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ABSTRACT 

The current business environment is continuously changing, and corporations are 

operating in an era of risk and instability. Technological innovations, competition and 

globalization are examples of the factors many organizations have to contend with. 

Organizations, therefore, have to develop strategies that allow them to adapt and not only 

remain relevant but also maintain a competitive edge in the marketplace. The study 

examined the influence of an adaptive organization culture on the competitive advantage 

of an organization by conducting a case study of mobile telecommunication companies 

in Kenya. A descriptive cross-sectional survey was utilized in this investigation. 

Safaricom Limited, Airtel Kenya Limited, and Telkom Kenya Limited were the three 

telecommunications firms in Kenya that were the target respondents for the study. The 

study surveyed respondents from the three companies by selecting a total of 80 

respondents working in the companies, across all hierarchical levels of the company. 

Primary data was utilized and was obtained using questionnaires. Mean, as a measure of 

central tendency, was used to identify and analyze the adaptiveness of the company’s 

culture and the competitive positioning of the companies. The standard deviation and 

average mean were used to determine the consistency with which an adaptive culture was 

implemented and the competitive advantage of the businesses analyzed. To investigate 

the strength of the connection between the research variables, correlation analysis, 

regression analysis, and analysis of variance (ANOVA) tests were employed. According 

to the findings of the research, all three businesses had organizational cultures that could 

be characterized as generally adaptive, with Safaricom Limited being rated as the most 

adaptive of the three companies. Safaricom Limited was found to be the most competitive 

in the Kenyan market, with Airtel Kenya Limited ranked second and Telkom Kenya 

Limited, third. It was established, by the study, that there is a statistically significant 

positive connection between an adaptive organizational culture and competitive 

advantage. The results indicated an adaptive culture was responsible for 68.7 % of the 

organizational competitive advantage in the three mobile telecommunication companies. 

The study recommended that mobile telecommunication operating companies as well as 

companies operating in the general business environment should implement policies and 

procedures that foster strong adaptive culture with behavioral examples modelled by the 

top management. Companies that are considered adaptive have a low power distance, are 

customer centric, are open to change and foster organizational learning.  
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CHAPTER ONE: INTRODUCTION 

1.1. Background of The Study 

Many enterprises have been struggling to adapt in the current complex and unpredictable 

business landscape. Additionally, fewer businesses are finding it difficult to thrive and 

retain a competitive edge over their competitors. Organizations are increasingly paying 

attention to the need for agility and flexibility in responding to the constantly changing 

competitive environments (Wei & Lau, 2010). The onset of the COVID-19 pandemic 

across the entire globe has disrupted global economic systems that has seen many 

businesses struggling to survive and adapt to the changing business environment. 

Business leaders are under pressure to develop capacities, strategies and infrastructures 

that allow their organizations to successfully adapt to the changing environment and thus 

protect and sustain their competitive advantages (Hakkak & Masoud, 2015). Many 

researchers have discussed the nature of an organization's culture as one of the essential 

instruments for an organization, to learn and adapt to its changing environment and retain 

its competitive edge.  

There are two theories that guided the study, these included, Schein’s organizational 

culture theory and the resource-based theory. Schein’s (1990) theory of organizational 

culture is one of the most quoted among the organizational culture theories. Schein (1990) 

states that three components need to be considered in analyzing an organization's culture, 

these include; observable artifacts, presumed beliefs and values, and underlying 

assumptions and these follow a hierarchical model. Wernerfelt (1984) developed the 

resource-based theory which states that a company which maintains key strategic 

resources in its sector, may acquire a competitive edge.  

The mobile telecommunication sector in Kenya continues to face increased competition  

and businesses are compelled to develop strategic marketing initiatives to cope with 

increased competition. According to Kimenyi and Ndungú (2009), there have been 

numerous shifts in the market, resulting in increased competitiveness.  Letangule and 

Letting (2012) observed that in order to adapt to these shifts and the market dynamics 

that threaten a mobile telecommunications company’s survival, competitiveness, 

profitability, and growth in Kenya, telcos are pursuing new or significantly improved 

developments in an industry where innovation is gradual, and change is essential. 
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1.1.1 Adaptive Culture 

Organizational culture may be defined in various ways; one popular explanation is that 

culture refers to the shared beliefs, values and traditions, which guide and affect the 

conduct of the employees (Ostroff et al.,2003). It can also be described as a prolonged 

and comparatively steady trait that provides a basis for the members of the organization 

to acknowledge change so as to adapt to the organization’s operational environment 

(Schneider et al., 2013). Kopar, (2015) highlights national and regional cultural variables 

which impact social and organizational behavior. Through his research he created a 

cultural model which shows the effect of societal cultures on the values of the people in  

the society and the link between cultural values and cultural behaviours. Hofstede (2015) 

also created a model that helps develop clearer insights into culture and the expectations 

from a cultural perspective, His model also helps one to appreciate the beauty of different 

cultures with the ultimate intention of bringing people together to achieve a mutual 

objective.   

For a company to successfully adapt to a changing business environment, its culture 

forms the core of this ability (Trahms et al., 2013). The shared values and beliefs which 

inform culture may be utilized to influence employee behavior and perceptions that may 

encourage or prevent a company from responding to environmental changes (Zheng et 

al., 2010). These values, attitudes and assumptions in adaptive organizations are 

continuously changed to respond to environmental changes.  

Kotter and Heskett (1992) were the first to introduce the term adaptive culture, describing 

it as cultural characteristics which enable businesses to react to environmental changes 

by allowing them to anticipate and adapt to environmental changes. An adaptable culture 

will guide the behavior of the organization and provide appropriate reactions and 

responses to the changing environment. David et al. (2015) describe an adaptive culture 

as consistent shared beliefs, actions, and principles that point to the fact that the 

organization is aware of its environment and is focused on employing actions that address 

the environment changes. 

1.1.2 Competitive Advantage 

A competitive advantage is described as a set of activities, mechanics and abilities that 

enable a company to consistently provide or offer its products and services in a manner 
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that satisfies its customers (Coyne, 2016). It may also be described as the capability of an 

enterprise to offer more competitive goods and services that meet consumer expectations 

(Garth et al.,2014). Porter (1985) submitted that the primary goal of a company's 

competitive strategy is to get deeper insights into a particular market and develop creative 

strategies of surpassing competition. For it to achieve, a competitive edge, a company has 

no choice but to come up with innovative and aggressive ways of balancing of external 

and internal factors (Barney, 2011). A company that is able to continuously exceed its 

rivals and deliver goods and services in a way that satisfies its consumers, has a 

competitive edge. 

