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AB TRA T 

The primary objectives ofthi tu ''~.;r~.; i Tl d t 'rminc trategies KTB has put in place to establish 

a Sustainable ompctiti · th tnt.t ~ f(w ~:nyu a a tourist destination. (ii) To establish challenges 

facing KTB in flllfillin' i1 mi · i n. 'I h' rc ·carcher identified the various models of achieving 

ustainublc Comp ·tith · \d' anta c and it is against these models that the operations of the board were 

'U "Cd. 

lt' a a ca e tud and respondents were directly interviewed. The principle findings of the study were 

that; The Ken a Tourist Board embraces strategic planning and has a strategic plan covering the years 

2005-2007. The board expects to sustain the current tourism performance and has put in place a 

number of strategies to ensure this sustainability. The main challenges facing the board are, funding 

and understaffing. 



1.1 Background 

ompctition is 11 th · 

CHAPT R 0 :INTRODUCTION 

or failure of firms. Competition determines the 

nppropriut~:n~:-:-: t)r u linn· a ti itie · that can contribute to its performance, such as 

innovations. u • h i\ e culture. or good implementation. Competitive strategy is the 

earch for a fa rable competitive positioning in an industry, the fundamental arena in 

' hich competition occurs. Competitive strategy aims to establish a profitable and 

ustainable position against the forces that determine industry competition (Porter 1998) 

A good competiti e strategy leads to a competitive advantage. 

The fundamental basis of long run success of a firm is the achievement and maintenance 

of a sustainable Competitive Advantage, (Varadarajan and Jayachandran, 1999). The 

actual term ustainable Competitive Advantage emerged in 1985 when Michael Porter 

di cu ed the ba ic types of competitive trategie firm can po e uch a lo\ -c t 

trateg to achi e u tainable ompetiti e Ad antage. A firm i aid to ha a ·u taincd 

comp titive ad antage when it i imp! m nting a aluc cr ating acti it n t 

imultan u ly being implement d b an · urrent r p tential mp tit rs and ' hen 

the th r finn arc unable to dupli at the b ncfit f thi trateg · (Barney I I). It i 

ntinu u ly de\ I ptn nd r atin n 



Coyne (1986) proposes that in ord r to p , nn u tainable Competitive Advantage, 

consumers must percciv om dil f r~.:n ~.: b 'tween a firm's product offering and the 

competitor offering. 'I his Jittt.r n l mu. t h' due to some resource capability that the 

firm posses and tompt·liwt ( 11 po c '. AI ·o, this difference must be some product I 

delivery uttribut . ., th t i a ·1ti c key-buying criterion for the market (Coyne 1986). 

Barne ' ( 1991) came up \ ith this formal definition, ' that a firm is said to have a 

u tained competitive advantage when it is implementing a value creating strategy not 

imultaneou ly being implemented by any current or potential competitors and when 

other firms are unable duplicate the benefits of this strategy. Based on both Barney's 

work and definitions given by other authors mentioned earlier, the following formal 

conceptual definition is offered. Sustainable Competitive Advantage is a prolonged 

benefit of implementing some unique value creating strategy not simultaneou ly being 

implemented by any other competitor. In today's business world of hyper competition 

and globalization firms stri e to attain ustainable ompetitive Advantage through 

whate er mean in order to urvi e. The touri m ector i not an e emption. 

1.1.1 Touri min Kenya 

'I ouri m in Kenya date ba k t Prc-indcpcnd n day and hist r ha it tc rdcd that a 

rly th 19 ml c. ·pto h d t rtcd om in , t K n a m inh ft.' 
" 

bi m huntin litud . I h 

t uri m 

m nti n h in 1 7 



the responsibility of training high and middl I v I per onnel for tourism sector. Some of 

the courses offered includ fr nt p rati ns, tour guide training and hotel keeping, 

The Kenya Tourist Dcv lopm n1 q rat ion (KTO ) put in 1965 to finance potential 

investors in touri-;111 · r -.mall and medium scale hotel owners and to invest in 

tourism 011 b ·h II r ,r th' \ rnment. 

We ul 'O have The Somas of Kenya that Markets cultural resources such as traditional 

dance . architecture and promote Kenyan culture, The Kenya Wildlife Service, a semi­

aoutonous public institution established in 1989 under the wildlife conservation and 

management Act. It was separated from the ministry in 1991 and is charged with the 

responsibility of managing and protecting wildlife in national parks and reserves. Finally 

we have The Kenya Tourist Board, KTB launched in 1997 to co-ordinate promotional 

activities for tourism both locally and internationally. It also participates in international 

tourism fairs. The board draws membership from both private and public sector \i ith the 

former accounting for 65% of the members (lkiara 200 I). 

urrently t uri m a ount for ab ut I 0% of th om ti Pr du t ( P) m king 

it the third large t ntribut r to OP aft r t a and h rti ulture by 1en rating ab ut I % 

0 th nu . Ken ·a· un m t r b gan t a de lin in th s 

du t intern I nd c. t rn ially th urit; con th the 

num r rn\ I nd rnin rriv I • nd 

illi n. il 

. h rri II in in iti 



The fall in earnings ha b en v n t ~:pt:r dr pping from Kenya shillings 28.1 billion in 

1994 to Kenya shillings I). billi n in . 002. Th' downturn accelerated in the first half of 

2003 under the illlp 1 ., l)f ~· • nd iulf war, the issuance of negative travel advisories 

aguinst tru L'l t) " ·m nd imp ·ition of flight bans by some countries (Makawiti, 

2004). llow ·v ·r th r ha een an impressive upward move in the sector with the number 

of vi ' itor -· arrival ri ing to 885,600 in 2004 and further to I ,003,384 in 2005 (Economic 

ur ey -OO·l.-005). 

Table 1.1 Tourist inflows in East Africa 

Year: Kenya Uganda Tanzania 

2000 778,200 192,790 -

2001 728 800 202,012 -

2002 732,600 254 212 160,201 

2003 684 000 304,656 105 002 

2004 885,600 512,378 290,000 

Source: Re ear h data. 

tati tic fr m on m1c urv ntral ur au f tati ti K n •a, 1 B 2 0 

ganda 'I I B 20 5 anzania 

bt in d from ntral bur au f t Hi ti anda I uri t Bt ard md 

n1. 01 un B rd r' I th.t K ny I din touri t infl '' m n th thr 

untri . 



1.1.2. The Role of tourism in Kenya 

The activity (tourism) ha b n 1 ntifh:d ns one of the sectors that is expected to 

contribute significantly tO\\ trJ all' iation and employment creation as set out in 

The Economic • • l\ 'I fi r Wealth and Employment Creation, 2003-

2007(GOK. _oo ) 

ince touri ·m i e entiall a ervice industry, it provides relatively more jobs than any 

other economic ector. The industry is labour intensive and hence its expansion generates 

more job opportunities than an equivalent expansion in other sectors of the economy. 

Besides, allied improvements in tourism infrastructure also catalyses other economic 

activities. It is estimated that well over 219,000 people are currently deriving their 

livelihood from tourism. 

The benefits accruing from investments in such infrastructure and superstructure a 

airport , hotels and restaurants, road network, communication , power and \ ater upply 

a well a other related public utilities are \ idely hared \ ith other ector of the 

economy. Their de elopment enhance the o erall de elopment at th I cal le I and al · 

encourag gr at r onomic div r ification. 

T ouri m ha a I rg r multiplier ciTe t th n n th r 

e. p n itu 

t i 

nt rt inm 

un n h t I 

t r tn \cry unit f touri t 

lr it 

n in m h t I 



staff, taxi operators, shopkeeper and uppli r of good and services. They in turn spend 

part of this income on their d il) r~.: lllitt. m nts of good and services. Hence money 

accruing from touri m ·ir ·ulllt.: tlu U'h num rou ' cgments of the economy through the 

multiplier procc,·s. 

Tomism h 1s l · ·n ·it d a a major promoter of international goodwill and understanding 

us well a · a prime mean of developing social and cultural understanding on the local 

le el. cc rdingl) foreign isitors are considered to be the best ambassadors of their 

re pecti e countries. In ie of the fact that we are living in a global village, thanks to 

ad ances in communication technology, the industry contributes significantly to 

international commerce and good relations among nations. 

It is worth noting also that the development of tourism may serve as an important vehicle 

in promoting economic advancement of less developed areas that are not endowed with 

alternati e re ource . In this regard such developments play an important part in 

redre sing regional de elopments and income distribution imbalance . 

1.1.3 O~·en-iew of KTB 

K'I B ha i~ nifi , ntly ontributcd t th up \ m f th to uri m indu tr · in Ken) a in 

it ur 1in n ial a rom the buro n Union m untin tl 

milli n in I I . 

rdin t d n l m publi in th 

uri m t I ir h I in I 



The vision of KTB is to be pr mi r t uri t d tination marketing organization in the 

world while its mission i to up rt 

Kenya's unique e p 'ri n · "i1h 

of all stak ·hold ·r 

touri m industry through marketing 

, d dication and professionalism for the benefit 

fundamental beliefs that guide and shape the 

orgunizutio11: th • · • intcgrit and professionalism, quality customer service, 

compl!ll:nc di · ·i lin · team pirit, social responsibility, productive partnerships, 

empl yee relation . e. cellence and innovatiness, dynamism & creativity. 

KTB began its strategic planning exercise in April 2004 with the following objectives; to 

de elop effecti e action programmes for addressing critical constraints and challenges 

facing tourism industry in Kenya, to design action plan programmes for effective and 

efficient exploitation of the politi al tourism market opportunities and to deliberate and 

agree on appropriate strategic direction for KTB for the 2005-2007 plan period. The 

mandate of the board are to promote and market Kenya as a touri t de tination both 

locall and internationall to work in partner hip ,_; ith national, regional and 

international organization and local authoritie m rd r to impr th t uri m 

envir nment, t monit r th qual it ' and tandard f fa iliti a il bl t b th I a\ nd 

intcrnati nal t uri. t and d i th pri nd g 

th targ ted mark t 

tm f tic touri m in u tr • in K n 

nhO\ 

nd fin, II) t 

nnpr 

to addr 

ilit t th 



KTB is mainly funded by the Go ernm nt f n a and the European Union. Others are 

50% of funds collected fr m fmining and Tourism Development. Its 

organization structure fo us s t n th1. futur , core business and delivery of quality 

services in th • toun ·m in lu tr 111 •n a and globally 

1.1.3 ll.'llllitwbl• omp titi ·e Advantage and Tourism in Kenya 

The main touri m boom for Kenya took place between 1968 and 1972. Visitors form 

North America increased from 40,000 to 81,500 and other European countries from 

53,700 to 118,000. From 1973 to 1975 the number of visitors to Kenya increased from 

397 700 to 407 000 (Economic Survey 1973, 1976). The decline in 1977 was mainly due 

to closure of Kenya-Tanzania border after the disbanding of the East Africa ommunity. 

From 1978 to 1979 total arrivals increased from 360 600 to 383,000 re pectively 

(Economic Surve 1981 ). 

hown on the touri t in flO\ table fig I, the numb r of touri t arri ing in K n a ha 

n n to 5. in 2004 and further to I 003 3 4 in 2005. uri m ha r p rt d gr \ th 

not only in K 11) a but al in Ea t Afri a at large in th r ent pa t. In ganda touri m 

ontribution t DP m \cd from p sition thr to th fir t p iti n in 2 

Rprt m ouri t Bo rd ( I B 2 hm th t touri m i th third )Ur of 

r tt n. I B pi n to m k it th~.: unt. 

num m r b th rn r tin . 



Kenya, Uganda and Tanzania po mor r I s imilar tourist attraction site sites and 

all have plans of improving touri m in rdl:r to boost their economy. 

Although Kenya l:tun·nth r.m fir. t in East Africa as the most preferred tourist 

destination. t1th ·r nuti 111 · ma • utdo it unless the Kenya Tourist Board establishes a 

ustuinubk mp titiv edge against other players. Different authors have proposed 

model through "hich organizations can guard against competitors and establish a 

ustainable Competiti e Ad antage. Some these models are for example, the Game 

theor (Shapiro 200). ~ hich focuses o analyzing competitor's possible move prior to 

deciding on the next action. Tang (1995) gives ten principles, which if pursed a firm can 

dominate the industry. Porter (1995) proposes focus on the value chain so that a firm can 

attain SCA through cost leadership or differentiation. 

