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ABSTRACT 

The objectives of this study were to establish the level of awareness of competitive 

intelligence systems among Kenyan pharmaceutical suppliers, and to establish whether 

competitive intelligence or competitive information (CI) is used in formulating 

competitive strategy. Searches through literature revealed that in western countries, the 

use ofCI in competitive strategy formulation is a common practice. This study attempted 

to determine the practice among Kenyan firms in the pharmaceutical industry. 

A que ti nna1re wa used to collect in~ rmati n fr mph rmac uti al uppli r fim1 s who 

gave informatiOn on the1r understandmg and use of competltl\ ' · trut g ~ Jmtdatl n nl\d 

competitive analysts . 

The results showed that nearly all compame ha' e a ompetiti\ e th teg: and undertak. 

::.onH: orm of compeuu e anal ::.1::., "luch 1s done mo tly by the mark.ettn • lim 'tl{ n. 

Most companies do not have an effe u m n Jementmf rm. 11 n s\::.tt:m tot the 

coli tion, 
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CHAPTER ONE : lNTRODUCTION 

1.1 BACKGROUND 

Modern business has become more complex and challenging over time. Change in 

today's world is no longer slow and steady, but rapid and unpredictable. Several trends 

have arisen in the twentieth century and their effects continue to be felt in this new 

century. They include, among others : 

i) The rise of the global economy 

This is the era of globalisation where companies trade globally and competition is no 

longer local or national but international ln developing countries, g lobalisntion and 

lib ralt att n fthctr mark t ha I d t rc mpcttti n r local busm ss s ilh 

the 1nf1ux of a vanety of imported and often cheape g od 

no longer protected and hence profi are uncertain. 

me ·ttc bu ·m ·s · at · 

11 Rapid technological change ha led to grov .. th of new indu ·tne · and pr duct 

iii) he increasing mcome gap betw n then herd \el ped counttie . . 1nd the po r 1 

de eloping countries of si , 
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technological environment, but also tn the smaller environment containing their 

customers, suppliers and competitors . 

The availability of accurate timely information is a key requirement for proper strategy 

formulatwn . A company can be considered to be "held together by the possession of a 

means for the acquisition, use, retention and transmission of information", i.e. a modern 

tnformation system (Radford, 1978). Managers must therefore gain several types of 

mformat10n 

i) Jnv1ronmental information ocml , poht1 al t chnol gic, I, 

Internal informatl n concern1ng the 1nternal opcrat1 fth comtan I j) 

iii) ompet1t1ve mformatJOn - concernmg the plan · and a tl\ 1t1e · of the c mpan 

competitors (Radford 1978) 

The mternal mformation is used for purpose of operational control. The m n nmental 

and competitive information together with a umm ry 

tnput to s trateg ic manag m nt 

company, 11 st or problem 
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(iii) exchanging information and communicating with professionals of the same 

discipline who work in different companies; and 

(iv) knowing what information is secret to the company and what infom1ation to share 

with others outside the company to gain greater benefit (Oma, 1996) 

Today's customers are more mformed on the variety and quality of products available in 

the market. As companies battle to survive and grow, competition for customers has 

mtensdled. Developing countries generally have smaller markets and lower customer 

purchasing power than in the developed countries . ompanies therefore need to snatch 

customers and bu incs away from their comp tttion tn ord r to urvt 

onaghy, 1994) 1 o reta1n theu cu t mer , and a qutr new on s, ·ompan• 's ha\ to 

mont tor the competition and de\ elop ·trategte · to garn and nmtntatn ath anla 1 O\ 1 

them. The formulation of ompetittve strateg require competttt\ infl m1.tlt llJl \ 1dcd 

by the process of ompetitt e Intelligence. 

omp titive Intelligence ( I) ha b en d nbcd , ·. pr '· th nn 1 • ~tton:lbk 

inform tion bout comp It n ' - t rm s trill p t • 

plannrn •" ltl 1\ ,\1 l \II th 
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A competitor may be an orgamsation offering the same or a similar product or service 

currently or one that could offer the same or a similar product or service in future . ln the 

pharmaceutical industry, the same product would be a branded or plain generic of the 

drug, while a similar product would be another drug with the same effect. 

Worldwide, CI is growing in importance. A study by The Futures Group shows that 

82% of companies with revenues of more than $10 billion have an organised CI system 

( on Hoffman, 1999). Another study conducted by Bemhadt mentioned in his book on 

1 showed that from a sampling ofFmancial Times 500 compames in France, Germany, 

rcat Bntatn , Italy, the Netherland and wttzerland 55°1o f r pond nts us d a lot of 

co mpetitor tnformatt n 111 ~ tmulatmg tratcg , "hi! 70% )f t sp nd nt-; s<Hd that lop 

executives were the main u er · of l (Bemhadt, I . ) 

It ha been aid that e ery organi ation need · competit r · t promot creal I\ thmktng 

and to pre-. ent the orgamsation from becommg lazy and metfectl\ e ( Hu ey md .len: let 

1999) By gaining knowledge of it ompetnor • c mp. ny IS • l k pn.:thct their 

mo-. e e.·ploit thetr '" kn 

helps not nl · tn orrnul 

nd undermmc th\:lf ti\:H"th t mpctttl\ c anal 'sis 

c, Ill rk Ill\' , sc llltl\ 



1.2 STATEMENT OF THE PROBLEM 

The Kenyan Pharmaceutical industry is supplied with drugs sourced from pharmaceutical 

importers and manufacturers. A local pharmaceutical supplier faces a lot of competition 

from local manufacturers and importers of generic equivalents of his products, substitute 

drugs as well as possible parallel importation ofhis products. 

The Kenyan economy has been in decline for several years. A Central Bank of Kenya 

report states that real GDP in Kenya declined by 0.3% in 2000 compared with 1.4% 

growth in 1999, and the GDP declined by 0.2% in the year up to March 2001. This 

dec! me i attnbuted to prolonged drought from 1998 to 2000, poor infrastru ture, and low 

, ggr cgatc dcm nd am ng th r act r· 

investment and sa rngs. 

Thi economrc decline has helped to reduce the purch. mg power f mo ·t ~ n. an, ' h 

are therefore clamouring for access to cheaper healthcare in ludin' drug Tl11 · hu be n 

een wrth the gro\ ing HIV/AID problem m th umry ''her pubh out 1 a •ainst the 

hrgh cost o AID drugs ha!; prompt d th mtr P. rh. m~.:nt . nd pa$sin,T f 
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competition enters, in western countries (Nogues, J 990). Major reductions in brand drug 

prices are the norm after a drug patent expires. The presence of generics makes the 

market for drugs more competitive. 

Given the decline in customer purchasing power, the threat of parallel importation, the 

mcreasmg importation of cheaper generic drugs and the decline of the Government as a 

major buyer of drugs (due to a slowdown in donor funding), competition among local 

pharmaceutical companies is increasing in intensity. Mergers between the parent 

companies of several local suppliers (e.g. Glaxo SmithKiine was formed by the recent 

m rgct of laxo Wellcome and tntthKime B cham) ha mad th s suppliers more 

p wcr ul c mp tit r in t rm o an mcrea ed r du t tang and add ttl nal r ur' s 

o survive local pharmaceutical uppilers must be abl to fonmtlat trnt •gt 

the tntense competition Managers in the pharmaceutical indu tl) ther fote n d l ha • 

a good understandmg of their industry and their competit \Ian: manGg~r h \\ever 

a sume that they know all about their competito , r th t it i n t u ' eful to understand 

their competitors o other , a form I pro ' nit tit r.' \\ u ld tnk" up 

too much ttm and r :;our ttll oth mpl.:lltt mh m1.Ht n ts more 

rd nt t th · m rk nm n 
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Do pharmaceutical supp liers in Kenya maintain Competitive intelligence systems for use 

in the formulatwn of Competitive strategy? 

