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B R 

In th p t, market were char tcriz.ed b) durable pr du t . bl con wn r nc d . well 

defined nati nal and r gional mark t and clearly identifial: I comp tit r . C mp tition 

v as a ·war of po iti n· in I rl defined pr du t r m rket gm nts. he k y to 

competiti e advanta e v as the market th ompany ch 

c mp t in these markets was f econd ry importance. 

t compete in. How it chose to 

However. o er the years. the u ine emir nm nt ha e I d into ne hara terited b 

increasing! stiff competiti n. adver el. changing econ-p litical patt rn . gl balization, 

and increased takeh lder awarene and~ hence. exp ctari n . Th e factor ha c helped 

hape the way bu in compete within the market th e t perate in. 

As such a number f companies ha e et out their i i n. mi si n. and alues in a 

succinct statement that makes reference to quality. customer service. employee i sues and 

good corporate citizenship (social resp nsibility . These corporate alues ar intended to 

set out the guiding principles of the c mpany. 

Thi study endea red toe ta li h h ther compani put the e aluc into pra tice, and 

v hether th y ha e an impact n the mpanie c mp titi ene , a perceiv d b. their 

employee. 

To addre thes objecti e a survey was undertaken u ing a stru tured que tionnairc 

focusing pecifically on th emplo ee of th Barclay Bank f Ken a td. The 

questionnaire wa administered using the drop-and-pick-later method. 

The stud findings showed that, ace rding to the empl yees. the bank had corporate 

values that were influenced by and re ol ed around 

compan ·. and th community. They perceh·ed the 

sustainable competitive ad antage. 

VIII 

the empl yees the 

alues a important ource 



The major limitations t thi tud) wer tho e inh rent in th use of que tionnaires 

data co lie tion tool . mainl}. the mi int rpr tali n f que tion by the r spondents. 

Further re earch may b ondu ted t d termin the per epti n of ther st keholder u h 

as the bank' custome • competitor . hareholder and th general publi . 

IX 



II \P 

I. I R I 

1.1.1 Ba kground 

alues ar a tract id that guid thinking and ti n Kram r I. 1 

rganizational alue ar cl tied to the fund mental underlying belief: m nager 

ha e about th busin s and a ut pe pl . Value thu dictate trategy in e they 

influence the manager ' ch ice 

(Kramer et al. 1 98: 1 hn on and 

and ~e ti es ~ r the organization 

Though ab tract, agu and difficult t define alu ar rc ealed b the acti n people 

take, what p pie think. and b v rhe all cate tb ir tim , energy and kill . h dri e 

th baha iour of pc pie in an rganizati n. 

According to Rowe et at ( J 94 , valu are the b d rock fan organization' c rporate 

culture and reflect th organizati n corporate per naJit characteri tic . 

If effecti ely communicated and consi tentl upheld thr ughout the organization o er 

time alue are likely to ha e an impact on the c mpan trategic p sition I capability 

(Kramer et al 1998: Hitt tal 1997). 

1.1.2 orporate alue nd omp titi d otage 

compan has a mpet1t1 advantag v•hen r it ha an edge r rival in ecuring 

cu tamers and d fending again t c mpetiti e force Pearce and R bin on, _002: 

Johnson and chole , 2002: P rter 19 0 . 

ompetiti e ad antage can nly b ·ustainable if cu t m rs con i tently perce1 e 

po iti e differenc e.g. in quality uniquene s e.g. b twe n the pr duct r er ice 

offered by a company and th e of it competitor , ' her in, uch percei d difference 

re ults in the company" greater capability o er time (P rt r, I 9 0 . 



u tainable com titive d ntag i nl achi a I where th fmn' cap ilitic.; arc 

valuabl . rare, c stl t im1Late. and n n- ub :titutabl . c rding to Th m P ter ' 

Robert aterman, in Kram ret al 19 ). orporatc alu can be a ourcc of ustainable 

competiti e advanta . 

Comp tilive advantage i aid t e percei ed if a c mpan fe I that v.h te era ti itie 

it und rtake give it an edge veri c mp titor . It' th refi re based n th c mpany' 

perception of the impact on trategy of it a tivitie . 

Corp rate value ha e no ind pendent life of their own (J hn n and chole . 2 02: 

Rowe et al 19 4 . They only contribute in the wider context of an organization' vi i n 

and trat gy. They permeate and influence e ery stage of th business proce . 

According to Lynch 2000 and Banerjee 1998 . c rporate alues have to e integrated 

with trategies, tructure y tern and engage th e who mu t implement them. Th y 

must embodied in th firm's culture i. . atm pbere, n rms and attitud about ho\ 

busine hould be conducted. 

Corp rate visi n reflects a trongly h ld value. he wa the vi i n i de el ped i.e. ia 

participation and li tening reflect alu . 

According to Pearce and Robinson 2002) and L nch R (2000 , tructure reflect va lue . 

For instance do they facilitate teamwork or confli t? Do they create pportunitie for 

people to grow and devel p? o they emp wer or constrain human endea or? 

ystems ought to be de igned consistent with c rporate alues. That is. wheth r to 

encourage elf-c ntrol or c mmand and conlr 1 from a e? I infl rrnati n made 

a aila le to all r held as a power in trument b} a fi w? 

2 



Leader hip h th sam perv ive qualitJ 

can tran form th vi i n t 

pro ide l adcrship [! r n \\ trar 

role m del . 

nit) n " trategi 

and li\e th 

an rJe 199 . 1 p management 

nd \alu iddl manager mu t 

rpor tc alue )-da~. Th 

When corporate alu ar focus d. cl ar. and g nuinely hared, \ hen lead r at all 

le els ar role mod l , and when alue are constant). re iewed a c ndition change, 

then alue are a strat gic c ntribution (Kramer t al. I 9 : B wman, I 987 . rp rat 

alue . thu create added value and h w the compan how to bee m tronger than 

comp tition. This is also n obligation t cu tomers. 

ccording to Hannah (1976. Me arth; et al (1976. and ynch _o 0. open corp rate 

alue make a compan an attracli c empl er for top tal nts and tr ngthen its p ition 

as a member of the global communit . orporate vaJue unite the capa ility of each and 

every ub idiary and the di erse alu of their different cultur s into c mmon trengUt . 

They affect people's habit of thinking, their \J ay f relating t one another. th 

techno! g they emplo and the p lici s. rule , pr cedur and job d scri tion the work 

b. 

Corporate alues play an integral part of the organizational fabric - whether it is 

corporate culture brand identity. servic standard codes of conduct or indi idual c re 

ethic . Well articulated corporate alue can inspire employees and cu tamers a well a 

help build profitable, u tainable organizations. 

Value that are u ed t guide the bu ines need t 

conditions in which th bu iness operat . 

appropriat ~ r the time, plac and 

It is al o not a case of applying good or bad alues but rather of applying appr priate 

alue Banerjee 1998: Hitt et al 2002). orne alues, for xample, are contrary to the 

laws of the society in which the company is to operate. ther inappr priate a lues lead to 

th ffering of products and ser i e that customer are unwilling to pa for. 
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1.1. Th Baokin lndu try. 

The banking indu try in Kenya mpn f 49 financial in titutions with 4 omm rcial 

bank . on op rating n n-bank financial in tituti n and an ther in th pr ce s f elf ­

liquidation, two m rt age finan c mp nie and tw building . ocieti 

The competition fi r urvi al and growth within th indu try i extreme! int n e- this 

po e a maj r cballen e wing to the p r p rformanc ofth e nom) in the r cnt past. 

decline in the inflow of inve tment and hrinkage f profits ( umat 2 ) 

The banking indu try in Kenya ha be n d gged b a lot of ntro er i in th pa t. The 

industry has been accu ed of exploitation by th general public. ank.s ha e b en 

accused of making immoral profits by charging exorbitant fees and charges in an 

economy under rece ion). uch, c rp rate ial re p n ibilit ha become part and 

parcel of trategy among indu try play rs jagi 2003). Industry playc ha c taken up 

and embraced the millennium de elopment goals the eradicati n of p erty. di ea e. and 

illiteracy . 

