mpan 

grew there was evidence of tension betwe n the old organizational cultur and th new 

s stems that were being put in place to support the growth. Majority f this change 

spelt out in the strategic plan and in fact during the trategic plan process management a\: 

the need to change the organizational culture of the company. Thi was pelt out as an 

objective where they sought to develop a new culture within a ear of its implementation. 

While these changes were generally accepted by the employees some fi It that there wer 

okay working as they always had and were not committed to the change . 

SIB had been under the same management for clo e to two decades. IB aw the need for the 

leadership to change the minds t from that of a founder to that of a Manager. However, th y 

too were victims of the long established culture and breaking away from it was a main 

challenge for the company. The Chief executive and the top management erving with him 

had a grip over all the operations of the company. Often times d cisions were made based on 

the personal whims of the decision makers and at times noble causes were rejected because 

they did not align to the old way of doing things. To overcome this challenge the board of 

the company introduced succession planning where every leader wa supposed to identify 

and prepare individuals to succeed them. This would effectively relief them of some 

mundane tasks so that they could focus on the ision of the company. The company also 

hired top managers who would help in bringing in new ideas and more efficient ways of 

doing things. In addition the Human Resource function was streamlined to en ure hiring was 

done professionally as opposed to filling aU acancies with relati e 

IB had weak communication channels. It was often found that employees were not aware of 

the changes happening in the company and neither did management get idea from the staff. 

As a result it was difficult for staff to own the changes. There before it was easy for 

information to flow through informal groupings but the growth in the company meant that 

not all staffs could b reached this way. In the strategic plan the company had a strategy to 
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induct all employees on the ision mi sion and cor alues n th tim of entr and al 

formalize communication by scheduling regular me tings at ral 1 and en urag d 

staffs to not only attend but also to acti ely participate in th di cus ions. hi mad lh m 

feel that their ideas were important and in as much a p ibl managem nt inc rporated 

these ideas into the business. 

SIB had over the years maintained the motto that th cu tomer is king. Whit it wa ea y to 

Li e by the motto when the compan was small and the custom r were fev , it wa highly 

challenged during the period of rapid growth. Initially the clients bad be n accustomed t 

almost personalized service gi en they were few. But with growth, thi att ntion was not 

possible. Besides much as the concept of superior customer service had been adopted early in 

the Life of the company the staff members had not gone through training in customer rvice 

and were found to be below par when faced with large clientele. As a result there w re a lot 

of clients complaints both from poor service which ranged from bow long they took to be 

served the responsiveness to queries and complaints and on why they could not dir ctly deal 

with the top managers as they had been accustomed to. Aggrieved clients with contacts with 

board members constantly raised complaints with them while others complained using 

various channels including the media. Howe er thi was a shortfall that wa al o being 

widely experienced among the many other members of the exchange and much as some 

clients opted to leave majority hanged on. To manage the challenge lB embraced training 

on customer service to improve on issues like phone etiquette and management of clients 

especially those with complaints. The company also segmented th ir clients into four 

categories namely; institutional investors high net worth individual retail investors which 

included low income earners and large and small companies. After the egmentation. IB 

established various sections to offer dedicated ervice to each category of the clients where 

the institutional investors were served by the stock braking Manager and the high net worth 

clients by a dedicated staff while the rest were served by the operation department to offer 

dedicated service to th high net worth clients. 

SIB had actively integrated the concept of integrity and honesty as part of their 

organizational culture. Further on this was embedded as a core value when developing the 

strategic plan. During the early phase of growth, there was no major challenge to this 
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concept. Employees served faithfully and eryone prot ted the takeh lder" alue . 

However during the rapid growth phase the concept of int grity was larg 1 challen d. h 

presence of young inexperienced staff saw an entry of a regirn that wa not k n n har 

work but thrived on trying to get as much money as fast as the could. a r ult th 

company experienced an unprecedented rate of fraud which was p rp trat d b th on th 

company but at times directly to the clients. As a re uJt tb r wer myriad u tom r ' 

complaints some of which were lodged with the regulatory authority. heft f compan ' 

funds also caused a great strain on the company s cash flow and it was b coming 

increasingly difficult for the company to meet its obligation . General! , the capital market 

sector had experienced a great decline in customer confidenc . This wa mainJy b cau 

several stock brokerage firms went down while other were placed w1der rec iver hip. The 

failure of the stockbrokers was mainly attributed to mismanagement but also to a very high 

rate of fraud and several companies found they could not honor their obligations as they fell 

due. To overcome the challenge the company instituted an internal audit department charged 

with the task of strengthening the internal controls but also investigating past cases of fraud. 