1.3 OBJECTIVES OF THE STUDY 

The objectives of the study are to : 

i) Establish the level of awareness of Competitive Intelligence systems in the 

fonnulation of competitive strategy among th pham1aceuti al suppli rs inK n n 

11) : stab li sh wh th 1 ompctltJ\ lnt Ill, nee 1s u. cd b mana' r 111 th fmmulat1on 

of competitive strateg a· part of the ·trategic planning 11 c s · 

1.4IMP RTA FTHE T DY 

tudies on I have been conduct d m th de 

important r quir m nt or th onnul, taon 

u eful to kno\ wh th r th 
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ii) Researchers who would like to conduct further research into the pharmaceutical 

industry and/or the field of Competitive intelligence 

iii) Current and potential investors who would like to get a picture of the local 

pharmaceutical industry 



CHAPTER TWO : LITERATURE REVIEW 

2.1 DEFINITION OF COMPETlTNE INTELLIGENCE 

According to Prescott, a Competitive Intelligence program (CIP) can be defined as 

follows : 

"A continuously evolving integration of both formalised and informal processes by 

which organisational members assess key trends, emerging discontinuities, the evolution 

r~f indust1y structure, and the capabilities and behaviours of current and potential 

competitors to assist in maintaining or developing a competitive advantage" (Prescott, 

1995) 

llowcvcr , mpetrtive lntcllrg nc ( I) i al· apr duct a w II a' ss \ htl th' 

1 process rnvolves acqurnng, anal rng and e,a(uatin • rnfl rmatt nab Hrt ·utt •nl and 

potential competitors, the 1 product is the end product fth , . wht h t u , ful 

information for management decis10n-making (\ on Hoffman. I ). 

IP have Se\: era I characteristics m common 1 , f u n the perlonnance and 

evolutiOn of n rndust · nd the uon r r 1111 ~.:IIlLI , tlk I d cbt,l IS 

m· 

rn orrn I rn nn h 

Ill! 
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A CIS is essential to Competitor Analysis, and like any MlS it enables relevant, topical 

information about the market and the competition to be collected, stored, retrieved , 

analysed and communicated to decision-makers (Simkin and Cheng, 1997). This view is 

argued by Porter in his book Competitive strategy and has been supported by other 

authors such as Wong and Saunders (1996). 

Cl does not provide perfect information, but it gives adequate information in enough time 

for a company to know what a competitor will do and therefore choose how to act 

accordingly, e.g. how to respond to the intended launch of a competitor's new product. 

1 help us t under tand the d tenmnant of ustainabl ompetttl ad antagc, 

tn luding th bast f c rnp tttt n (th t p · f as ts and tnt 1 nal ~a pal ilt\t s ba ktn g 

th competitor' strateg ), where th com petit r c mp t (it · pt du t mnt k t:) . ' h tt 

cons1ders tts compet1tors, mcluding the company undertaking the l. nd "ll'lt ' ·a · 1l 

ha chosen to compete (e.g . i marketing trat gy 

these questiOns (Bernhadt, 1993) 

2 2 tr 

I attempt · t pr \ide an \ er · t 
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Competitive Intelligence uses legal and ethical methods to gather its information while 

economic or corporate espionage is the use of illegal means to gather information and as 

such is a failure of Cl (Von Hoffman, 1999). Corporate intelligence becomes illegal 

when it involves illegal operations that result in the theft of proprietary materials or trade 

secrets (Attaway, 1999). In the USA, the Economic Espionage Act of 1996 was 

established to protect American companies against such theft. The spy image of CI is 

popularised by reporters of the media who are more interested in breaches in ethics 

(Prescott, 1995) though this trend seems to be changing to regard Cl as it should be 

( vcrcll,2001) 

I d1 cr · r m Mark t Int lllg nee and m<u k tm, 1 s <11 ·h 111 that th f us i mnd-. t 

rc ·earch is on ensuring the profitable marketing fa c mpatl'/s p1 duct· and · ., \1 • '· 

whde I covers more than marketing, moving int br ader ar a f ll ' lll .. 

1 e 'lmple, a l unit nhl k mt development (e.g. mergers and strategic planning. 

a competitor's future plans for specrfi m , <.: mpdtt r fut l1l e pt oducts, a 

competttor' alliances, chang m th bu::.m umt ct 

23 



in North America and Western Europe. He notes that the areas of Marketing, Strategic 

planning and Ltbrary science have contributed in the development of methodo logies in 1 

for collecting and analysing data (Prescott, 1995). 

Prescott lists four stages in the evolution of CI based on a combination of five attributes: 

the degree of sophistication of the formal and informal CI network, the degree of 

onentation of intelligence towards strategic versus tactical decisions, the importance 

placed by top management, and the linking of CI to decision-making processes. 

In the first stage (pre-1980), the emphasis of CI in companies was on collection of 

compct1t1ve data. Related research was onented toward mark ting mt IIi r n and so 

its ·c p wa narr w In th cc nd tagc (I - I 7), th m1 has1 dntn 

analy ·i · e ·peciall of indu tries and comp tit r · a p pulrui"d y I tl t '· \.. 

ompetitive trategy. L1terature on I appeared but wa · ntr d mam h on tiP 

methodolog of I I IS currently m the thtrd 

mcreasmg emphasis on strategi u of 

intelltgence, Internatton I I ( omp m 

te hnolog1c I 

ph mn 

th 

II 
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likely to have a CI function (Westervelt, 1996). However, this is changing with the end 

of the Cold War, as the American government changes its focus to economic is ues . 

2.4 HOW DOES CO:MPETITNE INTELLIGENCE FIT INTO THE STRATEGiC 

PLANNING FRAMEWORK? 

2.4.1 THE LINK BETWEEN STRATEGIC PLANNING AND COMPETITNE 

INTELLIGENCE 

ccording to Pierce and Robinson, the top management in a company design strategic 

management processes to facilitate the optimal p 1honmg of the compan in its 

comp t1tivc cnvu nmcnt. Th · pr nabl th · mp< n ant1 1patc 

env11onmental change and 1m prove 1t · abd1t · to r a t t un '·p 

demands (P1erce & Robm on, 1997) trateg1c management im h · \ wl ·tag · 

developing the compan 's mission com erting the m1 i n int pe1fl rman · tar1 t · 

de~elopmg ·trateg1es to ach1e e the ,md then 

r 1 wmg th compan ·' p rform n m hn nh n ffil 1 n . n i tht: 1. han '111' 

en 1ronm ·nt m "'h' 

r forrnul ted to h•· 
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building new competitive advantages to out-do their competitors (Hamel and Prahalad, 

1990). Managers must continually assess their company's position relative to its 

competitors , decide on strategies to compete with and then implement those competitive 

strategies . Competition has become a key driver of strategic decision-making (Bernhadt, 

1993). 

2.4.2 COMPETITIVE STRATEGY AND CI 

Jvery company in an industry has a competitive strategy. For some, it is de eloped 

through a formal planning process and applted compan -wtd or thers , tt t nds to b 

made up a· tlw c mpan m al ng, a h functt< nal d 'I <Httn nt t·l ktn • th path it 

deems be ·t aturall , for the econd gr up, th c mpan a · a ,.., h I may b IHnd 't •d l 

the lack of co-ordmation between functional trategi 

ompetttt\e strateg ' has been de cnbed a· a 

competttl e ad\antage, over or reducmg th 

does not atm to de tro · th comp tmon 

th · ur k · ctor ht h d t rnun t 1 

th 

m 
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finally (iii) using the results of the previous stages to come up with strategic alternatives 

of which the best is chosen to deal with the company's peculiar situation (Porter, 1980). 

Entrcprencunal 
insights 

l·.n \'imnillcntal 
'I tends 

Strategic 
planning/ 
Implementation 

Opportunistic 
Dectsions/ 
Responses 

1.11].. ·t 

l )\ nam1 ·s 

Ftgure 1: ·ffective trategy ompetitlve Intelligence 'Ht•mhaclt, JYY_' pp.8 RepnntL'd 
limn a dragram 111 the hook Bu.\ine.\.\ Competitorlmdlil!.tlltt'.' \1 •thod.'. 01 ( 'olll' ·t111g, 

Or!{anwnJ{ and l HnJ{ Jnfonnanon h) W.L. ~' mmon, \1. . Kurt md 111 J R Jllfallllc, 
fohn Wtley & Som Ltd, In c. JY .f 

lndu try and tht: m 
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According to Porter, the intensity of competition m an industry depends on five 

compet1t1ve forces : the Threat of New entrants, the Bargaining power of upplier , the 

Bargaining power of Buyers, the Threat of Substitute products or services, and the 

Rivalry between existing firms in an industry (Porter, 1980). 

