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\B.., I R \ C'I 

1 he aim of thi '\tUd) \\3S t\\0 prong; li) tO determine the stmtegic pl11nning practices of 

the local phaunaceutical manul~tcturcs in Ken)a. and (ii) to idcntil) the key factors 

inOuencing the c;trategic planning practices of the firms in the industry. 'I his industry 

\\as selected because of its high I) indigenous nature. its \ulncrability to the changes rn 

the local. regional and global erl\ ironment. nnd the pri\ ate nature of the businessec; in 

the industry. 

Other than the study carried out b) Aosa in 1992 nn aspects of strategy forrmrlatinn 

'' ithin large. pri' ate manufacturing companies in Kenya. there has been no other stud) 

that has been done so far. that is dedicated to strategic planning in manufacturing firms 

in Ken) a. yet a lot of events ha"c transpired in the external business em ironment that 

have a major innuencc on the way managers practice strategic planning in Ken)a 

A It hough the researcher did not anticipate marked di ffcrenccs in the way strategic 

planning is undertaken b) these firms as compared '' ith those quoted in strategrt 

management theory. it is \\ortll\\ h ilc Lo ill\ estigatc if there arc an) peculiarities that can 

be disco .. ered. given the unique circumstances of the firms. especially given th<ll the) 

operate in an upcoming and deve loping economy. 

·1 o achieve these objccti\es. primary data \\as collected by usc of a questionnaire 

targeted at senior managers in the companies, because of their involvement in strategy 

formulation. A census study was done. The questionnaires \\ere personally 

administered through a drop and collect later approach. The data collected \\as 

IX 



annl)7ed using tb,· \P" '~rsion I 0 tali tical computer package nnd the results ''~rc 

presented by u c of imple de cripth e tmistics like frcqucnl"ic , modes, means and 

percentages. 

Upon the intctprctatiun of the finding. it \\lis found that the strategic planning 

practices of the local pharm.tccutkul m:uHtf:-tcturers in Kcn)ll \\Cre similar to those 

pr uposcd in strategic management thcnr). nnd also to those tcput ted in literature from 

studi~s conducted in other pnrts of the "orld. or similar studies done on other 

industri..:s . 

Cl•tndly. a number of factors \\ere foumlto ha\c an innucnce on the strategic planning 

practices of the firms studied \uth factor~ include: compan) age. compan) 11e. 

company owner ship. the caliher nl' scnim management. the scope of the company's 

business and the environmental stahilit). Again. these findin g<; agree with those quoted 

in strat~gic management theory and in literature. 

In conclusion. there is a great dcnl of congruence hcl\\l~en strategic planning as 

promulgated by strategic management theorists and strategic planning practices as 

perfonncd by the practitioners of stnllcgy in real life. 
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II.APTER ONE 

1.0: I TRODUC'TIO. 

1.1 131\C K< ,ROUND TO ·1111 \ ll J)) 

r he phtu maccutical industry is a 'c1) important sechJI ol' any economy. I he 

availability or gnod quality phatmaccuticnl and health ca1c products ranging from 

complicated injectable medicines. 'accincs etc . . to simple pain killer tahlcts or 

ointments, is a matter of prime importance and priority to human kind. 

Kenya's local pharmaceutical industry is pl~tying a key role in the healthcare sector <tnd 

in the manufacture of pharmaceutical and health care products. The industf} relics 

heavil> on imported nm malct ials. over Q5% of the raw matc1 ial inputs are imported 

(Ministr~ of Commerce and Industry, 1996). 1 he reliance on imported ra\\ materials 

has been the biggest hindrance to the development of this industry. llowcver. there arc 

a fc\'< locally sourced ra\\ materials. which include; maize stmch, refined sugar. glucose 

S} rup. recti ficd spirit. ethanol. sodium chloride and packaging materials. 

The government policy is to create an enabling environment geared towards the 

development of the pham1aceutical industrial sector. As mentioned in the National 

Development plan (G 0 K. 1996). the go-.crnment intends to encourage production of 

bulk raw materials locally for usc b) the local pharmaceutical companies thus reducing 

the hea\.y reliance on imported raw material input. 



<..nme of the inccnthcs prO\ id~d tn the pharmaceutical sector include: the zero-rating of 

tax on most ra\\ materials inputs. minimal application ofimputl dttl) to most machinery 

used in the pharmaceutical sector and the tccommcntlation to abolish all import duties 

on machiner~ and equipment for the phnrnwceutical industrial sector. 

Ken)an's pharmaceutical industry is the largest in the cor-.11 ~A region. lnfact. it is 

claimed to be the third largest in Afi ica. Nearly half of the COM I· SA phnrmaceutil:al 

industry is located in Kenya. 'I hat is. nut of the fifty (~0) rccogn i7cd COMLSA 

pharmaceutical industries.l\\enty-four (24) are located in Kenya. (<i.O.K, 1996). 

Like an) other developing country, Ken) a embraced the Alma Alta declaration of 

'·llcahh for all by the year 2000" and set various policy measures to achieve this goal; 

which included the establishment of a National drug policy, the Kenya National Drug 

Policy. Therein \\aS the Ec;scntial drugs concept 1 he key tenets of the Kenya National 

Drug Polic) is the availabilit) of safe. efficacious and quality drugs that are accessible 

and affordable to all Ken)ans. This was operationalized through the Lssential drugs 

programme. Kenya adopted the Essential Drugs Program hack in 1981, and 

implemented it \\>ith the support of such donor agencies as: DAN IDA, WIIO, SID/\ , 

and FlNNIOA. 

In 1980. the Federation of Kenya Pharmaceutical Manufacturers (I KPM) was formed. 

rhe objecti ve of the federation was to represent the pharmaceutical manufacturers in 

vat ious fora and champion their interests. The federation also emphasizes on quality 
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production among its memhca s. According to the l·cdcration. there is need foa "n 

health~ tMtion at .affordable cu t'". llti can on I) be achic\ cd b) promoting the 

pharmaccut ical industr) at both 1 he pri'tliC and Gm crnmcnt lc\ cl. 'I his would IO\'<Ct 

medical costs especially in providing pharmaccuticnl products. "hich arc affordable to 

the local people. 

In this regard. the government has continued to encourage the pharmaceutical industry 

to apply more aggressive strategies to secure ex pot t markets in order to full} utili1e 

their installed capacities (Ministry of Commerce and lndusll') 1996). 

Kenya phat nwccutical im.lustaics produce m ca 9011 ~• of the medicines on the csscntinl 

drug list nlthough overall capacit) utilitation stands at armand 40%. ror all the 

pharmaceutical products made locally. the industry is able to meet the local demand and 

even export to the CO~lESA region. 

Because of the hea\ y rei iance by the tndustry on imported nm materials, most locall) 

manufactured pharmaceutical products end up being more expensive than the imported 

finished products. making them less competitive in both the local and foreign markets. 