All staffs implicated in fraud were promptly terminated. The company also sought to resol e 

the clients' complaints as speedily as possible but also in cases wher it was evident that a 

fraud had been perpetrated by a member of staff the company undertook to pay the client 

immediately and pursued the staff to recover the money. The hiring process wa al o 

streamlined and there was thorough vetting of new employees to ensure they had a clean 

back ground 

As at the time of the study the company had started benefiting from the changes in the 

organizational culture of the company and had mo ed from a Joss ituation to profit. In 

addition there were key changes to the management and massive retrenchment. Thi was 

both a cost cutting measure and a way to weed out taffs that were not committed to the new 

way of doing things. 

4.3.8 Lobbying the Government 

IB bad on everal occasions lobbied the government to adopt strategies that would benefit 

the economy and thereby tb company. orne of these strategies had been uccessful while 
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others were not. One of the succes ful outcomes was th go errun nt adopti n of rai ing 

funds by floating bonds an idea that was conceptualized at m. As at th time f the r ar h 

the company was lobbying the go ernment together with other takeholders to ha e tr asury 

bonds issued by the government trading freely at the stock exchange. This would enhanc 

their liquidity as they would be freely transferable and there ould b no need of 

discounting. 
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CHAPTER FIVE: SUMMARY, CO CL 10 

RECOMMENDATIO 

5.1 Summary of Findings 

The study set out to identify how IB as an ME had grown through it existence and 

identify the approaches that SIB had adopted to manage this growth. The study made u f 

primary data and secondary data. Primary data was collected through personal interviews. 

econdary data was collected from journals websites and in-house publications 

The study established that SIB had gone through a full organisation life cycle marked by a 

period of slow growth which lasted about 12 years between 1990 and 2002. rapid growth wa 

experienced between 2003 and 2006 when the company reached maturity and there was a 

decline in growth in the period between 2007 and 2009. The study established that growth 

for the company was highly dependent on the performance of the economy and the change in 

government at the end of 2002 was a huge milestone for the company due to increa ed 

investor confidence which saw to an increase in investor in the capital market and there by 

positive returns in the company too. 

The study established that SIB had adopted arious approache to manage growth more o 

during the rapid growth phase and the decline stage. These approache were applied to 

varying extents with the key ones being strategic planning, human resource management 

financial control enhancement of the management information ystems and management of 

the organisation culture while standardization marketing and lobbying the gov rnment were 

used to a lesser extent. In strategic planning the company had de loped strategic plans for 

the years 2000- 2006 and for the years 2008-2012. he tudy established that th strategic 

plans were very instrumental in managing growth for it was during the strategic planning 

process that the company had done an in-depth situation analysis and come up with 

objecti es and specific strategies to meet the objectives. In Human Resource Management 
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the re earcher found that SIB had changed the organizational tructur to mat h with th 

growth of the company for effective deli ery. In addition k chang wer made to th 

recruitment process where vacant positions were fill d pr fi ionall through h rt li ting 

and interviewing of candidates as opposed to filling these po ition with relati e , ho did 

not necessarily have the qualifications required. For financial control the company had ort t 

raise funds to support its growth through two main channel · bank o erdraft and a right 

issue. While the bank overdraft helped them honor recurring obligation the rights is u wa 

to raise the share capital to comply with changes in regulation. The researcher found that the 

company had made changes to its management information y terns to make sure it provided 

them with timely and relevant information for decision making. As at the tim of the stud • 

the company was in the middle of implementing an M system that would further nhance 

their service delivery. During the strategic planning process th company had identified the 

organizational culture as a major hindrance to effective growth management. It therefor 

formulated objectives to address this challenge which included changes in the top 

management retrenchment of some staff thorough communication of the organisation 

values diluting the effect of informal groups and proper induction of new employee ' 

As far as standardization was concerned the offering of the company were mainly standard. 