Banks ha e justifi d the e high rates y citing gr ater ri k in\'olved in lending l th ir 

customer . e erth 1 , the BK amendment ill 20 . eek t r gulat thi ector. 

which i c r to the well-being of the on m . 

Corporate governance issues pose a major chall nge t indu try player . h Delphis 

bank, and the Exchange Bank now di ol ed) ha e been ad ers ly mentioned in money 

laundering cases the golden berg scandal. (Daily ati n 2004) wher as th ... uro bank 

was clo ed down under CBK directi e due to mi management profe sional negligence. 

and the i uance f fraudulent (fal e and mi leading fi;1an ial tatement . Kithinji 

(2003 contends that bank engaged in c metic beha i r, e er greening 

bad cr dit . as ti ing los e or hiding mat rial risk and I e from the publi and bank 
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supervi or . ·in an ial r p rt mu t authenti . P r d bt m nagern nt. a rding t 

Jed to the c llap fmany bank . Klthinji 2 3 argue U1at th huge 

prop rtin n-per nnm Ian I du t th ad an ing I an on p litical rath r 

than nom1 he r u · th t gov mm nt 'P litical int rfer n in tate 

-owned ban ·hall ngc t the ffi i nt and efTe ti e management f 

the insti tuti n . 

Owing to the challenge ank have had to their pr ce e ia 

restructuring ngaging in co t r duction initiativ , ad pti n of cu t mer riented 

marketing phil s ph , employ emp nnent. and communit in ol em nt. 

Corporat governance. ocial re p n i and the qu t [I r improved profita ility and 

growth can only sufficient! addr d through the ch ic of appropriat cor rate 

alues. 

1.1.4 The Bar Ia Bank of n a Limited. 

This study focuses on the ar lays bank of Kenya limit d foll wing i recognition as the 

"most re pected ank in ast fri a' or two ear - 2 04 and 200 - running in the 

COY . Barclay , a public c mp ny incorporated in K n a has operated in n a for 

over 80 year . 

Barela s Bank of Kenya is currently the largest bu in unit in th Bar lay rica 

family in terms of contributi n to profit and ize f perations. In Kenya it boo ts a 

balance heet worth U I Billi n which i equi alent t I 0% of the c untry DP. 

The bank i the market lead r in th retail egm nt and i aggre i el gr wing its 

corp rate bu ines v.rith num r u world cJas finan ial pr duct . Th bank pi neer d the 

concept of unsecured retail I nding in Ken a wher it urrently hold a market hare of 

30%. 



The bank ha 69 uti acr th c untry. 11 th utlet. ar mput r-linkcd maldn it 

po sibl for cust mer th ir un fr m an}' r nch a· i it w r their \\ n 

hom branch for II th ir a h and beque transa ti n . In additi n. it ha _ \ . the 

large l numb r b any bank inK nya. 

The bank was li ted in th 'air bi t k xchange in 1 and urr ntl has 4 0 

bareholders. Its har are m of th mo t ught aft and are p pular \i ith th 

institutional and c rporate cu t m r . h bank h a taff complimem 

Financial trength coup! d \i ith e t n i e I cal and international re urce ha e 

positioned Barclay ank f n a ltd [I rem t pr id r finan ial ervic (BBK 

annual rep rts 2004). 

1.2 t. tement of the Probl m 

The banking indu try, in the recent past ha fa ed increasing mpetiti n and 

tremendous challeng due to industry glo alization, pri atization of g mment- wned 

banks, adversely changing econ- political pattern and narr wing pr fit margins thi has 

prompted the indu try play r to tak mpetition t a higher le el i. . c mp ling n lh 

basi of c rpor t al u s. 

The classic view f a compan as a command and contr tern with rigidly defined 

roles and neat b xe for function and operati nal urut eing called int qu ti n 

increa ingly. he anking indu try ha n t en an xc ti n ut has al xp rien d a 

change in 'the rut of the gam . · 

Finally in the light of the recent corporate scandals .g. th Enron aga .A 

World om and Andersen . .A , the Euro bank scandal Kenya) elphi , and 

Exchange banks (Ken a , there i a m unting need to discu corporate al and their 

rol in fulfilling corporate trategic g al . 
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The re ar her ha id ntifi d th Bar lay bank ut of its r gi naJ r gniti n th 

compan_ with th t human resour e practic . the be t finan ial management 

practice • and th the · ar two years in a r w) in th 2 ar 

wards YA . Th bank ha al o en ted as frica· 

the 20 4 and 20 OY awards. hi reflec th mpan 's alu . and hen e the 

n ed t xamin th mana ement p r eption f the impa t of thi \alu n the 

compan · c mp titi e ad antage. 

wide range of tudies ha been conducted on thi area. In the Kenyan ntext, th e 

studies include tho done by ngwa 2002 dit 1994 and Kv eyu I 92. Th tudy 

b Ong\ ae (2002) fi cused on the op rational I I of quoted ompanie in g neral while 

that of dit (1 974 focu ed on th operation lo er lev I management) of two 

compani o er time, the tud by Martin Kweyu 1992 ti cuses on c rp rate ial 

respon ibility. This tudy diffi r from thi three in that it fi trat gic (high r 

level implications of corporate aluc in gen raJ. Thi tud fo u cs n onl one 

company. the Barcla)s bank fKen_ a. 

Kirui (2003) look at competiti e ad antage a ing found in corp rate techno! gie 

and production skills only. Hove er h doe not amine corporate alu as a urce of 

competitive ad antage. Thi stud does. Kerama. (2003) takes a res ur e - based iew 

of competiti e advantage. His stud co ers only manufacturing fim1 li ted in the 

airobi stock exchange. his study tak value -b ed viev of competiti e ad antage. 

Kibiru. 1999) examines the impact of differentiati n of market offering on competiti e 

ad antage whereas Hipisu (2003 examine the relationship b tween strat gic planning at 

competitive ad anlage inK nya·s EPZ. 

This tud differ from th aforementi ned in that; it fi u e on c rp rate alue in 

general with particular emphasis on their per eived trategic implicati n on companie 

op rating within th bankin industry. and pe ifi all . the Barclays Bank fKen a ltd. 
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-------------------

From the for g in . th tu ~ ~ ·i ll th refi r add th qu ti n~ D a value- nt red 

approach make c mpanie 

o er the long run than th 

igni 1 antly m re u ful at hic,•ing th ir trategi goal 

w uld? fhi will d pend n wh th r c rporate 

alu are perc i ed as a our f ompetitiv ad\ ntage. 

Hen e. this tud addre the bje ti b lov . 

1.3 The R earch bjectivc 

l . To determin th c rp rat alu of the Barclay ank of Kenya ltd a rcei ed 

by the employe of the ank. 

2. To esta !ish wh ther the compan 's empl ee p rcei e the a urce f 

competitive ad antage and how th percei their impact on mpetiti enes . 

1.4 Imp rtancc ofthe tud 

The issues to be rai ed in this study. and the r suits thereof will be aluable t 

researchers. policymakers and practitioners. 

This study will pro ide a aluable insight to indu try pia r who. h ncefi rth. will take 

competition to a higher level, wherein uch comp titian will be on the basi f corp rate 

alue . 

Thi stud will pro id pertinent inti nnation fi r polic making and planning in the 

indu try. Policymak rs will, h nee b a Je to make infi rmed trategi deci i n in the 

light of increa ed competiti n, environmental pre ures and awarene . 

This study will shad light on the nature and imp rtance f corporate alues. lt will, thus, 

as i tin focusing re arch attention to the ke i u which determin th succes failur 

of organizati ns i.e feelings and emoti n , along ide logical and technical capabilitie ). 