Organizations that command a significant competitive advantage develop goods and 

services that are in demand and that cater to the essential needs and wants of their 

customers (Meihami and Meihami, 2014). Companies must also achieve a consistently 

high performance over a period of time, for them to maintain a competitive edge in the 

market. Furthermore, these organizations must be able to adjust to any market shifts and 

environmental changes and be able to thwart competitor efforts to replicate a firm’s 

advantages. There are several forms of competitive advantage that cannot be replicated 

and it is this fact that has contributed to the resource based perspective of what it means 

to have a competitive advantage.  

Stonehouse and Snowdon (2007) argue that a competitive advantage is divided into four 

factors: differentiation focus, cost focus, cost leadership, and differentiation. They posit 

that cost leadership will occur if a company commits to becoming the minimum cost 

manufacturer in its industry, whereas differentiation is the practice of managing customer 

perceptions through the production of goods or services that are significantly superior to 

competition and thus having the ability to charge a premium price. 

1.1.3 The Mobile Telecommunication Industry in Kenya  

Kenya has continued to expand because of technical advancements due to increased 

innovation in the sector. The advancements have led to greater competition amongst 

suppliers to attract and retain customers, which has led to lower prices in the market 

(Oteri, Kibet, & Ndungu, 2015). There are three main industry competitors; Safaricom 

PLC with about 29 million members, Airtel Network Limited with 8.7 million members, 

and Telkom Limited with over 3.8 million users (Communications Authority of Kenya, 

2018). These operators are regulated by the Communication Authority of Kenya (C.A.), 
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which is responsible for providing guidelines through the issuance of licenses, the 

managing of the country’s frequency ranges, the management of competition within the 

sector, and the supervision of licensees’ operations. Safaricom Limited as the leader in 

the market, commands a 67 % share of the overall market subscribers (Wafula, 2018). 

The range of services offered by companies is increasing, indicating that further 

advancements may be hopeful. New advancements like the Internet of things (IoT), 

machine learning, Big Data Analysis, Cybersafety and robotics are in process as well as 

traditional Internet, telephone, SMS and GPS services. Telecommunications has become 

one of the most important security infrastructures. Competition in the sector started in 

1999 with the creation of the Communications Authority, formerly called the 

Communications Committee of Kenya, via the Kenya Act of 1998 Communication.  

1.2 Research Problem 

As a collection of shared beliefs and perceptions, culture has an impact on all areas of an 

organization, including its structure, strategy, leadership, and processes (Hartnell, 2019). 

Culture instills the norms and the fundamental values in the members of an organization, 

thus impacting the conduct of the company (Jones, 2004). Employee productivity and 

performance is often impacted by an organization’s values and culture. Walumbwa and 

Oke, (2010) describe organization culture as an important tool for measuring an 

organizations economic performance and thus its ability to achieve a competitive 

advantage in its industry. A cultural fit is a crucial element in the adaptation process of 

an organization to changes in its operational environment.  

The mobile telecommunications industry in Kenya has experienced many developments, 

including changing consumer demands, innovation, progress in technology, deregulation, 

globalization, and fierce competition (Kimenyi and Ndungu, 2009; Kenya 

Communication Authority, 2016). An economic study by The Government of Kenya 

(2000) highlighted that the execution of a structural alteration program and the resultant 

market liberalization of the mobile telecommunication sector opened up the sector and 

brought about increased competition and a decline in profitability (Kyengo, Ombui and 

Iravo (2016). Mobile telecommunications companies in the sector have continuously 

innovated and increased their product offerings in order to cope with increased 

competition. Safaricom has maintained its financial performance in the industry whereas 
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Airtel Kenya and Orange Telkom have reorganized their operations in order to change 

their financial results (Mutuva, 2014). 

Several research studies have been done reviewing the connection between the adaptive 

culture  of an organization and its competitiveness. Reddy (2017) examined the impact 

of corporate culture on strategy implementation. A strong relationship was exhibited on 

five of the organizational culture dimensions, these included group collectivism, power 

distance, human, future and achievement dimensions. Gray and  Liguori (2016), who 

were investigating culture and how it influences the marketing strategies in the hotel 

industry, indicate in their study that organizational culture is a vital antecedent to 

operational performance and hence overall organization financial performance. Firm 

profitability and the quality of organizational culture is a major focus in many governance 

studies. Tsai (2011) states that a strong organizational culture is a solution to the good 

performance of the employees, he further asserted that a positive and strong 

organizational culture makes employees perform their work to their best ability.  

Locally, Nyambegera and Sparrow (2011), examined the factors that influenced the 

performance of employees around different commercial banks in Uasin Gishu County. In 

their research, they concluded that job performance and employee behavior are 

significantly influenced by the organizational culture. Ngethe (2010) studied the factors 

that influenced IAT’s competitive edge. This study showed, there are several factors that 

determined the competitive lead at IAT: quality management systems, convenient 

locations, market-related programmes, customer service, international partnership, 

cooperation with local universities and the issuance of workbooks and training material. 

Kokonya, (2018) conducted an assessment of the competitive advantage drivers for 

telecommunications companies in Kenya. The research showed that Safaricom is a 

market leader in the Kenyan mobile telecommunications sector. It also showed that 

innovation, employee training, client orientation and participation by stakeholders are 

key factors that give companies a competitive edge.  

Many studies have focused on organizational culture, but little research is available on 

the direct connection between an adaptable organizational culture and how this affects 

the competitive benefit of companies. One of the noteworthy gaps most scholars point 

out in terms of the impact of an adaptable organization on the competitiveness of an 

organization is the fact that literature has been more widely debated and a thorough study 
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is missing. Scholars like Ployhart and Turner (2014) have been categorical that more 

academic attention is needed in the area of organizational cultural adaptability, and how 

this influences organizational measurement metrics such as the competitive advantages 

of firms. The study addressed the following research question: What effect does an 

adaptive culture have on the competitive advantage of Kenyan mobile communications 

companies?  

1.3 Research Objectives   

The study’s core purpose was to determine the influence of an adaptive culture on the 

competitive advantage of mobile telecommunication companies in Kenya. 

1.4 Value of the Study  

The results of the study will help executives in the mobile telecommunication sector to 

better understand and appreciate the importance of creating a culture that is adaptive as 

well as the need to redefine their organizational cultures so that they are aligned with 

strategies that enhance the competitive advantages of the organization. 

This survey contributes to the knowledge by offering a platform for future study into 

flexible corporate culture, while also giving a base for other researchers to quote and to 

create their own research shortcomings when carrying out their investigations. The 

research will also facilitate theoretical testing. 