Any busine strateg), to be capable of sustained success must be grounded in 

Competiti e Ad antage (Thompson 1989). Competitive Advantage ( A) i gained when 

a Compan · move into a position \i here it ha an edge in coping \i ith competitive fore 

and attra ting buyer . ompanie can d elop a competiti e dge through a numb r f 

wa) u h a . pro ·iding high qualit ' pr du t in th market. pr m r , crvi c 

rc 

pr 

m 

up rior to rival . b ·ing th biggc t and the • t kn ' n firm in th markd. 

nd u 

low pri ~.: cllcr b in th b t , •raphi al I · tion and h l\'in , a 

th in p r nnin, 

nti I 

th firm 

n. \ 'hi 

th t vi 

lu th 

iti n 

r I 

it 



has (Thompson 1989). Kenya' numb r p ition in a t Africa may be attributed to a 

number of positioning strat gi s 1 ographicnl location and unique products. 

Since a company' prosp ·rtt t lm 1.1\ I how powerful and enduring its competitive ad 

vantages arc (Tilson 000 . it i imp ·rativc that the Kenya Tourist Board establishes 

tratcgics th tt 1.: 111 pn1l 1ng th life fthi .A. 

1.2 tatement of theRe earch Problem 

Current! Ken a i enjoying the top position in East Africa as the most preferred tourist 

destination (KTB. UTB, TTB 2005 reports). The Uganda Tourist Board has put efforts to 

conquer v orld tourist by signing a !million USD deal with the Cable News Network 

(CNN) an internationally acclaimed media house, to market Uganda as the best tourist 

destination (UTB 2005). ews from Tanzania Tourist Board (TTB 2005) show that the 

country recorded a tourist boom in 2004 with tourist arrival of290,000. 

The board expects the trend to continue and has embarked on aggressive marketing to 

help achie e the goal. The Kenya Tourist Board KTB ha o far made tride to be the 

mo t preferred touri t de tination not only " ithin a t Africa but " orld ver. It i 

therefore worth in e tigating " hat KTB i doing to u tain thi p r[i rman and al ·o 

a hi ve it vi ion f ing the \\Orld' premier touri t marketing b ard. 

n imprc ivc p rfi rm n c in th t urr m ~ t r in th I t t\\0 )C.rw \\ith 

t uri t 
nd furth r t II\-

\ h t hin th 



With the introduction of p rform m ntr t b th' OK in 2002, government officers 

arc compelled to dcliv ·r )f r •si n. \: in , to performance contracting conditions 

therefore its needful that K I B • whli hcs a prolonged competitive edge against other 

players. 0 'l: rsiontlly. th · ard' acti ities arc delayed due to insufficient funding by the 

government. whi ·h i 1t · main ource of funding. 

Final! touri m in Ken a is bound to suffer the impact of negative political image 

resulting from corruption. Issues of insecurity such as the latest Armenians' saga cannot 

be ignored. The board is thus faced with the challenge of marketing a nation engulfed in 

fraud scandals as a suitable tourist destination 

Several researches have been done in the area of sustainable competitive advantage 

though in different contexts. Hoffman, 2000 carried out a study on an examination of 

the concept of sustainable competitive advantage. He ga e definition of the concept, 

sources of su tainable competiti e advantage and recommended further re ear h t map 

how trategy can influence performance b} pro iding firm " ith u tainabl mp titi c 

ad antage. taka\\ iti 20 0) lo ked at th a tor that afll t th d m nd [! r d me ti 

touri m am n , profc ional in 1 air bi. K n ·a h arch m 

touri m to d tt:rmin' "hcthcr th~.: mark t cgm nt i a ,. i bl • nd su tain bk: m rk t. 

h t i tn 

th rc 

in 

im nn th 

urrcnt im r j, t uri rn 

11 



What are the possible impediments that would det r KTB from establishing a Sustainable 

Competitive Advantage? 

1.3 Objectives of the stud~ 

i. 'I o tkl ·rmin · twt ·gi s emplo ed by KTB to establish a Sustainable competitive 

Advontng f r K nya a tourist destination. 

ii. Toe tabli 'h challenges faced by the board in establishing a Sustainable 

Competiti e Advantage for Kenya. 

1.4 Significance of study 

This study will be of benefit to: 

The academic community 

This study " ill pro ide a body of knowledge on the benefits accruing to organizations as 

a result of establishing a sustainable competitive advantage. It will bring out the 

relationship bet\veen organizational resources and sustainable competitive advantage. 

Touri t organization in Kenya 

Re ult from thi tudy may be u cd b tour firm operator to cffecti I manage their 

rc ource and devel p a comp titive edge again t th ir c mpetitor . 



CHAPTER TWO: LITERATURE REVIEW 

2.1 Stra tcgy 

tratcgy is an ncti{>ll th.tt 1 t)fll an takes to attain one its goals (Hill 200 I). According 

to Johnson md ·hoi · ( 0 . trategy is the process that matches resources and 

nctivitic, of an rganizuti n to the environment in which it operates. They argue that 

·tmtegic tit which im ol e developing strategy by identifying opportunities in the 

environment and adapting resources and competencies so as to take advantage of them, is 

essential and must be maintained at all time. Quinn (1999) defines strategy as the pattern 

or plan that integrates an organization's major goals, policies and action sequences into a 

cohesive whole. A well-formulated strategy helps to marshal and allocate an 

organization s resources into unique and viable posture based on its relative internal 

competences and shortcomings, anticipated changes in the environment and contingent 

moves b) intelligent opponents. 

Today companie regardle of the industr , concentrate on " ay of formulating among 

other obje ti\e de lop for them I e a market niche. Th ' a e of globalization and 

con equ ntly lib ralization of the mark t n in part f th market where the 

on mic. h d hithcrt been d hav market pra ticc . r rtcr 

throu •hout th r nmth h au of h th 

m titi n. II tith dvnnt. c i the h n >I ,, 

lh t to 

r i h 
mp tit 



competitive position. Porter ( 1985) ident ifi t\ o b bo ic strategies through which firms 

can attain a competitive po ition. h r~ st ndvantagc and differentiation. 

2.2 Competitive dv mfUJ.!l' 

Porter ( 19~ ) 1 ·omp ·tith • ad\'antage is an advantage over competitors gained by 

offering con ·umt!r · greater value. either by means of lower prices or by providing greater 

benefit· and ·en ice that justifies higher prices. Hill (2001) identifies four building 

block of competiti e ad antages as efficiency, quality, innovation and customer 

responsi eness. According to Porter however there are four generic business strategies 

that could be adopted in order to gain competitive advantage. The four strategies relate to 

the extent to which the scope of a business' activities are narrow versus broad and the 

extent to which business seeks to differentiate its product. The four strategies are 

differentiation focus, differentiation, cost focus and cost leadership. 

Differentiation strategy involves selecting one or more criteria used by buyers in a market 

and positioning the bu ine s uniquely to meet tho e criteria. Thi trategy i u ually 

a ociated with charging a premium price for the pr duct often to r fl l th high r 

produ tion co t and extra value add d feature pr ided (I r th n umer. Differentiation 

i about charging a prt;mium pri c that more than o cr the additional pr du tion ts, 

nd b ut iving u tomcr clc r reason to prefer the pr du t to other I diflcn.:ntiatcd 



In cost leadership the objective i t b m th lowe t cost producer in the industry. 

Many market segment in the indu tr r~.: suppli 'd with the emphasis placed minimizing 

costs. lfthc achieved s !lin prt .tn at I a.·t •qual the average for the market, then the 

t profit'. This strategy is usually associated with 

lnrgc-sculc bus in · · · I r rin standard products with relatively little differentiation that 

urc p ·rl't:l:ll ' uc ptable b · majority of customers. Discounts may also be given to 

mnximiz ·ale . 

Differentiation focus strategy aims to differentiate within just one or a small number of 

target market segments. The special customer needs of the segment mean that there are 

opportunities to provide products that are clearly different from those of competitors who 

may be targeting a broader group of customers. To adopt this strategy there has to be 

valid basis for differentiation and that existing competitor products are not meeting the 

unique needs and\ ants of the target customers. 

In co t focu the bu ine eek a lower-co tad antage in ju t a mall num er of market . 

The product \ ill b ba ic or perhap a imilar pr duct to th higher-pri cd nd featured 

market I ader. but a cptabl t ·uffici nt n urn r . 



economies of scale (mass production) and I nrning economics (increasing production 

through learning the mo t effi ient \\ t p rform a particular task). Marketing adopt 

aggressive marketing strut i . .., ll t rin down th~: experience curve. Experience curve 

refers to th<.: system tti · unit • l r ·du tions that have been observed to occur over the life 

of u produtl. t · 1rdinc t thi ur e concept, unit manufacturing cost for a product 

typicull d clin · b) me characteristic amount each time accumulated output of the 

product i · doubled. Re earch and Development design products for ease of manufacture, 

seek ne\ market and process innovations. ICT use information systems to automate 

processe and reduce cost of coordination. In terms of human resource; employee 

productivity is one key determinant of an enterprise's efficiency and cost structure. The 

more productive the employees the lower will be the unit costs. 

High productivity may be achieved through; employee training, self-managing team and 

pay for performance. A company that employs individuals with higher skill i likely to 

be more efficient than one employing less skilled per onnel. Individual ' ho are more 

killed can p rform ta k fa ter and more accurate[ and are more lik 

complex ta k a ociated ' ith modern produ tion m th d than indi idual ' ith lc · · r 

kill . Training n upgrad empl bringing the firm pr du tivit · r lat d 

cffi icn ) gain (Hill 2 I) I -managing t am ar rclath I r cent phcn mcnon 

(f I ill 2 I . 'I he t pi nl tc m compn tift n mplo) un 

nti u t r und rt k an ntir ta k. m m mb rn 11l t .un t 
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greater responsibility thrust on team m mb r nd the empowerment it implies are seen 

as motivators. People work for p h n r..:: linking pay to performance can help increase 

employee productivity. It i h " ' r important to lirst of all define clearly the kind of 

performance to be r ·w Jfd ·J utd h 

' ucct.: · ·rul inn ati n f pr ducts and processes gives a company something unique that 

it competitor · lack.. Thi uniqueness may also allow a company to charge a premium 

price or lower it cost structure below that of its rivals. Maintaining a CA through 

innovation requires a continuing commitment to innovation as it is easily copied. 

Companies should however guard against the following five innovation failures 

whenever in pursuit of new technologies. Uncertainty; the uncertainty of future demand 

for a new product is much greater if that product represents a quantum innovation (a 

radical departure from the existing technology) than if it is an incremental innovation (an 

extension of existing technology) Poor commercialization; thi i a condition that cur 

" hen there i an intrin ic demand for a ne' technolog but the techno! g i n t \\ II 

adapted to con urn r n ed b cau e of fa tor uch a p r d ign r p r qu lit ·. P r 

an intrin i all • attr nc\\ pr du t but 

fail t m tcrializ b • au of p r po iti ning in t rm of pri c, di tribution, pr< m Hion 

t f atun: . hnolo •i I m; pi ur "hen n mpan) get 

blind th \ j •trdr of • llC\\ lc hnoJo } •tnd f: iJ r ''h thcr th 

il h nth 

t th ir pr 
r th tim n initi m nt n 



marketing the more likely it i 

first mover advantage. 

will beat the firm to market and gain a 

In pur ui11g custom ·r r · p lll h ·n '. to attain a A, a company needs to give customers 

what they w 111t Jnd "h ·n the want. It must ensure a strong leadership, training 

cmplo 't! · to think like u tomers, bringing customers into the company by means of 

superior market re earch. customizing the product to the unique needs of individual 

cu tomers or cu tomer groups and responding quickly to customer demands. 

2.3 Sustainable Competitive Advantage 

A company that is more profitable than its rivals is exploiting some form of advantage. 