This stud will end a r to giv r ommendation that will n bl the ind tr) uniYe. 

ln th end. th re ar h r hope· t be a le to advic different player in the indu try n 

h v to harne corporal vatu and nban omp tith·en 

1.· 0 ervi ~ of th pr po d r arch r port 

The re rch rep rt hall divided into five ch t r . hapter on , th introdu tion. 

hall co er th backgr und of the re earch problem. statem nt f the pr bl m_ ob' cti e 

and imp nan e f th tudy. hapt r tv• hall [i u on the literatur rcvie . It h II 

explore the concept f corp rat vatu and competiti advantage. In chapt r three, the 

re earch m thod logy hall e brought out. Th chapt r hall highlight th re arch 

design. p pulation ample and data c llection m th d . h, pter four hall concentrate 

on data analy is and fmdin s. It shall c er data anal si and pre entations f mple 

tatistics. hapter fi shaH b the conclusion. It hall pro ide the ummary. di u i ns 

and conclusions. Limitation of the tudy shall al o be pr nted her follo\\ed by 

recomm ndation [I r policy practic and further rc arch . 
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P R2 

2. I R I ' 

2.1 R 0 

A numb r of c mpanie ha e t out their corp rate alue in a u cin t t tcment that 

makes reference t quaJity cust m r ervice. and empl e is ue (Kramer, 1998 . 

According to Kram r 1998 alue tatements ar intend d to out the guiding 

principle of the firm and henc houJd be communicat d wide! thr u hout th 

organizati n. 

orporate value contribute in the wider context of an rganization vi ion and strategy. 

The lit rail p rmeat and influenc e ry tage of th e s. 

such if effi cti ly communicated and con i tent!~ up held thr ughout the organization 

o er tim . vaJue are likely to ha an impa t n th c mpan s strategic po ilion 

(Kramer et el 1998: Hitt et aJ 1997 

Although much has been said ab ut compliance with and averting fraud thr ugh 

legislation what also needs to b xpl red is how corp rate alues can be hame ed to 

build profitable ustainabl rganizati ns. 

In light of r cent corporate cand I a di cu ion i building ab ut corp rat alues and 

their r le in fulfilling corp rat trategic goal . In 2002 a major nron, 

was accu ed f accounting malpractic . orld om, Ender n and T co fi 11 w suite. 

garu 2005 argues that the les n of these corporate failure ha e not made a major 

impact on the corporate cene. He b erves that. ev r sine the nr n debacl , corporate 

scandal h e kept popping up with amazing regularit . In K nya. the ur bank. the 

Delphis Bank. and the Exchang bank \ ent under ami accu ations f p or c rporate 

go emance practices and ad ption of inappropriate alue . 

10 



2.2 TH R F P T L 
alu are ab tra t ideas that gui e lhinking and a ti n. rganizati n I lu are 

clo ely tied to th fundam ntal und rl ing beli fs that m n g r ha ab ut th bu ine 

and about peopl Kramer t el 19 : J hn on and ch 1 2 

ccording t J hn n and ch I 2 02 corp rat alu are th relati ely few 

cru ial fi r th ucce s of n rganization. He argue 

that the beli ub tantially dri e lh b havior f p pie in an 

organizati n. 

Though abstra t, vague and difficult t d fine, alu are re al d b the a ti n people 

take, what p pl think. and how th y allocate their tim , en rgy and ki II . r in lance 

a commitment t high performance refle ts fundament I lief: (Lynch 200 ). 

s pillars of an rganization 's corp rate culture, alue can b distinguish d fr m beliefs. 

Values are the asic assumption ab ut which d al , are d irable or w rth tri ing for. 

Beliefs on the oth r hand~ include ba ic assumption a ut the world and h w it really 

works. The deriv from p r n I e perience and ar r inti r d b it. he. are haped, 

to some e 'tent. th judgment and exp rti of th r Pear and R bin n 2 02 

Values are therefore the bed lo k f an organization· c rporate culture and reflect the 

organization s personality characteristics i.e. they repres nt the c rporate haracter 

reflecting the attitud of its p pi R we et al. 1994 ). 

2.3 EV L DB IN 

2.3.1 i i n 

vision or trategic intent i the d sired futur tat f the organjzati n. It i an 

aspiration around which a strategi t. perhap a chi f x cuti e. might eek to focus the 

attention and nergies of memb r of the organizati n John and h le 20 2 pp 13 . 
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orporat vi ion refl a tr n l) h ld alu . h v•a) r.h n i articul t d and 

develop d reflect · r in tanc , i it th w rk a [i v. nt r managers r a 

ubject in which man hav bared ecau e participati n and li tening ar rate 

value ? cc rding t ram a tatem nt of c rp rat i i n i a pr n und 

insight into the directi nand goal of an rganizati n. 

Da id Kirk in Kram r 1 ) argu that i ion mu t rational. m ti nal, di tanl. big 

and engaging. Th trategic leaders alues are of c ntraJ importanc . He argue that 

leader of potential w rid class - t am ask for a rifice in tim and effort sine the 

i ion unites and in ol e at tl1e rughe t le el. A such. hared alues c ntribute t wards 

the realization of corporate tsion. 

2.3.2 trategy 

trategy is the directi n and cope of an organizati n o r the long t rm. ' bich achieves 

ad antage for the organization thr ugh it configurati n of re ource "'ithin a changing 

en ironment and to fulfill tak holder xpectation J hn on and ch Jes 2002: n off 

and Me nell 1990) 

Hitt et al (1997) define a strategy as an integrated and coordinated et of commitmen 

and action designed to exploit ore c mpetence and g in a competiti e ad antag . B 

strategy. tb refore, managers mean their large-scale. future riented plans for interacting 

with the competiti e en ir nrnent t optimize achie ement f organization objecti e 

(Pearce and Robin on 20 2 

A competiti e strateg c n i t of all the mo e and approach a firm has taken and is 

taking to attract buyer . with stand c mpetitive pr ure and impr e it market p ition 

( trickland et al 1 99 . 

trategy ets om the mi ion of lh company. mis ion i a general expre ion of the 

o erall purpose of the organization which ideally, is in line \: ith th value and 

12 



e pe tati of m ~ r takeh ld rs nd n emed with the and undaric f lh 

rganization. (J hn n and ). A c rding l ' man et I l 9 . trat g~ 

rvt s that the organizL ti n v. ill per om1 and the primary 

b i for distincti en in creating and d li ring u h c.:rvi c . 

orp rate alue dictate trat gy. h influ nc th mang ch ic f mi i n. g aJ 

and bjective o th firm. The guid manager in de iding ''hat t d . an [i rm the 

ba i m reating and delivering r i e , and their c rdinati n. 

orporate alu pr ide the basi fi r trat gy formul ti n~ which ar the rimary to I 

manager use to guide companie in their turbulent e. i tcnc Banetjee 199 : arth 

et a1 1996). 

The mission of th firm is influ need c rporat g v mance arrang m nt t kch lder 

e pectation bu in s ethics and rp rate go mance pra tice 

determine \i hom th organization is th re to erve and h w th purp es and priorities 

should be decided. takeholder expectations valu and the extent t which they 

exercise their power shape · the organization's strat gy (J hn nand ch le 2 02) 

orporate go mance. as a alu , h m more com I for two main 

reason on r and He kett L the parati n f wne hip and m nagement 

control. and e nd· th incre ing tend nc mak rganizati n m re i ibl 

accountable int grity and di I f informati takch lder . 

orporate cia) re ponsibility ha blig d organizati n t re-define their thi aJ tance 

and hence th ir relation hip with th '.vider s ciety within hich the op rat . 