Finally, government officials and other sectors, will be assisted by the results of the study, 

when regulating  the formulation of policies that impact the mobile telecommunication 

sector so as to promote  healthy competition among the mobile telecommunication 

companies  in Kenya and assist to  generate more revenues and maximize profits. It is 

essential to highlight that the mobile telecommunications industry is critical to Kenya's 

2030 Vision and to bolster economic expansion.  
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CHAPTER TWO: LITERATURE REVIEW 

2.1 Introduction 

This chapter discusses the fundamental ideas that underpin the study and the empirical 

studies that were conducted on adaptive organization cultures and the competitive 

advantage of organizations. The chapter also discusses the research gaps in adaptable 

organizational culture and competitive advantage. 

2.2 Theoretical Review  

There were two main theories that informed this study: Schein’s organizational culture  

and the resource based theories.    

2.2.1 Schein’s Organizational Culture Theory 

Schein's (1990) company culture concept is one of the most well-known corporate culture 

theories. Schein (1990) states that organizational culture may be examined in three major 

ways: observable behaviours and artifacts, embraced beliefs and values and inherent 

assumptions which adhere to a hierarchical model. Schein (1990) differentiates between 

visible and invisible features of culture. His theory brings out the hierarchical features of 

these levels. Visible behaviour has an effect and is influenced by assumptions that are not 

observable. Artifacts appear at the exterior level of an organizational culture, they are 

noticeable, can be seen and felt easily through expressions such as how people address 

each other, how they dress and how the office is organized. The embraced beliefs and 

values form the second level of organizational culture and comprise of common 

perspectives, strategies and norms. Intrinsic beliefs are at the base level of the culture of 

the organization, they are deeply entrenched, and are unconscious, these include those 

beliefs that are shared with others but quite assumed. 

According to Schein’s theory of organizational culture, an organization’s culture relates 

to a studied outcome of a group’s experience and is therefore an unconscious interaction 

(Schein, 1992). Organizational culture epitomizes the strategies made by an association 

to face or handle the requests posed by its key activities (Byles, (2009). Culture is a 

construct that propels and creates and can therefore not be constrained by a structure. 

Trying to force on a particular kind of culture may result in negative outcomes. This 

basically makes culture an innovation of a group, instead of a current occurrence that can 

be found, recognized or discovered. 
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This innovation comprises of three related segments: ideological: the thoughts, 

convictions, values and a meaning of what is correct or wrong, alluring or undesirable; 

technological: the abilities, expressions, specialties, relics and procedures that 

authoritative individuals use in creating products and ventures; and consumer: the 

frameworks, for example, the family, religious, social, proficient and different groupings 

that bolster human presence and cooperation between individuals (Swink, 2011). This set 

of cultural of social segments forms a framework through which individuals get to be 

impacted through their socialization, particularly, through gatherings and settings (Liker  

and  Michael  2008). Hofstede (1997) reinforces this contention by suggesting that culture 

impacts behaviour through the qualities, customs, legends and images that are found in 

an organization.   

The activities of different individuals in an organization are affected by the espoused 

values, circumstances, individual and other non-association related elements. The third 

layer of organizational culture is comprised of the hidden beliefs of the firm (Hazier and 

Render 2014). This theory outlines how the culture of an organization and its social 

segments constitutes a framework, through which individuals get to be impacted through 

their socialization. Culture forms values and the values influence the behaviours and 

practices of an organization, which is the visible aspect of culture. 

2.2.2 Resource Based View Theory 

The possession of certain important resources which allows some companies to have a 

competitive edge in their industries, is the key fact that underpins this theory. The 

resources that an organization owns, if developed adequately, enable it to gain a 

competitive edge compared to its peers (Alvarez & Busenitz, 2001).  

Barney (1996) posits that organizations only succeed by ensuring that their resources  are 

continuously improving giving them a competitive edge. The ability to gain a competitive 

edge depends on the uniqueness, value and rarity of an organizations resources. 

According to the theory, a competitive advantage does not have to be based on variables 

such as creativity, invention, vast financial or natural resources innovation due to the fact 

that these are becoming increasingly easy to replicate. In essence, employees are an 

"invisible asset" that many firms frequently overlook (Barney, 2001). 

The resource-based theory reinforces the notion that the performance of an organization 

is reliant on its staff, who are its most significant asset, therefore, companies should 



17 
 

support them by cultivating a robust work culture (Armstrong & Taylor, 2014). In the 

view of Terziovski (2010) development and nurturing of employees should be carried out 

within a stable, robust culture. A similar view titled “the talent-based view of the firm”, 

encourages an organization to develop the talents and learning abilities of its 

representatives through the hiring and development of its human talent in order to gain 

an upper hand against its competitors. As the theory indicates, equal organizations 

compete on the basis of the diversity and permanent status of their resources and 

competencies (Thompson, 2001). 

This, resource-based view theory is critical in informing this study and helps understand 

how the combination of resources over time allows for the evolution of specific 

capabilities, which leads to performance and competitive advantage.  

2.3 Adaptable Culture and Competitive Advantage  

Cultural adaptability may be descried as the way an organization systematically responds 

to the external realities it is exposed to (Moon et al., 2012). Firms are not isolated as they 

are part of the broader business environment that poses specific difficulties and risks that 

need to be sustainably handled in order to survive. For organizations to be effectively 

adaptive, they must remain astutely sensitive to the external environment and 

appropriately recognize and interpret the ensuing pointers of change (Jochimsen and 

Napier, 2013). It is important to note that organizations that have a focus that is internally 

skewed will always experience a myriad of challenges in respect to adaptability. 

Cameron and Quinn (2011) believe that although being sensitive to the external climate 

and the current signs of change is essential, businesses must create a culture promoting 

foresight. Successful organizations are those that remain ahead of the curve and can 

comprehend their customers' future requirements (Fey & Denison, 2013). Highly 

anticipated organizations regularly acquire and review data from their external 

environment (Baer & Frese, 2013). 

According to Denison (2001), an adaptive culture consists of three main dimensions 

which include: The capacity to adapt and change, an organization's ability to learn, and a 

customer-centered culture.  An organization’s attitude towards change is one of the 

critical measures of its adaptable culture (De Dreu and West,2011). The ability of a 

company to adapt to change, is reliant on the capacity, knowledge, capability, procedures 

and processes of its members (Lengick-Hall et al., 2011).An organization must 
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continually invest in the further development in the capacity of its members to adapt to 

changes (Weerdt et al., 2012). These capacities help companies to restructure and handle 

the changes in a dynamic and progressive manner (Krijnen, 2013). 