The benchmark for profitability is the company's cost of capital. To consistently make 

profits in excess of its cost of capital - economic rent - the company must possess orne 

form of Sustainable Competitive Advantage (Wekipedia 2006). It is the future growth 

and pro perit) of the company underlying stock not its current price that i mo t 

important to look for in e aluating a compan . A company' pro perit i dri en by h ' 

powerful and enduring it competiti e ad antag ar ( il n 20 0). 

firm p a mp tttt e d nt g wh n it h alu rcattn' 

and po iti n that cannot b dupli ted r imitat d b · th r firm. that I d to 

no 
omp tithe d\, nt t c i di r nt 
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engender such as a (CA) position i not n nril non-duplicable or inimitable. It is 

possible for some compani • h:mp r. ril , make profits above the cost of capital 

without su tainabl comp uti 1\ .1111<1' • 

A. key differ ·nt; · b 'l" · ·n · \ and 'ustainable Competitive Advantage is that the 

proct.:sst.:s md J o ·iti n a firm rna hold are non-duplicable and inimitable when a firm 

u ·tainable ompetitive Advantage. Hence a sustainable competitive 

advantage i one that can be maintained for a significant amount of time even in the 

presence of competition. A CA becomes a Sustainable Competitive Advantage when all 

duplication and imitation efforts have ceased and the rival firms have not been able to 

create the same value that the said firm is creating. 

In marketing and strategic management, sustainable competitive advantage is an 

advantage that one firm has relative to competing firms. The source of the advantage can 

be something the company does that is distinctive and difficult to replicate, al o known a 

a core competenc . To be sustainable the advantage must be distinctive and proprietar . 

There are ba icall) three t pe of a et that help build a u tainabl omp titi c 

Ad antage. ir t, rganization and managerial rdination among team in 

organiz tion k . t rganizati nal . lnt rd partm ntal c rdinati n and 

r ourcc haring to r a h a mm n g al i fundam ntal to rcatin "value". lntc ratin 

re ur k ) to th firm . f inn th t r blc to int · rat 

f r th r. < r niz tti n I I rnin 
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the environment could be customer ba ed h ng , t hnological developments, legal and 

government restriction . irm 

capabilitie 

embedded this kmm I ·u • 

h vc 1 d lop robust market sensing and scanning 

·r in!( rmation. Once they collect information they have 

in th • products they produce. Reconfiguring and 

lransfornllltion : l'h · ·m ir nmcnt for firms is constantly changing and constant 

n:configuring und tran ,[! rmation is key to forming Sustainable Competitive Advantage. 

A double lo p learning and transformation is key to producing innovative products. 

lnnovati e capacit} of a firm determines how it reacts and learns from market 

information. 

Secondly, market positions are the assets of a company such as technological assets 

financial assets. reputation assets and structural assets. The structure of a company can 

determine hov it performs. The hierarchy of a company can influence its culture, 

procedure and routines. All these contribute to the attainment of a ustainable 

Competiti e Ad antage. 

The third a et i Path dependencie : At birth a company i u uall ac mpanicd \ ith 

certain orientation h pr g nitor bring certain orientati n and attribut s th t 

\\ ith th c mpan) [I r a I ng time. he path th 

devel pm nt of it competcn h.: . 'I hn I gy d \ 

mpan take then dct rminc the 

time c n determine ho\\ 

n .·ploit opp rtuniti to form ble omp tithe t\dvantu . ftcn 
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Early literature on competition erve a pr ur or to the development of Sustainable 

Competitive Advantage. ld r n l . 7) hinted at a basic tenet of Sustainable 

Competitive Advantag , th u 1 fun Jum tHai aspect of competitive adoption is the 

specia lization of supplt •r t\ m · ·t ariations in buyer demand. Alderson ( 1965) was one 

of the lirst t > rt.: ·o 'nrz that tirm hould strive for unique characteristics in order to 

distinguish th m · 1\ e · fr m competitors in the eyes of consumer. Later Hamel and 

Prahald ( 198 . and Dick on 1992) discussed the need for firms to learn how to create 

new ad antage that\ ill keep them one step a head of competitors. Over a decade Hall 

( 1980) and Hernderson (1983) solidified the need for firms to posses unique advantages 

in relation to competitors if they are to survive. These arguments form the basis for 

achie ing Sustainable Competitive Advantage. 

Day and Wensley (1988) focused on two categorical sources involved in creating a 

competiti e ad antage i.e. superior skills and superior resources. Barney ( 1991) tate 

that not all firm re ource hold the potential of u tainable ompetiti e Ad antage 

in tead they mu t po e four attribute that i raren , alu , inabilit t be imitated 

and inability to be ub tituted. imilarly Hunt and Morgan, ( 1995 pr p c that p t ntial 

re ourc an be mo t u fully at g riz d a finan i I. ph i al, legal human. 

rg niz tion I, inform ti nal and rd ti n I. 
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company does best in relation to oth r "hi I di tinctive competence is what a firm does 

best than its competitor . 

Resources arc input<; in1 ) firm' pr duction process such as capital, equipment, the 

·ki ll s of individu d ·mpl * ·s. patents, finance and talented managers. Resources are 

either tungibl r intang1 le tn nature. 

Thi tud · highlights the arious models of establishing a Sustainable competitive 

Advantage and in estigates on how the Kenya Tourist Board is applying these models 

integrati ely to attain a Sustained Competitive Advantage. The choice of this integrative 

approach is based on the fact that each model focus on one or two aspects of the 

organization hence applying only one model ignores other aspects. Combing these 

models therefore provides a more meaningful and exhaustive tool with which 

be pursed. 

A can 

The choice of KTB is based on the fact that touri m ector ha impro ed ignificantly in 

the Ia t t\\0 ,ear and i current) the leading ector in the e onom ' ith 0°/o of 

Kenyan aying it performance i ery g d. (poll rc ult b t ad man gr up ail · 

ation '' pap r 21 1 July 200 . e ndl the b ard i th link b tw n K n •a and th, 

int rn tiona! it 

touri t c tin ti n. 



2.5 Models of Sustainable Competitive dvantagc 

2.5.1 Resource Based pproa It: 

The search for sustain ablt- · Hll( tttt ad antagc has been the dominant theme in the 

study of strut ·g fhr 111 111 ) ·~r 1 ain, I 956; Kay, 1994; Porter, 1980). The "resource­

bn ·cd vi ·w" hus r · • ·ntl) ~ und fa or as making a key contribution to developing and 

d ·livering competitive ad antage. According to this approach SCA is achieved by 

continuou ly de\ eloping existing and creating new resources and capabilities in response 

to rapidl) changing market conditions. 

The opportunity for a company to sustain a competitive advantage is determined by its 

capabilities of two kinds: distinctive capabilities and reproducible capabilities and their 

unique combination. Distinctive capabilities are characteristics of the company that 

cannot be replicated by competitors or can be replicated with great difficulty. They are 

the compan 's basi of ustainable competiti e advantage. Di tinctive capabilitie can b 

of man kind : patent • exclu i e licen e , trong brand , effective leader hip team ork, 

or tacit knowledge. A patent i an e clu i right grant d for an in cnti n, '' hich i a 

pr duct or a pr that pr ide a n \\' \ a . f d ing mcthing. r m r pr tc tion 

a ain t oth r mp tit r fr m u ing the am inn vati n. 

R pr u ibl v rth biliti th nb l pied O) lll1 tit I . 
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competitive advantage but its life i in r ingl bri f as it can be replicated easily by 

others. Tacit knowledge or impli it J..n ' kd<l is far le tangible and is deep embedded 

into an organization op 't uin • pr.11.1i !l. It i ' oflcn called Organizational Culture. 

Because tacit know! I '\.' i mu ·h hard •r to detail copy and distribute it can thus be a 

sustninublc sour·· tlf · 1111 titi' e Ad antage. 

Firm· rei) on their re urce to attain a sustainable competitive advantage. The currently 

dominant ie\\ of trategy. the resource-based theory highlights the need for a fit between 

the e. ternal market context in which a company operates and its internal capabilities. 

According to this iew a company's competitive advantage derives from its ability to 

assemble and exploit an appropriate combination of resources and capabilities in 

response to rapidly changing market conditions. It is through the synergistic combination 

and integration of sets of resources that competitive advantages are formed. A capability 

is the abilit for a set of resources to integratively perform a task or an activity. Through 

continued use capabilities b come tronger and more difficult for competitor to 

under tand and imitate. A a ource of competiti e ad antage a capabilit c;h uld neither 

b o imp! that it i highly imitable n r mpl that it d fi int mal te ring and 

c ntrol. 

11 RBV i n undt:d in th firm intern I cnvir >nmcnt in t rm < fit 
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environment, it suggests that a firm' uniqu rc.our c and capabilities provide the basis 

for a strategy. The strategy sh uld allow the firm to best exploit its core 

competences relative to pp rtuniti\. in th I.!Xtcrnal environment. In summary the 

essential clem ·nts t>f I' B\ 11 tim namely; first, superior returns i.e. the firm must 

posses u pwlon 'l'd · 1111p ·titi' ad antagc in relation to other competitors, secondly the 

rc ·ourcl!s mu·t m t rtain characteristics i.e. the resources must have the potential to 

achie e a ·u·tainable c mpetiti e advantage, should be of value, inimitable, rare and non-

ub titutable. Re ources are said to be of value if they permit the creation of value 

(Barne 1991 ). The must permit the firm to conceive and implement strategy. 

A resource is inimitable if it cannot be clearly identified or if its ability to generate 

superior performance is unclear. Such is possible where resources are highly tacit. Other 

such as Patents and copyrights, economic deterrent and large-scale investment may also 

result to inimitability. Resources are immobile if a competitor cannot hire the arne 

re ource from our organization or any other ource. Lastly the re ourcc hould b non-

ub titutable. The third e entia! element i the trategic choice by management. 

Re ource in and out of them el e do not confer comp titi e ad an tag'. Ka ( 199 ) it i 

only a comp titi ad antag when it i appli d t an indu try or br ught t th • mark t. 

nv~.:rt rc ur cs int mcthing of value to us tom ·r . 
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concerned with the legal protection f the nlu ·- r ating aspects of knowledge. A patent 

portfolio-set of patent held b) a firm-b n fits m<jor intellectual property resources. 

The potential of patent. to ·r .u st~:o.t.tin;tbl ompl!titive advantage can be verified going 

through Barncys ·r it ·ri 1 fur ,, ut • ompctitivc advantage as discussed in this chapter 

under S . In tddili )It t ·in u cd for competitive analysis the methods of technology 

nnulysis l:Hn ul · b u · d t identify important developments in patents and to track and 

foreca ttechnolog) ( logee 1991). 

The abilit of the patent to provide sustainable competitive advantage depends on a 

number of factors such as the cope of the patent, whether narrow or broad, the synergy 

effects among the patents in the patent portfolio, international coverage i.e. whether the 

patent is registered in multiple jurisdictions and the remaining life of the patent, either the 

validity period or the period of techno-economic validity. 