Organization tructure refer to th formal reporting relati n hip and r p nsibilitie 

within a compan John on and chol 2002). rdin to P arc and Robin n 

-002 . the tructure i the divi i n o task for fficien and clarit f purpose. and 

coordination b twe n interd p ndent parts of the rganization to n ur rganizational 
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effi ti en . Th argu that rganizati n tru ture balance the n ializati n 

with lh n ed or int grati n. It pr id a G rmal m an de ntralizing and ' r 

centralizing, c n i tent with lh rganizati nal and fthe trat g . 

cording to Lyn h 2 0. au rganizati n nee ary if purp i t be 

a ompli h d. Thus. rganizationaJ tru ture i major pri rity in implementing a 

arefull formulat d trategy if a tivitie . r ilitie an inter relati n ·hip are not 

organiz d in a mann r that i n i tent \\ ith the trat gy ch en. th tru ture i left to 

e ol e on its own. If trategy and strucrur ar not rctinat d. there ult will probabl 

be inefficiencies misdirection. and fragm nted effi rt nsoff and Me Donnel 1996) 

De igning the structure is a rigorous and intelle tu 1 exercis . ut tructure at reflect 

corporate aJues. r instance. do the facilitate team\ ork r conflict? Do the create 

whole job where people can grov and de elop r narro high! d fin d job ? D they 

empower or constrain human ndeavor? Kramer et I 1998) 

The mo t important re urc an r anizati n it p pte • h ~ p pte are 

rgani£ d is crucial to the f[i cti enes r te value influence the wa 

authority to mak strategi i mapped on th structur i.e. 

whether centraJiz d r de ntralized. rp rate alu s pla a c ntral r I in the pr cess 

of resource aJJocation and ntrol John n and chol s 2002 For in tanc how much of 

the organizations re ource re committed t employee empo" erment. c mmunity 

initiati e . custom r service deli ery and organizati nal gr wth (i.e. in e tment reflect 

the organization aJu s. 

rganization tructure i influenced u h fact r a ~ the purp the organizati n . 

how important inn ation i • the c mplexity nd rapidit , nv1r nment hange. the 

diver ity in the organization. the extent of relian on implc or comple · techn Iogie 

and stak holder exp ctation i.e. bo an werable the t r executive are t external 

stakeholders e.g. is the organization a pri ate r a public b dy (An ff and Me Donnel 

1990 



2. A 

nnaJ manag m nt y t m ar th exph It arran ,ement r; r guidin and ntr !ling 

th \ eking rding t Pear and R m n 

c rporate influ n the "a. k y m n gcrial t k ut d and ntt al 

managem nt relati n hip ar [! nn d. 

k asp t of impl m nting trat gy i th n d t in tituti naliz that trat g) that 

it permeat daily i ion and a ti ns in a mann r 

ccording t An and c nn I I lpe f manag ment 

sy tern . Th contr the firm on th basi f hi t rica! perC! nnan • th 

e ·trapolati e king and bas d nth umpti n that th futur an 

be predict d thr ugh e pi itati n. he entr pren urial e 

di ontinu ll an urpri ing. h p ific s tern adapt d d pi th m nagcmcnt· 

di tincti perc ption of the future en ir nrn nt of th finn . That i . \ h th r the 

en ironm nt will chang increment lly and sl0\\-1 , r in r m ntally and f: t. 

tern mu t be de ign d on i ted with corp rat alu . y tern in th ir de ign and 

operation reflect corpor t alue . F r in tan . ar th y de i n d to c mmand and 

control fr m ab ve or d igned t nc urage el -c ntr 1/ i inti rmati n fr ly a ilable 

to man r h ld a a p ' r in trument b; a fe\' (Kramer tal 19 ). 

Pearce and R bin n (- 2 ar ue that rporate alu ha e pervasi\· influ n e on 

organizati nal lifi but p pie w rking in an organizati n d not r inaril rcc gnize this 

be ause th basic umption and pr fi r n guiding th ught and action t nd t perate 

at a prec n ciou le el and r main utsid their realm of awarene . 

bared words. actions, d ing and feeling may appar nt but th und rl ing liefs 

value are frequently in tated and not ah ay ob i us man and Phatak I 9). 
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If orporat alu guid rganizati nal thinkin, nd a ti n in '"ay th t ar ut of 

k eping with the n eds of bu in and i trategy. alu b m in ffi ti e, 

r arcH f their ffi ien y. 

2 .. - ader hip 

Th finn m1 1 n, trateg and k I ng-t nn ti e rc tr ngl) influ n d the 

pe onal g al and alu fit hi e · utive I Cr. f th im.c . 

time and rsonal alue in the cho n tratcg •, h r sh repre nt an imp rt nt urcc 

for clarifi ation guidance and adju tm nt during trat gy implementati n (P ar e and 

Robin on 2002) 

The CE can transform the corporate vi ion t per onify new trategi and alue . 

ccording to Johns n and chole 2002 th real ucce s ret of ell run mpanie is 

their style of leadership particularly a style that osts producti ity by emp wering 

employee to b b th motivated and innovati e. 

Lasting success n eds leaders at all le el in the organization. nle middle manager 

provide leadership for the ne' trategie and live the corp rate alues da. - b - da 

success will b elu ive. he .. ar r le m I (Pearc and R bin n 2002 . 

With ffe ti e leadership, value become infe tiou . hey affect people's habit of 

thinking, their ays of relatin to one another, the technique th y employ and the 

policies rules procedur s and j b de cription they wor~ by (John on and ch le 

-002 . 

The leadership tyle adopted refl cts corporate alue . or in tance. a participative 

approach reflects the leader regard for hi foil wer , a well a the de ire to gr w and 

de elop th m. 
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igure 1. V aJue and the bu in s 
Kramer et at 1 9 

Vii n 

2.4 MPETJTI E ADV A TAG 

I'IDI~:mnw OF 
TE LIBRA~ · 

V lu 

leader hip 

P S-2 pa1t 

company ha a comp titive ad antage whene er it has an dge o er ri at in securing 

cu tomers and defi nding again t comp titi e [! rce (Johns n and chole 2 02: Porter 

1999 . 

ustainable competiti e advantage has a r a onable Ia ting ffect and help the company 

to achie e its strategic g aJs. T b ustajna le. c mpetiti ad anta e needs to b 

embedd d in th rganization - it re ur e . kill . culture. and inve tm nl o er time 

(Porter l 98). 

According to Hitt et at ( 1997) companies create sustainable c mpetitive advantage 

when r customer con i tent! percei e positi e differences e.g. in qual it , uniquene s 

alue r cost c mpetiti eness, between the product or rvices offi red by the company 
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and th of i c mp titor . u h per i\ d di mp n~ 

gr at r apability an 

To rat m titi a vant e, mn idenu · thr c r f ur mpcten 

th ir trategi acti n will fram d. re c m tivitic r proc(:Sst:s 

that critically und rpin an rganizati n · mpetiti t I). 

A c rding to tri kland t at 2 cmer \er ttmc thr u lh an 

organizational pr 

and capabiliti 

cumulating and leamin , h w t d pi ) dil en.:nt r ur 

s a mp titive a anta 'C, 

company c m titi cl an r fl ct i 

u tainabl omp titive ad antage i nl a hi \a le \ h re th firm· apabilitie are 

valuable i.e. can enable th firm exploit pportunitie an I or rc m threat , rare 

(i.e. are p b u w if n • curr nt r 

tho that ther firm ann t de\ elop e il., rna b caus f uniqu hi t rica I 

condition , cial c mple it r au ally ambigu u , and n n- u tituta le i.e. d not 

have trat gic equi al n . 

mpetence i ausally ambigu u if omp tit rs ar una I to under tand I arty 

how a firm u as a fl undati n fl r c mp titi e ad ant ge i .. 

competitors are uncertain a ut th om tence th y h uld de lop t dupli ate th 

b nefits of a comp titor vatu - cr ating trategy ( Hitt t al I 97 . h y argue that, 

l'\\ aluable re urce ar trat gic qui al nt ' h n ea h an b exploit d parately to 

implement the sam trateg . 

In the ervic indu try .g. anking, hotel . airline t . mpani cr at 

competitiv ad antage via reputati n fl r ervic , highl trained and c mp t nt tafT, 

uperior u t m r ervic . well known rand name and a tr ng cu t mer ri ntation. 

( tri kland et at 2 2). 