It is therefore diflicult for the local pharmaceutical industr) to compete effective!) '' ith 

the impoatcd finished formulations, \\ hkh are normally manufactured more cost 

effectively under mass production basis. thus enjo) ing the benefits of economics of 

scale and also industry experience curve effects. 
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1.2 II IE LOCAL PIIARf\.lt\CI-.UTI "AI INDUS I RY 

1\ phnrmaccutical firm i" one engaged in the research. tic' clopmcnt. formulation. 

production or c..listrihution of medici nul substances. 

In Kenya. two major categories of phnllnaccutical lirms can he identified. 

a) I hose that an: subsi<.limics uf foreign based multinational pharmaceutical 

corporations. for example Glnxosmithklinc. Plizcr Laboratories. Nor\ at is 

Pharma. Aventis Pharma. Eli Lily and so on. 

b) ·1 hose that arc locall} incmporatcd and owned b} Kenyan Nationals such as 

Cosmos. Regal Pharmaceuticals. El) s C hcmicnls Ltd.. Laborator) And 

Allied. Mac's Pharmaceuticals. Gcsto Pharmaceuticals. Sphinx 

Pharmaceuticals etc. 

Vina}ak (2000) has categorized the pharmaceutical businco,s in 1-.enya as follows: 

Mauuf acturiug Companies 

1 hcse arc companies importing ra\\ material and manufacturing finished products. 

"hich they market and sell in Kenya and in neighboring countries. 1\ majorily of these 

are local firms. though few are subsidiaries of multinationals. 

Multiuatioual'i 

I'hese are companies importing finished research-based pharmaceutical products into 

the courltr). orne or these multinationals undertake all the marketing functions b) 

themselves. like product, pricing. promotion and distribution, while others have lcfl 

some aspects of these functions. such as distribution. to local agents. 
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Kenyan Agent\ 

J'hesc .lrC JncnJ firms importing and m:ukcting finished piHIIIlHICCUticoJ products 

through contrnctual :mangcmcnts "ith foreign mnnufitcturcrs. 

Local Trader.\ 

·r hcse nrc local linns engaged on I) in distribution nnd trading of pharmaceutical 

products. 

In his \\ork. Mhau (2000) observes that pharmaceutical linns in Kenya operate under 

three different forms, "ith the fol hm ing percentage tlistr ihution of each category. 

f\1anufaclurers - JI.R%, Distributors - 59. 1 %. Both - 9. I%. 

lie concludes that firms. \\hose operationc; are in the distribution of pharmaceuticals. 

dominate the Kenyan pharmaceuticnl industl) . 

lfO\\e\cr. it c;hould be noted that rnanuliu.:turers constitute a signi ficant proportion 

(32%) of the pharmaceutical business in Ken) a. 

Although the country is well cnd<w.ed "ith pharmaccuticnl nHtnul~tcturcrs. it appears 

that their capacit} utilization is low. Indeed. <hdno ( 1988) <lbscrvcd that most 

pharmaceutical firms in Kcn)a \\CIC operating at or hchm JO% capacity, and that the 

wa~ fomartl was through export promotion to utilize the excess capacity. 

5 



I he pha1 mnccuticalm:mufacturing inc.Jusuy in Ken) a is a r.tpidly developing scctu1 . It 

has expanded am! divc1sificd in product mnnufactu1c 0\Cr the year~ to become one or 
the largest in COMI ~ \ 

Ken) a pharmaceutical indust• y grc\\ out of packaging operations started hy 

multinational companies about 40 years ago. (t\ linistr) of Commerce and Industry, 

1996). From 1972 Oll\\ttrds. Kcn)MS began supplementing multinational effort by 

setting up industries for phannoccutical products. 

Kenya has about 24 manu facturcrs of various phurmaccutic;ll products. The major 

pharmaceutical manufacturers include CJiaxosmithkline. Regal Pharmaceuticals l lys 

Chemical Industries. Laboratory and Allied Ltd .. Cosmos ltd. MACS Pharmaceuticals 

and Dawa Pharmaceuticals. \\hich was recently placed under receivership. 

I he range of products manufactured b) the firms in Kcny<t is wide and includes, 

Antibiotics, Antimalarials. Antiamocbics, Analgesics, Antidiarrhocals, Antacids. 

Tranquili1crs. Anti<>pasmostics. and Vitamins. all of ''hich <lie modeled along the 

W.II.O essential drug list. 

'I hrce different levels of pharmnccutical production arc recogni1cd. ·1 hcsc arc primary. 

secondary and tertiary production as explained below, (Managing Drug Supply, 1997). 

Primary production: This is the manufacture of ra\\ materials. such as the active 

pharmaceutical ingredients and ancillary substances used in pharmaceutical 

formulations. or intermcdiar} products and packaging materials. 
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S(.•cund~ll')' pruduction: 'I his is the hug" scale processing of linished dosage forms 

from nm materials or intermediate pr(lducts. often from IHllh local nnd imported 

sources. Production of sterile preparation . such as injections. antibiotics and 

intm\cnllus lluids. and non sterile preparations such as orul olids. liquids and topical 

preparations. can be carricc.J nut with either locally pmducec.J or imported nwtcrials. This 

lc-.d of production uses modern . high-speed precision CtJUipment to tu rn out pills. 

capsules. liquids and semi-solids in huge quantities often ill very low un it costs. It is 

this le\cl of production that is predominant in Kenya. 

'f'(.' rliar) production: 'J his includes the packaging and label ing of finished products 

from primary and secondary source into bulk packs. smaller dispensing boltlcs or 

Course of'l hcrap:y (COT') units for individual usc. 

'I he initial qualit) of pharmaceutical product established at the earlie r phases of 

production must be maintained in the tertiary and final step. 

I his t)pc of production is often de\ eloped first in many countries as a profitable and 

producti' c contribution that also builds im.lu:;trial skill and experience. 

Over the last 1\\cnty ) cars. Kenya's pharmaceutical market ha'\ increased eightfold. 

from a base that consisted or vir tuall) nil imported medicine' 

'I he essential drugs concept was adopted in 1981 with external donor support. and the 

local drug market hns moved to a point \\here more than l\\cnty local producers hold a 

25 percent market share ( tanaging Drug ~uppl). 1997). 
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l'hi grO\\ th in local capacit) occurred in the face of man) constraints like foreign 

exchange \:ontrols and taxes on 13\\ mllterials. machiner) nnd packaging matl·rial.. slim 

ami cumber omc pa~ mcnt pr lCCdurcs lor loc.al purchase , bono\\ ing at market interest 

rates of over 30 percent and c:-.ternal source requirements athtch~.·d hy donors. 

De pite the e Cl nstraints, locul pharmnccutk •. 'll production gre'' "ith the de\ clopmcnt 

of the ceo nom) to the present lhl) state. 

I he a\ailubility of quality. safe. nlfmdnhlc and cmcnciuus drugs is critical to the 

success of any health care program. Drugs nrc part of the final link bet,,een patients 

and health ser .. ices. 

1.3 TilE PROBLEr-.1 ~TI\TEt-.IEN I 

Numerous studie" ha .. e been cnrried out m different parts of the \\Orld on various 

aspects of strategic mnnagcmcnt. includinv strategy formulation. Examples or the 

studies include. tho e by 1 hunc and llou c { 1970), Gilmore ( 1971 ). Herold ( 1972). 