Fig 2.1 The Resource Based Model of uperior retums: 

Locate an attra ti \ c i ndu~tr 

{Rc t'un:e are mpu mto a fmn's production process) 

Determane the tirm·s capa bilities What do the capabi lities 

aiiO\\ the tirm to do better than its competitors(Capacty is n 

antegrated set of resources to antegrat1vely perform a task or 

3CU\It)') 

Locate an attractive industry- ( an industry with 

opportunities that can be exploited by the frirm 's 

resources and capabilities.) 

elect trat~y that best allows the firm to exploit Its 

resources and capabilities relative to opportumues an the 

external em1ronment ( trategy refers to strategic acuorts 

taken to earn abo\e &\c:rage return ) 

bllnyot 
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2.5.2 The 10 principles Model 

Tang (1995) de crib · a firm' .11 ilit I< h:\v a prolonged leadership in the market as 

ompctitivc Domin 111 T (<.I . II· d fin ·s 'D as the ability of a company to sustain 

leadership wcr u ltm p ·ri d f time such that their products and services become 

dcfuclo standard.. rh brand becomes a power in the market; the brand generates 

extraordinar) le\'el of confidence, trust and incidentally economic equality. He gives ten 

principle· of competiti e dominance. Competitive dominance results in sustained 

leader hip and acceptance of the firm's products and services as the standard by which all 

others are judged. Competitively dominant firms relentlessly practice the principles of 

Competiti e Dominance; they shape the future rather than adjust to it. They arc viewed as 

role models in the industry and they are the envy of competition. The goal for 

competiti e dominance fuels the will to make things happen and to create a future that 

will compel competitors to react and follow. The ten principles to competitive dominance 

are: 

trategic and ionar leader hip; trategic leader hip i the c mpetence t manag in 

t\\0 time frame imultaneou I and i al th apacit ' t man ge l\\O 

tru ture . leader hip n th th r hand i th uniqu bility to on ptualizc 

and nd to th rail ·ing p int. 'I h 

it; t time r m l11 \\ ith the ·ap.t ity to 

r ult m 1 hen time n it I 
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Continuous Environmental anning: o firm an a ume it is competing in a static 

environment where comp titiH: I'M ·u; ar stable and predictable. Environmental 

canning is the 111 · 1ns h) "111 h a firm can continuously analyze the intensity and 

direction or c:istin • mark ·t and indu try forces, the configuration of new market forces 

and lht: potential impact n their ability to sustain Competitive Dominance. New forces 

are con ·tantl) emerging which abolish cherished assumptions, create new industry 

structure . re- egment the market, re-level the playing field and facilitate entry of hungry 

and smart ne~ competitors. In recent years the velocity of these changes has accelerated 

at an unprecedented pace. Therefore any firm that does not wish to be overtaken must be 

constantly alert for shifts in existing forces and for new emerging environmental shifts. 

This process requires the continuous analyses and study of industry trends, customer 

attitudes and values, capabilities of current and new technologies, capabilitie of the 

competitions and positions of important thought leaders such as con ultant and other 

opinion makers ( tant, 1990). 

Modeling 1 rend and 0 namic : Fa t-ba ed anal i of trend mu t n id 'r th pa t and 

hi torical data but mu t al o pr ~ t into th future thr ugh anal si f the d •nami of 

the fore 

int th 

nd trend . bnvironmcntal c nning nablcs a firm to cquirc unique in i 'IH 
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Listening Posts: Companies mu t hav well d plo d li tcning posts to gather fact-based 

information about the mark t and in tL tr . Th' al o have management systems that 

continuously monitor, nn tl 'It: n rlH)U I thi ' information. Listening posts asses the 

environment and the m trkl'! t d t ·rminc if the direction the company is headed is the 

right one. 1-: ·umpl · · of u h li-;tening posts include; industry guide databases, constant 

reports. rnurkt!t r · · arch tudie and competitor analysis. Internal assessment of personnel 

attitude opinion and concerns must also be monitored continuously to keep a pulse on 

the upport for com pan goals and the acceptance of change. 

Change and Organizational Transformation: This is a call to action for self-renewal 

through continuous transformation, systematic and thoughtful change. Dominant firms 

must continuously re-invent themselves to maintain their positions otherwise a mart 

competitor \ ill predict the dominant firms actions and create a way to improve on the 

product or ser ice or find a way to deliver more value. Change and organizational 

transformation i thus imperative for firms that are not dominant but ha e a piration to 

become o. 

u tomer ccntri ulturc: Th purp f bu in t kc p c. i ting cu t mer und to 

rn r by lhcrin m r th n the omp titors. II t o )fh.:n 

b in to de\ I p n intern I vie' of value • nd mi th Ill rk \\ ith 
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development, product introduction and pr du t planning cycles. This continuous contact 

with customers re-enforce a mark t n s~: r i ~ orientation. 

Unified Systl'mic I inks: I 1 .1 hi., ·dominance requires the alignment and integration of 

an c ' tcmkd sl't 1f pn1 · · · und re ource' within the enterprise & outside the boundaries 

of the entt:rpri ·~.:. In e1Tect the processes must be "boundaryless" but they must also be 

meaningfull ' linked & integrated. Linking key processes so that in unison they create 

more cu tomer \alue or pro ide sustainability. Competitive Advantages - forms the 

foundation of dominance & leadership. Unlike product attributes of technology a 

competitor cannot take a process to a laboratory for reserve engineering or imitation. 

These unified links enable a firm to provide suspicious seamless & differentiated 

Customer satisfaction. 

takeholder Integration: ustained leadership in impossible without tightly knit 

participation of stakeholders (Kosynsk 1993). Industry participants who have take in 

the ucc of a firm s product or ervrce are takeholder . he m t ignifi ant 

takeholder are tho e that pia an 

active role in the alue- hain of th firm' pr du t scrvi e rman, R mur~:z I 

Porter I 5 . h y arc..: important be au 

re t the ndition th t 

bl t irnpr \ th ir omp titiv n 
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Organization Energetic: Firm that ha a hi vcd or are striving for competitive 

dominance have a discernibl and pnlp bh; I ' I of energy & enthusiasm. This level of 

exactmcnt & emotion I ·ommitmt:nt 1 <)~o.'S wdl beyond high morale. They are on a 

mL ion and then: i · puq l' in \ hat they do. This special characteristic is called 

organization tl Fn ·r •i'>ti ' . 

pportunity Gr \\th : .D means establishing and gaining market share in new 

opportunitie . It means that the firm is able to increase its customer base at a rate that 

e ceed the gro\\th rate business. It also means that it is able to create new business 

before or faster than any competition. The ability for a company to establish & create 

ne\ businesses is proof that it has been able to anticipate and create new customer value. 

The company has turned an opportunity into a reality by rapid growth in revenue sources. 

2.5.3 Organizational learning and sustainable competitive advantage 

The organizational learning i a proce s that u e the knowledge and the under tanding 

guided to the impro ement ofth action ( iol and Lyle 1995). th ·arne ne ha it. ba e 

in the the ry of th ontingency. Learning her tart n th tdentific ti n of th mo t 

adv n cd firm nd on a c mp ri on f how th y a hie that p rf rm nc and how it i 

hi 'ed b) our nt rpri to n.:, h to the I , rnin ~tratcgy. 
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position to know the stronge t competit r opacities and learn from them. This 

knowledge will open up opportuniri 1 m k' 1 d ... i. ion : either to equal or to surpass the 

performance of the targ t firm. I his pn c :s will enlarge the intellectual potentialities of 

the firm . The str·ut · •i · I usin · unit· reach the success key factors, and acquire 

sustainubh.: wmr ·titi' ·ad' unta e (Ronda 2002) 

Appropriate ·trategie for the management of knowledge are indispensable so that a 

company can compete in an effective way. The markets globalization, the intense 

technological e olution. and the trends toward deregulation have changed the rules of the 

game in industry. In this new context, the traditional sources of competitive advantage of 

companies, like physical and financial assets have stopped providing sustainable 

differentiation because they are available to all the agents that compete in the industry. 

For this reason. the development of core capacities to learn from the strongest most 

developed firms turns into a necessity. These distinctive core capacitie hould be 

difficult to assimilate by competitors and are mo tty ba ed on the core competcnci of 

per onnel, and in the' a} trategic proce s rules the future of the enterpri e. 

The management of intelle tual apital i imp rtant a a ba e fi r the d clopmcnt of 

organizational ore ap itie . hi d elopment implic . with ut an • d ubt. th daily 

of I aming, indi idual ndfor ollc tiH:. '1 he out me f thi. pr c is th c\ r­
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pattern Intellect of "Measurement of lnt II tun! apital" ( uroforum, 1998), developed 

by the University Institute Eur fl rum P!i ri. I in 1998 relates the intellectual capital of 

the enterprises with th pro e s I . lf!ll 1i manag~mcnt. The assets that have been kept 

in mind arc usu dl 1lw , • tit H :m b • measured clearly, the physical assets (Jacobson, 

1992). Other tuth 1r· lik • lmai and Roehl (1987) have highlighted the importance of the 

intungibl • u · ·et · r r the reation of sustainable competitive advantages in the time. 

Organizational learning is about knowing, studying and learning how the best enterprises 

make things without coping mechanically neither to extrapolate forms, nor concepts and 

measures. It is the fundamental element of the benchmarking. It is more relevant to 

investigate its concrete results, because the most important thing is to appropriate the 

positive experiences of the best firms, but in a creative and innovative way. That i to 

say o ercoming them on the base of what has been learned, without copying neither 

transferring solutions mechanically from place to place. To achieve this strategy Ronda 

ha propo ed a leaning matrix guide in executing organization leaning. 

Table 2.1 The learning matri 

Key factors of Target firm How does How does our firm What t do: 

success 
our firm do do it? 

qual 

rc m th p rformunc 

it? 
of the turg •c firm 
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In using this model, the firm fir t id ntific th k y factor or strategic business unit to 

improve its performance th n id ntifi~.:s th most advanced firms in the sector in the 

international or national nvir )nm ·nt ;tnd in th' competition industry. The performance 

of the firm is uss •ss ·d iu r ·I.Hi n t th advanced firm and the learning gap established. 

The uim is to ·qullth · rf rmance or surpass the performance of the target firm. 

This approach all " the po itive experiences reached by the advanced firms to 

generalize and to be implemented with minimum costs, offers a point of reference on 

how to ele ate the general performance of the company and helps to maintain the 

organizational management. 

2.5.4 The Game theory model 

If competition is imperfect, firms may have to consider the reactions of rivals when 

determining pricing and other aspects of business strategy. The tools of game theory are 

critical in this regard ( hapiro 1999). Game theory is the formal analy i of trategic 

interdependence.:. trategic interdependence refer to ituation in ' hich on part ' 

outcome (profit . reward . benefit and o on) d pend crucial! ' n the d f ne 

or more oth r partie and i c \ r a. In u h ituati n , ach part ha t anti ipatc the 

ction nd rc tion of all thcr p rtic to mak n optim 
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possible actions and reactions to th a tion of th r players, and the payoffs or rewards 

implicit in the game. 

Through the usc of ' tm m ) l Is. d ·i ion-makers can predict the actions and reactions 

of comp<.:titors. purtn ·r . ·u l m •r and others quite accurately. In this way, game theory 

ullows you t 1 upf r a h pr lem from other people's perspectives, thereby improving 

your wn de ·i ion-making abilities. 

arne the r · can gi e insights into the strategic interdependence between market 

participants. Two instances of this are competition in oligopolies and competition in 

situations ' here there are network effects. In oligopoly, the interaction is between 

competitors " hereas when there are network effects, the interaction is between 

complementors. onetheless, the same basic tools of game theory can be applied to each 

situation. 

Game theol) models reduce the world in which busines e operate from a highly 

comple. one to one that i simpler but neverthele retain orne imp rtant characteri ti 

of the original. B) capturing and clarifying th mo t ignificant a pe t f c mp titi n 

and interdep\;nd nc , gam th r ' m del make it p ibl t br ak d \\ n a mplc. 

ompctiti\ e itu ti n int it k y mp n nt and to nul) th mpl-. d ·n. mi 

n pi • er . 
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hope of maximising their ultimate payoff and th a umc that the other players are doing 

likewise. Without this a sumpti n, > nh: th ory cannot successfully model real-world 

situations. 

Bccau ·c gumc th · f) , 111 r ali ticall model business situations, it helps businesses to 

make optimal dt!ci ·i n · and choo e optimal actions. In other words, by "solving" a game, 

a bu ine , can identify it optimal actions (assuming, as always, that all the other players 

are also choo ing their actions optimally). This is especially valuable because it helps 

companies choose the right business strategies when confronted with a complex strategic 

situation. 

The nature of the solution(s) in game theory also motivates businesses to analyse how the 

structure of the game can be altered so that a different (and perhaps a more favourable) 

game can be played. Because of its systematic approach, game theory allows busine es 

to examine the consequences of actions that they may not have con idered. 

It is \\Orth noting here that man game m ol ing bu ine ar different from game in 

other field . For in tance. in bu ine . man pia er can ' in (and I ) imultan ou 1 . 