For the pharmaceutical industry, the threat of substitute products (generics which are 

much cheaper than the original product) is a substantial force affecting the profits of the 

original product manufacturers. With parallel importation having been approved, there 

w1ll be an increased threat of new entrants. The reduction in prices of the HIV/AIDS 

drugs by western pharmaceutical c mpan1es h1ghli rhts th 111 r a mr bu r bargainin r 

p WI , lluss and Jcn ·tc1 al · highltght an th 1 f< 1cl' nff·ctin • th th1 ·nl 

pharmaceutical indu ·t the lnfluencer, ,.,·h i · th d cl r ( 1 th 'I hc·1lth · '1\ 1 • • 

provider) who prescribes the drug that a patient can buy. and wh ch 

genenc drug over another 

ompame are requ1red to formul te trategte t pr t ll tht: nm . . mu h a. p ss1bl' 

from the 1 e comp titi e fore s nd t mfluen t.: th mle mpt.:tlll n Ill th~n t.nou1 

'J homp n · tnckl nt.l , l th~ t r :-.\\Ill 
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While these strategies may be pursued on a long-term basis , there are other strategies that 

can be used to deal with more immediate competitor actions . From interpretations of the 

writings of Sun Tzu , such strategies include Deterrence (dissuading potential entrants 

from entenng the market due to the way the company will respond), Attack (to weaken a 

competitor e.g. by getting to market first with a new product), Defence (e.g. retreat from 

competttor attack) and Collaboration (e.g. alliances) (Hussey and Jenster, 1999). 

2 4 3 OMP TITOR ANALYSIS 

ccording to Porter, 

'' the oh1 'c.: fi VC: ol C'omJU~ fltor anal '\IS 1.\' to cle1• •lop ct projl/ ' olth ' oa/111 '~' ancls11 n•ss t!t' 

the hkel ~lratei{ ' c.:hanJI,e ~ each competi to r nllght makt:, ·ac/J COlllf JL' fi to r \ f )I'Ohahh· 

re.~ponse to the range offea ·1ble ~ frateg1c 11/0l't! \ otha.firrll' could llllfWfL', lll l l'acli 

c.ompetlfo r 's probable reacnon to the a r ra_l o( m drr\fl ) ' t lw ngt? \ and l ro 1/L'I' 

environmental .~h ifl.\ that might oc ur " Porter J 0 

This h lp a compan · to kno\ ho mpdttl\dy H ' \: \t:t h~ notes 

that o l:O comp tttor tllll\: th. t t h~.: kn \\ , II 
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to tdentify more effective attack and defence strategies. A response profile of each 

stgmficant existing and potential competitor can be built up , offering clues t their lik 

response to other companies' competitive moves and to environmental changes. 

Mackay's 12 P's Competitive profile can also be used to build up a profile of each 

competitor (Mackay, 1997). It helps a company to know what it does better than its 

competitors, and vice versa and what it needs to do to get ahead of competitors and to 

stay there. The 12 P's are Pedigree, Physical scale, Performance as an in estment, 

Pncmg, People, Positioning, Plans, Performance as a supplier, Prestige in the business 

cornrnunit Probmg [I r data , Pnzc fight (th m and u~) and Post mon m. 

th<.:r b<.:ncfits of ornp tltor anal si · ar •. 

i) it enable the manager · of a compan ' to butld con n·us nth 

and capabilitie thus increasing their commitment to the ·trategt 

it) it enables companies to learn from their mat and 

iii) it contnbutes to the ucce sfulamplement u mpany' tt.lt~ •y C, hr,l and 

h pi ' 199 ). 
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2.5 THE PROCES OF COMPETITIVE INTELLlGENC 

This process is similar to that used for collecting military intelligence, consisting of 

the steps of (i) Planning and direction, (ii) Collection of data, (iii) Evaluatton of the 

data, (tv) Analysis of the data, and finally (iv) Dissemination of the information to 

key decision makers (Bernhadt, 1993). The first step involves determining the 

intelligence user's information needs because managers rarely know their information 

needs especially for probabilistic decisions (Fletcher and Donaghy, 1994). This may 

result in a l producing information irrele ant to thetr needs lis costly and time-

con ummg therefor it 

mtcllig nc 

tmportant that managers !earl communt at th ir 

I re. ar her . 

ata 1 co ll ected from ·everal ·ource tncludlll' cmpl \ · ( tan . lt ' l 1 

a ·octatJOn , internal and e ternal market re earch ' 

publtc databases , inspectton of competitor pr du t 

The \aluattOn tageimohe ortmg 

o c ura y r qutr d, r It bth 

rn · n u 111 th · bJt o m 
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diversification strategies of existing competitors, core competencies of competitors, 

mergers and acquisitions . At the business unit level, managers seek strategie to 

create and sustain competitiveness. CI therefore looks at the future plans of 

competitors , their capabilities, and changes in the competitive environment. At the 

functional level, each functional manager will have his own CI needs e.g. a Sales 

manager may want to know the coverage of competitor sales force teams . 

There are therefore different types of CI: strategic, tactical , and counter-intelligence. 

trategic intelligence is mainly used by corporate and business level managers, whi le 

tact1cal intelligence is mamly operational 

the compan ' 
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what mformat1on to collect, who should be responsible for intelligence effort , and how 

to dtssemmate Cl m time to the managers who need it (Attaway, 1999). 

2 7 THE NEED FOR A FORMAL COMPETITIVE INTELLIGENCE SYSTEM 

The process of CI must be organised to be efficient. The set-up of the CIS varies 

according to the needs of the company, its industry, its staff capabilities and management 

support One or several persons become responsible for CI and make sure that it gets 

d ne. op management support ensures the 1mplementat10n of the I and the required 

us f 1 tn strat g formulation (Porter, 19 0) form, I T a I so en ur 

documentation and prevent. I ss o u · ul 1n rmatrc n Wrth a 1m; I I , difi 1 nt 
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2. 9 V ALUE!BEN FITS OF Cl 

Cl provides the information managers need in making decisions that wil l p ition the 

company to maximise the value of the capabilities that separate it from its competitors 

(Bernhadt, 1993). The CI process enables a company to gather and analyse ufficient 

mtelhgence tn ample tlme and w1thm satisfactory limits of accuracy, to find out what it 

needs to know when it needs to know it. A study mentioned by Bernhadt, which was 

conducted on request of the Society of Competiti e Intelligence Professionals (SCIP) 

among packaged foods , pharmaceutical and telecommunications companies lists various 

ben fit'> of 1 h s mdtrcctl affc t bot1om-ltn p rfom1an and m lud tmprO\ed 

tos unctton· I tel, t10nships mo1 cflc<.;lt\ sit at 'I· plans , imptO\ d knl ''I 
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(.MNCs) had well-developed plannmg departments. Most executives in the Kenyan 

companies realised that they needed to improve their corporate planning. He noted that 

an organisation that knew more about the competitor than the competitor knew about 

Itself, would compete better (Shumbusho, 1983). A study conducted by WanJere tn 1999 

found that of the 31 manufacturing firms studied, 97% monitored their competitors 

regularly, 84% monitored their competitors' marketing strategies and new entrants, while 

71 ~'o mon ttored mergers and acquisitions. Most of companies were therefore consciously 

monttonng their competitive environment 45°1o of these respondents had someone who 

r pon. tbl for converting the anal t offindtn~·s tnt a summat ht rhlt rhttn r th matn 
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A case study by Fletcher and Donaghy showed the process of setting up a l in a life 

assurance company in the UK, which had identified that there was a serious lack of 

structured pertinent competitor information on which to base its strategic decisions . The 

CIS was successfully set up though the writers indicated that without a champion in the 

company, the system would not have been completed or even started. They also 

spec1fied the need to clarify the strategic issues important to the strategic decision-makers 

to produce useful information. 
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2.12 THE KENYAN PHARMACEUTICAL INDUSTRY 

The Kenyan Pharmaceutical industry consists of pharmaceutical importers and 

manufacturers who supply the drugs, wholesalers who distribute the drugs, and retail 

chemists, hospital pharmacies and clinics or nursing homes who dispense the drugs to the 

patient who is the user. 