<ihelly ( 1979), Ginter et al ( 1985), lalik and Basu ( 1986}. llamht ick ( 1987). llarrisnn 

( 1987). ~lcscon and 'I ilson (I 987). 'J hakur ( 1998) and Keith ct ul ( 1998). 

Although these studies have covered mo~t of the aspects of strategic management, 

research on the fllctor~ influencing ~lmtcgic planning IHl'\ been scanty. Its onl) recently 

that Keith et al ( 1998). studied strategic decision making in <;mall and medium 

companies Ill Europe. in which the) elucidated on some of the factors influencing 

strategic decision making or strategic planning. 

Majority of these studies have hcen done in the developed \\mid settings. Very little 

\\Ork has been undertaken in the dc,cloping \\orld. especially Africa. Indeed. 
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Numhudiri and Sai)<H.Iain (197M), oh:-cr\c thntlong-tcrm planning is not \\ell uc\clopcd 

in the dc\·cloping countries. In the 198()'.;, there \\ere fc\\ studies done in corpor.ttc 

strategic planning in Africa. ' I hey include \\orks h) Woodburn (I 984) in South Africa, 

Adcgbite ( 1986) in 'igcria. anu l uhura (I 9R6) in Nigclin also. 

In Ken) a. ~humbisho ( 1983). Aosa ( 1992). l:)himhn ( 1993). Karemu ( 1993) and 

1\.angoro ( 1998). are some of the researcher . "ho hn\c looked at aspects or corpmntc 

strategy. I hey hn'e looked at corporate strategic planning 111 J<-.cnyan firms. aspects or 

strategy formulation among private manu factoring firms. in the financial sector. the 

state of strategic management rn the retailing sector and in the public seLtur 

organizations. in that order. 

Although Aosa studied aspects of strategy formulation within large private 

manufacturing companies in Kcn)a in 1992. his ''ork did not look at the factors 

influencing strategy formulation within the companies. Furthermore, there have been 

considerable e-.:ents in the ex let nal environment since his research I 992 to the presen t 

that have greatly influenced the way companies formulate strategy. For instance. the 

effects of I ibcral izallon of the 1-..cnyan economy. rcgionali;auon and globalization arc 

now vel) profound. 

Other than being manufacturers. the local pharmaceutical manufacturers arc largely 

private!) owned business with a heavy family involvement. making them a unique 

group, \\hich should be researchc<..l on. 
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I hc1cforc. thi 1c enrch attempts to ndd1css 1\\o issues nut luthcrtn c.:mcrcd in J>IC\ ious 

re carches. 'I he first question is; llo\\ do the local pharmaceutical numuf~tcturers 

umlcrtnkc trategic planning? 

Secnndl), what factors influence their trntcgic planning practices? 

1.4 Rl Sf ARCII OB.IE "IIVI·S 

1.1 o identify the strategic pl.mning practices of local pharmaceutical manufacturcrc; in 

Kenya. 

2. To identif) some the factors influencing the stmtegic planning practice of the 

companies. 

1.5 IMPORTANCE OF litES J"lJDY 

It is anticipated that the findings of the study will be of value to the fC.lllowing groups: 

I.The pharmaceutical firms shall be ahle to use the findings und recommendations of 

the stud) to de\ clop better strategic management practices. 

2.Scholars. academicians and rcc;earchcrs ''ill also lind the stud) a useful starting point 

for further research in various aspects of strategic managcnwnt. 

.lOthcr interested organiLations including the Federation of Kenya Pharmaceutical 

Manufacturers. The Pharmaceutical Society of Kenya. The Ministry nf llealth and other 

relevant departments of the government shall hopefully find the outcome of this 

research useful. 
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J.6 OPE OF 111I \JUDY 

I his StUd) ltlCUsscd on the stn\lCI.'IC planning prm:tices or local pharmaceutical 

manufacturers on I}. 1 he stud~ did not look at the other as peds of stratcgrc management 

because of the importance and the primordial nature of strategic planning. \\hich dri\CS 

the entire strategic management process. 

It also looked at the factors in lluencing the strategic management practices of these 

firms so as to elucidate on key fuctors that inOuence the practice of strategic planning 

in the firrns. lhe study \\US limited to the local pharnwceulical manufacturers in Kcn)a 

Oil I). 

I 8 OUTI INC Of TIIF IU PORI 

I his report will have fhe chapters arranged as follows: 

Chapter One: 1 his is the introductory chapter. It "'ill provide the background 

information. statement of the research problem. research objecti ves. importance and 

scope of the study. 

Chapter 'I wo \\ill contain the literature review. First. , .. e will look at the strategic 

management model. then the sll utcgic planning practices of firms under the various 

components ol the process. Finall). \\C will look at the factors that influence strategic 

planning practices of the firms under stud). 

I I 



Chapter I hrcc is dedicated to the rcsc;u\:h methodology cmplo)Cd in the stud) . It \\ill 

look .11 the population of the study. dala collection methods and methods or data 

anal)sis. 

Chapter rour ''ill present the lindings nf the study. It \\ill include datn anal)sis and 

interpretations. 

Chapter I ivc ''ill contain a discussion. summary of the findings und conclusions tis 

\\CII as the implications of the study to polic~ and pract icc. 
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" I lAP l l:.R I \\ 0 

2.0 LITE RATLRE REVIE\\' A I> 0 EPTlJAL FRAM E\VORK 

2.1 APPROACIH ~TO\ IRA I Ft.IC' PI t\NNI 'G 

Pearce nnd Rnbin~on ( 1991 ). define suategic management as "rllot \f!l of ded.,iom Clncl 

ttcliom tlwt rent!t in the formulation am/ implcmcntctlion of plam designed to ac·hie,·c a 

compm~l' 's ohjectiw!~ ". 

<itratcgic management imolvcs the planning. directing. organi1ing and controlling of a 

com pan)· s strateg) -related decisions nnd act runs. In other \\Ords. strategic management 

entails strategic planning. <itratcgic planning is therefore a sub-component of the 

strategic management process and pro\ ides a frame\\ ork for managerial strategic 

decis10ns. 

\\hat therefore is strategy formu lation (or strategic planning)? <:;trutegy formulation 

'refers to the acli\c management function of establishing organi;ationul direction. 

selling objecti\'es and devising a managerial game plan for the organization to pursue' 

(Thompson and Strickland. 1989) 

In their quest to ans\\er the question: I low do strategies form in an organi;ation? 

Mint1bcrg and Water ( 1985) contend that strategy formulation is not just an analytical 

process of establishing long-range goals and actions for an organintion. Rather, 

strategy <;ou ld be viewed as a ·pattern in a stream of decisions'. I he two coin the terms 

'deliberate' and ·emergent' strategies and see them as l\\O ends of a continuum along 
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\'Which real \\Orh.l strntcgics lie. I he) fUtther classify str.llcgics a<; hcing intended, 

realized. unrc.tlizcd and emergent. 

Different apprnachcc; to strateg) development or strateg1c planning have been suggested 

in the literature h) various authors and 1cscnrchers. 