This was because of the high regulation in the industry and limitation of the offering that 

one offers under the licence. However SIB had tried to egment its clients and develop 

products that would suit the various segrpents. There were no deliberate marketing 

approaches adopted but in the normal course of business the company had adopted the 

market penetration concept as it sought to serve more clients u ing the arne products. The 

company had also lobbied the government either individual or through the association of 

stock brokers towards adoption of more product offerings and a more fa arable regulation 

5.2 Conclu ion 

lB had grown from a micro enterprise at inception to a medium enterprise as at the time of 

this study. The company had adopted various approaches to manage growth through the 

cycle. These approaches bad seen to the success of the company at a very turbulent period in 
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the capital markets during which there were se eral tock br k rage firm that w nt und r 

while others were put in receivership and yet other were acquired oth r ntiti that wer 

willing to inject the capital required to sustain the company. !though the c mpan \ ent 

into a loss situation in the years 2008 and 2009 drastic measure taken en ured th compan 

continued as a going concern and it bad since returned to profitability at the time of the 

study. The board of directors at IB played a key role in th trategic planning pr c s a 

their presence gave the strategy the good will required for it imp! mentation. er fi r it is 

very important that companies adopt various approaches to managing growth and t keep 

evaluating the approaches in light of the changes in the en ironment 

5.3 Recommendations 

SIB was successful in managing its growth. However the vision for the company was to b 

the leading and distinctive investment partner for wealth creation in Africa. The company 

seemed to focus on its local customers and there was no mention on how they intended to 

extend the outreach to the rest of the continent. The company therefore needed to engage its 

resources to understand the other markets and develop strategies on how they could reach 

them 

There have been significant changes in the environment which were not anticipated at the 

time of developing the current strategic plan the main one being the requirement to increase 

its share capital by a significant margm. IB needed to revise the strategic plan to 

accommodate the changes 

5.4 Limitation of the Study 

The findings of this research were limited due to some factor ari ing in the course of the 

study. The biggest challenge in conducting the study was due to the fact that most companies 

would like to keep their strategies confidential because they ould use them to gain 

competitive advantage. Therefore the respondent were not very illing to disclo their 

trategie in some cases or gi e details of how they ha e implemented their resp nses. 
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The two interviewee for thi tudy w re th top manag m nt ' hil th mpan 

takeholders are many. he findings f thi tudy ar th r fi r limited t 

management. Last! gi en th tight cbedule ery difficult t 

cbedule a m eting and one that was long enough to co er all th d tail . Th re ar her had 

therefore to dep nd on econdary data t upplem nt m f tb primary data 

5.5 ugge tion for Further tud 

The study focused on approaches to managing growth at lB. bese approache can b 

applied to all companies in an industry and sometime all companies within a gi n sector. 

To understand, the approaches to managing growth possibl further studie could be carried 

out in the other companies within the indu try or the sector. 

Different companies respond to growth in different ways. IB had applied the approaches 

identified in this study. However to gain a full understanding of why 1B had chosen lo u 

these strategies a further study could be carried out. This would focus on the approaches 

taken and why SID had chosen to use the approaches it had adopted. 

Lastly, growth is not a constant but keeps changing overtime in line with the changes in the 

environmenL With thes changes the approaches to managing it are expected to change. 

Therefore, further studies could be carried out on IB to identify how the company would 

alter its approaches to managing growth to other changes in the environment in futur . 
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APP 

ppendE : Interview uide 

Dear Respondent 

name is Rosemary deritu a final year MBA student at ni er ity of airobi . I am 

required to carry out a research in my area of stud a part of the cour e requir m nt . In this 

regard m research is to explore how Small and Medium ent rpri es are managing growth 

with a ca e study of your company. I therefore request your perrnis ion to collect information 

from your company and specifically from the As istant eneraJ Manager inance and 

administration. Your responses will be treated with utmost confidentiality and will only be 

used for the purposes of this study. 

ection 1: Understanding Growth 

1. How wouJd you describe the growth of the organisation in the last twenty years since its 

inception in 1990? 

2. WouJd you describe the company s growth as intensive (increased productivity of 

existing capability) or extensive (increase capacity such as hiring new staff)? 

3. a) Would you describ the growth of the company as a smooth curve or have there been 

occasions when the company has experiences rapid spurts or slowdowns in growth? 

b) What characterized this exception to the normal growth curve? 

c) How wouJd you rate the following during this period? 

Good Average Poor 

i) taffMorale 0 0 0 

ii) Ability to honor obligations 0 0 

0 
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Ill In tituti nal ca acit 0 

0 

i ) Fraud 0 0 

T chnology 0 0 

omplian to Regulation 0 

0 

vii) Working apital Management o 

0 

4. How has the company grown in the following growth per p ctives? 

a) Financial ( Increase in value 

b) trategic (Interaction with the environment) 

c) tructural ( Way of organizing and managing 

d) Organizational (proces es culture and attitude ) 

5. Why has the organisation de ired to grow? 

ection IT: Approacbe to Managing growth 

0 

0 

0 

0 

0 

IB has grown from emerging to an emergent organi ation over the years. How have the 

fo llowing principles been applied to ignite the growth 

i) Reinvent the Vision 

ii) urrender o ereignty 

iii) Being an aggressi e competitor 

IV urture Entrepreneurial pirit 

v) Teamwork 

vi) Commitment to Customer Service 
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a Has there b en change in the approach to planning through th gr \J rth of th 

company? 