The licence to import or manufacture a drug is granted by the Pham1acy & Poisons Board 

of the Mmrstry of Health under the Pharmacy & Poisons t (The Pharmac & Poisons 

Act , 1989) Apart from the pharmaceutr al rmport r v h hold th local It n e for a 

drlrg, no one lo; 1 all wed t imp rt ad rg ap r 1 m th 
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iv) Locally manufactured generics 

Usually, the branded products are more costly than the generic drugs . How ver, not 

every branded drug has a generic in this market especially if its patent has not yet 

expired, while some generics have no original branded product locally available due to 

the long period since the expiry of the patent and its wide manufacture, e.g. aspirin. 

The value of imported finished drugs in 1999 was about $51 million at C.I.F value while 

that of imported raw materials was $11 million at C.I.F value (Image Dynamics, 1999). 

Of the finished pharmaceutical products, twenty-four multinational companies imported 

products worth $35 mill1on at C T F alu . 



CHAPTER THREE : RESEARCH METHODOLOGY 

3.1 POPULATION 

The population included all current active pharmaceutical manufacturers and 

pharmaceutical importers who number ninety-two. The list of these pharmaceutical 

suppliers was obtained from the Pharmacy & Poisons Board. It should be noted that not 

all importers market their products directly. Some importers merely import for foreign 

companies who have local offices where the Marketing team is located. In such cases, 

there archer targeted this local office which is re~ rred to by the importer a its 

JW117C.:IfJal agenc.:y everal import r rna om t11n shar a principal. 

While que ·ti nnairc w r ditcct d t all the p pulation , f re' 1 us stuclt s shm that not 

all will re pond there ·pon ·e rat i · generally 0% [ m ry I c 1) . 

achteved was 3 7%, which was acceptable 
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Section 2: Questions about the respondent's company's understanding ofthe process of 

competitt e strategy formulation, competitive analysis and competitive intelligence. 

Section 3: Questions aboutthe respondent's company's actual status of competitive 

analysis and competitive intelligence. 

The respondents were Marketing managers or equivalent of their respective companies. 

The questiOnnaire was administered personally. The respondents were given the 

questionnaire to fill and the questionnaires were then collected and analysed. To increase 

the response rate, follow-up was done by telephone call and/or personal isits made by 

the r searcher Personal interviews were condu t d b th re ar h r with a good 

proportt n ofthc r spondcnt btam an . tra 111~ tmatt n that th t ' P ntl nts 

rna think i rele ant to th re ·earch , but that v-. uld not · 'UJ tut d tv th qu · ·t, nnnu 

Per onal interviews also enabled the inter. ie' er to btain clatiftcati n \\h t an ·w 'I · 
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Respon es .,.,·ere obtamed from 4 compam 

K l 

f) t 1 r m 



To detem1ine the tmportance of the factors considered, ranking wa u ed. Factor analy is 

was used to reduce the variables into a manageable number of factors . The PS 

package was used in data analysis . 



CHAPTER FOUR: DATA ANALYSIS & RESEARCH FINDINGS 

4.1 GENERAL INFORMATION 

Table 4.1.1 : Profile of the number of employees 
of the Pharmaceutical supplier firms 

No. of employees %Response 
Less than 50 44.1 
50 to 100 20.6 
100 to 200 23.5 

Above 200 11 .8 

Total 100.0 

No . of employees 

hom lht.: chart bo r • it i h.\ ks th. n 



Ownership status 

45 

•o 

35 

30 

25 

20 

0 
15 

0 \0 
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From the chart above, it is observed that most pharmac uti cal suppliers are either 100% 

locally owned r 100% foreign owned, the majori 44.1 %) being locally m ned. 

Table 4.1.3 : Operations of the Pharmaceutical supplierfirm 

-Type of operations %R ponse 

Nat1onal subsidiary with all funct1ons 21 2 
Marketing subsidiary only, other 1mporter 12, 

Licensed local importer, marketer & distnbutor 42 4 

Local manufacturer 24.2 
Total 1000 

Types of Oper•t ons 



From the chart above, it is observed that over 40% of the suppliers are local companies 

under licence from foreign manufacturers to import, market and distribute their product . 

This is followed by the national subsidiaries of multinational companies who perform all 

the same functions directly, then by the local manufacturers, who make their own 

products, and finally by national subsidiaries of multinational companies who only 

engage in marketing the products imported by local importers. 

Table 4.1.4: Cross-tabulation of the Number of Employees With the Type of Operations 
(Percentages) 

Type of Number of employees 

Operations Less than 50 50to100 100 to 200 Over200 

National subsidiary with all functions 00 6.1 9.1 6.0 

Market1ng subsidiary only, other importer 12 1 00 0.0 0.0 

licensed local 1mporter, marketer & distributor 30 3 9 1 3.0 00 - 30 6.1 9 1 
- r 

6.1 Local manufacturer 
-

Total 45.4 21 .3 21 .2 121-
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Table 4.1.6 : Sources of the Pharmaceutical products 

Source of products 
Local manufacture 
Importation with local finishing 
Partial importation & partial manufacture 
Importation only 

Total 

Sources of Phannaceutical products 

018.8 

L---' .o.o 

021.9 

% Response 
18.8 
0.0 

21 .9 
59.4 
100.0 

D Local 
manufacture 

•lrrportation 
with local 
finishing 

o Partial 
irrportation 
& partial 
manufacture 

0 lrrporta!lon 
only 

f the pharmaceutical drug · a ai labl · in th · untr 

are imported, showing the large dependence of the countr on e.· ternal ource . m 

suppliers have local manufacturing plants that manufacture orne pr du t , I cull , ' hile 

sourcing others from abroad. 

Table 4.1.7 : Markets supplied by the Pharmaceutical supplier 
firms 

Market % Response 
Kenya only 30 3 
East Africa 24,2 
East Africa & CentraVHom of Africa 45.5 
Other 00 

Total 100 0 



About 45% of the suppliers are regional suppliers, supplying both East Africa and parts 

of Central and/or the Horn of Africa, this is followed by those who supply Kenya only, 

then by those who supply East Africa only. 

Table 4.1.8: Cross-tabulation of the Market served by the supplier with the Type 

of Operations 
(Percentages) 

Type of Market served by the supplier 

Operations Kenya East East & Central/ 
only Africa Horn of Africa 

National subsidiary with all functions 3.1 3.1 12.5 

Marketing subsidia_ry only, other importer 0.0 6.3 6.3 

Licensed local importer, marketer & distributor 25.0 12.5 6.3 

Local manufacturer 3.1 3 1 18.7 

Total 31 2 25.0 43 8 

Cr ss tabulation of the o p eration a g ainst the market shows that local im orters p serve 

mainly the Kenyan market, which is in keeping wi th the area that their supplier li c~.: n c~.:s 

them to serve. ubsidiarie ·of the multinational · and I cal manufbctun:rs ·en e a much 

wider market mainly the eastern region of Africa. 

Table 4.1.9 : Job description of the Respondents 
in the pharmaceutical firms 

'I h 

Work Descnpt1on 
Marketing management 
Marketing management with top 
mana ement 
Top management 
Other 

% Respon e 
23 5 
52 9 

88 
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4.2 UNDERSTANDING OF COMPETITIVE STRATEGY FORMULATION AND 

COMPETITIVE ANALYSIS 

Table 4.2.1 : Presence or Absence of a Strategic plan and 

a Competitive strategy among the pharmaceutical firms 

Strategic plan %Response Competitive strategy 

present present 

Yes 97.1 Yes 

No 2.9 No 

Total 100.0 Total 

% Response 

91 .2 
8.8 

100.0 

Presence/Absence of Strategic plan & Competitive strategy 

o ___ ~.-___ _ 

Yea 

c Sua reg c plan 
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Of the companies who had a strategic plan, cross-tabulation reveals that only 5.9% had 

no competitive strategy, and these were local importers, from the table below. 