Johnson and "tholes ( 1999) ha' e identi lied three approaches to strategy development 

as a deliberate and planned managerial process. These arc the planning view. the 

command vie\\ and the logical incrcmentul view. 

In the pi ann ing view. strategies me proposed to develop through a 1 ational and 

formalized sequence of anal) tical and c\alunti\oc procedures. 

The command \ ic" is "here strateg) de\ clops through the direction of an individual or 

group, but not necessarily through formal planning. The strategy could be an outcome 

of an autocratic leader or dominant leader" ho becomes personally associated with 

strategy development of the organ intton. ~uch indi' iduals may he the owner or co

founder or a political appointee of the organization. Usually. such organizations arc 

small enterprises or public sector organizations. 

·r he logical incremental view sees strategy to develop through small ~tepwise responses 

to a gradually changing em ironment. 1 his" ie\\ is similar to that advanced by 

M rnt1.berg and \\ atcrs ( 1985 ), that strategy is a pattern in a stream of decisions. 

Strategic planning could also be formal or informal. Formality in strategic planning 

refers to the degree to \\hich participants. reo:;ponsibilities, authority and di scretion in 

decision-making arc speci fted (Pearce and Robinson. 1997). l'onnal analytical 

processes are characterized by the use of anal) Ileal tools and methodologies to help 
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managers reach a better qual it~ or strn t ~g i c decisions. Greater formality has been 

positively cot rdatnl "ith rnt pmnt~ su ·cess (I lofer and Schendel , 1978). 

In her study in K 'II t, I 111 '<to ( 199R), found that public sector organizations engage 

in stmk •k mttt:l •cttl\.'nt to ar ing degrees. Ninety lour percent (94%) of the firm s 

studied lt ,td a fi.Hmal strategic development process, whi le six percent (6%) indicated 

that straleg) ~ nnulation was informal. 

The informal approaches to strategy are characterized by executive bargaining and 

negotiation, bu i !ding of coalitions and the practi ce of' mudd! in g through ' (I lax and 

lajluf 1996). Informal planning is usually intuitive and under the inOuence of a 

visionary figure. Aosa ( 1992), studied private manufacturing companies in Kenya and 

found that majority of the companies had no explicit miss ion statements, implyin g a 

high leYel of informality. 

Formal strategic planning usually ends up with a document, the stra tegic plan. A 

strategic plan is a comprehensive statement about the organization's mission and future 

direction, ncar-term and long-term performance targets and how management intends to 

produce the desired results to fulfi l the mission, given the organi?ation's situation 

n homp on and ~trickland, 1989). 

In their rc carch linuings. talik and Ba u ( \986). report that tratcgic planner 

outp r~ nn non-p lannct s hy a "ide margin in a! most a 11 major li nanc ial i nd i a tors or 
r aniz, ti nal clfici n y. 



In addition. llcrold ( 1972). ohscn cd that planners "ere lx:ttcr th.m non-planners m 

identil) ing tlpportunitics, selling goal and uhjcdi\CS nnd selling proper strategies and 

effective tactics to nchic\ c them, usC\ idcru.:cd h~ their higher gnm th rate and higher 

operational cflicicnc) ratios. f he n: carchcrs also point out that planners are more 

nggrcsshc than non-planners in prusuit orhu inc s objective . 

In their ~tud) of chernicnl and drug industric • I hunc nnd I louse ( 1970) also flnrnd th,rt 

long-range planning pa) off. 

Denning and I chr. ( 1972) argue that the introduction of fvrmal sy tcmatic cnq urate 

long-runge planning is n managerial response tul\\O scpa~atc o;cts ufnet•dc; ofv.hich one 

is strategic I he) report a ~trong pusi ti\'c relationship bct\\ecnthc introduction uf' I nng 

Range Planning (read strategrc planning) and a high rate of technological change, srtc 

of com pan), capital intcn~ity and complexity. 

Organization:-; usuall) de\ clop 'arious t)peo; nf plans. Malik and Basu (I 986 ), idem if) 

three kinds uf plans. strategic plans. short-range plans and npcrationnl plnns. 'I hi 

appears to he the practice\\ ithin most organinttions. Kcn)n being no exception . 

Namhudiri and 5tll\ndain ( 197R). obscnc that long-term plnnning (strategic planning) 

is not\\ ell developed in the developing countries. 'I hey point out that where formal 

long-term planning is undertaken, it is main I) in lar gcr org mi7atrons. most of which arc 

subsidiaries of rnuhinatiorul corporations. 
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"o then, ho\\ is lonnal strutegic planning undertaken'! I his 4ucstion is discussed nc.\t, 

und~:r the strategic planning procesc; model. 

2.1 'Jill S I Rt\ I FGIC PI ANNI G PROCLSS MODI:.L 

Planning is general!) gi' cnn" the first function of management. Almost ever) other 

function of management i" curried out in rclcrcnce to planning. 

Similarly, strategic planning precedes all the other processes of strategic management. 

The figure bclo\\ illustrates the strategic planning process. 

Environmental Analysis: Analysis of both the external and internal 
em ironment of the firm. 

Definition of the company's Vision. Mission Statement and 
Strategic objectives . 

. 
, 

Strategy formulation and choice 

Figure 2. J: Oasic model of the strategic planning process . 

. ource: Adapted from Ccrto. 1995 
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I here arc 'ali at ion" in actual pr act icc in the approaches nduptcd hy managers in the 

wa} the} undertake the different ct'mponcnts of the strategic planning process Seldom 

\\ill it be a neal process a depicted abo' c. Ginter et al ( 19R5). ha' c stated thnt strategic 

management pn)cess is not ao; \\ell defined. logical and explicit as models suggest. 

Rather, strategies arc more unintended (Mintzberg. 1978). incremental (Lindblom. 

1979,Quinn. 197R). and political (Fahey. 1981 ). 

2.1.1 Em iron mental anal) sis 

Strategic planning begins with environmental analysis. which is a formal procedure to 

monitor the organ i1ation' s ern ironment to idcnti f) present nnd future threats and 

opportunities and to assess critical!) its O\\n strengths and \\Cnkncsses (Ccrto, 1995). In 

this context. the organi1ation's environment encompasses all factors both inside and 

outside the organi1ation that can innucnce progress towards building a sustainable 

competitive advantage. 

I here is \'er) little that is documented in the literature on actual practices by companies 

in this area. However. Keith et al ( 1998). report that firms\\ ith sophisticated 

environmental scanning techniques achieve a higher performnnc.:c than firms \'vith less 

sophisticated S} stems. 

Jaunch and Glueck (1998) also point out that firms can usc both fmmal and informal 

methods in analy7.ing their environment. 

lherc arc various approaches to formal environmental analysis. This could be analysis 

of the political. economic. social and technological aspects of the environment (PE5T 

analysis). Porter's fi\ic forces model. strategic group analysis and ~ WOT analysis, for 

u, 
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the external Cll\ ironment nnd \alue chain nnnl) is. fi.mctional anal) sis for the intcnlUI 

environment (Pearce and Rohinson, 1991 ). 