\\hi h obvi u ly i not the ase with che . dditionall ', b au f th interdependent 

nature of mo t bu inc r lation hip . the game ar n t h\a one of dir t 

comp titi n. n idcr a arne b l\\c n m nu turcr and upplicr - b th h \ c 
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hope of maximising their ultimate payoff and th n umc that the other players are doing 

likewise. Without this assumption, gam annot successfully model real-world 

situations. 

Bccau c game theory c 111 r \lit ·u all model business situations, it helps businesses to 

make optimul dcci ·ion· und choo e optimal actions. In other words, by "solving" a game, 

a bu ine · cun identify it optimal actions (assuming, as always, that all the other players 

are also choo ing their actions optimally). This is especially valuable because it helps 

companies choose the right business strategies when confronted with a complex strategic 

situation. 

The nature of the solution(s) in game theory also motivates businesses to analyse how the 

structure of the game can be altered so that a different (and perhaps a more favourable) 

game can be played. Because of its systematic approach, game theory allows businesses 

to examine the consequences of actions that they may not have considered. 

It is worth noting here that many games involving business are different from games in 

other fields. For in tance, in business, many players can win (and lo e) imultaneou ly, 

which ob iou I i not the ca e \ ith che . Additionally, becau e of the interdependent 

nature of mo t bu ine relation hip , the e game are not a I\\ a) ne f dire t 

omp tition. on idcr a game b tv~cen manufa turer and upplier - b th ha c 

in entiv to do '' II . but each al · ha a \'c ted int n: t in th of the ther. 

l·urth rm re, unl ike om oth r g mcs \\ ith fi . · d ru lcs th rule husincs trc 

in fl u . 'II ey rn y b fi nnul ted by It\ • hy t cl ition t r h • t id nt. t 11 
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2.5.5 Information Communication Tu lmology (ICT) as source of Sustainable 

Competitive At/vantage 

Mo t ·trotcgy r • · nrch r · agree effective management and use of information is a 

valuable a· et that cun help gain a sustainable competitive advantage. In some situations, 

making better. fa ter. and more effective decisions can actually create decision 

superiority (Pm: er2001). 

ICT of all types create a competitive advantage when three criteria are met. First, once a 

ICT is implemented it must become a major or significant strength or capability of the 

organization. Second, the ICT must be unique and proprietary to the organization. Third, 

the advantage provided by the ICT must be sustainable for at least a few years to insure 

an adequate return on the investment. Even with rapid technology change a 3-year 

payback is a realistic goal. Managers who are searching for strategic investments m 

information technology for decision support need to keep these three criteria in mind. 

The v.-ide pread u age of computer technolog has changed the wa companie do 

bu ine . Information technolog ha altered relation hip between companie and their 

upplicr . cu t m r nd n \ ·ith their ri al . Porter and Mi liar (I 

tru tur 

th 

·s th t in rmati n tc hn log ' an affi t c m titi n: 

nd by upp rtin, co t nd/ r dilfcrcnti ti n tr t gi . 
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profitability of an industry. How a compan ' u 

of the five competitive force and 

information technology can affect each 

need and opportunity for change. For 

example, information t hnol) 1_ ha alt r d the bargaining relationships between 

companic nnd th ·ir suppli ·r . hannel and buyers. Information systems can cross 

company bound uri ·. 

Inter-organizational terns commonly referred to as decision support systems (DSS) 

have b come common and in some instances they have changed the boundaries of 

industries. Specific decision support systems can reduce the power of buyers and/or 

suppliers. Sophisticated decision support systems can erect new barriers that reduce the 

threat of entrants. For example, data and the system for understanding it becomes a 

corporate asset that is hard to create for new entrants. Knowledge in a knowledge-driven 

DSS may only be obtained from experience in the industry. A specific DSS can help 

differentiate a product or improve service and hence reduce the threat from substitute 

products. Also, some DSS can help managers reduce the cost of rivalry actions by 

targeting expenditures and in some cases D 

action and reactions 

may reduce the need for competitive 

an and ~ ur ter I 97) argued in a Harvard Bu ine Re ie\ article that the W rid i 

in th mid t fa fundam ntal hift in the e onomic o infi rmati n. Th y think maj r 

h ngc ''ill ur in th tructur • f ntir indu tri nd in th mpani 
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linkages with customers and supplier . In om ituation Group ICT and Groupware can 

remove time and location barri r . p ifi T an help a firm operate seven days a 

week, 24 hour a day and with Htt r l:lrd l( an employee 's or a customer's location. In 

orne cases I 'J can h ·lp int • rat· a firm '· operations. Also, inter-organizational, web­

ba cd 1 T cun cr ·ut linkug \\ ith uppl iers or customers that are difficult to overcome. 

l T can potentiall help a firm create a cost advantage. lCT can provide many benefits 

including impro ing personal efficiency and reducing staff needs, expediting problem 

solving and increasing organizational control. Managers who want to create a cost 

advantage should search for situations where decision processes seem slow or tedious and 

where problems reoccur or solutions are delayed or unsatisfactory. In some cases ICT can 

reduce costs where decision-makers have high turnover and training is slow and 

cumbersome, and in situations where activities, departments and projects are poorly 

controlled. 

Also ICT can create a major cost advantage by increa ing efficiency or eliminating value 

chain acti itie . For example, a bank or mortgage loan firm may reduce co t by u ing a 

ne\ I T to con olidate the number of tep and minimiz the number of taff hour 

appr v I an . Techn log} breakthrough can ometim ontinu t lower 

pro nd n al \ h imitat an inn ati I 1 rna nullif r r m c an 

adv nt c. 
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activities. For example, a bank or mortgag I an firm may reduce costs by using a new 

ICT to consolidate the numb r of t p nd minimize the number of staff hours needed to 

approve loans. Technology br tl..thr u 1h ' an ' mdimes continue to lower process costs 

and rival who imitut, 111 inn 'ati' • 1 '1 may nullify or remove any advantage. 

Providing un l T t ~u ·t mer can differentiate a product and possibly provide a new 

service. DitTerentiation increases profitability when the price premium charged is greater 

than an added costs associated with achieving the differentiation. Successful 

differentiation means a firm can charge a premium price, and/or sell more units, and/or 

increase bu er loyalty for service or repeat purchases. In some situations competitors can 

rapidly imitate the differentiation and then all competitors incur increased costs for 

implementing the ICT. 

Finally, ICT can be used to help a company better focus on a specific customer segment 

and hence gain an advantage in meeting that segment's needs. MIS and DSS can help 

track customers and ICT can make it easier to serve a specialized customer group with 

pecial service . orne customers won't pay a premium for targeted ervice or larger 

competitor al o target pecialized niche u ing their ov n I T. 

2.5.6 The I '0 (lndu trial Organization) Model 

I r m th thr ugh to 19 th en ir nm nt wa th ught t th 

prim ry d nninant f tirm b ful. h m d I . pl. in th d min nt 

nvtr nm nt n firm ti n . It th.t indu tr 
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choices managers make inside their organizntion . According to this model a firm's 

performance is believed to be predict d prim ril b a range of an industry's properties 

including economics of cal , b rri ·r: t ·ntr , diver ification, product differentiation 

and the degree f cotup ·tili Hl. round •d in the economics discipline the I/0 model has 

four underlying u, 'Umpti n ,: Fir t the external environment is assumed to impose 

pres urcs and con -traint that determine the strategies that would result in above average 

returns, econd mo t finns competing within a certain segment of an industry are 

assumed to control similar strategically relevant resources and pursue similar strategies in 

light of those resources. 

The VO model's third assumption is that resources used to implement strategies are 

highly mobile across firms. Because of resource mobility, any resource differences that 

might develop between firms will be short-lived. Fourth, organizational decision makers 

are assumed to be rational and committed to acting in the firm 's best interests as shown 

by their profit maximization behaviors. The model challenges firms to locate the most 

attractive indu try in \ hich to compete. Because most firms are assumed to have similar 

strategically rele ant re ource that are mobile across companies, competitivene 

generally can be increa ed only when the find the indu try with the highe t profit 

p tential and learn hO\ to u e their re ource to implement the trateg required b the 

tru tural har t ri tic in that indu try. 

I he II c t that b ve av rage return ar arn d wh n trm impl m nt the 
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strategies required by the external environment ar likely to succeed while those that do 

not are likely to fail. 

In studying the e tern tl t:n ir nm •nt, look at the general environment, the industry 

environment and th~.: c mp titi e en ironment. An attractive industry is one whose 

structural characteri tic ugge t abo e average returns. The strategy selected should be 

linked with abo e a erage returns in a particular industry. Assets and skills are then 

developed to facilitate the implementation of the chosen strategy. Finally select a 

strategic action linked with effective implementation ofthe chosen strategy. 

2.5. 7 The Competitive Advantage model. 

According to this model competitive strategy is about taking offensive or defensive to 

create a defendable position in an industry in order to cope successfully with competitive 

forces and generate a superior return on investment. Porter argues that the basis of above 

average performance within an industry is sustainable competitive strategy. There are two 

ba ic types differentiation and co t leadership. In pursuing differentiation strategy the 

firm eek to be unique in it indu tr} along orne line highly alued by buyer . In co t 

leader hip th firm tri e to be the lo\ co t producer in the indu try (Porter 1995) 

plain th 

lie rt th t 

It t m 
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marketing, delivering and supporting its produ t. n h of these activities can contribute 

to a firm's relative cost position and rc t bn i f r differentiation. 

A cost advantage for c nmpl m l ' st m fi· m 'uch disparate sources as a low cost 

physical di tribution system, 1 hi hi •fficicnt assembly process or superior sales force 

utilization, up-to dnt · tt!chn I g). high killed laborers I staff employees. A systematic 

way of examining all acti" itie of a firm performs and how they interact is necessary for 

analyzing the ources of competiti e advantage. The value chain is one of such basic tool 

for doing so. It disintegrates a firm into its strategically relevant activities in order to 

understand the behavior of costs and existing potential sources of differentiation. 

A firm therefore gains competitive advantage by performing these strategically important 

activities more cheaply or better than its competitors. The value chain of firms in an 

industry differ reflecting their histories, strategies and success at implementation. 

One important difference is that a firm's value chain may differ in competitive scope 

from that of its competitors representing a potential source of Competitive Advantage. 

In competiti e term , alue is the amount buyer are willing to pay for what a firm 

pro ide them. Valu i mea ur d by total re enue a reflection of the price a firm 

product c mmand and the unit it can ell. A firm i pr fitable if the alue it command 

c t inv I d m creating th pr duct. alu a ti itie arc th ph i al and 
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employs purchased inputs, human resource and orne form of technology to perform its 

function. 

Each value activity ulso u· ·s tnd r 'Jl • information such as buyer data\ (order entry), 

performance purnm ·t ·rs lt! ·ting and product failure statistics. Value activities are 

divided into two br ad type : primar and support activities. Primary activities are the 

activities invol ed in physical creation of the product and its sale and transfer to the 

buyer as well as after sale assistance. Support activities support the primary activities and 

each other by providing purchased inputs, technology, human resource s and various 

firm-wide functions. 

Value activities are therefore the discrete building blocks of competitive advantage. How 

each activity is performed combined with its economics will determine whether a firm is 

high or low cost relative to competitors. How each value activity is performed will also 

determine its contribution to buyer needs and hence differentiation. 

Identifying alue acti\ ities require the i olation of acti itie that are technological ly and 

trategically di tinct. Inbound logi tics: Acti itie a ociated with re eiving toring and 

di minating input t the pr du t uch a material handling \ ar hou ing in ent r 

control v hi lc h duling and return to uppl '. p ration: A ti itic a· iat d , ith 

tr n f rmin input into the final product fl rm u h ma hinin l, pa k ,ing. a cmbl ', 
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buyers such as finished goods warehou ing, mat rial building, delivery vehicle operation 

order processing and scheduling. Mark t nd . I . ; A tivitics a sociated with providing 

means by which buyers can pur h \S th~.: pr du t and inducing them to do so such as 

advertising, promotion s tl · · f r · •. qu ting, channel selection, channel relation and 

selection. crvicc; di iti · ar tho e associated with providing service to enhance or 

maintain the value of the product such as installation, repair, training, parts supply and 

product adjustment. 