Table 4.2.3 :Cross-tabulation of the Type of Operations in Pharmaceutical 
companies with the Presence/Absence of Competitive Strategy 

(Percentages) 
Type of Competitive strategy present? 

Operations Yes No 
National subsidiary with all functions 21 .2 0.0 
Marketing subsidiary only, other importer 12.1 0.0 
Licensed local importer, marketer & distributor 36.4 6.1 

Local manufactu rer 24.2 0.0 
Total 93.9 6.1 

Most pharmaceutical suppliers therefore have a strategic plan and a competitive strategy. 

This bows the importance of competition in the indu try. 

Table 4.2.4 : Job description of the Managers involved in 

competitive strategy formulation in the pharmaceutical 

firms 

Work Descnpt1on % 
Response 

Top management 11 8 
Top and functional/departmental managers 44.1 

All staff, from top to operational levels 41.2 

None 2.9 
Total 100.0 

In mo st com p anies the mana g er ' in\"olved in Com diti\ e p 

I vel and functional manag r h numb r 

contribute to the fonnul, ti n pr t th ir 

pw i<.l · llYtr • t in rm ti n. 
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Table 4.2.6 (a) : Rating of Factors used in analysing the Pharmaceutical Company's 

Business environment (N.B. 1 = Very important while 5 = Not important) 

% Response 

Rating Main Driving Competitive Key Long-term 

Economic forces for positions of success attractiveness 

characteristics change other companies factors of industry 

1 63.3 40.7 60.6 62.5 56.3 

2 16.7 29.6 21 .2 21 .9 21 .9 

3 13.3 18.5 6.1 6.3 9.4 

4 3.3 11 .1 9.1 6.3 9.4 

5 3.3 0.0 3.0 3.1 3.1 

80.0 
Main economc 
charactenstics of 

Cl> 60.0 
tndustry 

VI -· Drivtng forces for 
c: change 
0 
Q. 40.0 VI 
Cl> 
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20 .0 '$. 
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Table 4.2.6 (b) : Rating of Factors used in analysing the Pharmaceutical Company's 

Business environment (N.B. 1 = Very important while 5 = Not important) 

Rating 

1 
2 
3 
4 
5 

%Response 
Strength of Competitive forces in the industry 

Threat of Rivalry Substitute Bargaining power 

New Entrants between members products of Suppliers 

48.5 42.4 57.6 36.4 

18.2 15.2 15.2 9.1 

15.2 18.2 9.1 24.2 

9.1 15.2 15.2 21 .2 

9.1 9.1 3.0 9.1 

Strength of Competitive forces in the industry 

70 .0 

60.0 

~ 50 .0 

[ 40 .0 

g: 30 .0 
0:: 
~ 20 .0 

10 0 

0.0 
2 3 

Rating 
4 5 

Bargaining power 

of Buyers 

36.4 
24.2 

24.2 

12.1 
3.0 
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Table 4.2.7: Rating of effect of environmental variables on the pharmaceutical 

companies (N.B. 1 = Very important while 5 = Not important) 

%Response 

Rating Social Political Technological Economic 

factors factors factors factors 

1 23.5 52.9 64.7 76.5 

2 26.5 26.5 29.4 20.6 

3 20.6 14.7 2.9 0.0 

4 17.6 5.9 0.0 2.9 

5 11 .8 0.0 2.9 0.0 

100.0 
-+--Social factors 

Cll 80.0 
1/) 
c: 

60 0 
Political 

0 
c. .. factors 
1/) 40.0 Cll 
Q: Technological 
Clt 20.0 

0.0 
factors 

2 3 4 5 Economic 

Rating 
factor 

80% of the respondents considered it ver important tom nitor the con )lllic fa ·tor ·. 

which is expected under the current economic rece ~~ion. A lightly lm\~?r 1 cicentage 
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Table 4.2.8 : Rating of Key requirements to compete effectively in the pharmaceutical 

ind ustry (N.B. 1 = Verv important while 5 = Not important) 

%Response 

Rating Effective New product Skilled Effective Effective 

distribution network development Marketing team Product mix Pricing strategy 

1 85.3 67.6 79.4 73.5 67.6 

2 5.9 23.5 17.6 23.5 20.6 

3 5.9 2.9 0.0 0.0 8.8 

4 0.0 2.9 0.0 2.9 0.0 

5 2.9 2.9 2.9 0.0 2.9 

100.0 
-+--Distribution 

netv.ork 

80.0 
Q) New product 
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4.3 ACTUAL STATUS OF COMPETITIVE ANALYSIS AND COMPETITIVE 

INTELLIGENCE 

Table 4.3.1: Frequency of review of Competitive 

strategy 

Frequency %Response 

Annually 27.3 

Quarterly 36.4 

VVhenevernecessary 36.4 

Rarely 0.0 

Never 0.0 

Total 100.0 

An equal number of respondents reviewed their competitive strategy on a quarterly basis 

or whenever necessary, while fewer respondents r viewed it on an annual basis only. All 

re 'P ndents with a comp titiv strategy reviewed it lea ' t nee u year and each requin..:d 

the collection and analysi' of information on the capabilitie' and acti itic ·or thcir 

competitors when formulating strategy. 

Table 4.3.2: Requirement of Competitor 
information when formulating strategy 

Frequency %Response 

Always 32.4 

Often 32.4 

Sometimes 32.4 

Rarely 2.9 

Never 00 

Total 100 0 

- 1ird ofth b >lit on tl rc ndcnt h (1 

ui11 it n 

ui m tit in n 1t i n. 'I hl "htl 



informed ofthe competitive situation, and correlates with the observation in section 4.1 

that in general, both top and middle managers in the industry are involved in competitive 

strategy formulation. Some respondents passed such information down to field staff. 

Table 4.3.3: Function/Department responsible 

for Competitive analysis 

Department %Response 

Marketing 71 .0 

Strategic/corporate planning 3.2 

Research & Development 0.0 

Mixture of the above 25.8 

Total 100.0 

'I he majority f respondents placed the rc ponsibility for competitive analysis 11 the 

marketing department. 'I ho ·c who picked the mi. tun.: option indicall:d that comp ·tili\ 

analysis is performed by the marketing department" ith the ·trate 'ic Jlurltling secti m. 

None chose the Research & Development option. indicating the ab:ence of such a 

function in local companies and the lack of product de\'elopment locally. 

All the respondents considered it important tom niter thtir ompditor. · a ti\'itil.!s. 

however only 61.8% consid red it imp rtant tom nit r II th~r ph, m1, ~utk, 1 

supplier:-;. 

Table 4.3.4: Competitors worthy of monttor n 



Table 4.3.5: Factors considered when rating competitors 

Factor Important Not important 

Market share 85.3 14.7 

Financial resources 35.3 64.7 

Product range 79.4 20.6 

Marketing capability 70.6 29.4 

Efficiency of distribution 52.9 47.1 

Importance of factors when rating competitors 0 Important 

90.0 
80.0 

Q) 70.0 
~ 60.0 
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:g 40.0 
llC 30.0 
<!. 20.0 
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From the diagram, it can be seen that pharmaceutical upplier rate thetr c mpetttor ' r 

importance first based on their market shan;. then tht:ir pr du 1 r. n._'t: mark~?tin, 
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I 
Importance of Competitor's characteristics 
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Most respondents considered the knowledge of the competitor's market share and current 

strategies as very important. Lower importance was given to the competitor's future 

goals and business objectives. This may have ari n from th fact that th ~ respondents 

are largely marketer and con idcr in[! rmati n n their c mpctit r's <.:urT nt ·1 ·tiviti s 

in the market as more important. 
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Table 4.3.7 (a): Importance of the 12P's Competitive Profile 
(N.B. 1 = Very important while 5 = Not important) 

% Response 

Rating Pedigree Physical scale Performance Pricing People Positioning 
(Organisational as investment structure 