SWO r is an acron) rn for the internal Strengths and \Veakncsscs of a firm and the 

external Opportunities and I hrcats f:1cing the linn (Pearce aml Rohinson 1991 ). I his is 

:111 easy to usc tcchnilJUe through \\hich managers create a quick overview nfa 

compan) 's strategic situation. 

This approach is based on the assumption that an cffecti\e stnllcgy derhcs from a 

sound 'fit' between a firm's internal capabilities and its external environment. A good 

fit maximizes a firm's strengths and opportunities and minimizes its \\eakncsses and 

threats. 

I xternal environmental indusll) anal)sis provides the information needed to idcntiry 

opportunities and threats in a finn's environment. Internal cmironmental analysis 

pro\ ides in formation about a company's strengths and weal..ncsscs 

Key internal factors and functions arc a firm's basic capabilities and limitations. I he 

functional approach involves a scrutiny of ke) organi7ational functions like marketing. 

finance and accounting. production and operations. quality management, information 

systems, personneL organi1ation and general management. to identify an organiLation·s 

strengths and weaknesses. 

fhe Value cluin anal) sis is based on the assumption that a business 'c; basic purpose is 

to create value for consumers of its products and services. In -.aluc chain analysis. 

managers dh 1de the acti\ ities of the organization into sets of separate activities that add 
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value. By identif~ing nnd cxnmining these ncti\itics. managers acquire an in-depth 

understanding of the linn 's capabilities: it's cost structure and how the"e create 

compctiti\c mhantagc or c.lisadvantngc. 

Value chain analyc;i" di\'idcs a lirm into t\\u major categories: primary and sccom.l;uy. 

Primary activities. ''hich arc those activities involved in the physical creation of a 

product. marketing and transfer to the bu)cr and aflcr sale support (_)upport actt\ itics. 

\\hich assist the primary nctivitics by pr<l\ iding infrastructure. tnput. that al llms them 

to take place on an ongoing basis. 

'I he value chain includes a profit margin.'' hich is a markup abO\ c the co"t uf prm iding 

the firms value-adding activities. This profit margin is normally part of the price paid 

by the buyer (Porter. 19RO) 

·rhc strategist assesses the future before making a diagnosis. 'I his is done by 

forecasting. (Jaunch.LR. Glueck~ I. 1988). According to these authors. the analysis is 

done by means of a search of hnth verbal and '' ritten information. spying, forecasting 

and formal studies and in formation systems. \ erbal sources include. the media suck as 

television and radio. employees of the firm and outsiders. for example customers. 

members of the distribution channels. competitors. and the gO\ct nmcnt. 

\\ ritten sources include documentary in formation like nC\\ spapcrs. trade puhl ications. 

industry newsletters and general publications. 

Pearce and Robinson ( 1991) and Majlux ( 1995). identify a number of tools that can be 

used b) managers in environmental forecasting and analysis. I he qualitati' c. subjective 

tools are; 1 he Delphi method. focus groups. brainstorming and so on Quantitative tools 
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include the imulation techniques, regre sion nnal)sis. time series model'\. trend 

extrapolation. stmtcgic gap nnal)sis, market orporlunit) anal\ sis. prnduct lire C)clc 

anal) sis and the usc of cxpl·ricncc cuncs. 

2.1.2 Establishing organizational dirc<.:tion 

I his is the stngc in '' hich managers establish the company's 'ision. mission statement 

und strategic objccti' es 

As a primary function. strategic planning is important in setting organizational 

direction. focusing managerial effort. defining the organization and providing 

consistency in an effort to outsmart competitors. (Mi ntzberg, 1987) 

lhe three main indicators of the direction in which an organi;ation is moving nrc its 

\:ision. miss ion statement and strategic objectives {Certo. I 995 ). 

The most basic direction-setting question facing the 'ienior managers of an) enterprise 

arc; "what is our business and what \\ill it be"? (Thompson and Strickland, 1989 ) 

An organization's vision includes its aspirations, values and phi losophics at thei r most 

general levels The strategic vision of a company is di fficull to define and is usually 

embodied in the person ofthc compan) ·s Chief Executive Officer. f\.lission statements 

translate broad visions into more speci fie statements of organizational put pose. 

MiHion .\tatcmel1/ 

A mission statement is an expression that states \\hy a compan) exists. It is a broad 

statement of the company's purpose for existence. 
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' I \\O k.c) strategic decisions ha' c to be nddrcs eel "hen defining the mission of the 

business The l\\0 nrc: (i) dclining the husincss scope. which determines \\here to 

compete ami ( ii) de\ eloping the unique competencies associateJ to the business, '' hich 

determines ho\\ to compete. 

In addition t\\O sets of information should he contained in the mission statement. I hcsc 

are:(i) a clear definition of the current and future expected business scope. exprcss1.'<.l as 

a broad description nf the products, markets ami geographical co' e1~ge of the business. 

"ithin a reasonable time frame, usuall) J-5 ) cars. ( i i) <;election of competencies that 

uniquely distinguish the business from others in the same industry They define the \\U)' 

the business pursues a o;;ustain.tble competitive advantage. 

Strategic; objectivC's 

Strategic objectives nrc statements of the results a firm seeks to achieve m cr a spcci lied 

period of time, usually five ycors. 

To achieve long-term prosperit). strategic planners commonly establish long-term 

objectives in the foiiO\\ing areas namcl)', profitability. productivit}, eflicienc). usc of 

resources. gro\\th and expansion. employee de\ elopmenttechnological leadership. 

public responsihil ity (I lofer C W and <;chendcl, 1978, Pearce and Rnbmson. 1991.). In 

identifying the various practices in this stage of strategic planning, the folio\\ ing 

questions arc pertinent. 

Who is r·c ponsible for strategic planning in the organi7ution? This is a question 

that has interested many researchers in strategic management. I lambrick ( 1987) argues 
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that top management teams me important in the strategic succcs" of the organil'..ation. 

hence should be ilnohec..l in strategy formulation. I his is the top·<.hl\\n appru.rch to 

tratcgic planning. 

houh.l a compa ny'-; hoard of directo r-; be in voh ed in stra tc~ i c plnnning'? this 

question is discussed next. 

In his research. !Iarrison ( 1987). iuentilics l\\O l)pes of boards. One. the nulnagcment 

support (operating committee). and second I). the monitoring or oversight committee. 

He advances the argument that board committees can also serve strategic purposes for 

the linn. 

In general practice, most boards sti II leave strategic planning to the Chief F'>ecutivc 

Officer and the corporate staff, which raises h\O issues. rirst. whether boards should be 

acthely im olvcd in de .. eloping cmporate strategy. or should the} pia} an oversight role 

to ensure that management is engaging in a fonnal process of formulating strategy. and 

to rcvie"' and appro\e the strategic plans developed by management. Second. \\hether 

the board should ha\C a committee responsible for considering strategy. 

In SllfVC} s 0 r large American COl porations, both I Ienke and Walde found that boards 

\-.ere more likely to be involved in an O\ersight role than in a formulation role. 