A learning organization provides workers with the empowerment, quality of knowledge 

and equipment needed to accomplish corporate goals (Milis & Mercken, 2014).A 

customer centric organization is one which considers its customers views and opinions 

during its decision-making process (Peters & Waterman, 1982). The organization takes a 

proactive approach and considers the direct participation of its customers in its decision-

making process. Other factors that are considered by a customer centric approach include: 

customer feedback, the frequency of customer engagement and proactive solutions to 

customer dissatisfaction (Katerina et al, 2013). 

A competitive advantage can also be described as the benefit a business has in the market 

which leads to superior economic results (Kay,2014). Ma (2012) relates competitive 

advantage to a marketplace's relative positional superiority that causes an organization to 

outperform its competitors by offering policies that are hard to copy. He also defined 

competitive advantage/edge as the results obtained from the possession of precious, 

scarce, hard-to-replace and hard-to-imitate resources. 

O'Brien and Kok (2016) posit that businesses will have to do more than just deliver the 

services in the future  in order to enjoy sustainable earnings. This implies that they will 

also need to concentrate heavily on the quality of that service, its delivery technique and 

customers future behavior. Bontis (2015) relates human capital with competitive 

advantage. He noted that the more an employee possesses distinctive competence, the 

more the competitive edge of that organization, because more value is created by precious 

and rare employees. While it is true that staff can help a business by adding value using 

their unusual and distinctive features, it is also necessary to consider structural capital 

and relational capital. 

2.4 Empirical Studies and Research Gaps 

Mwau (2016) examined whether firm culture had effect on Kenya Power and Lighting 

Company (KPLC) ‟s performance. A representative sample size of 250 KPLC employee 

population was used. He used a cross-sectional survey methodology and stratified 

random sample techniques for top, middle and operational managers. He also utilized 

Denison's cultural model for gathering primary data using questionnaires and a social 
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science statistical package to evaluate the data. The learning ability of an organization is 

revealed by the presence of systems that allow the employees to obtain, decipher and 

understand external changes and transform them into development opportunities 

(Denison, 2001). A learning company focuses on empowering its employees, quality and 

equipment to achieve organizational objectives (Milis & Mercken, 2014).Organizations 

must thus establish an atmosphere in which workers can express different views and new 

ideas can only be produced if the employees are open to learning and free from the fear 

of failing. An organization's capacity to adopt new concepts will improve its adaptability 

to its surroundings. Studies have indicated that organization’s that have a high tolerance 

to risk will be more innovative (Tellis et al., 2019), to accommodate and achieve a 

competitive edge in their sectors.  

Koech studied the impact of corporate culture on Kenya's commercial banks (2013). 

From the study, Koech concluded that the employees seemed to adapt to the different 

ways of life in their organization. The study further showed that there was a positively 

strong connection between organizational culture and positive work attitude, staff 

attrition and employee level of commitment. Sidorova and Isik (2010), offer a description 

of cultural features as a significant component within the scale of performance. The 

findings indicated that all the interviewees append great significance to various 

organizational-cultural factors like interactions and engagement of shareholders, the 

findings also showed that the interviewees had a strong aversion to company having 

introduced new, unknown operational and  performance management structures within 

the organization. 

Tsai (2011) stated that a robust corporate culture promotes employee performance. The 

outcome of an organization’s culture depends on the environmental setting within which 

the business operates. A positive and powerful corporate culture enables workers to do 

their best and accomplish the goals and aims of the company. On the other hand, a weak 

and negative organization culture makes employees perform poorly and hinders their 

ability to meet the target goals of the organization. Nyambegera and Sparrow (2011) 

examined the many variables affecting employee performance in several commercial 

banks in Uasin Gishu County. In their research, they concluded that job performance and 

employee behavior is significantly influenced by the organizational culture. Mutai (2015) 

found out that in order for an organization to be profitable they must implement their 
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strategy successfully. Conflicting priorities, weak co-ordination and unclear strategic 

intentions across functions negatively impacts strategy execution.  

The empirical studies that were reviewed focused on culture's impact on organizational 

performance. Majority of the local studies also focused on the banking sector in Kenya. 

There has been little to no research on the adaptive character of culture and its effect on 

the competitive advantage of an organization. Therefore, the study seeks to fill the 

existing knowledge gap.  

  



21 
 

CHAPTER THREE: RESEARCH METHODOLOGY 

3.1 Introduction    

This chapter presents the findings of the study. Data gathering and analysis techniques 

are also explained step by step. Further information is given in detail on the research 

strategy and study population. 

3.2 Research Design  

To investigate the competitive benefits of an adaptive culture, a cross- sectional technique 

was used. This methodology was chosen because large samples of data are more credible 

and provide meaningful results when numerous variables are studied. Surveys are vital 

because they provide a precise depiction of the larger population. The design was capable 

of responding to who, where, when and how queries, allowing participants to respond 

without restriction. 

3.3 Population of the Study  

Zikmund et al. (2010) define the population as a collection of individuals, such as, 

families residing in a city or state out of which a research selects individuals to respond 

to research questions. The study’s population focused on the aforementioned three mobile 

telecommunications. Due to the large population number a census survey was conducted. 

3.4 Data Collection   

Primary data was utilized in this research. The results were gathered via the use of a 

questionnaire prepared and processed by 80 workers from the three mobile telecom 

companies. The questions in the questionnaire were close-ended. It was organized into 

three sections, with the first portion including the respondents' demographic information, 

the second part focused on the adaptable organizational culture and the third on the 

competitive advantage. The researcher employed a researcher to send surveys to different 

mobile communications firms where the researcher dropped the questionnaire and 

collected the questionnaire from the respondents.  

3.5 Data Analysis 

Questionnaires were updated for uniformity after the completion of the data collection. 

To tidy up the data and to detect anomalies in answers and to enter particular numerical 

values for future research, editing, tabulation and coding were employed. In order to 

analyze data which contained measures of central tendency (mean or average) and 
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distribution measurements, descriptive statistics were utilized (variance and standard 

deviation). Bar charts and tables were utilized to present the findings. The association 

between the variables was established using the multiple linear regressions model below: 

Y = β0 + β 1X1 + β 2X2 + β 3X3 + β 4X4 + β 5X5+ e 

Where: Y is Performance 

 β0 is the model ‘s constant  

β1 to β 6 are the regression coefficients 

 X1 = Power Distance  

 X2 = Customer Focus 

X3 =Openness to Change  

X4= Organization Learning Variable 

X5=Competitive Advantage Variable. 

E=Error Term 
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION 

4.1 Introduction 

The chapter provides information and observations on results of the study. The following 

sections summarize the analysis’s findings. 