1 
2 
3 
4 
5 

Ill 
VI 

80.0 

60.0 

g 40 0 
0. 
VI 

~ 200 

;!. 00 

41 .2 
29.4 
29.4 
0.0 
0.0 

structure) 
21 .2 33.3 

36.4 27.3 

30.3 18.2 

6.1 15.2 

6.1 6.1 

Importance of Competitive Profile 

1 2 3 Rating 4 5 

58.8 52.9 67.6 
35.3 20.6 23.5 
2.9 14.7 5.9 
0.0 11 .8 0.0 
2.9 0.0 2.9 

r
-+--- Co111Jelitor's Pedigree 

Corl'lletltor's 
Organ1sat1onal structure 
Co111Jel1tor's Performance 
as an invest nt 
Co111Jel1tor's Pr1c1ng 

- • Co111> t1tor' oplo 

f the above six of the 12 P's that make up the 'ompt!titl\ t! profile. m ·t respond~nt 

rated the competitor's positioning (e.g. strategy. target market. umque pr ducts l1s m st 

important to knov • followed by the competitor' pri ing (~. 1 

competition), and by comp titor' pl:ople m rh:tin 

( wrH.:rship , p rformanc s an inve tm nt pr fit .k 

(or •uni ational mu hI 

T bl 4,3.7 (b) : Import nc of th 
Prof1l 

(N.B. 1 V ry Import 



Importance of Competitive Profile 

50.0 

Q) 40.0 
VI 
c: 
0 
a. 30.0 
VI 
Q) 20.0 

0:::: 
~ 10.0 

0.0 

2 3 Rating 4 5 

-+- Corrpetitor's Plans 

-11- Corrpetitor's 

Performance as 
supplier 
Corrpetitor's prestige 
in business 

collYTlunity 
Probing for 

Corrpetitor data 

~Prize fight 

_...,_ R:lst rrortem 

The remaining six P's above were not considered as important as the first six. The most 

important of these was the competitor's performance as a supplier (e.g. quality of 

service) . This was followed by post mortem (things that the supplier can do right to beat 

th competit r) , c mpctit r' plans (new pr duct , mcrg r ), pn.; tigc in the 1 cal 

busines c mmunity, prize fight (key customer account ', key territ rie ·); and tht:n 

probing for data. Most respondents considered it fairly unimp rtant to pr e fl r data 011 

their competitors from their competitors former employee or cu t mer '. 

Table 4.3.8: Rating of how well pharmaceutical companies 

think that their competitors know them 
(N.B. 1 = Excellent while 5 = Very poor) 

Rating Annual sales & Products 
Market share 

1 14.7 
1--2- 29 4 

3 



Rating of Competitors' knowledge of the company 

50.0 
45.0 
40.0 

Cll 35.0 
VI 30.0 c: 
0 • 0. 25.0 
VI 
Cll 20.0 p a:: 

:::.!! 15.0 0 

10.0 
5.0 
0.0 

2 3 Rating 4 5 

--+-Annual sales & market share 

--- Products 

fvlarketing strategy 

fvlarketing team's 
effectiveness 

~ Likely reactions 

1 
_....__ Co111>etitor's know ledge of 

CO!ll>any's capabilities 

From the chart above, generally the respondents considered their competitors to have 

average to good knowledge of the respondents' companies, e pecially of their likely 

rcacti ns t the competitor.' activitic in the market. ·y he c reaction include pric' 

change in resp n ·c t a com petit r' ·price change ·. 

Table 4.3.9: Information sources used by Pharmaceutical suppliers 

Information sources %Response Information sources % Response 
The media, e.g. newspapers, TV 9.3 Customers/d1stnbutors 16 9 
Pharmaceutical industry colleagues 14.5 Suppliers 9.6 
Pharmaceutical industry magazines 5.2 Compet1tor products & literature 15.1 
Employees, e g salesmen 16.9 Market research 12.2 

'I he biggest sourc o mpditor in orm ti n n.: ~.:mpl 

lnlor elloll aour •• 

D ~---------------------------------------------------~~----------------"--



representatives, and customers/distributors, followed by competitor product 

samples/literature and pharmaceutical industry colleagues. Respondents gave other 

sources of information including audits of prescriptions in pharmacies to get a picture of 

the movement of various brands, and drug importation statistics from the Pharmacy & 

Poisons Board. 

About two-thirds of respondents (61.8%) said that staff engaged in competitive analysis 

are given a briefing of the problem to be researched before they start to collect data. 

Fewer respondents (41 .2%) indicated the presence of an Information system for the 

c ll ccti n, analy i , t rage and retri eval r mp tit r infl rmati n. Inter i ws r al d 

that for some respondents, thi s inD rmation system ' a· mainl implc,' ith n ) a ·tual 

storage or retrieval faci lities for future analysis. nee report n c mpeti ti' e inJ.I rmuti n 

were prepared and used, they are discarded. 

An interview with one multinational respondent indi ated the pre en t: l f. formal "I 

run by the corporate er ca taff. Th rc p ndcnt " uld n.:!ul, rl: i\ ~.: inpll of 

comp titor in ormati n. and r cdv utput in i tin 

h1 anchc. o th 

0111 . IC J HHJ 

~.:tit r, ti iti~.: • . n I ho\ l)th r 
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financial resources. Some respondents noted the cost of obtaining a reliable source of 

market and competitor information, mainly via hiring market researchers. 

Only 11.8% of the respondents indicated their company had a budget specifically for 

competitive analysis. These were mainly multinational companies. However two firms, 

a local importer and a manufacturer had a budget, which could be the result of having a 

wider market as both of them cover the East African region. Interviews with other 

respondents revealed that competitive analysis is generally covered under the marketing 

budget. 

Major impr v ment · n ted a· a result f engaging inc mpctitivc anal ·i · in lud 

i) Improved sales volumes and profitability 

ii) Better customer focus 

iii) Quicker more proactive response to changes in the market, including c mpetiti\ c 

challenges 

iv) Improved market hare 

Jmpro d mark t in orm tion , nd thus n r un 11 

In n:spon c a to \\h th 1 th UJJii r· IiI i \' 

tr !1.: des 



4.4 FACTOR ANALYSIS 

Table 4.4.1 : Factor· analysis r·esults 

Variable Variable Communality Eigen 
name number value 

Performance as supplier 1 0.65850 4.56007 

Probing for data 2 0.85953 1.91453 

Prize fight 3 0.85785 1.54062 

People 4 0.81923 1.08499 
Performance as investment 5 0.71839 0.83627 

Physical scale 6 0.71344 0.61949 

Positioning 7 0.81644 0.49091 

Prestige in business community 8 0.79841 0.30183 

Post mortem 9 0.71160 0.27238 

Pricing 10 0.86554 0.18629 

Plans 11 0.58662 0.11604 

Pedigree 12 0.69466 0.07657 

Final Varimax Rotated Factor Matrix 

Variable Variable Factor 1 Factor 2 Factor 3 Factor 4 
name number 

Performance as supplier 1 -0 07764 0.78786 0 04067 0 17346 
Probing for data 2 0.92043 0.06633 0 00248 -0 08909 
Prize fight 3 0.85885 0 20338 0 27094 0 07378 
People 4 0.21373 0.86362 0.16459 0.02473 
Performance as investment 5 0.48795 0 36950 0.40385 0 42506 
Physical scale 6 0.34624 0 .73358 -0.21089 0.10462 
Posrtronrng 7 -0 04812 -0 15375 0.88727 -0.05680 
Prestige in business community 8 0 44050 018372 0.39436 0,64428 
Post mortem 9 0.33583 0~2-6f49 0.67487 0 ?.7384 
Pricing 10 ..0.27169 0.24G4' 0 08491 0.85076 

ut 1 ... I' ' 1111 1111\ 

l'r Jhl th 
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in terms oftheir contribution to the factors . The Eigenvalue is the sum of the squared 

factor loadings for a factor. 

The initial factor matrix gives the correlations between the factors and the variables . 

From it, the final varimax rotated factor matrix is obtained which simplifies the columns 

of the factor matrix by making all values close to 0 or 1. In the final matrix, it can be 

seen that variable 2 and 3 load heavily on factor 1, variable 4 on factor 2, variable 7 on 

factor 3 and variable 10 on factor 4. 



CHAPTER FIVE : SUMMARY AND CONCLUSIONS 

5.1 SUMMARY 

The objectives of this study were to establish the level of awareness of competitive 

intelligence systems among Kenyan pharmaceutical suppliers, and to establish whether 

competitive intelligence (CI) is used in formulating competitive strategy. 