(Harrison, 1987). 
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On the other hand. bnurd" do not in..,ulvc themselves in stratcg) f(mnulation because uf 

the CEO's opposition, fur lear of' diluting hie; p<mer and also because most d ir cctors 

lack the time and kmm ledge required for strategic decisinnc;. 

l hakur (I 998) stud ied ri fty-six (56) l <.:, based medium sized manufacturing firms and 

concluded th<ll st 1 atcg) mok i ng should not be the job of an elitist group alone. M id<.lle 
level managers need to be invuh cu too. 

fhus it can be seen that depending on the com pan) size. the board can either he directly 

invnhed in strategic planning or could onl) play an oversight role. 

The other question is: Should firms focus on economic goals only'! 

Business cnti tics lun c continued to pursue both ceo nomic ami soda I objectives. 

\ccorJing to Mcscon and Tilson. (I 987). the management of corporate philanthropy 

has become <tn integral component of the strategic planning process. In their article, 

the) quote Gan in as saying. • ............... to succeed in business, we have to share 

some of that prorit for public good'. 

<;;he h) ( 1979 ). further reports that the drug industry is acutely alert at social 

responsibility issues and less concerned with gro'"th I le also points out that large firms 

fiVe a relatively more attcnttonto socially oriented goals. while small compantcs .lllach 

more importance to economic goals. 

Companies invest in philanthropy and social responsibility through sponsorship in 

sports. nrts. concerts. festivals. girts to the community and the like. (Mescon and 

Tilson. 1987). Indeed. philanthropy has developed into a\ ital component of corporate 
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tmtcgic management. Do the c practices rcllcct those ol the local pharmaceutical 

manufacturers? 

2. 1.3 Strntcgic an:tl) is nnd d10icc 

I hi is the stage \\here strategic that ha'c been de' eloped in the earlier stages me 

C\aluatcd for suitability u ing 'nriuu criteria nnd cho en for implcmcntntiun. 

Various portfolill approaches have been developed to aid strategic analysis and choice 

among the ~tratcgic: alternntivcs generated. 'I he folio'' ing me examples of such models; 

BCG Growth-Share matrix. 'I he lndustr) Attracli\'eness-Busincss <itr~ngth mall ix and 

the Ansnff' s Product-M i<.sion matrix 

I itcraturc on rational strategic decision-making suggests that the more cxtensh c the 

usc of analytical techniques, the better the chance a firm has in sdectmg the optimal 

strategy. ·r here is "<llllC evidence that C\ en artcr extensive analysis and discussion, 

managers wi II tend to usc gut feel and intuition in selecting the strategy of a firm. 

(Keith et al. 1998). 

In small firms. stmtcgic managers tend to be the founders of the firm and thus usually 

pro\ ide a vision, \\hich is diflicult to dislodge Small firm managers mn) therefore be 

less ratiunnl (or lc:-.s t'ormal) in their strategic decision making proce"s because of the 

O\\ ncr manager' personal charactcric;tics. (Keith et al , 1998 ). A ~trong personal 

inOuencc of the founder\\ ill tend to decrease rational it) in the decision making 

process. In their findings. they report that the more people there arc imolved in the 

tratcgic decision-making process. the greater the possibilit) of political acth itie:> 

taking place (less rational it)). 
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2.:2 rt\ I ORS I 'I LUI NCI <,c.., IRA II CIIC' PI ANNING PRAC 11<..1 c.., 

Many researches on the lite tors in lluencing strategic planning practices hu' c been cited 

in the literature. It has been postulated that the size of an orgnnization influences the 

nature orits corporate goals . I argc firms ghc relative!) mtHC attention to suciall) 

oriented gmlls. while small companies attach more importance to economic goals 

(Shelty. 1979). 

Gilmore ( 1971 ), argues that small and medium sized companies do not have the benefit 

of planning departments, operations research groups and the ltke. Such firms therefore 

need a simple. practical approach to stratcg) fom1ulat ion. 

Thompson and Strickland ( 1989) also obscn e that in small O\\ ner managed companies, 

strategy making is developed informall), often never heing reduced in writing but 

existing mainly in the entrepreneurs mind, and in ora l understanding'' ith key 

subordinates. 1 he large firms however, tend to devclopthci1 strategic plans via an 

annual strategic planning cycle, complete with prescribed procedures. forms and time

tables, that includes boa• d management participation. lots of studies and mull iplc 

meetings to probe and question. This exercise usually ends up in \Hittcn strategic plans. 

uch vic\\ s arc shared b) Ke1lh ct al (I 998 ), '' ho assert that because of their si/e, small 

firms cannot afford the strategic planning staffs and personnel that large firms possess. 

In their research, they defined small firms as those with less than one hundred (I 00) 

employees. J'hcy also note that 'senior management' in small firms usually means one 

individual and not a group of managers. 

Other than size of the firm. these researchers also idcnti fy three other strategy 

innuencing factors: PO\\Cr and politics. External control and Managerial characteristics. 
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IIAP'II R 'JIIREE 

3.0 IU~ EAI{CII U ESIC ANI> IETIIODOLOGY 

3 I <itud) Popul.ll ion 

At the tim~.: ofthic; research, there \\Ctc thilt)·nnc, (J I) registered phmmaccuticnl 

manufacturers in Ken) a. (Ken)H <lntette. 2000). l lm\cvcr. some ofthc-;c companies 

\\ere suhsidinricc; of fo• cign bac:cd multinational companies, some had stopped their 

manufacturing upimtions, ''hi lc others \\ere on I) manufacturing ens met ic p1 ntlucts 

only and not pharmnccuticnl products. fhi c; left onl) l\\enty (20) local pharmaceutical 

manufncturing companies, which constituted the population ufthis study. 

All the local pharmaceutical manufacturers studied \\ere located in Na1robi and its 

environs. A census stmly wa cumlucted on these firms. because of the small study 

population 

1 he respondents \\Cre Chicl'l.xccutivc Orlicers. general managers or uny othc1 top 

company manager im oh cd in str .ttegic planning and strategic management of the fiun. 

(Thompson and ~tricklnnd). 

3.2 Data collection 

1 he study used primary data only. 

Primary data \HIS collected using questionnaires addressed to each respondent, and 

administered through a drop and pick later approach. The questionnaire contained both 

open and close-ended questions as well as st1uctured questions. It was made up of two 

sections. A and B. 
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Scctinn A cun i ted ol que lion aimed nt obtaining gcnerttl information nhout the 

pham1accuticnl fltrns. ·ection B l'm:u ed on their stJ.ttcgic planning pmcticc • (~ce 

nppendix Ill). 

I he tir ms ''ere conwctcd b) telephone ami appointments "ith npp10pr iate rcspnndcnts 

made. 

·1 he questionnaires were filled in the presence of the rc carchcr so as tn allow and 

pnnidc guidance and clarifications to the respondents. 

3.3 Data anal) sis 

Before processing the responses. the completed questionnaires were edited f(u 

completeness and consi,.tcncy. De<;cripthe statistics was used to nnalpe the d.ttn 

collected. The descriptive statistics used include propmtions. means, modes, 

percentages, as well as cross tabulation. ''hich have been presented ""tables. 
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( I lA P rt:.R FOUR 

4.0 DATA A ALYSIS A D Fl DINGS 

\ totnl uft\\Cilt) (20) qucstionnnirc \\Crc scnt tu cnch and C\Cr) company in the stud) 

population. Out of this. sixteen ( 16) \\Crc filled. rcprc cnting nn ~W0o rc pon<.c nllc. 