4.1.1 Rate of Response  

101 workers were randomly selected from Kenya's three mobile carriers to whom 

questionnaires were distributed. 80 questionnaires were completed and returned. A 

response rate of 79% was recorded as indicated in Table 4.1. 

Table 4.1 Response Rate 

Source: Study Research Data 

The rate of response in Table 4.1 concurred with Babbie (2010) who outlined that a rate 

of response that is greater than 70% is sufficient for data analysis and presentation of the 

results. As a result of the adequate response rate, the researcher proceeded with analyses 

of data. 

4.2 General Information     

The study evaluated the respondent’s general information which included education 

level, age and length of service.  

4.2.1 Age of the Respondents  

The age of the respondents was summarized in the table below.  

Table 4.2: Age of the Respondents 

 Frequency Percentage (%) 

Response 80 79 

Non Response 21 21 

Total 101 100 
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Source: Study Research Data 

Table 4.2 shows that the bulk of respondents, 30%,were 36- 45 years, 29% were between 

26-35 years, 23% were above 46 years and 19% were below 25 years 

4.2.2  Years of Experience of the Respondent’s 

The respondents were asked to provide their years of experience. Their responses are 

shown in Figure 1 below. 

Figure 1: Respondents Employment Tenure 

Source: Research Data 

From Figure 1 above, 30% of companies worked 4-6 years, then 30% of workers worked 

with their company for 7-10 years, and 26% for their organization for more than 10 years. 

14% of respondents were employees who worked for less than 3 years.  

  Safaricom Airtel Telkom Total 

Age Number 
% of 

total 
Number 

% of 

total 
Number 

% of 

total 
Number 

% of 

total 

Below 

25 

years  

5 18% 4 16% 6 22% 15 19% 

26 -35 6 21% 8 32% 9 33% 23 29% 

36-45 9 32% 7 28% 8 30% 24 30% 

46 

years 

and 

above 

8 29% 6 24% 4 15% 18 23% 

Total 28 100% 25 100% 27 100% 80 100% 
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4.2.3 Highest Education Level 

Participants were requested to state what their highest level of education was. Their 

responses are given in Table 4.3. 

Table 4.3: Respondents Academic Qualifications 

  Safaricom Airtel Telkom Total 

Academic 

Qualifications 
Number 

% of 

total 
Number 

% of 

total 
Number 

% of 

total 
Number 

% of 

total 

Diploma 3 11% 4 16% 3 11% 10 13% 

Degree 12 43% 15 60% 14 52% 41 51% 

Post Graduate 

degree 
13 46% 6 24% 10 37% 29 36% 

Total 28 100% 25 100% 27 100% 80 100% 

Source: Study Research Data 

Table 4.3 above shows that 51% of the participants of the study, had a bachelor’s degree 

and 36% of the population had postgraduate degrees. 12.5% of the respondents hold a 

diploma.   

4.3 Adaptive Organization Culture  

The independent variables of this research were adaptive organization culture. It was 

essential to determine the opinions of respondents on their organization's adaptive 

organization culture. The adaptive organization culture was assessed on a 5-point Likert 

scale and the respondents were required to state to which degree they agreed with the 

statements, and the responses were rated: “5 being to a very large extent, 4 being to a 

large extent, 3 being to a moderate extent, 2 to a less extent and 1 being to a least extent”. 

For each question, the most favorable answer was given 5 points, followed by 4, 3, 2, and 

1 for the least positive. In this study the average value of 4.0-5.0 was widely used, 3.0-

4.0 was moderate, 2.0-3.0 was small, and 1.0-2.0 was not agreed. A total of 16 sentences 

were utilized to review the presence of an adaptive organization culture among mobile 

telecommunication companies in Kenya. 

4.3.1 Power Distance   

The participants were furnished with five questions on power distance and prompted to 

demonstrate their degree of understanding. The evaluation was on a 5-Point Likert 

Scale. Table 4.4 summarises the results. 



26 
 

 

Table 4.4: Power Distance 

Source: Research Data 

4.3.2 Customer Focus  

The participants were furnished with five questions on customer focus and prompted to 

give their views. Table 4.5 outlines the outcomes. 

Table 4.5: Customer Focus 

Statement 
Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

Customer feedback has a direct 

impact on our choices. 
4.05 0.41 3.89 1.14 3.95 1.32 

Every employee has a thorough 

knowledge of what customers want 

and need. 

3.87 1.24 3.56 0.80 3.75 0.65 

Customer needs are usually met in 

the organization. 
4.08 0.57 4.01 0.51 3.55 0.47 

In our decision-making process, we 

often consider the needs of our 

customers. 

3.99 1.21 3.98 0.78 3.73 0.59 

Statement 
Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

People in executive 

positions should consult 

junior employees in the 

decision making process 

4.00 0.89 3.20 1.44 3.89 0.77 

Promotions should be for 

all job grades 
3.95 1.08 4.50 1.02 4.15 0.46 

Managers should mingle 

with those in lesser levels 

on a regular basis. 

3.89 0.92 3.98 0.49 3.85 0.64 

Leaders should delegate 

essential responsibilities 

to individuals in junior 

positions. 

4.05 0.52 3.02 0.45 4.04 0.53 

People at lower levels of 

management may disagree 

with their superiors' 

choices. 

3.99 0.99 3.50 0.89 3.59 0.62 

Sum of means 19.9   18.2   19.5   

Mean 3.98 0.88 3.64 0.86 3.90 0.60 
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Customers are usually assisted 

where they face difficulty in 

acquiring about the service. 

3.56 0.94 4.31 1.08 4.19 1.13 

Sum of means 19.6   19.8   19.2   

Mean 3.91 0.87 3.95 0.86 3.83 0.83 

Source: Research Data 

4.3.3 Openness to Change 

The participants were furnished with five questions on openness to change and prompted 

to demonstrate their degree of agreement. Table 4.6 outlines the findings.  

Table 4.6: Openness to Change 

Statement 
Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

The manner in which things are 

done is adaptable and simple to 

alter. 

4.00 0.89 3.56 0.97 4.00 0.38 

Employees can adapt to 

adjustments in the corporate 

environment, including those 

caused by rivals. 

3.67 1.08 3.82 1.23 3.43 0.65 

Work is always evolving, and new 

and better methods of doing things 

are being implemented. 