Th m re invi ible capabilitie ar lh m r' difficult it 1 

lhe greater th challenge t c mpetit r trying t imitate a firm' 

trate ;. xample of n n- ub htut bl apabilitic ar finn - pe ifi kn v led . and 

tru t ba ed working r lati n hip b t\ een manag rs nd n n- manag rial per nnd. 

orp rate alu can b hame · d gain an edge vcr c mpetitors. T· mployec 

mpowerment as a alu i vital. Th skill and kn v ledg f the finn· hum n capital 

may be the primary b i for all it capabilitie . apabiliti of lhi typ emerge b 

de el ping human capital and haring infom1ation r garding h w tangi l and intangible 

resources can be combin din trategicall r le ant way . 

nder tanding and aluing what customer aluc- or might alu in the future - i 

important. Thi includ cus mer · thre h ld requircm nt . v hich mu l e met y every 

potential pro ider. Thi con titute a critical succe articularly 

alue, and therefore, whcr an organization must excel t outperform ornpetition. 

(Johnson and choles 2002 . such, a trong c tomer rientation is ke trategy 

succe s. 

Howe er what customer' alue will change with time, o core competence will b 

eroded. On the oth r hand, th benefit pro ided y all c mpetitive ad antage can b 

duplicated. Because of this John on and ch le 2002 r commend that, finns must 

exploit their current comp titive ad antage while imultan u ly u ing th ir rc ourcc 

capabilitie and cor comp tence to de elop ad antage lhat will relevant in the 

futur . 
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H P R 

3.1 Intr ducti n 

Thi chapt r di cusses th overall m th d I gy ' as u d in the stud) . h t pies c ercd 

include~ th re arch de ign, p pulation, ampling and nat i . 

3.2 The R earcb De i n 

The re earch de ign wa e. pi ratory ca tud f the ar Ia Bank f Kenya limited. 

The re arch r ought to e amine re p ns from th manag rial and n n-managerial 

taff of th bank. 

According to Voss et at in Nengo 20 4) case tudie can lead t a new and r ati e 

insights, d velopment of new theory and ha e high alidity with pr titioners in thi 

case BBK who really are th ultimate u er of re earch. 

Exploratory case study design wa chos n, a ke g al eing to open up issues £ r future 

research consideration, which in fa t i au ual practic in re ·earch op rand hindler 

33 Th e Population 

The population of study consi t d of all the empl ye of the Bar lay Bank of Ken •a 

ltd. cc rding to M harned 2005) th bank has a tafT c mplim nt f I 90. 

3.4 b mple nd T h ampl D i n 

A sampl of 800 empl yees was considered adequat to pro ide a general ie" on the 

emplo. e under tanding and awar ness f corp rate vaJue f lhe bank a well a to 

determine their p rc ption on the trategic capability of the aid corporate values. 
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ampling as b_ stratified rand m amplin m th d d n tht: four maj r 

d partment f th ank i. Retail, orporat . inane nd Human Re ur c . The 

ented. fair! cquall . taff r m all the 

3.5 Dat oil cti n 

This tud u ed primary data. The d ta wa ollect d u ing a que ti nnair c ntaining 

both tructur d and unstru tur d qu ti n . 

However due to tim and c st limitation , the re ar her contacted more of th 

employees based within and around air bi than th in up country branche . The 

sample wa good r pr entation of the compan sine the majority f th empl y s 

work within and around airobi where the ompany' h ad office is 1 ated centr for 

polic_ guidelines on th bank s operati n and practic 

The researcher anticipated 80% re p ns rate. imilar studies have r orded le than 

tOO% re pon e. For instance, charo 20 had a 6% re p ns rate. 

The qu tionnaires wer admjni tered u ing the' dr p and pick later" method as well a 

via the corporate intranet. Follow up was done , telephone calls, and 

emails to facilitate r p n es and also enhance th re p nse rate. 

The questionnaire c nsi ted of thr e ections ( ee ppendix 2 . ection I con i ted f 

questions de igned t capture general infonnati n on the respondent. wruJe tion U 

contained question aimed at determining the resp nd nt·s a" arene of the nature and 

exi tence of corporal value . ecti n ITI contain n a Likert seal aim d at 

determining the re p ndent s p rcei ed impact of corporate values on lhe ank's 

competiti eness. 

3.6 Data al i Method 

The data collected was analyzed u ing de ripti e tatistic . Thi in olved th u e of 

frequency table , p rc ntages, and m an cores. 
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Fr quen y table wer u ed [! r arraying data btain 

per enta es in rd r ro partly ad re th fir t obje tiv th 

fa ilit t~.: \ r ing 

tud •. 

Ul 

Percentages re ealed th prop f di 

comparison. Data coll ct d using rating al 

r nt attri mg tudied [i r r I tiv 

the ik rt caJe \! a anal zed b 
mean cores t addre s the econd bjective ofth tud . 

22 



p R-' 

4. D 

4.1 lntr docti n 

The qu tionnair \.vere dited and o ed nee th w re filled in . II que ti nnaire 

r turn d by th re ponden ' er u able for dat naly . Data \Va anal 7ed u ing 

frequenc tabl . percentages and mean c r . 

4.1.1 he ample 

sample of 800 was el ted by ' ay of th tratifi d random ampling t cbniqu based 

on the four major functions of the bank i.e Finan e Ret il, orp rate and Human 

Resources wherein, for each function. a sample f 200 re pondents was picked at 

random. 

4.1.2 The re pon e rate 

The erall re pon e rate was 67% 53 7 re pondent out f rat wa 

deemed adequate and ullici nt by the re earch r for purp e of data analy i . Thi 

compares well with oth r studies uch a Mcharo (2 3 with 56%.(Tabl 4.1 

T bl 4 1 Tl . a e . 1e sample 
Department Sample Frequency Percentage 
Finance 200 109 55 
Retail 200 167 84 
Corporate 200 127 64 
Human resources 200 134 67 
total 800 537 67 
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abl 4.2 T h r p n r. t 

The r ponse rate was highe t fr m the R tail functi n. 

4.1. Pr file of the re p nd nt 

Re p n es wer gathered from th the management and non-man gement taff in 

reliable and representati e prop rti ns. uch, th tud wa bas d n th i ws and 

perceptions of the mpl f th organization hierar hy. 

Table 4. R e pon b . ana m nt and ubordinate 

Frequency Percentage 
Ylanag~ment 121 23 
Non-management 416 77 
Total 537 100 

Table 4.4 Re pondent by their numb r of year ervic in the bank 

L Number of years frequency Percentage 
I Less than 1 0 166 31 
1 Bet\veen l 0 and 20 249 46 

Over 20 122 23 
L total 537 100 

23% fthe re pondent had w rk d for the ank for a period of more than 20 ar while 

46% thereof had worked for the bank for a p ri d of b tween 10 and 20 ear . Thi 

implied that, majority f the r pendent bad experienced the bank' s. tern . culture. 

structure leader hip style and customer service for ver 1 year . A such. th r earcher 

could adequately rei on their re ponse . Table 4.4 
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:4% of the re p nd nts bel ng d t fi rmal '' rk gr up c mpri ing 

wh reas 31% there f belong d t a formal gr up f r _o m mbers. 

of the respond nt belonged to formal w rk gr up wherein th 

10 to 20m mber 

uch. majorit 

rved and 

experienced common or hared alue . if an'. and th impact uch alu n team 

performance and that of the ntir company. (Table 4.-

4.2 Re poodent ' a\! aren f th f corporat value . 

Th fir t objecti e f the tudy was to identify the corp rate alu f the bank, a per the 

perceptions of the employee . 

All respondents were a ar and conver ant with th banks mi si n and goal . They all 

identified the g al of the ank as pr fitability and growth, employee emp werment 

go d corporate citizenship and customer a6 facti n. They all c nfirm d th e ist nee of 

\\Titten tatem nt of alu , and of de ir d behavi r (kn wn in the mpan a th 

Barela s Beha i r · . 