Procurement: Refers to the function of purchasing inputs used in the firm 's value chain 

not to be the purchased inputs themselves. Technology development; Easy value activity 

embodies technology be it know-how, procedure or technology embodied in process 

equipment. Technology development is important to CIA in all industries holding the key 

in some. Human Resource management; consists of the activities involved in the 

recruiting, hiring and training, development and compensation of all types of personnel. 

HRM affects competitive advantage in any firm through its role in determining the skills 

and moti ation of employees and the cost of hiring and training. Firm infrastructure: 

Consist of a number of acti ities including general management, planning finance, 

accounting legal. go emment affair and qualit management. Infra tructure unlike other 

upport a ti ·iti u ually upp rt the entire chain and n t indi idual acti itie . 

In on lu i n then.:f rc it i imp rtant t und r tand th firm· alu o that ca h 
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CHAPTER THREE: RE EAR II METHODOLOGY 

3.1 Research Design 

This wa a cu 'C ·tud r th 'n a Tourist Board (KTB). Apart from KTB there are a 

number of player in the touri m ector namely Kenya Tourist Development Corporation 

(KTDC), Mini try of tourism, Kenya Association of Tour Operators and Kenya Utalii 

college just to mention a fev . KTB was chosen for this study because of its current 

impressive achievement in marketing Kenya as a tourist destination. The study was an 

exploratory one aimed at investigating strategies practiced by KTB in marketing Kenya 

as a tourist destination. It involved an in-depth investigation of the organization's 

operations. The success of the board depends on the synergistic outcome from the 

organization's main departments namely; Finance, Human resource, ICT, Marketing and 

planning hence it's against this notion that these departments were selected for interview. 

The study was a cross-sectional one. Other studies such as those of (Kombo 1997; Koske 

2003 & Machuki 2005) have successfully adopted a similar research design. 

3.2Data collecti n 

Pertinent data wa olle ted from the Managing Dire tor, head f department name! 

II urn n Rc our e. 1 rk tin g. f· inance. I and Re arch el pm 

thr ugh p onal in ten: ic\ u ing intcrvie\\ guid nd r data w 

d n 

tain d fr m 

u h, K'J B trat i pi n t uri m j urnal Int rnct media 
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and the Managing Director were intervie"ed. Th int rview guide was divided into six 

sections. Section A consisted of que tion int nd~.: to provide in formation on overall 

organization strategies. This · ·t ion f th lU ti nnairc was administered to the 

Managing Director. S ·ction B · n ·i ·t d f que ·tions intended to provide information on 

the general ·trutcgics pru ·ti • db the b ard. Other sections of the interview guide i.e. 

, D, E & F con ·i ted of que tion intended to provide information on strategies 

practiced by the variou organizational departments. All the interview guides had 

questions seeking to establish challenges faced in the various departments. 

3.3 Data analysis 

The nature of the data collected was qualitative. Data was analyzed usmg content 

analysis based on analysis of meanings and implications emanating from respondents 

information and documented data on Sustainable Competitive Advantage. 



CIIAPT ~R FOUR: DA A NALY I AND FINDINGS 

4.1 Introduction 

This chapter highlight · h w th inte ie guide was administered and data analyzed. The 

data gathered in the tudy are anal zed in this chapter using content analysis in line with 

the objective of the tud ·. econdary data was collected through examining KTB 

strategic plan, brochures and other written documents. Primary data was collected using 

face-to-face interviews. 

4.2 The Profile of KTB 

4.2.1 History and ownership 

The Kenya Tourist Board was set up in 1997 with a full mandate of marketing Kenya as a 

tourist destination both locally and internationally. It was formed a state corporation in 

1997. It was aimed at setting up a viable management system that would surmount any 

challenges in the world of tourism marketing as per the expectations. KTB'S core 

busine s i marketing. 

he board h di ided the marketing effort into five clu ter namely; the nited 

Kingdom. ( andina ia. Ita! . Benelux countrie and pain) the ·econd lu ter i 

, rm, ny. \\hi h in lud • \\itzerland and ·ran e hird lu ter i th A, '"hi h al . 

r\: o the nadian market. th r ar the merging mark t clu t rand [ mcst 1 

m rk t lu t r. I· h lu tcr ha R 
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narkets. The board has also developed brochur depi ting the destinations attractions, 

rideos and various sales promotion it m . Th b rd al o organizes familiarization trips 

:Or international travel agent. tour p r;n r and journalists. During the trade fairs, the 

Joard get publicity thwu •h v tri u arti I ·s in publications, advertorials, radio shows 

nd pres con fer ·nc~: ·. KT i · h ad ·d b a Managing Director who is selected by the 

establishment ommittee. a panel consisting of stakeholders i.e. KTDC, KTB and the 

trea ury. The organization i currently divided into departments each department being 

headed by a manager. The board has developed a lean organization structure however has 

not adopted it pending some changes. Board directors made up of various stakeholders 

namely; KTDC, The Government of Kenya, KTB, Tour firm operators and other players 

in the industry also run KTB . There are two key departments at the board namely, 

Marketing and Finance & Administration. The later consists of Finance, Human 

Resource and ICT. (See illustration on the next page) 
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4.2.3 Budget 

One of the major challcng •s f1 ·in II i ' the cstabli hment of suitable and predictable 

ourccs of funding l{)r it · d · tinatt n marketing and promotion. Some of the board's 

marketing activiti · that require financing include market surveys and analysis, 

marketing octi itie . training and development of professionals and general 

admini trati e and operational activities. The board requires an annual allocation of Sh.l 

billion per ear to effectively carry out its function. KTB's main source of funding is 

GOK. Others include European Union, Tourist Trust Fund Recovery crisis, Tourist Trust 

Fund Grant and Industry contribution. To boost its finance the board has managed to 

raise funds through the provision of advertisement in it website and also through bids 

with the Government of Kenya and World Trade Organization (WTO) to fund short-term 

course for its staff. 



T bl .I KTB DGET l · Kenya hillings Allocation For The Period 2001-2007 

FiscAl ye:rr 
2001/2002 2002/2003 2003/2004 2004/2005 2005'2006 2006/2007 

Sourer 

GoK Grant !56 000 000 153,928 875 190.000.000 170 000 000 1,678.500,000 I 1,762,425,000 

Go_g Grant Pendm~ bills 
35,000 000 50000,000 I 

GoK Grant Recovery crisis 
200 000 000 

GoK Grant Crisis 
20,000 000 

I 

CL T Contribution 42,545 198 50 243 836 51 000,000 52 570 000 55 387.500 58,156 875 

Tourist Trust Fund Recovery Crisis 
250 000,000 

European Union 45 650,820 

Tourist Trust fund Grant 
170,000 000 232,904 000 63.548 000 I 63,548,000 

Industry Contribution 28,198,002 29,947 093 22 850,000 34 500,000 3 622,500 I 38,036 250 

Others 
2 150,000 

I 

Total 
272,394 020 289 119.804 936,000,000 490,154,000 1,833,660,500 1 ,922, 166, 125 

Marketing 
269,344,009 270 595,288 936,000,000 359,169,000 1,696,127,450 1 '778,033,823 

,.. ions and Maintenance 76,255,545 88,392,888 813,480,000 130,719,000 137,254,950 144,117,698 

Total E~pendlture 
345,599,554 358,988,176 117,134,000 489,888,000 1,833,382,400 1,922,151,521 

Surplus/DeOdt 
-73,205,534 -69,868,372 5,386,000 266,000 278,100 14,604 

rce: TB trategic Plan 2005 - 2007 



4.3 Strategic Planning at KTB 

Strategy formulation at KTB wa introdu d in 2003 by the current Managing Director. 

At that time performance in touri m w . d 't ri rating and the plan was intended to give 

the organization a new dir tion. I h~ plan wa de igned at the beginning of April 2004 in 

a participatory and in ·lu ·i · mann ·r ba ·ed on critical assessment of the organization's 

vi ion, mandut • and rail trengths in delivering the mandate. Also critically looked at 

wa the W T analy i of KTB as an institution in relation to the Tourism industry. The 

plan identified and prioritized the current and future financial needs of KTB, the type and 

current human resource needs for KTB, activities to be carried out, required inputs and 

outputs to be produced and outcomes in order to achieve the Government and industry 

needs. Further the plan addressed key strategic themes and objectives of the organization, 

which it wanted to achieve within the plan period (2005-2007). The plan created an 

environment where all staffs were encouraged to develop to their full potential. 

Employees were to be recmited and promoted based on merit. Recommended also was a 

strong research and development equipped to be able to provide the right technical 

support that KTB needs. So far this has not been achieved as the board still Jacks 

sufficient research team to undertake research activities. The board ha set out it 

objecti e and trategies in the trategic plan as outlined here b low. 



Table 4.2: Some strategies currently pursued by KTB 

Objectives 

l .To increase level of funding for m rhtin 1 nd 
- Increase government budgetary allocations. 

other operations from the ctu rent 1-..shs million 
-Initiate voluntary private sector funding. 

to Kshs 1.8 billion by 2007. -Enhance KTB's financial resource mobilization 

capacity. 

-Establish a steady source of revenue. 

-Prepare a financial plan. 

2. To increase domestic tourism by 10% and -Intensify marketing effort for the international 

increase international market share from 3% to 5% tourism market 

by 2007. 
-Facilitate improvement of tourism infrastructure. 

-Carry out a market survey to determine the level 

of consumption of domestic tourism 

3. To ensure that the Board is always managed by -Develop and implement a comprehensive human 

competent, motivated, and committed staff. resource management policy and development plan. 

-Enhance competence in KTB staff. 

-Develop and implement a competitive 

compensation and reward system. 

-Effective sourcing and availability of required 

staff /ski lls in the board. 

-Design programs to enhance HIV/AJDS fighting 

measures by the Board's employees. 

4. To collaborate with the stakeholders to ensure -Lobby for the development and implementation of 

social and economic benefits to local communities a national polic)' that ensure local communities 

increase by I 0% b the end of the plan period. share out in the benefits from tourism. 

Sour e: Re rch data 

-Create awareness among indu try players on the 

need to share the b nefit' ith local community. 



4.3.2 Strategies adopted by KTB t attain a nstninablc Competitive Advantage: 

Initially the board reli d on tht: ' ntral Bur 'au of tatistics (CBS) for tourism statistics, 

however t day it hu~ 1 ' l'll- · ·wbli hcd database and web based linkages. The database 

provide · infonnution a ut t uri ts broadly i.e. their country of origin, sex and age. With 

the e stati ·tic · therefore the board is able to clearly identify countries, sex and ages to 

target for its market. Through the website the board can now receive enquiries from all 

over the world. It fon: ards enquiries that do not concern KTB to relevant bodies for 

example it may receive enquiries regarding education in Kenya and forward it to the 

Ministry of Education. The website www.magicalkenya.com also has a list of licensed 

tour operators, destination sites and hotels so potential tourists can contact the board right 

from their home countries. Their advanced ICT has enhanced interaction with customers 

from all over world and made easy communication within the office. 

The board updates its computer system every second and disposes computers after every 

three years to cut on maintenance costs. 

KTB ha lobbied with other bodies such as atering Le Tru tee to pro ide funding to 

th organizati n. ther mean ha e b n through web ite ad erti ement [! r bu ine 

ur firm . hotel and r taurant . 



To ensure good performance KTB has adopted a cascaded kind of performance contract 

in which the MD signs performance contra t ' ith the government and further with the 

various departmental heads. Head of D p rtmcnt then ign the same with the respective 

staffs under their departm nt 'I his n.-ur' · that taff: are committed to deliver. 

Other mcasur~ · in Ia t t!n ·ure ustainability are; increasing expenditures from the 

current 265 million to 1.8 billion by 2007 in various markets to sustain awareness and 

visibility, diver if ing from traditional source markets and establishing new markets and 

lobbying for product development by private sector. Intense marketing is also expected to 

increase domestic tourism by 10% and increase international market share from 3% to 

5% by 2007. 

To ensure that the board is always managed by competent, motivated and committed 

staff, the board has ensured continuous training of its staff, effective sourcing and 

availability of required staff ski lls. Besides, the board is currently in the process of 

developing a comprehensive human resource management policy and development plan. 