3.81 0.66 3.66 0.54 3,95 1.11 

Sum of means 11.5   11.0   7.4   

Mean 3.83 0.88 3.68 0.91 3.72 0.71 

Source: Research Data 

4.3.4 Organization Learning  

The participants were furnished with  three questions on organization learning and 

prompted to demonstrate their degree of agreement. Table 4.7 summarises the results.  
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Table 4.7: Organization Learning 

Source: Research Data 

The questionnaire statements on adaptive organizational culture produced means that 

were over 3.5 and standard deviations that were less than one (1) thus falling within the 

acceptable variations. This implies that the questions asked captured the aspects of 

adaptive organization culture succinctly and the respondents were able to understand 

them as representative of the concept under study. The collective summary on adaptive 

organization culture as obtained from the three mobile telecommunication companies is 

shown in the table below: 

Table 4.8: Adaptive Organization Culture Variables 

Adaptive Organisation Culture 

Variables 

Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

Power Distance 3.98 0.88 3.64 0.86 3.90 0.60 

Customer Focus 3.91 0.87 3.95 0.86 3.83 0.83 

Openness to Change 3.83 0.88 3.68 0.91 3.72 0.71 

Organization Learning 4.03 0.96 3.89 0.89 3.92 0.49 

Source: Research Data 

Statement 

Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

Failure is 

seen 

positively by 

the company 

as a chance 

for learning 

and 

development. 

3.88 0.89 3.94 1.05 3.95 0.75 

Innovation 

and risk 

management 

are promoted 

and 

rewarded. 

3.98 1.08 4.02 0.98 3.93 0.567 

Learning is 

an essential 

goal in our 

daily job. 

4.23 0.92 3.72 0.65 3.88 0.156 

Sum of 

means 
12.09   11.68   11.76 

  

Mean 4.03 0.96 3.89 0.89 3.92 0.49 
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Safaricom’s culture is moderately influenced by all three variables as evidenced by a 

mean of 3.98 for power distance, 3.91 for customer focus, 3.83 for openness to change 

and largely influenced by organization learning as shown by a mean of 4.03. 

Airtel’s culture is moderately influenced by all four variables as evidenced by a mean of 

3.64 for power distance, 3.95 for customer focus, 3.68 for openness to change and 3.89 

for organization learning. 

Telkom’s culture is moderately influenced by all four variables as evidenced by a mean 

of 3.90 for power distance, 3.83 for customer focus, 3.72 for openness to change and 3.92 

for organization learning. 

4.4 Competitive Advantage 

In the study, an organization’s competitive advantage was the dependent variable and the 

views of the respondents on the competitiveness of their organizations was determined. 

The participants in the study were asked to indicate their agreement level related to the 

assertions on the competitiveness of their organization. The answers were evaluated on a 

5-point likert scale, where: “5 = strongly agree; 4 = agree; 3 = neither agree nor disagree; 

2 = disagree and 1 = strongly disagree”. Table 4.9 summarises the averages and standard 

deviations that were generated. 

Table 4.9: Statements  on the Competitive Advantage of the Organization 

Statement 
Safaricom Airtel Telkom 

Mean Std.dev Mean Std.dev Mean Std.dev 

We are first in the market to 

introduce new products   
3.95 0.89 3.50 0.15 3.78 0.98 

We offer a competitive price for 

our products 
3.98 0.13 3.97 0.72 3.60 0.54 

Our company is profitable 4.00 0.92 3.20 1.86 3.50 1.34 

Our products and services are of a 

high quality 
4.01 0.32 3.95 0.65 3.99 0.55 

Our products and services are 

highly reliable   
3.98 0.32 4.00 0.73 3.63 1.03 

Total 3.98 0.52 3.72 0.82 3.70 0.89 

Source: Study Research Data 

The results of the research showed the competitiveness of Safaricom Limited in the 

Kenyan market at an average of 3.98 and a standard difference of 0.52. Airtel Kenya 

ranked second in the average 3.72 rating, whereas Telkom Limited ranking 3.70 in the 

mean and 0.89 in the standard ranks. 
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4.5 Effect of an adaptive culture on competitive advantage 

The research utilized an analysis of correlation and regression (ANOVA) to gauge the 

impact of an adaptive culture on the competitive advantage of Kenya’s mobile 

telecommunication companies, to confirm if there is a strong connection between the 

study variables and to establish whether there are important links and differences between 

those variables. 

4.5.1 Correlation Analysis  

The Pearson correlation analysis methodology was used to consider the link between an 

adaptive organization culture and competitive advantage as summarized in Table 4.10. 

Table 4.10: Correlation Analysis  

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

The Pearson correlation value r=0.783 in Table 4.10 shows that there is a correlation 

between power distance and competitive edge. Customer service and competitive 

advantage with Pearson's 0.638 and 0.01 correlation coefficient level. Openness to 

change displayed an insignificant positive correlation with competitive advantage, with 

a coefficient correlation of 0.4661 and a 0.05 significance level. Finally, organizational 

learning exhibited a positive correlation to competitive advantage, as measured by a 

Pearson’s correlation coefficient of 0.6251 and a 0.05 p-value. 

 

 PD CF OPC OL  CA 

 PD- Power distance   

Pearson Correlation 1     

Sig. (2-tailed)      

N 80     

CF- Customer focus 

Pearson Correlation .523* 1    

Sig. (2-tailed) .05     

N 80 80    

OPC-Openness to change 

Pearson Correlation .583** .141* 1   

Sig. (2-tailed) .01 .05    

N 80 80 80   

OL-Organization Learning 

Pearson Correlation .650** .324** .215* 1  

Sig. (2-tailed) .01 .01 .05   

N 80 80 80 80  

 CA-Competitive Advantage 

Pearson Correlation .783** .638** .466* .625** 1 

Sig. (2-tailed) .01 .01 .05 .01  

N 80 80 80 80 
1 
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4.6 Regression Analysis 

The study carried out a multiple regression analysis to evaluate how an adaptable culture 

impacts an organizations competitive advantage. 

4.6.1 Summary of Model 

The independent and dependent variables indicated the presence of a positive correlation 

between them (R=0.876) as indicated in the model summary. The findings show that 

68.40% of the variance in the competitive advantage (dependent variable) of the three 

mobile telecoms firms is responsible for their adaptiveness, while 31.6% of 

competitiveness was attributed to other variables which are not included in this research.  

Table 4.11: Summary of Model 

 
Predictors: (Constant), Power distance, customer focus, openness to change and organization learning. 

4.6.2 Analysis of Variance 

Analysis of Variance (ANOVA) was used to determine if the regression model was 

appropriate for the data collected as shown in Table 4.11. 

Table 4.12: ANOVA 

 

The F-ration was statistically significant at p < 0.05 (F(5.75)=2.427, p=0.0020).This 

revealed that the competitive advantage of mobile communications firms in Kenya was 

greatly influenced by an adaptive organization culture.  

4.6.3 Model Regression Coefficients 

The standardized coefficient, unstandardized coefficients, standardized coefficient, 

statistical t and significant values are illustrated in the table below. 