I his \\O consider\.'<! sntisfnctor). 

After editing and coding there pon cs, the data \\:J fed into a computer and anal) zed 

uo;ing the <.;p<.;c:; \I R~ ION 10 sotl\\3rc. 'I hera\\ results arc shtmn in appcndi:\ IV. 

Belm\ is a pre entation of the finding . 

4.1 S IRA f EGI (' PLA:"l~ ING J>RAC J'ICE ' 

4.1.1 ANAl. JSIS OF TilE I!NI IRONMENT 

Tahlc 4.0 I : II ow inform:tlion i'! collcclcd on the \ariou'! a'! pec t' of the business 

en\ ironment 

' ~lcthod uc;cd . r rcquenc\' 
I --" 

Perc en !age 
Search f(lr information from IS 91% 

both \erbnl and written 
_1ourccs 
Competitor S£ ing () 0 r. 0 () orccast mg 
Usc of formnl_~tudies 0 0 
Jio response I 6% 
J'otal 16 100% _._ 

In !'able 4 .01 abo\e. 94% of the companies studied sean.:h rnr information un the 

various aspects of the bus iness environment using both vcrhal and written sources. 'I his 

finding is s imi tar to an obscrvat ion by Jaunch and (i Iueck ( I9R8) that firm cun u c 

both formal und informal sources in anal )Zing the ell\ ironment. 
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l'ahlc .$.02: l{c.''llun~.;ihilit~ fur- culh:cting informatiun on Htriuus aspects of the 

hu \ines~> en' ironmen t 

ResP.onsibility - . Frcq~y Percentages 
r he corpnratc planning 0 () 

~artment 
~1ar!..et research /Marketing 7 44% 
department 
All departments 7 44~o - -
Market research C_£!!l_P.nny 0 0 

·-· 
llircd consultant 0 0 
I\ specially designate I 60' 10 

_!.ndivid ual 
No one 0 0 
No response I 6% 
I otal 16 100% 

In 88% or the companies. either the marketing department (44%) or all the departments 

in the organization ( 4'1%) ''ere in charge of collecting information on the various 

aspects of the business environment. Since most of the firms studied were small . fami ly 

owned businesses '' ith fc,, departments. it is not surpri s ing that they make usc of all of 

their departments to collect information about their business environments. 

Table 4.03: \\ ho undertakes environmental scannin~ and ana lys is for your 

company 

Who? f-requency Percentage 
A specifically assigned 0 0 
department 

[A hired consultant I 6% 

~~rket research com~nv 2 , l3°'o 
Individual department heads 9 56% l No response 4 1 25~o 

Iota I 16 100% 
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lndi\ rdual department heads in 5611 ~ of the companies carry out en\ ironmcntal scanning 

and anal~ sis. probahl) because must companies cannot a lfonJ to have a spcci lically 

designated department ft>r that purposl'. In I<)% of the firms. the) usc cxtcr nal sources 

like hired consultants or mmkctr cscarch companies. 

l'n hle 4.04: T ools ~111d Tcchni<JU CS used in s trategic fo recasting 

l'ooll Technique Frc~uen9 Percentages ·-
L'sing qualitati\C subjccli\c 1 191lo 
methods like brainstorming and 

. 

focus _&!"_O~ 
L sing quanti lath c methods } 19% 
like trend extrapolation. 
regression analysis and 
simulation 
f-.--- -

8 Using both qualitative and 50% 
~nlitative methods 
No re~onse 2 12% 
rota I 16 100% 

llalf(50%) of the companies studied usc both qualitative and quantitative methods in 

strategic forecasting. I he use of both approaches is considered to be superior to the usc 

nf euhcr one oft he appr oachcs. 

Ta ble 4.05:Compctitor analy is 

Competiwr analvsis Frequcnc) Percentage 
Yes 12 75% 
No 3 19% -·-
No response I 6"'o 

--

Iota I 16 100% 

II can be observed from the table abo\e that 75°o of the firms reported to carry out 

competitor analysis probabl) because competition was considered a key factor in therr 

c;tratcgic planning. 
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Table 4.06: pproadtl'' uwd to :tn:tly:~.c competitor performance 

Pcrcenta e 
13% 
50% 
6% 

4 25% 
16 100% 

The most popular approaches used in analyzing competitor performance were market 

share analysis by 50% of the firms and absolute sales turnover by 13% of the firms , 

probably because of their relative ease of use. The usc of strategic group analysis was 

rare (by 6% of the firms) perhaps because most of the managers were not familiar with 

the technique. Although price comparisons can be argued to be the easiest approach 

among the four, only one company (6%) employed it, probably because of its limited 

strategic value to most managers. 

4·1.2 DEFI lNG CORPORATE VISION, MISSION AND STRATEGI OBJE TIVES 

'I able ... 07: Presence of a strategic planning department 

____ Frellucncy Percentages 
5 --- 31% 

--------t·~~-------------1 r-T~~--------------~~1 _1 ____________ 69~~ 
16 100% 

rdin' t lh ftndin in tall .07 69% ol th litm tudi I. do not ha\'c ,, 

pi 
Ill ' I h m til h n~ c \1\llol .tl lut Ito 

ulinr fin lin •. , mlulil i ·m t ti •td tin I IJ7' 
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found that lung tcnn plnnning ''as nnt '"ell de\ eloped in dc\cl(lping countries. I hey 

alc:o noted that "here fonnal long term planning" as undertaken, it \\as main I} in large 

organizations, most nf,,hich \\CIC subsidimico:: of multinational corporations. 

Tnhlc ·'-08: nturc of ~,f ratcg ic pla nning 

Nature rrcgucncy Percentage 
No strate&!£.e!anning 2 13% ·-f-ormal strate~_2lanning 9 56% 
Informal strategic Jllanning s 31% 
Total 16 100% 

Just over half ol the companies studied (56°'o) ha'e formal strategic planning, while 

31°~ of the firm s cmplo} informal strategic planning approaches. In fact it is the 

researcher's contention that if investigated further, the l\\O companies that reported not 

to have strategic planning could possibly be having an informal approach. This agrees 

\\ith Mint/berg ( 1985) \\ho sees strategic planning to be a continuum from informal to 

fom1al. 

Table 4.09: Presence of a mission s tatement 

..-
~cscn t rrcguenc~ Percentage 
~s. a \Hillen one 6 38% -Yes, an umHitlcn one 6 38% -No 4 25% 
Total 16 100% 

An equal number or companies studied (38%). reported to have either \Hillen mission 

statements or Ull\\ ritten ones. "l he rest did not have an) mission statements. As cttcd in 

literature, firms can either have \Hitten or Ull\Hilten mission statements. 
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Tnblc 4.10: Plannin~ hnri10n 

I llorizon -- rrcgucnC) PcrccntaJ,te ·-ll css than 3 ) car!' 2 13% 
3-5)ears 10 63% 
Over 5 years I 6% 
No response 3 18% 
Total 16 100% 

I he predominant planning hon;on is hct\\Ccn 1-5 years. as practiced b} 63% uf the 

companies stu<..licd. l'his is a good enough period as it is neither too long nor too short 

and it allows management to project into a foreseeable future. 