The re earcber et out to e tablish the extent to which the banks mi ion incorp rated and 

refl cted the said alues of good governance, cu t mer service mployee emp wermen~ 

go d corporate itizenship and the company's profita ility and growth. 
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230 
75 

n f' .tlu and d ir d b h 'i r O\ r 
mpo" rm nt pr fita ilit) nd i I 

75 14 -

75 14 38 7 

50°/o of th r pondent tated that th bani( statem nt. f alu and de ired beha 

ad quatel covered the alue f profes ionalism. integrity c mpetenc . a c unt bilit . 

nfidentiaJiry and bje ti ity. 

71% of the re pond nt percei d th ank·s alue tatem\;.nt adequ tel addr ing 

th alu of what u tome · alue. timeline of n ic . mmuni ati n and p iti 

brand imag . 

86% p rceived that mploye empowerment rec gnition, r v ards upp rt, training 

t amwork, u er fri ndly technology and opportunit fl r growth and de cl pment a a 

alue had been adequately c ered in th bank. tatem nt of aluc and d ir d 

b ha ior. 

4"%of the re pond n ' p rcci ed profitability and gr wth. the nk, had 

en uffi iently c er d. ording t 7% f the r p nden th . e value are 

adequate!) co ered. 

According to 65% f the r sponden p rcei ed that corp rate ial re pon i ene and 

ound ethical practic s wer adequately co ered in the bank statements of aJu and 

de ired beha iors. able 4. 
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rporat g v m n c. n 1 c. mpl y 

empowerm nt, go d c rp rate valu and profitabilit · and gr \vth ar th bank 

\alue asp r th empl 's per ption. 

4. he e t nt to which tb bank alu ha be n p rati naliz d 

he re arch r xplor d th r ndent · p r pti n f the . ·t nt to whi h th bank 

valu had b en p rati nalizcd. 11 r p nd nL c nfirmed that th ' alue \i er 

mmunicat d and mb died in th ank d y-t -da) perati n v1 1 ial 

pr n uncement by the manag ment training, mpan publicati n and cir ular . 

rituals. recognition and reward. haring t rie and xperience . team and th 

inc rporati n of the values in mployee p r rman e apprai at plan as k p ro rmance 

measur s. 

II respondents agre d that th e value and behavi r guid their thinking, acti n and 

choice of day-to-day d cisions at work. 62% of th re pond nt p rcei ed th aJu as 

greatly influencing their thinking and a ti n \! her a 13% per eived th influcnc as 

ab olute. able 4. 7 

Influence 
on thlnking 
and action 

p r ei alu a influ ncing th ir thinking 

% of th respond n agr d that the e alue w re tron I hred and made arc lay' 

taff unique and n -of-a-kind. 77% f the re p nd nt agr d that th ank' mi ion 

and goaJ had been influenced y the e value .69% of th re pond nt agre d that the 

organization structur (i.e the stabli h d lin of auth rity and reportin ) reflect d the e 

\ alue . 92% of th r ponden agr ed that the I d r hip tyl at Barela. reflect d the e 
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vatu and ha i r . -4% fth r pond nt gre th~t them na cmcnt t I t m 

and pr ce refle t d th bank aJu . 1 °/o n tlhcr ag d n r di 1rc d. 

"' % of th resp nd n percei ed that empl ex tati n had tr ngly influ n c 

the aJu . 1% di gr d. 54% 

ha\ ongl} influ n d th aJu . % tr n ly a reed there . 

% f th re ponden percei ed agre d that bar h lder e p tati n (Bar I ' pic. the 

par nt company had tr ngly influ need the e alu . 31% agr d 

that the xpectation of th ciety had str ngly influ nc d the ank we\ r. 

~4% neither agr d nor di agreed. ble 4. 

able 4. xtent to ' hi h r p ndeot per ei th an alu to ha"e b n 
operationalized 

% 
tr ngly 
hared 

Choice of 42 413 
and 

370 

4 4 

2 

123 23 411 

4 16 31 2 6 54 7 15 -
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4 p nd nt p r pti n f th impa t f th va lu nth bank mp tith 
adv nta 

Th ec nd 

bank's corp rat 

tated that the banks 

way Bar Ia 

th tennin h th r the mpl } c~ p rc i\ d the 

ntag . 4% f th r ndent 

m r , to a large extent, per i d a po iti di in lh 

and h w mpetitor ndu t d th ir ·. 

-% of th r pond nt perc i ed lh \alue a imp nant in enabling the bank 

o ercom threat from c mpetit rs as v ell as in ecuring cu t m r . 15% p r iv d th 

alue a tremely imp rtant in thi r p t.(Tabl 4.1 ) 

pond nt p rc i e th imp ct f th ban valu n 
competiti 

ot at all Little Moderat Large extent 

Table 4.1 tent to ' bich r p nd nt p rcei th ban valu a imp rtaot in 
enablin it ploit pportuoitie and o rcom thr at 

The re earcher explored wh ther the anks emplo ee per eived the beha ior as core 

competence and, h n ource of u tainable comp titi e ad antage. 11 re p ndent 

agre d that the e alu and beha ior made a uniqu re urce to the ank. 

54o/oOf the respondent p rcei ed the e alues as a unique re urce t the bank cau e 

to a larg extent. the.. are rare ( th.t d y fe, . if an . current tential 

comp tit rs wherea 46% percei ed the alu to unique b au , to a larg e tent. 

th ar costly to imitate ( annot be easil and quickly de cl ped profitabl b 

large 

% 



competit rs.62% the r p nd n perc i d the e 

bank be au . to a m d rate 

percei ed the vatu to 

are non ub itutabl . 

cau all~ mbi 

uniqu re ur e to the ank 

Fr m the foreg ing, it can be n lud d th t th 

nden 

au c. t a large xtent, the 

the ank p rc i e the e 

alue impacting p iti el ' n th bank ' c mp titin;n . Hen c. th } ar ur e o 

comp titi e ad antag . 

-tA R poodeot p rc pti n f ho\ th ban alu impact n it c mp titi en 

All r pondents p rcei ed the banks alu s as translating int c mpetent and m ti ated 

pe onnel loyal cu tomer d corp rat citizen hip. well known brand. g dwill 

trust-bas d relati nship b twe n manag r and u rdinates and hcnc profita ilit and 

growth in the I ng run. 

Table 4.11 tent to which the re pond nt p r i d th fa tor a cnablin th 
bank e pi it opportuniti and o rcome thr at in th nvironm nt and 
parti ularl within the banking indu t •. 

Not at all Little Moderate Large extent Very 
extent 

large 

Frequency % Frequency % Frequency % Frequency % Frequency % 
Rare - - 42 8 209 38 286 54 - -
Co tly to - - 85 16 207 38 245 46 - -
imitate 
Cau ally 40 8 118 22 332 62 44 8 3 -
ambiguous 
Non 41 8 168 31 1247 46 81 15 - -
substitutable 

3 % of the r p ndent p rc i ed c mp tent and m ti ated p nn I as c ntributing to a 

large extent towards the com pan s c mp titi e edge against c mp titor . 
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I 

ntri Utcd t 

toward th bank mpetiti cdg . n f 77°o f th 

r garding brand imag and g d rp rat citizen hip. 

46% percei ed that th bank reputati n ga e it an c mp tit t a large 

ext nt.62% of th r rcei ed that th bank mp titi cd eman l d from 

profitability and finan i I trength. % f the re nden per e1 ed th t a trust-

b d r lationship tw n manager and th ir u rdinat . t a I rg e. t nt, gav th 

bank an dge o er i competit r .(Tab! 4.11 

7 % f the re p ndent agr d that th ank rp rat alu made an immen e 

ontribution toward the ank ucce in th long t rrn . 