Model R R2 Adjusted R 

Square 

Standard Error of the 

Estimate 

1 .876a .767 .684 0.419 
 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Regression 8.09 5 1.618 2.427 .000b 

Residual 2.46 75 0.176     

Total 10.55 80       
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Table 4.13: Regression Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B (β) Std. Error Beta 

(β) 

1 

(Constant) .179 .756  .236 .817 

Power distance .149 .239 .165 .623 .543 

Customer focus .247 .159 .272 1.554 .012 

Openness to change .239 .125 .305 1.906 .037 

Organization learning  

 
.200 .273 .126 .733 .476 

a. Dependent Variable: Competitive advantage 

 

The regression equation was as follows:  

Y = 0.179 + 0.165X1 + 0.272X2 + 0.305X3 + 0.126X4  

Where: 

Y = Competitive advantage  

X1= Power distance  

X2 = Customer focus  

X3 = Openness to change  

X4 = Organization learning  

The power distance regression coefficient is 0.149. A unit shift in the power distance 

would increase the competitive advantage by 14.9%. An increase in the customer focus 

by one unit would enhance the competitive advantage by 24.7 %. One unit shift in 

openness to change would lead to in a 23.9% improvement in competitive advantage. A 

change of one unit in organizational learning would increase the competitive advantage 

by 20%. At a 5% level of significance, all the indicators of an adaptive organization 

culture were significant. It can therefore be deduced that an adaptive culture influences 

the competitive advantage of mobile telecommunications companies in Kenya. 

4.7 Discussion of Findings 

The determination of the relationship between an adaptive culture and the competitive 

advantage of Kenya’s mobile telecommunication companies was the main aim of the 
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study, which identified that the adaptiveness of a company's culture positively or 

negatively impacts its competitive advantage. The regression analysis outlined that an 

organization’s adaptive culture is responsible for 68.4 % of its competitive advantage. 

The study demonstrated that Safaricom Limited was most competitive with an average 

of 3.98 and a standard deviation of 0.52. Airtel Kenya Limited was ranked second in 

terms of competitiveness with an average of 3.72 and a standard deviation of 0.82 and 

Telkom Kenya limited was ranked third in terms of competitiveness with an average of 

3.70 and standard deviation of 0.89, indicating that cultural adaptability, to some extent, 

influenced their competitiveness. This can be explained by Pearson’s correlation statistic 

of .876 which showed a statistically significant strong positive connection relating to the 

adaptability of an organization’s culture and its organizational competitive advantage. 

With regard to power distance, the study established that the three organizations have a 

low power distance. Respondents agreed that the power distance in their organizations 

were relatively low, registering means of 3.90, 3.64 and 3.98 for Telkom, Airtel and 

Safaricom respectively. Based on the regression analysis, power distance had a p value 

of less than 0.05. This shows that power distance had a substantial effect on the 

competitive advantage which is in accordance with Hofestede’s (2015) conclusions that 

a lower power index indicates a culture that encourages organization structures that are 

flat and comprise of decentralized decision making, collaborative style of management 

and easily adapt to change.   

With regards to customer focus, the study revealed that the three organizations are largely 

customer centric. Peters & Waterman, (1982) defines a customer centric organization as 

one which considers its customers views and opinions during its decision-making 

process. Safaricom Limited largely employs a customer centric culture with a mean of 

3.91. Airtel and Telkom moderately employ a customer centric culture with means of 

3.95 and 3.83 respectively. The finding is in line with Peter and Waterman (1982) who 

argue that excellent companies are characterized by customer centricity and command a 

high competitive advantage.  

The study established that organizations that are open to change maintain a competitive 

advantage in the marketplace. Safaricom’s culture is largely open to change as shown by 

the average of 3.83 and 0.88 standard deviation. Telkom Kenya also has a culture that is 

largely open to change as highlighted by the 3.72 mean and 0.71 standard deviation. 
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Airtel’s culture is also largely open to change as is highlighted by a 3.68 mean and a 0.91 

standard deviation. The study established all three organizations respond positively to 

changes in the business environment. The findings agree with Daft (2010) who stated that 

a good organizational culture supports change. 

The study showed that the three organizations have adopted organizational learning to a 

large extent. Safaricom recorded a 4.03 mean and a s0.96 standard deviation with regards 

to organization learning. Airtel and Telkom recorded an average of 3.89 and 3.92 

respectively and standard deviations of 0.89 and 0.49 respectively.  

The findings agree with Denison (2001), who stated that an adaptive culture consists of 

three main dimensions which include: The ability to change and create change, the ability 

of an organization to learn (organizational learning) and a customer centric culture. The 

study has established that the organization that had high mean scores in majority of the 

independent variables also scored the highest competitive advantage. The findings further  

agree with Tsai (2011)  who states that a strong organizational culture leads a firm to be 

competitive. There is strong relationship between an adaptive organization culture and 

competitive advantage.  

CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMEDATIONS 

5.1 Introduction 

This chapter discusses the data analysis findings and the conclusions drawn. Additionally, 

it contains recommendations for future studies on this subject. The study’s aim was to 

determine the impact of an adaptive organizational culture on mobile telecommunications 

firms’ competitive advantage in Kenya. 

5.2 Summary  

The research’s aim was to understand the influence of an adaptive culture on the 

competitive advantage  of mobile communications businesses in Kenya. The study 

established that all three organizations have relatively strong adaptive organizational 

cultures which as clear from the fact that all the four independent variables: power 

distance, customer focus, openness to change and organizational learning, of the study 

produced means that were over 3.5 and standard deviations that were less than one (1) 

thus falling within the acceptable variations.  
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The findings showed that the competitiveness of Safaricom Limited in the Kenyan market 

resulted in an average of 3.98, and 0.52 standard deviation. Airtel Kenya was ranked 

second with a 3.72 mean and0.82 standard deviation, while Telkom Limited was third 

with a 3.70 mean and a 0.89 standard variation. 

A positive correlation relating to the culture of a company and its competitive advantage 

was established by the study. The regression analysis revealed that the regression model 

used was a good predictor and was statistically substantial, as evidenced by a p-value less 

than 0.05 in the analysis of variance. 

5.3 Conclusion of the study 

The study established that of the four variables testing the adaptiveness of an 

organization’s culture, power distance and organization learning had a larger influence 

on the culture of the organizations. Customer focus and openness to change had a 

moderate influence on culture. 

The study concluded that Safaricom Limited was most competitive mobile 

telecommunication company in Kenya. Telkom Kenya Limited was ranked second in 

terms of competitiveness and Airtel Kenya limited was ranked third in terms of 

competitiveness in Kenya. 