Searches through literature revealed that in western countries, the use ofCI in 

competitive strategy fonnulation is a common practice. This study attempted to 

detennine the practice among Kenyan firms in the pharmaceutical industry . 

he result h w that the maJority fth firm , wheth r I call wn d 1 ub id1ari 'S of 

multinatJOnals, engage in strateg1c planning and ha\ e a compet1t1\ e tmtegv The 

strategy 1s the more useful given that many fim1s market the1r product · within the ea ·tern 

Mncan regiOn not just Kenya alone trategy formulation tends to im oh e b th t p and 

middle management, and some firms encourage their mploy ntnbut 

mfonnauon to the proce s. The comp 

more frequently, and updat d \ 'lth r 

All compuni und m 

f u 

r uu 

Tt: tt: t:d ll n 1. II: quarterh 01 
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Generally company employees have average knowledge of their company' s goals, 

capabilities and performance in the market. The absence of good market information 

means that many companies can only estimate the sales or market share of their products 

and those of their competitors. This is in contrast to western companies where such 

mformatwn is more easily available. The employees tend to have better knowledge of 

their company's strengths than of its weaknesses, suggesting lower concentration on 

areas where competitors are likely to take advantage of them. 

The compani es think that their competitors have only average knowledge of their 

co mpant cs, mainly of more easil y obtainable information such as produ ts 

In nv1ronmcntal ana ly ·is, th e c mpan1cs tend to m n1t 1 the ma1n c n 1111 · 

characten stJ cs of the mdustry and the competitive po 1t10n ·of ther finn · Th ' mo ·t 

important competitive fo rces m the mdustry are the threat of ub titul t! products. the 

threat of new en trants and the competition bet\\ een the pharmaceutical ·uppher · 

1 he presence of a good d1stnbution network, a skill d m rketmg tt;, m nd, 1ood 

upplt r product mix are considered key to sue 

h m. rkct hare, tr ngths and '' m t m )11tl r~.:d 'I h~ 
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The improvements noted as a result of engaging in competitive analysis were similar to 

those in western countries, e.g. improved knowledge of the company's market. 

5.2 CONCLUSIONS 

5.2.1 CONCLUSIONS OF GENERAL FINDINGS 

There 1s low awareness of the process and product of Competitive Intelligence among the 

studied Kenyan firms . The majority undertake some form of Competitive analysis 

instead, which is not advanced as that detailed in western literature. 

Most pharmaceutical finns do use competitive infonnation a an mput into strat g 

formu !alton but it is not collected, analy ·cd, arranged into dtiTcrcnt H~por t fo1mat~ and 

disscmrnated as formally as is done b western finn as 111d1cated in the lite1aturt! 1 '' t '''-

5.2 2 L 10 OF FA T R A AL Y I 

Four factors were obtained from the results . The fir t fa t r h. d h1gh loadtng fr m th~ 

variables probing for data and priz fight Both th 

customer:; ( tran:;a ttons, m orm uon 
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5.3 LIMITATIONS OF THE STUDY AND AREAS FOR FUTURE RESEARCH 

The respondents in general declined to reveal their sales figures for the last five years, 

citing confidentiality. This prevented the comparison of the trend in sales figures with 

the use of competitive strategy in this study. 

Given the short length oftime available to collect data, the researcher was unable to 

collect more of the questionnaires , and thus the response rate was only 37%. 

This study was based on only one industry, therefore for future research, the extension of 

the stud y to other tndu stries may reveal more useful information . The study generall y 

targeted mark etmg management a respondent , thus it d not gtv a clear ptctur of 

the u · o ' I at the top management lev I • uture ·tudte can thu · b 

level 



REFERENCES 

Attaway, Morris C . "Competitive Intelligence" , Internal Auditor, December 1999, Vol. 

56, Issue 6, pp 48 

Bernhadt, D. "Perfectly Legal Competitor Intelligence: How to Get it, Use it and Profit 

from it", Pitman Publishing, 1993, pp ix, 1 - 127 

entral Bank of Kenya. Monthly Economic Review - June 2001 . 

Iarke, R "The Path of Development of trategic Information y tem Theory", 

httn .//www anu .cdu au/people/Ro.ger 

Ltd . 1994 

onsultanc Pt 

Dady at10n " Profit vers us life in drugs firm wrangle· b \ ang1, p1il :!9, 200 1 

mory William. "Busmess Research Methods'' , 3rd edition.lrwm, 19 . , pp 17 _ 

ttore, Barbara. " anagmg ompetitive lntellig n e', l n, gem nt Rc\ i~\ 

ol. 4, ls ue I 0, pp I 5 

!·letcher, K md Don •h , 

In mn,ttlOn 

II m I, c, 

I , II 

I h m tu r Itt nn. uon 

t l9l: , 



Kassamani, Herbert A "The State of Strategic Marketing in Kenya's Sugar companies", 

University ofNairobi, Unpublished :MBA project, 1999. 

Kotler, P. "Marketing Management: Analysis, Planning, Implementation and Control", 

9th edition, Prentice-Hall India, 1997. Preface, pp 3- 5, 63 

Mackay, Harvey" 12 P's Competitive Profile", 

http ://strategis .ic.gc.ca/SSG/mi04934e.html, 1997 

ogues, Juli o "Patents and pharmaceutical drugs. nderstanding the pressures on 

de elopmg co untl ie ", Po l1 cy Re earch & xtcma l Affa1r Workmg Pap rs, lnt 1 national 

·conom 1cs epartmcnt, The World ank , eptembcr 1990, pp 11-16,20,2 -7 

rna, lizabeth "Valuing lnformat10n Problems and pportunitie .. in "Th F Lllth 

Resource· Information and 1ts Management", edited b\ Da' td P Be ·et · ltb O\\ er. 

1996, pp 1 8-40. 

erell tephen · orporate Intelligence-gathering", m. net 

The Financial Times Ltd . 

Pearce, J and obm on Jr , 

I " rd unp ement 1 1 11 , 111 n, I 

l'h rm 

t lr Pr 

tmc 1 larch I _oo I, 

' lll\\11. (Ill\ • lld 

utJ '' 



Prescott, John E . "The Evolution of Competitive Intelligence" in "Rethinking Strategic 

Management: Ways to improve Competitive performance", edited by D.E . Hussey, John 

Wiley & Sons Ltd, 1995, pp 71-90 

Radford , K.J. " Information Systems for Strategic decisions", Reston Publishing 

Company, 1978, pp3 , 12, 124-131 

humbusho , V .R. "Corporate Strategic Planning: A survey of its practice m some 

selected Kenyan companies", University ofNairobi , Unpublished MBA project, 1983 . 

tmkm , L and heng, A. " nderstandin g ompetitors ' trategies : The Practitioner-

Academtc gap", Marketing Intelligence & Planning Journal , 1997, 

pp124 

1. 1 , lss u 2/ , 

un Tzu "The Art of War" as translated b Thomas leary, hamballa rag n dtlton ·, 

hamballa Publtcat10ns Inc. 1988 pp 49, 168. 

"The Industrial Property Bill 2001", Kenya Gazette uppl m nt Bill: _001, atr bt , 

301
h arch 2001 

···1 h Ph ann cy nd Pot:.on:. t", h pt r _ Kxn. Rnt ~.:d hltlltn 19 9 

Pnnted b the o crnmcnt I rmt r, 

I homp n Jr , \ J 

71 111 n, I 



Wan jere, M.D. " An investigation of aspects of Marketing Planning within large private 

manufacturing companies in Nairobi", University of Nairobi , Unpublished MBA project, 

1999. 

Waters Jr. , Thomas. "Competitive Intelligence", Executive Excellence, Oct. 2000 Vol. 17 

Issue 10, pp7 

Westervelt, R. "Gaining an Edge", Chemical Week, June 1996, Vol. 158 , Issue 25 , pp29 

Wilson, R " ompetitor Analysis", Management Accounting: Magazine for Chartered 

Management Accountants . April 1994, Vol. 72, Issue 4, pp24 

Zahra, ' haker A and haplcs, herr " lmd ·p mpcttlt\ 

"Readmgs tn trategtc Management" 5th edition, 199 , lrwtn , ln . edtt d b Th m1 ·on 

Jr. , tnckland lil, A J and Kramer, Trac R Read ing 2-1, pp I 0 -127 



APPENDIX 1 

LETTER OF INTRODUCTION TO THE RESPONDENTS 

The Respondent, 
Company Name, 
P.O. Box ________ __ 
Nairobi. 