The marketing department has de eloped de tination image which they u e to market 

KTB. he e image cannot be u ed or copied by an other organization. The image ha e 

b en u d in the web ite and al o in book and journal prepared b KTB. Th thu erve 

pat nt to th b ard . (. ,•e wme ofth ·e mage.· on th following pag s) 
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Since KTB does not directly provide tourism services; it liaises with stakeholders like 

hotel owners, tour firms' operator and Mini tr of touri m to ensure quality services to 

tourists. They do so through holding di I nd d i cu ions. 

The board ha · di ·tin ·t · l111p 'l n • · in term · of staff skills, level of education and 

experience. The llumun R " urce Department carries out training-need identification and 

con equentl conduct training annually. It also bids with funding bodies such as World 

Touri t Organization (WTO). Government of Kenya and European Union to fund short­

term courses to its staff. KTB employs human resource practices geared towards 

enhancing productivity such as job rotation, job analysis, job enlargement and job 

evaluation. Recruitment process is through interviews conducted by establishment 

committees or consultants. The establishment committee is made up various stakeholders 

namely, KTDC, the treasury and KTB. Ordinarily heads of government parastatals are 

presidential appointees. However, the position of the Managing Director at KTB is 

advertised and interviews done by consultants. 

4.3.2 Resource Base Approach 

Key distincti e capabilities at KTB are destination images used by marketing team 

exclu i e mandate to market Kenya a the be t touri t de tination and vi ionary 

leader hip. The recruitment proce at the b ard i ba ed on merit and thi too contribute 

to the impre ive performance. 

4.3.3 The 10 Principle lode/ 

'I h re i n I m nt of tratcgi und vi i nar ' le d rship at K'I B. 'I h intr du cd 

pi nnin in 2003 with th fir t draf1 om in t ut in 20 4 \ crin t the ) ur 



2005-2007. The plan outlines current and future goals of the board. However the board 

has never reviewed the plan to make adju tm nt de pite the changes that have taken 

place. 

KTB operates in a global environment and 1rcatly embraces continuous environmental 

scanning by conduct in' r ·s "If ·h. I h • v ebsite, www.magicalkenya.com and agents at 

variou market cent ~r · pr 'id ufficient listening posts for the board. There is however 

insufficient unified ·y ·temic links particularly between the finance department and The 

Government. ' hich i the main sponsor. The technical staffs are not incorporated m 

discussions' ith the treasury, which decides on the amount of money to disburse. 

There is stakeholder integration, for example, KTB continuously liaises with hotel 

owners, tour firm operators and The Ministry of Tourism. Particularly, the board has 

continued to lobby with the Government to provide a suitable policy framework 

especially on funding, security and infrastructure. 

To gain competitive dominance the board needs to put in place more strategies such as 

customer-centric culture and organization energetic. 

4.3.4 Organization Leaming 

Although the board identifie competitor . it doe not practice organization learning 0 
a 

to introdu e into th organizati n what be t p rfl rmer in the indu tr do. 



4.3.5/CT 

KTB recognizes the role of ICT and ha continu d to put efforts on developing ICT to 

enhance its performance. It ha dev lop d ' b itc www.magicalkenya.com through 

which potential tourists can coni I lh I< ard. 'I he taffs are all computer literate and the 

entire board is sufficiently suppli ·d "ith a networked computers system. 

4.3. 6Imluslrial orga11i;.atio11 

KTB recognize the impact of external environment on its operations hence continuously 

undertake en ironmental scanning. 



CHAPTER FIVE: SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Summary 

The two objectives of the study wer (i) t 

and (ii) to establish th hallcn' s In' 'U t 

, tnblish u tainable competitive advantage 

th' board. To satisfy these objectives data 

wa collected from the b()·trJ' · lana ing Director and departmental heads. Interview 

guides were u ·cd to ''tlh ·r data fr m the respondents. A total of eight management staff 

and M.D were int n iewed. The interview guides were divided into six sections 

addre sing variou i ue in the departments. All the interview guides had questions 

seeking to e tablish challenges faced by the various departments. The nature of data 

collected " as qualitative and was analyzed using content analysis. Research findings 

revealed KTB has put in place a number of strategies as discussed in previous chapter to 

ensure prolonged competitive advantage. Major challenges identified are limited funds 

and understaffing. 

5.2 Conclusions 

The Kenya Tourist Board has done a remarkable job in the recent past particularly in the 

past two year . The introduction of performance contract by The Government of Kenya 

has al o contributed to thi achie ement. p to date I T is crucial in today's bu ine s 

operation and more o in a global en ironment in " hich KTB operate . 

·trat gi nd vi i nary leader hip i tmp rtant fl r th attainment f a u tain ble 

dvantagc. 'I he app intment of th current Kl B naging w th. 

tn du ti n trat i plannin at K B for th fir t tim . In the pl. n th hl, rd h, 



identified its Strengths, Weaknesses, Opportunities and Threats and further set objectives 

and strategies to achieve them. 

Employee training, self-mann 'ing tc lnl!\ 1nd pa -for-performance are some of the key 

factor that contribut to hi •h pr )du ·ti\ it at the board. Although KTB has well educated 

staff, there is need to ulign their kn ' ledge and skills to responsibilities assigned to them. 

The board i, undei"' tafTed hence need to recruit more staff. The recruitment process 

should be competitive to ensure onl competent candidates get into the workforce. 

5.3 Limitations 

This study was carried out within limited time and resources. This constrained the scope 

as well as the depth of the research. In addition case study design was used therefore the 

research findings cannot be generalized for firms in other industries. 

5.4 Recommendations for further Research 

Similar study should be done in other organizations within the sector such as Kenya 

Tourist Development Cooperation (KTDC), Kenya Association of Tour Operator 

(KA TO) etc to e tabli h v hat is being done o as to collecti ely su tain the impre ive 

performance. 
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Giraffe Manor (Giraffe Centre) 

The Giraffe Manor is situated on 120 acres of land a few 
kilometres outside Nairobi in Karen. In 197 4 Jock Leslie-Melville 
and his wife Betty bought the land and moved five baby 
endangered Rothschild Giraffe onto the property where they 
successfully reared them. The original giraffes have 
subsequently had their own offspring that now live on the 
property. It is now open to visitors and guests can feed and 
photogrc:ph the tame Giraffes and Warthogs that wander 
around the Manor gardens. 



~ake Magadi is completely surrounded by vast natural 
flats. These sweltering hot plains prevent any animals 

,._ ............. ng the alkaline lake at its centre. For this reason . 
.... , .. u.,ands of flamingos descend on the lake each year to 

on elevated mud mounds at the lake' s edge safe from 
potential predators. Freshwater springs at the Lake's 

attract a host of other birds. 

r 

...... '-

-~ 
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_Nyeri: 

In the early colonial days Nyeri was a garrison, but it soon 

flourished into a trading centre for the white farmers who 

produced cattle, wheat and coffee. Today the town is the 

administrative headquarters of the Central Province and 

here you will be sure to find banks, vehicle repair shops, 

bookstores, hardwarestores and a vibrant market. It is also 

the to the Aberdares and on a clear day, you wn 

.:.;s,e~ .. Mt.aiestic face 



-

J 
, -

- o Coas Beaches - this is the closest beach to Mombasa 

and has an excellent beach. 

- a'~ndt has b aches offering the visitor a range of world-class 

r sorts and qutet relaxing hideaways. 

-The 10 sq m Watumu Manne National Park contains 

u para leled marine views and it is world-renowned for its 

d p-sea fishing The area features crystal clear warm water 

and ite sandy beaches. 

- Arabu o So o e forest wilderness is nestled beside the 

b aches of Watamu, just minutes from the waters of the Indian 

Ocean. In this 400 sq Km reserve there is an untold wealth of 

na ural beauty. The atr is filled with butterflies and btrds, the 

trees a ive ith monkeys and the forest floor home to many 

rna fer mammals. The forest stretches to the headwaters of 

e mig ty Sabaki river, and occasionally herds of elephant 

pass throug the forest en route to the river. This rich forest 

once hid ano her secret. The 13th century Swahilt town of 

G de thri ed here for hundreds of years, 

idden away from Portuguese 

sat ors and .e influence of the 

outside orld. The town was 

eventually deserted, and 

oday ruins of Gede, 

lyi g among the trees and 

twis ing vines of the forest are 

a haun "ng reminder of the past.... 

r~~/'t v F ~ 



- Hi~po Poi~t, j_ust o_utside Kisumu is an exceptional vantage 
pomt for v1ewmg h1ppo, but currently it is better known for its 
beautiful sunsets. 

- Kisumu Museum, display of local traditional customs and 
crafts. 

- Kisumu Impala Sanctuary (and also an animal orphanage) ;
5 

home to the rare Sitatunga antelope. · 

- The Kisumu (kibuye) Market, where you can see the 
d~tto-day life of the people of western Kenya, should be 

~ v1s1ted. It IS one of the busiest and largest of Kenya. 

- Ruma National Park was created as a reserve 
in 1966 to protect the only remaining habitat 
of Roan antelope. The Park is in Southern 
Nyanza, 140 kms from Kisumu town. 

- Ndere Island National Park is only 4.2 square Kms. Th 
park is just off the northern shore of La c Vic oria, and 
home to the lesser known Spotted Crocodile. 

- Rusinga Island is home to an exclusive fishing camp and 
the tomb of Tom Mboya (1930-1969), the nationa ist I ad r 
assassinated in Nairobi during the political unres of Ia 
60's. 
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Marren Awuor Anot 

C I 0 MBA Office 

Univcr ity fNuiwbi 

P.O Box 0197 

Nairobi. 

August 2006 

Dear respondent, 

I'm a postgraduate student studying for Master of Business Administration Degree at the 

Faculty of Commerce, University of Nairobi. I'm currently conducting research in the 

area of Sustainable Competitive Advantage (SCA). The topic is: Strategies employed by 

the Kenya Tourist Board (KTB) to establish a Sustainable Competitive Advantage 

for Kenya as tourist destination. 

The purpose of this Jetter therefore is to request you to respond to the attached 

questionnaire, the information you give will be treated in strict confidence and will be 

used for academic purpo es on!). 

Thank you very much in anticipation. 

Your in rely 



II 

INTER\'1 \V GUIDE 

Section A: KTB Managing Director 

1. What arc the challcng s t'l 'i n 1 th 'n a Touri t Board? 

··························· ······················································ ····················· 
····················· .... , ..................................... ...................................... . 

······································································································ 

··························· ························ ········ ·· ·········································· 

2. What ach ie ement ha e ou made since you joined the board? 

···· ············· ···· ········· ··· ············· ······· ···· ············································· 

······························································· ········· .......................... ... . 

····························· ································· · ...................................... . 

··············· ··· ················· ···························· ...................................... . 

2. Which people with your organization have signed the Performance contract? 

········· ···································· ··············· ····················· .................... . 

······················································ ··· ···· ····· ······ ............................. . 

···································· ·································································· 

3. Who are your main competitors? 

······ ···· ·· ·· ······ ·· ··· ··· ········ ······· ··················· · ····· ··· · ··· ··· ············ ············ 

······························································· ·················· .................... . 

·· ··· ·· ··········· ···· ·· ·· ············ ·· ······················· ·· ·· ··· ······· ···· .. ..... ......... ..... . 

4
. Doe your organization employ any benchmarking practices with the competitor? 

··························· ··························· ·········· ···· ···· ........ ............. ........ . 

········································································ ............ ············· ·· .. . 

············································· ·················· ··········· ···························· 

S. 0 ) u ha\e and trategi in plac to enable ou deli er ur en i 

ft ti\cly? ................................................................................... . 

• • .. • • • • • • • • • • • • • • .. • • • • • • • • .. • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • .. • • • • • • • • • • • • • • • • • • 0 •••• 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • .. • • • • • .. • • • • • • • • • • • • • • • • • • 0 ••••••••••••••••••••
•••••••••••••••• 

·················· 
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6. Kenya has been recording the highe t to uri t boom in East Africa. Do you think 

this trend is sustainable? Ify \\ h t m ur arc you putting in place to ensure 

this sustainability? 