The study concludes that that there is a strong positive correlation related to an adaptive 

organization culture and competitive advantage. Additionally, it concluded that the 

adaptiveness of an organization’s culture was significantly responsible for the 

organization’s competitiveness in the three mobile telecommunication companies in 

Kenya. 

5.4 Recommendations 

The research found that companies that have a stronger adaptive culture, enjoy a greater 

competitive advantage. It is therefore recommended that organizations should adopt 

adaptability as a core element of their organization’s cultures. The business environment 

is constantly changing and the ability of organizations to keep up with these changes will 

directly impact the financial, commercial and operational  performance of the company. 

Companies cannot only rely on their ability to do one thing correctly, they must also be 

good at learning how to do new things, to adapt. Companies can no longer afford to build 
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their operations and strategies on scale and efficiency, these strategies rely on a stable 

business environment, which in recent times has not remained stable. 

The study also recommends that organizations should establish policies and procedures 

that promote a strong adaptive culture with behavioral examples and that the 

implementation of these policies and procedures should be driven by top management. 

Companies that are considered adaptive have a low power distance, are customer centric, 

are open to change and foster organizational learning.  

Additionally, the report recommends that firms should cultivate continual employee 

engagement and ensure that employees have a solid understanding of and dedication to 

the company’s vison, mission and culture. This is because employees are the primary 

drivers of organizational culture. Thus, with a concise understanding of the firm’s culture 

and vision, employees may work cooperatively to achieve set targets and success 

of business strategy. 

5.5 Limitations of the study 

One of the study’s limitations is that it only focused on an adaptive organizational culture; 

however, there other factors that impact the competitive advantage of an organization 

such as technology, human capital, strategy, and finance and organization structures were 

not considered. These factors contribute to the 31.6 % of an organization’s competitive 

advantage and should be considered so as to improve the accuracy of the study.  

Additionally, the study’s target respondents were busy owing to significant workloads, 

and thus did not have sufficient time to complete the surveys when the researcher offered 

them. This was a major limitation to the study. However, to guarantee that respondents 

responded adequately to the questionnaire, the researcher employed the drop and pick 

later strategy, which allowed respondents to complete the questionnaire at their 

convenience. 

5.6 Further Studies Recommendations 

This study, which was cross-sectional, employed a quantitative technique. It gathered 

solely the respondents’ opinions and perceptions. The quantitative approach of the study 

was regarded as the most appropriate method for addressing the issues due to the time 
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and resource restrictions. As a result, similar study using qualitative methods is necessary 

in the future. 

The study only sought to determine the effect of an adaptive organizational culture on the 

competitive advantage enjoyed by mobile telecommunications providers in Kenya. A 

similar study on other industries, such as financial institutions, to ascertain the findings’ 

similarity should be carried out. Additionally, the research implies that future studies 

should concentrate on variables other than those examined in this study. 

While the focus of this study was on an adaptive culture, there are additional aspects that 

influence an organization’s culture. As a result of this work, additional research on other 

related issues such as organizational leadership, corporate governance, and 

organizational design in relation to organizational culture is recommended. 
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APPENDICES 

Appendix i: Questionnaire 

SECTION A: DEMOGRAPHIC INFORMATION 

1. Company Name (Optional)…………………….. 

2. Age bracket? 

21 - 29 Years [ ]   30 - 39 Years [ ]  40 - 49 years [ ]   50 - 59 years [ ] Over- 59 years [ 

]  

3. Number of years worked?    

Less than 3 years [ ]   3.5-6.5 years [ ] 6.5-10 years 7-10 years [  ]       

What is your level of Education?     

High School [] Diploma [] Undergraduate Degree [] Post Graduate   

SECTION B: ORGANIZATIONAL CULTURE 

 POWER DISTANCE 

To what degree do you agree with the following power distance characteristics shown 

by your firm? Use the scale below to help you.: 1- No extent, 2- Little extent,3-

Moderate extent, 4-Great Extent, 5- Very great Extent.  

Component  1 2 3 4 5 

People in executive positions should consult junior 

employees in the decision making process 

     

Promotions should be for all job grades 
     



45 
 

Managers should mingle with those in lesser levels on a 

regular basis. 

     

Leaders should delegate essential responsibilities to 

individuals in junior positions. 

     

People at lower levels of management may disagree 

with their superiors' choices. 

     

 

CUSTOMER FOCUS  

To what degree do you agree with the following customer-focused characteristics 

shown by your company? Use the scale below to help you.: 1- No extent, 2- Little 

extent,3-Moderate extent, 4-Great Extent, 5- Very great Extent.  

Component  1 2 3 4 5 

Customer feedback has a direct impact on our choices. 
     

Every employee has a thorough knowledge of what 

customers want and need. 

     

Customer needs are usually met in the organization. 
     

In our decision-making process, we often consider the 

needs of our customers. 
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Customers are usually assisted where they face difficulty 

in acquiring about the service. 

     

 

OPENNESS TO CHANGE 

To what degree do you agree with the following characteristics of your company's 

change? On a scale of 1 to 5, choose the most suitable response from the options given. 

Use the scale below to help you: 1- No extent, 2- Little extent,3-Moderate extent, 4-Great 

Extent, 5- Very great Extent.  

Component  1 2 3 4 5 

The manner in which things are done is adaptable and 

simple to alter. 

     

Employees are able to adapt to changes in the corporate 

environment, including those caused by rivals. 

     

Work is always evolving, and new and better methods 

of doing things are being implemented. 

     

 

ORGANIZATIONAL LEARNING  

To what degree do you believe that your company has the following characteristics of 

organizational learning? To assist you, use the scale below: 1- No extent, 2- Little 

extent,3-Moderate extent, 4-Great Extent, 5- Very great Extent 
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Component  1 2 3 4 5 

Failure is seen positively by the company as a chance 

for learning and development. 

     

Innovation and risk management are promoted and 

rewarded. 

     

Learning is an essential goal in our daily job. 
     

 

SECTION C: COMPETITIVE ADVANTAGE  

            Do you agree with the following characteristics of your company's sustained competitive 

advantage? To aid you, use the scale below: 1- No extent, 2- Little extent,3-Moderate 

extent, 4-Great Extent, 5- Very great Extent.  

Component 1 2 3 4 5 

We are first in the market to introduce new products   
     

We offer a competitive price for our products 
     

Our company is profitable 
     

Our products and services are of a high quality 
     

Our products and services are highly reliable   
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Appendix ii: List of Mobile telecommunication companies in Kenya 

i. Safaricom 

ii. Airtel 

iii. Orange Telkom 

 

 

 

 

 

 

 

 