Dear ir/Madam, 

RE: REQUEST FOR YOUR PARTICIPATION IN A TUDY 

1 am a po t-graduate student pursuing a Ma ters tn Bu ine s dmini tration (MBA) in 
th Faculty of ommcrcc, ntvcr tty fNatrobi 

In ordet to fulfill the degree reqUirements , lam undertakmg a manag •m nt r 'S tH ·h 
prOJect on The se of 'om eltttve lntellt tence stems tn the Ken ·a n Phatmacl'ultcal 
Industry The study atms to assess the collection of competltn e mformat1 n and the u ·e 

of ompettttve analysts as an atd to strateg formulation m th mdu ·tf). 

our firm has been selected to form part ofthts stud ·. 
assistance in completmg the attached questionnaire. 
might be of asststance in this study is welcome 

such I kind! r que t · ut 
ny additi nul in nnat1on ou feel 

The study is purely for academic purposes 11 in orm. tt n '1\ cn will bc kt.:pt 
·tnctly conftdcnttal. cop ' o th fin I tud '\\t il be \ th: t 

~ tud i:-; cornpl t 

Yolll tthtull , 

( t iii., lui, 1 

IB \ tud 111 



QUESTIONNAIRE 

Section I 

1. Which year was your organisation established locally? 

2. How many employees does your organisation have? 
a) Less than 50 
b) 50 to 100 
c) 100 to 200 
d) Above 200 

3. How would you classify the ownership of your organisation? 
a) 1 00% locally owned company 
b) Over 51% locally owned 
c) Over 51% foreign owned 
d) 100% forc1gn owned 
c) :.qual ~ rc1gn and I cal wncr hip 

4 I low would you describe the operations of our orgam ·ati n'> 
a) at10nal substdiary of a multmat10nal compan 111\ oh d u1tmp rtat1 n 1 

manufacture, marketing, and distnbution 
b) at10nal substdiary of a multinational com pan: 1m oh ed nh 111 

marketing with another company engaged in the Importati n and 
distribution of the drugs 

c) Local company under licence from a fore ign m nufa ·turer t imp rt 
market and di tribute their products 

d) Local company producing, .d1stnbuting nd m rkt:tin 1 it. \\11 p1 duct. 

ht h . r tlh: ll lm1 h~d nd 

C) I Ill llllfll I II ll 

I) 



b) Marketing management combined with top management ofthe company 
c) Top management of the company 
d) Other:PleasespecifY _________________ _ 

8. What has been your annual sales turnover (in KShs) of your company for the last 
5 years? 
1996 1999--------
1997 2000--------
1998 --------------------

9. Does your company have a strategic plan? 
Yes [ ] No [ ] 

If so, does your company have a ompetittve strategy? 
Ye f ] No [ ] 

I 0 Whtch managers are mvolved m compettttve trateg formulah n tn out 
company? 

a) Top management only 
b) Top and functwnal /departmental managers 
c) All staff, from top management to operatwnalle\ el. are requued t 

contribute to vanous extents accordmg to their kill 
d) one 

II . How would you rate your company employ • knO\ I d ' c of y ur u mp:lll\ tn 
the followtng area5 1 (. .B. 1 = -c: II nt wllil .- = I ry poor) 

3 5 

ut I 



Consideration 1 2 3 4 5 

~he Main economic characteristics of the industry - -
Driving forces for change in the industry 
Strength of competitive forces in the industry: 

1. The threat of new entrants into the industry 
2. The rivalry between existing members of the industry 
3. The threat of substitute products 
4. The bargaining power of suppliers 
5. The bargaining power of buyers 

~he competitive positions of other companies in the industrj 

~success factors for the industry 

long-term attractiveness of the industry 

11 What Importance do you perceive the following en 1ronmental variabl s to ha\ 
on our busme. '> 

(N.JJ. I - Very Important while 5 Not important) 

r 
Environmental factor 1 2 3 4 -- -

Social factors e.g. people's beliefs, lifestyle 

Political factors, e.g. corruption, laws, political uncertainty 

Technolog_1cal factors , e.g. new Innovative drugs 
Economic factors e g mflation , interest rates , income and 
~enditure patterns 
Others : Please specify 
1) 

2) 

14 

( H I 

3 

1) 

-

5 -



Section ill 

15 . How frequently are your competitive strategic plans reviewed? 
Annually [ ] Quarterly [ ] Whenever necessary[ 
Rarely [ ] Never [ ] 

16. When formulating strategy, does your organisation require the collection and 
analysts of information on the current capabilities, activities and possible future 
moves of your competitors? 
Always [ ] Often [ ] Sometimes [ ] Rarely [ ] Never [ ] 
If yo ur answer was "Often", how often does this process occur (e.g. every 
quarter)? 

Tf your answer was "Sometimes", what kind of event causes the initiation of the 
process? 

17 To whom are report n uch in[! rmation pa sed t tn th rgani at10n? 
a) Markctmg managem nt on! 
b) Markettng management and top management fthc compan 
c) Top management of the compan onl 
d) ther Pleasespectfy 

18 Whtch department ts responsible for our ompettti\ e analyst 7 
Marketmg [ ] 

trategtc, orporate Planning [ ] 
Research & e\ elopment [ ] 
M txtu re of the above [ l 

ther: Plea 

19 r 1t nnp n nt t m ntt r ur lllJ ut o I I 



c) Pharmaceutical suppliers with the potential to supply the same brand or 
generic equivalent of your products 

d) Pharmaceutical suppliers with the potential to supply drugs similar in 
effect to, but not in the same chemical class, as your products 

21. Select one or more factors that you consider when rating competitors to your 
company in terms of importance. 

a) Market share 
b) Financial resources 
c) Product range 
d) Marketing capability 
e) Efficiency of distribution 
f) Other : Please specify _ ________________ _ 

22. Wtth what Importance do you rate the following items when can ing out the 
analysts of your competitors? (N./3. 1 = Very Important wllile 5 = Not 
inportant 

Consideration 1 2 3 4 5 

~mpetitor's current strategy 

Competitor's business objectives 

lg_ompetitor's future goals 

Competitor's market share 

C_om_j.)_etitor's strengths 

~om et1tor's weaknesses 

Competitor's assumptions about itself 

Competitor's assumptions about the 1ndustl)1 

h n oil un:-. mt rm. ti n. bout . om 

4 5 



24. How would you rate overall your company' s knowledge of your competitors in 
the following areas? 
(N.B. I = Excellent while 5 = Poor) 

Consideration 1 2 3 4 5 

Competitor's annual sales and market share 

Competitor's products 

Competitor's marketing strategy 

Competitor's marketing team effectiveness 
Competitor's likely reactions to your 
company's movements in the market 
Competitor's knowledge of your company's 
~trategies and capabilities (strengths and 
~eakn esses) 

25 e lect (using a ti ck) the informati on sources that your co mpany u es to co ll ect 
info nnatton on yo ur competi tors. 

26 

[ ] he med ta, .g. newspapers 
[ l Pharmaceuttcalt ndu try colleagues 
l ] Pharmaceuttcalmdustry magazme 
[ ] mployees e.g. salesmen, other frontline staff 
[ ] ustomers I d1stnbutors 
[ ] upphers 
[ ] ompetttor product literature and /or product ample 
[ ] Market research 

thers Please specify ______________ _ 

bkm c n \ ht h th~.:y 
tlh: m~ t:ttll\ ~.: 
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29 . Does your company have a budget specifically for Competitive analysis? 
Yes [ ] No [ ] 

3 0. What major improvements have you noted in the company as a result of engaging 
in competitive analysis and formulating a competitive strategy? 

31 . Do you feel that the results of your company's operations always approximate 
your competitive strategies/plans? 

7'//l Vf... )Ol /·OJ< )'()( I< 'fl.\18 