• 0 ••••• 0 0 • 0 ••• 0 •••••••••••••
•••••••• ~ ••••••••••• 

0 
••• 

0 
•••• 

0 
•••• 

0 
•••••• 

0 
•• 

0 0 
••• 0 0 • 0 • 0 •• 0 0 • 0 •• 0 ••• 0 •••••• 

··········· ······································································ .................... . 

········································································ ····················
·········· 

7. Do you ha e un) patent. lf e of what value (s) is it to the board? 

·················· ······························································· ...........
......... . 

····························································································
·········· 

····························································································
··········· 

8. Do you have a change management department? If yes what activities does it 

undertake? 

······························································· ·····························
·········· 

······························································· ··························· .
.......... . 

·················· ···································· ........ ······························
·········· 

························· ········· ···································· ......................
......... . 



Section: B Research and Dcvclopm nt 

1. What arc the key ·hIll ·n • !'-1 ·in 1 th ' Kenya Tourist Board? 

··· ······ ················ ·· ···· ··· ··· ····················· ··· ··································· 

··············· ············ ··· ······ ···································· ························ 

·· ·· ··········· ················································································· 

2. Which people with your organization have signed the Performance contract? 

········· ·· ····· ···· ··· ·· ········ ······································· .......................... . 

········································································ ......... ·················· 

··················· ················· ······························································· 

3. Who are your main competitors and how do you rate yourself against them? 

·················· ·········· ··· ······················ ··· ·· ········································· 

······················ ······················ ·· ············ ···· ····················· ·· ·············· 

······ ·············· ·· ··· ··············· ··· ··· ·· ····· ······ ············· ......... ·················· 

······························································· ·· ···· ··· ······· ·· ····· ····· ····· ··· 

4. Does your organization employ any benchmarking practices with the competitor? 

Ifyes hov ? 

······························································· ......... ··························· 

········ · ································· ···· ··················· ·· ·· ............ ···· ·············· 

··························· ......................... .... ············· ··· ......... ·· ··· ········· ·· ·· 

········· ····· ·· ········ ···· ········ ........ ................... ············ ·· ·· ······· ······ ·· ····· 

···· ···· ·· ··· ·· ····· ·· ·· ····················· ············ ······· ······· ·· ··· ····· ······ ······· ··· ·· 

5. y u ha'>c nd trat gi in pia t enable · u deli r · ur rv1 e · 

...................................... .. ............. ................................................ 

.. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 



ooooooooooooooo••••••••o•••···o••······o••···o••o••••o••••ooooooooooooooooooooooooooooooooooooooooo 

·························
························ ····························

·····••o•••••••o• 

6. Performance in tourism · · ·t r lw ' l '·n impressive particularly for the past 2 

years. [ 0 y{>ll think. thi · tr ·nd i u tainable? If yes what measures are you putting 

in pla<.:l: to ·nsur • thi · ·ustatnability? 

ooooooooooooo•o••········· ···•oo••••ooooooooooooooooo ooooooo 000000 0 00000000000000000000000 0 00000 

·····o••· ····oooo••••oooooo•oooooooooooooooooooooooooooooooo ooooooooooooooooooooooooooooooooooooooo 

oooooooooo••·····oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo 

ooooooooooooooooo••••o••··•o•••oo••••oooooooooooooooooo60010110000000000000000000000000000000000000 

o ooooo••···o•o•••·· · ··· o•o••o ••··· ·· · •oooo o ooooooooo oooo oo ooooooooooooooo o oooooooooooo•••••········ 

ooooo o oo o o o oo o o ooo o o ooo o ••• o oo o ooo o o o oo oooooooooooo oo oooo o o oooooooooooooooooooooo o••········•ooo o o o 

7. Do you have any patent? If yes of what value (s) is it to the board? 

oo o ••••·o•• •o •o• o ••••• o •••• o• ••o••• o• •••••• oooo ••••••oo o oooooo o oo oo ooo oo oo ooo oo o o o•o•••••••••••o••• 

o oo• •····· o •• o ••• o • • • • • o• • • ·····•· ooo oo••••••••• • o oooo o oo o o ooooooo o ooo oo oo o ooooooo oo oo•o••• • ······ · 

oo••····· ··o••····o•o••··········ooooooooooo•••o••••••••••o•o••···········••••••ooo••••••• 000000000 

8. Do you have a change management department? If yes what activities does it 

undertake? 

· ·· ·· ·············o•••o •• o••••••••• ••• o••••• ••••o o oo ooooo •••••ooooo••••••••••oo••••••••••o 000000000 

•••••• ooooo••·········••o•••• ••o•• •••••••oooooooooooooooo ••••ooooooooooo •••••o••••• oo ooo o o ····· · •o• 

••••• o.o••········ o•• ooooooo•••••••••o•••o•••••••o············· oo•••••••••o•o•••••••••o•••••••••••o 

9. Ho\ do ou liai e with the following tourism takeholder to en ure quality 

ervice to touri t ? 

a H t I owner 

•••••••••••••••• ooooooo•••· ooooooooooooooo•o••··•••••••o ····••o•o••········•o•ooooooooo •••o•••••••• 

····························•
•o••••o••••••••o••••·•····· ooooo •••••o•••••••••••o ········•·o·•······· 

········································································ ··················••o••···· 
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b) Tour firm operators 

············· ········ ······················ ······· ··· ··· ·· ·· ···· ··································· 

·········· ······· · .................. ·········· ··· ······ ················· ··························· 

··········· ··· ···· ··································· ·· ·· ······························ ···· ········ 

c) ovcrnm~o:nt (Particularl for funding, security and infrastructure concerns) 

··· ········ ··· ··· ·· ··· ··· ········· ······ ····· ··············· ... ···································· 

·········· ··· ·· ·········· ·· ····· ···································································
 

····················· ···························································· ····
·············· 

d) The ministr OfTourism and Wildlife 

······················································ ·······························
·············· 

·····················································································
·············· 

········································································ .............
............. . 
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Section C: Finance 

l. Who are your sponsors? 

··················· ············································· ·········
·························· ·· · 

····················· ························ ····················· ···················
············· ···· 

······················· ········································ ··········
····························· 

2. 1, the t'unding usuully n ugh . 

························ ···································· ············
······························ 

···· ························································· ····· ·······
·· ······ ··················· ·· 

3. What are the ke) challenges facing your department? 

··· ·· ······························· ······ ···· ········· ··· ····· ··································· ···· 

········································································
······························ 

·· ···· ···· ············ ··· ·· ··· ······ ··· ········ ······· ··· ······ ······ ····· ··· ············· ······ ······ 

4. Do you get funding in good time such that no projects are curtailed owing to 

delayed funding? 

········· ··· ··· ····· ·· ···· ·········· ···· ······· ····················· ··· ········ ·· ·· ··········· ······ ·· 

··· ·· ········ ··········· ···· ··· ·· ······ ··· ······ ······ ···· ····· ·· ············· ·· · .................... . 

·································· ············ ····· ······ ···· ··········
········· ..... .. ..... ........ . 

5. How many staff do you have in your department? 

·················· ····· ·· ·· ·· ····· ··········· ... .... ........... . ··· ··· ··· ·························· · .. . 

··············· ············ ······················· ·· ········· ···················· ..... .. ...... ....... . 

············································· ···························
········· .................... . 

6. Hov man graduates do you have? 

·················· ·················· ····································
········· ...................... . 

7. What i ·our department' target? 

···································· ························ ............
 ································ 

8. IIO\\ d ~ · ur acti itie mat h the organizati n' mi i n? 

····································································· ... ············
···················· 
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Section D: Marketing 
1. What are the challenges facing y ur d pnrtm nt? 

·························· ······························· ·····················
························ 

·················· .............................................................
...................... . . 

··················· ············································· ··············
························ 

2. I low muny st tiT i 1 ) t)u in ) ur d 'partment? 

················· ··········································· ··················
························ 

3. llow man ' graduate do }OU ha e? 

··············································································
·························· 

4. How often do you conduct your marketing surveys? 

,,.,,.ooo••········•o••••••oooooooooooooooooooooooooooooo••••••••••ooooooooooooooooooooooooooooooooooo 

······o••······o••••o•••o•ooooooooooooooooooooooooooooooooooooo ••••••••• oooooooooooooooooooooooooooooo 

ooooo••······ooooooooooooooooooooooooooooooooooooooooooooooo••• ••••ooooooooooooooooooooooooooooooooooo 

5. Do you have marketing agents at the various market centers? 

a) Often b) Sometimes c) Not tall 

6. Which is your target market and how do you identify the market? 

ooooooooooo••····· ••••••••• oo••·············· oooo••••••o••·············· ····•••o••••••••••Oooooooooooo 

·······•·o••······o•••·······················
··•oooooooooooooooooooooooo ooooooo•••···················· 

••••••••• oo••••··· oooo••····o·······o•••····o••····•o••••••••••oooooooooooooooooooooooo oooooooooooooooo 

7. Have you an marketing strategies in place? If ye mention. 

oooooooooooooooooo ooooo•••······oo••·····o••················· oooooooooooooooooooo ooooooooooooooooooooo 

·············••• ooo••······ .,. oooooo•• · ···o••······ · ········· ·······•
•oooooo••············ Oooooooooooo 

oooo••···•••••o••••ooo••••• ···········o••·········o••••······•·o·•······ ••••••••• ···•••••o••••········ 

8. lla\ c u an di tinct competence a a marketing departm nt? 

•••••••••••
•••••••••••

•••••••••• 0 •••••••••••
•••••• 0 •••••••••••

•••••••••••
•••• 0 • 0 •• 0 •••••• 0 ••••• 0 • 0 •••• 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 ••••••••••••••••••••••••••••••••••••••••••• 0 ••••• 0 0 ••••••• 

• • • • • • • • • • • • • • • • • .. • • • • • • • • • • • • • • • • • • .. • • • • • • • • • • • • • • • • • • • • • • • • • .. • • • • • • • .. • • • .. • • • • • • .. • • • .. • • • • • • • • • • • • 0 ••••• 
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9. KTB does not directly offer touri m ervices, how do you liaise with tour and 
hotel operators to en ur qu I it rvi to your customers? 

I 0. o y lll und ·rta [i llov -ups to establish whether your customers are satisfied or 
n t? 

7 



Section E: Information and Communication Technology (ICT) 
1. What are the challenge fn in ur d partment? 

···· ····· ··························· .... ......... ... .. ················································ 

2. o ' Oll have De i ion upport System (DSS)? 

3. lf es, hm: has the system improved your efficiency in fulfilling you mission? 

4. Do you have web-based DSS linkage with your suppliers and customers? 

5. How often do you upgrade your computer systems? 
a) Often b) Sometimes c) Not at all 
6. Does your organization have a website?. 

7 



Section F: Human resource 
1. What are the challenge fa ing ur d partmcnt? 

···· ····· ··························· .............. ...... . ············································· 
········· ··························· ................... .. ············································· 
··············· ······· ··················· ················ ································· ........... . 
2. lluv · you 111 ' i ·tin t competencies? 

······ ··· ......... ························· ····· ······················································ 
······ ············ ········································ ············································ 
····· ········· ········· ·· ··· ··· ··· ·· ···· ······························································· 
. HO\ often do ou train your employees? 

a) Frequently b) Rarely c) Not at all 

4. Does your organization pursue the following human resource practices? 

Yes No 

a. Job rotation 

b. Job analysis 

c. Job enlargement 

5. How do you recruit your staff? 

········· ·················· ·················· ......... .................... ............... ............ . 
·················· ... ....... .... .. ........ ................. .. .................. ............ ...... ... . . 
········· ···· ·· ······· ················ ········ ·· ···· ····· ............... ············· ··· ······ ··· ····· 
6. What is your employee annual turnover? 

························································· ........................................... .. . 
7. Do you have incentive to reward your employee ? 

···························· ···· ···· ................... .. ············ ............ ····················· 
·················· ·················· ·············· ······· ................. . ························ ... . 
8. Do u ha e elf-managing team ? 

························································· .......................................... ····· 
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