Table 4.12 E t nt to' hich r pond nt p rc i th ban 
competenc 

Not at all Little Mod rat 

Frequency % Frequency % Frequency 
Comp tent - - 123 23 203 
and 
moti ated 
personnel 
Customer - - 38 7 122 
loyalty 
Brand image - - - - 42 

alu a tran latin into 

Large ext nt I Very 
extent 

% Frequen~y % F~equency 
38 206 38 5 

23 331 62 44 

8 413 77 81 

I 0 rporate - - - - 123 23 412 77 2 
cial 

responsibility 
Reputation - - 5 I 80 15 245 46 207 
and.goodwill 
Profitability - - - - 123 23 332 62 82 
Trust-bas d - - 121 23 167 31 207 38 42 
r lationships 
between 
manager 
and 
subordinates 
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bl .t.l t nt t wbi h th r p nd n p r i' th a 
c otributio to~ ard th bank u in tb I ng t rm 

% 

om pan) 
u es in 

the I n I 
term 
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5.0 R D 

·.1 Jntr duction 

Thi tud intended to determin the rp rat alue f th ar Ia · ank f nya 

BK . to e tabli h wh th r th compan mpl ye p rceiv d the as urc of 

competitive advantage and how th y p rc i d their impact on competiti ene 

-.2 ummary Di cu ion and onclu ion 

ccording to th emplo ee f BBK, lh nk has a mi si n to th leading financial 

institution in fuca through emplo ee empO\ erm nl. profita ilit , and gr wth. go d 

corp rate citizen hip and excellent cu tomer servic . 

Go d corporate governance exceUent customer ervice. emplo e emp \ ennent, 

profitability and growth a well as good c rporate citizen hip are the basis of th bank s 

core alues that all the empl yees embrace and uph ld . ccording to the r earch 

findings able 4.8 abo e . th e value ha e been integrated with trategie tructures, 

sy terns and all those who implement them. Thi is con istent with the ob ervati n of 

Lynch 200) and Banerje (1998 . As uch, the e value form the bedr ck of th ank's 

corporate culture. 

The e alue are effecti el c mmunicated and con i tently emb died in the bank s day­

to-da} operation acti iti . Thi confirmed the ob rvati n f Kramer et al 199 ) and 

llitt et al (1997 . They ha e b en inc rporated in th mployee' performan measure . 

such they guide the employee's thinking. action and day-t -day decision at work. 

Hence, they are strong! bared through ut the organization. 

The employees of the bank percei e the e corporat alues to be sources of u ainable 

competitive advantage. They percei c rporate alue as important in enablin the bank 
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o rc me ~ ats from competit r as " 11 as se urin cu tomcr ', in 

large extend p rc i a p iti e di eren in the way Barel · ank nduct · b me 

and how c mp titors c nduct th ir . Tbi i in line with the o ervation 1 h ma Peter 

in Kramer et at 1998 . 

Corporate alues at Barclay· s ank ar percei d b cmplo ee a ar perc ivetl t 

co tl · to imitate. i .. take time and other r · urce to nurture and d velop . rar . cau ·all 

ambiguou and non- u titutabl uch, th ena I the ank l •pi it 

opp rtuniti an or vercome threats\ ithin the banking industry via comp tent and 

moti ated p r onnel, cu tomer I alty p pular brand, g d reputation for the bank g d 

corp rate citizenship. trust: bas don relation hip ben en manager and u rdinate 

and hence profitability and growth in the long-run (Table 4.12). mploye percei ed 

thes corporate value as indispensable in the bank's quest for u ce and market 

Jeadersmp in the long term (Table 4.13 . 

In conclusion. there.{j re the. c rporate vatu s that rve all takeh ld r ha e form d a 

foundation for effe ti e i ion and trat gies. t Bar lays. employee per eived the e 

shared alues to ha e transformed a group of indi idual int a c herent c mp tent team. 

These corporate values thus recognize that, to ecur xeell nt p rformance. the bank has 

to manage n t onl logical and technical capacities ut al o fi ling and m ti n . The 

bank relies on people-centered alue system for pr fitability and growth in the long run. 

Recommendation 

There are 43 banks in Kenya, all accepting deposit i sumg cheque bo ks accepting 

cheques, as well as ad ancing I ans to customer . H " a particular bank does this i a 

key succe s factor. 

orporate values may form th asis for a differentiation strat g in th anking indu try. 

In this case. competiti e ad anlage w uld re ult when en ugh cu tomers be orne 

trongly attached t the differentiators' pr duct o ring. Thi i the as with Bar Ia s 
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Bank of n Ltd, r the mpl ther f. I th1 h ld · tru fi r Barclay . 

other bank ught t ~ 11 w ui t. Barclay . th orporat 

·alu uph ld by the ank gi it n dg 

an go d rp rate g ernanc ha e led t moti at d. mpetent. rclia le nd efficient 

workforc • exceU nt c t m r ervice. t p- -the-line imag . and brand y It and 

h nee a reputable bank -.: hi hi an tch higher than c mp tit r . 

An effective alue-b ed differ ntiation trat gy. rna · thu ena le a finn rc te arrie 

to entry into the industry ia cu t mer I yalt uniqu n f ervice deli ery , minimiz 

buyer bargaining p wer. since ri al s pr ducts b c m Je s attractive, fend ff threat 

from ub titutes as " ell as b t profit margin if th c mpan harge hi h r price. 

Corporate values gen rally, will tend t b harder fi r riv I l cop quickl and 

profitabJ . ell-articulated c rporate alue can in pire mpl and cu t mer as well 

as help build profitabl . u tain bl organizati n . 

5.4 Limitations of the tud 

The study also suffered problem asso iated with que ti ed data 11 ction 

method, like misunderstanding f the que tions and willfull giving misleading 

information where suspicion became a maj r issue. ince the tud wa a urvc and 

pr determined questi n wer u d, re p ndents rna ha e be n for ed t re p nd to 

questi n that th did not e en under tand. 

u tion for urtb r tud 

Tb tud foe ed n the per ption f th empl ·e of arcla bank f Ken a ltd 

only. The researcher sugg that futur tudie could be done, which fi u n the th r 

takeholders. That is the p rception custom r , hareh ld rs and the 

gen ral public a regard th strategic contributi n of c rp rate alue t ards th 

company s competiti ene in the long run. This w uld help the re earcher bring out 

other aspects and p rtinent i ues relating to the trategic capa ility of corp rate value . 

3 



Funher. cr ti nal ·tudie c uld d n . whcr ·m: th 

\\ uld be br ught int persp ti . 
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pp 01 

. p end i. 1 : Intr d u ti n L tt r 

Dear olleague. 

RE: 

I am a ust mer d i or working with the Barela 
tudent at th Faculty Uni cr it 

s part f my MB anagem nt cour 
research project that e ks to d termin the corp rat 

Ken •a Ltd as well a to establ i h 
sourc f competiti c ad antag . 

f Ken a. and a 

rtaking a 
Bank of 

To fulfiiJ the information requir m nts fi r m tud . I int nd to c lie t prim data fr m 
you by "' ay of a que tionnaire. 

The information r que ted i ne ded fi r pur ly academi purp e and will treated in 
strict confidence and will not be used for an other purp se than fi r this re arch. 

I would be grateful if you fill the que ti nnaire as accurate! a p sible. Any add iti ns 
information you might consid r nece ary for this study i welc me. 

I appreciate your as i tance. 

Thank you in ad ance. 

Yours inc rely 

Juliu ae ar ut mi 
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ppendi 2: Q 

Kindly an v ·er th fi 11 \\10 a urat I) 

treated v 'th confid ntiality and u ed ti r c demic purp 

name or that of your department be divulg d. 

ction 1 

I. partment 

• Finance D 

Retail D 
• 

D 
• orporat 

• Human Re ource D 

2. signati n 

• Management (B3 and abo e D 

• on-Management I taff 1 and B2 D 

3. How long ha e ou w rked for Bar Ia • ? 

· ibl . Your an '~ r hall 

nly. ln n in tanc hall • our 

4. Do you b long to any particular fi rmal work group or team? 

YE D 0 D 
If so bow many mem rs compri e yotJI team? 