b) Does the company ha e a strategic plan and if o what influenced its de lopm nt? 

c) At what le el of management are the organizations' plans made? 

d Has the Compan s planning process b en hindered by any of the following factor ? 

i) Time 

u Commitment ofManagement 

iii) Management b Crisis 

i ) Resistance to Change 

v) Poor Delegation 

vi) Resistance to change 

vii) Poor Communication channels 

viii) Poor/ Lack of implementation 

e) Which strategies did you use to respond to these hindrances and thereby manage 

growth? 

3) a) Does the company offer standardized products to its clients or are the offerings 

customized to serve various segments of the market? 

b) How has the approach so adopted impacted on the organisation in the below aspects 

i) Customer Reach 

ii) Flexibility 

iii) Learning and Responsiveness 

i ) Staff Training 
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) Costs of perations 

Quality of Custom r rvice 

c How has the company managed the effects of th se on th growth of th company? 

4) a) To what extent has information on the below a pect b n a ailabl to managem nt of 

IB 

i) Opportunities and new threat in the en ironment 

ii) Latest Competitor Activities 

iii) Changes in regulatory authority 

i ) Customer complaints 

) Projections about the future 

vi) Organisation structure 

ii) Industry Performance 

b How has management used the information available to manage growth of the 

company? 

c In case any of the information was not available what effect did this have on the 

management of growth 

5) To what extent has IB adopted the following marketing strategie in its endeavor to 

manage growth? 

i) Market penetration 

ii) Market Development 

iii) Product Development 

iv Diversification 

6 a) How has the finance function evolved o er the growth of the company? 

b) What has the company financed its growth? 
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c \Vhich of tb following sourc of fund ha e be n most useful 

Plowing back profits 

ii) ale of Little used as ts 

ill Reduction of working capital 

i ) Credit Management 

v) Bank loans 

vi) Government loans 

vii) Loans from family 

viii) Partners 

ix) Private Placement 

7) a) How ha e the staffmg requirements grown with the growth of the compan ? 

b) How would you rate the following elements of Human Resource Management over the 

growth of the company 

Good Average Poor 

i) ta:ff Levels 0 0 0 

ii) Staff morale 0 0 0 

iii) Working Environment 0 0 

0 

iv) Job Match 0 0 0 

v) Company Awarenes 0 0 

0 

vi) Training 0 0 0 

vii) taffturnover 0 0 0 

viii)Employee involvement u 0 0 

c) What deliberate actions has IB taken to ensure they are able to attract and retajn the 

caliber and number of employees needed to manage its growth 
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8 a) Has there been a change in the organisation structur of IB o er time and what has 

characterized this change? 

b Were the change in the structur in line with the growth of the company? 

c How ha e the changes in the structure influenced flow of information within the 

organisation 

Section ID: The Place of Organi ation Culture in Managing Growth 

1) What bas been the re ponse of management to the following elements of institution 

culture? 

1. Ideology and i ion 

u. Leader hip 

111. Commu.rllcation 

ustomer ervice 

Innovation 

v1. Honesty 

2 Did the company ncounter any challenges in the above aspects of the organisation 

culture 

3) Are there any other approaches that the company has used to manage growth? 
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ppendi.'{ B: Li t of tockbroker In e tment Banks and In titution 

TOCK.BROKER 

1. ABC Capital Limited 5. Genghis apital Limited 

2. genye Kariuki & ompan Ltd (Recei er hip) 

3. Kingdom ecuritie Limited 6. Reliable ecuritie Limited 

4. Capital ecuritie Limited 

INVE TB K 

1. African llianc Kenya In e tment Bank Ltd 7. tandard Inve tment Bank Ltd 

2. Drummond [n e tment Bank Limited 8. Renaissance Capital (Kenya) Ltd 

3. Afrika In e tment Bank Limited 9. terling In estment Bank Ltd 

4. Apex Africa Investment Bank Limited 10. Faida Investment Bank irnited 

5. CFC tanbic Financial ervice Limit d II. Ke treJ Capital ( ast Africa) Ltd 

6. Dyer and Blair Inve tment Bank Limited 12. untra In estm nt Bank Limited 

INSTITUTIO 

1. Nairobi tock Exchange E) Ltd 

2. Central Depository and ettlement Corporation Ltd 
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Capital Markets Authority 

67 