5. o ou p r onall hand! cu t mer i sue e.g. u t mer c mplaint ? 

··································································································· 
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tion II 

at i the ank mi i n? 

7. What ar th goal ofth bank? Pleas tick appr priate 

l. Profitability and r wth D 

ii. Empl y e empowerment D 
111. Good c rporate citizenship (communit in ol em n corp rat cia! 

respon i ility) D 

Cu tomer atisfacti n D 

8. Does the bank have a written stat ment of values and/or de ired behavi r ? 

YE D o D 

9. If so, to what extend does the statement cover tJ1e following values? 

1. orp rate mance (profes ionali m, integrity, c mpetence, 

accountability, confidentiality and objecti ity) 

2 4 5 

uffici nt dequate either lnadequ te In uffici nt 

D D D D D 

11 . ust mer servic (valuing what cust mer value timel service, 

communication, brand image customer car 

2 3 4 5 

ufficient d quate either Inadequate Insufficient 

D D D D D 
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iii. Empl yee emp w rment r war . rec gniti n, training. upp rt. t am rk, 

u r friendly te hnol gy, pportunitie for r \\ hand d ' 

1 2 4 

ufficient dequt ith r Inad uatc ln uffi ient 
D D D D D 

iv. Pr fitability and Or wth prid in the compan and it ffil I n. r rmane 

stand rds effici ncy, m tivene . creativit and inn ati ene ·) 

3 4 

ufficient dequate either fnadc uat Tn u fici nl 

D D D D D 

v. ommunity involvement (corp rate social re p nsivene g od rporate 

citizenship and ethical practices especially in mark ting, research and 

development . 

ufficient 

D 

2 

dequate 

D 
it her 

D 

4 

Inad quate 

D 
In ufficient 

D 

10. How are the alue c mmunicated and emb died in the day-t -da perations 

witllin the bank? (Plea tick as appr priate) 

1. Word of m uth official pron uncement 

11. Tr ining 

1u. ompar~y publicati n and ircular 

iv. Rituals i.e. daily routines and 'ways of doing thing 

Recognition and reward 

1. haring stories and e periences 

11. earn e en 

111. Performance measure in empl ee apprai al plan 

ix. ther plea 

D 
D 

D 
D 
D 
D 
D 

D 

...................................................................................................... 

··································································································· 
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11 . D tb e alu an or beha ior guid • our thinking. 

t -day decision at work? 

fda -

D 

If o. to what ext nt? 

bsolutely great ext nt mod rat 

D 

2 

D 

3 

D 

D 

le er extent least e.-tent 

4 

D 

5 

D 

Plea e tick in the right ox the extent to which you agr e or disagree with the {! llowing 

statements. 

L. These alue and/or b ha ior are trongly hared, and mak Barela taff 

unique and 'one-of-a-kjnd· i.e. they form a common thread pe uliar to Barclays 

staff. 

trongly agree 

D 

2 

gree 

D 

3 

either 

D 

. Th choice f the bank. mission and goaJ 

and/or b ha ior . 

2 3 

trongly agree gree Neither 

D D D 

4 

Oisa ree 

D 

5 

tr ngly Di agr e 

D 

has been innuen ed b the aJues 

4 5 

Di agree trongly Disagree 

D D 

14. The organizati n tructure of the bank (i . . the e tabli hed line f auth rit and 

rep rting reflect thes alue and/or beha 1 r . 

2 3 4 5 

trongly agree gree ither Di agr c lr ngly Di agree 

D D D D D 
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lS.M immediate sup rvi r 
. 

manager I a r hip t)'l rene l the ' lue · 

and/or b havior . 

2 3 4 

trongly agre gr ither gr e Lr ngly Di agr e 

D D D D D 

16. The sy t m (i.e. ·way of doing things') and th manag m nt tyl al Bar lay 

r fleets these value and/ r eha iors . 

trongly agre 

D 
Agree 

D 

., 

either 

D 

4 

Di agree 

D 
tr ngl Di agree 

D 

17. Employee expectation ha e trongly influenced the e alue and/or beha iors. 

1 

Strongly agree 

D 

2 

gree 

D 

3 

either 

D 

4 

Disagree 

D 

5 

trongl Disagree 

D 

18. Cu tom r expectations ha e strongly influenced these value and/or b ha tors. 

1 

Strongly agree 

D 

2 

gree 

D 

3 4 5 

either isagree 

D D 

19. hareholder expc tations e.g. Barclays Pic. the par nt compan ) ha 

influenc d the e alue and/or behaviors. 

trongly 

trongly agree 

D 

2 

gree 

D 

3 

either 

D 

4 

Disagree 

D 

5 

trongly isagree 

D 

20. The expectations of the ociety ha e trongly influenced the e alue and/or 

beha iors. 

trongl agr e 

D 

2 

gree 

D 
either 

D 

4 

i agree 

D 
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tion III 

_l. To ""hat extent do cut m r p r a itive di n th \\a 

arclay c ndu and h c mp tit r c ndu t th ir ? 

ot at all Little M derate Larg extent el') rge . tent 

D D D D D 
22. H w important are thes alues in nabling th ank- ere me threat fr m 

comp titors a \l eU a curing custom rs? 

• xtrem I imp rtant 

• Important 

• Morderately lmportant 

• Less imp rtant 

• ot imp rtant at all 

D 

D 
D 
D 
D 

23. Do the e valu and/or behavi r make a unique re urce to th bank? 

YE D D 
If 0 why? 

24. If yes to what extent do th II owing factor mak these alue an or b ha ior 

a uniqu re ource to the bank. 

Rare (pos e ed y few, i any, current r potential comp tit r 

2 3 4 

ot at aU Little Moderat arge extent V ry Large extent 

D D D D D 

ii) tl t imitat ( cann t e i I devcl ped b c mp titors) 

2 3 4 5 

ot at all Little M derate rge extent ry Large extent 

D D D D D 
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iii) C mpetit r cann t under tand clear! h '" the bank u. e the c v lu a a 

·weap n· in th mark t 

2 3 4 5 

ot at all in I Mod rate arge xt nt ry Large , lent 

D D D D D 

on- ustainable o other re ource can take their place 

2 3 4 5 

ot at all Little de rat Larg extent Very Larg xtent 

D D D D D 

thers (please sp cify 

25. To what extent d the e value and/or beha iors enable the company xploit 

opportunjties (or over orne thr ats within th banking indu try in the light of the 

following factor ? 

ot at aJl 

D 

ornpetent and moti ated pers nncl 

2 

Little 

D 

3 

Moderate 

D 

47 

4 5 

Large extent ery Lar e extent 

D D 



11 Customer loyalty and r putation for rvt 

tat all 

D 

ittle 

D 

iii Well known rand 

2 

N tat all Littl 

D D 

M derat 

D 

3 

Moderate 

D 

4 

Larg extent cf) 

D D 

4 

Large extent Very Larg xtnl 

D D 

iv) Good corp rate citizen hip social re p nsi ility) 

1 2 3 

ot at all Little Moderate 

D D D 

) Bank· s reputati n and go dwill 

ot at all 

D 

2 

ittl 

D 

3 

Moderate 

D 
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4 5 

Large extent ery Large extent 

D D 

4 5 

Larg ext nt Very Large xt nt 

D D 



26. 

vi) Pr fitabibty and hence, finan ial trength 

4 

ot at all ittl M d rate arge ext nt I) argc e ·tent 

D D D D D 

11 Trust-bas d relationship between manager and n n-manag rial 

personnel 

1 4 5 

ot at all 

2 

Little 

3 

derate arge extent V ry arg ·tent 

D D D D D 

The e values and/or b ha ior make an tmm ns c ntri uti n t ward the 

com pan succes in the long-term' . To hat xt nt do u agre with lhi 

statement? 

2 3 4 5 

Strongly Agree Agree either Di agree trongly Di agree 

D D D D D 

TH YO FOR YO R PPORT D 0 P TIO 
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