Table 4.11: F req uency of r·cvision of strategic plans 

Frequency Number Pcrccnta~ 

Annually 7 44% 
2·3 }ears I 6% 
Above 4 ):'Cars I 6% -
1\s frequentlY_ as re'l!Jircd 2 J)O,o - -

~o_re~onse 5 ) JO,·o --
Iota I 1 16 100% 

An annual revision of the strategic plans is adopted by 44% of the firms because such a 

}early review ensures that the strategic plans are still relevant to the circumstances of 

the fim1 . It also ensure<> a better strategic control of the plans. 
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Tnhle ~. 1 2: Rc~pon sihil i t) for s tra lcJ!ic ph111 ning in the u rga ni1a tiu n 

Rcseonsibilitl - Frequent) Pcrcemage 
Board of directors 6 38% 
Chief Executive Oniccr •1 25% f- -- - - -cnior managers 3 19% - --Consultant I 6n' 10 ~ 

1 1\o res onse 2 13% -·-Total 16 100% --

In 63% of the companies. either the hoard of directors (38°6) or the chiefe\ccutive 

officer (25%) is responsible for strategic planning. This is e:-.pccted because they 

consti tute the strategic apex of the com pan). hence are responsible for the strategic 

steering of the company. Furthermore. thi s finding revea ls that the board of directors 

can be actively im olved in strategy formulation. especially in the small and medium 

si7ed companies. 

Table ~. 1 3: O rde r· of perfo rma nce o f the va rious tasks of the stra tegic planning 

process 

r.:.---:-
Order lrequcncy 
1.2,5,3,4 I 
~.5,4,3 I 
2.1.3,4,5 4 
~4.3,5 I 
2,1.5,4,3 I 
2,3,1,5,4 I 
No response 7 
Total 16 

Kl Y: 1-Anal}sis of external em ironment 
2-Analys is of internal em ironment 

Percentag_c 
6% 
6% 
25°o 
6% 
60 ' 10 

6% 
--

44% 
100° ~ 

3-Defin ing or rc\ ising the corporate "is ion. mission and strategic objccti vcs 
4-Devcloping corporate strategies 
5-Choosing the appropriate strateg} 
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I rom 'I able 4.1 3 nhO\ c. it can he ccn that 37° o of the firms tart their stmtegic 

planning procc s h) initially nnni)Zing their intcmnl en\ ironment. then l(lllO\\Cd h) thr 

external ern ironment . I his approach ngrcc \\ell "ith literature, \\hich ·ttue" that 

~trntegic planning s tarts '' ith en-. ironmcntnl nnnl) sis. allhough in prnctil'C their cxi t s 

' nriatiuns. f(,r cxumplc. '' hcthcr tn stm l "ith thl· anal~ sis of the c.\tcr nul erl\ ironment 

or internal environment. ::?5% ufthc cornpanic perform the strategic planning procc s 

in the foliO\\ ing order: anal) sic; or the internal environment. analysis of the external 

environment. defining or n:,ising the corporate vision. misc;ion ami strategic objccthcs. 

developing corporate strategies and final I} choosing the appropriate strategy. 'I his 

approach follows that cited in literature. l llmever. it should be noted that there \\ere 

other companies that follow other apprm1chcs. I he \ariatinns in the order of 

performance of the various tasks or strategic planning agree with Ginter et al ( I <JX~). 

''ho postulates that strategic planning is not a \\CII-delincd logical am.l explici t process 

as models suggest. 

lienee there arc \ ariatiuns in actual practice in the approaches aJoptcd by manag~r~ in 

the way they undertake the different components of the strategic planning process. 

lahlc 4.14 : 'ahrrc of the companie 'ohjccli \C~ 

.---
OhJCCti\e f'reguency Pcrcentngc 

hort term 2 IJOo 
Medium term 3 19% ---·- - -Long tenn 3 19% 
Both short term anti long 5 30% 
term 
No response 3 19% 
lotal 16 100% 
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In table ·U 4 abll~C. 30% of the companies studied rcpollcd to have both short term 

and long-term corporate ohjecti\e'\, 

T11hlc ·U S: Pa rticipa nt~ in the selling of corporate ohjcctiHS 

Particip_.1nts Frequency Percentage 
Board of directors 6 38% 
Chief rxccutive Officer 2 . 

13% ---enior managers 5 31% 
No re~nse 3 19% 
lotal 16 100% 

Again 38°·o of the companies reported that the boatds of directors participate in the 

selling of corporate objectives, whi lc another 31% indicated that senior managers are 

involved. 

According to llambrick ( 1987). top management teams arc important in the strategic 

success of the organi7ation. hence should be involved in strategy formu lation. I Iarrison 

(1987) asserts that board committees can also play a role in a company's strategy 

formulation. 

In addition, depending on the size of the firm, senior managers could also be 

responsible for strategy formulation in the firm . In fact. 'I hakur ( 1998 ), '' ho studied 

fifty-~ix medium si7ed American based manufacturing firms. concluded that sta atcgy 

making should not be the job of an elitist group alone M iddlc level managers need to 

be involved too. 
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Table -'.1 6: Features that chnracteri1e the ~;trategic J>lnnning proces'l 

Feature Frcqucnc)_' __ Percentage 
formal meetings 9 56% 
~nal planning interactions 6 38% 

I 1me-tables for plan 0 0 
prcparntions, clearl) assigned 
responsibi lities for planning 
ll:tve a planning derartmcnt 0 0 'o response I . 60' ;O 

Total 
~ 

16 100% 

r rom the findings in Table 4.16. 56° o of the firms studied characteri zed their strategic 

planning process as formal. \\bile 38 % characteri1ed it as informal. 1 hi s slams that a 

greater proportion of the firms investigated use formal approaches in thei r strategic 

planning practices. 

Table 4.17: Constituencies to nhich s trategy is communicated 

Const iluent FrequenC}' Percentage 
lr;tcrnally in the organinti<!!!_ 8 50°·o 
[ \ tcmall) to relevant 0 0 
~nst i tuenc ics 
Ooth internally and externa ll y 3 19% 
~0 rCSEOilSC 5 31% 
1 otal 16 100% 

In rable 4.17 above, it can be seen that 50°/o of the companies communicate their 

strategy internally, \vhile 19% communicate both internally and externall y. None of the 

companies studied communicates their strategy solei) to external constituencies such as 

creditors. financiers and suppliers. 
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Tuble 4.18: T ools used in s tra tegic p la nn ing 

' 1 ool Frcttucncv Percentage 
~I • 

':> \\0 r anal)'sis 8 50% 
Strategic gaE anal~ sis I 6% 
PI <iT anal)sis 2 13% ·-Portfolio matrices () 0 

1-
l\o response 5 3 1% 
Total 16 100% 

Observe in fable 4.18 above that 50% of the companies indicated to usc <;WO'l 

analys is in their strategic planning. l'his is probably because it is a '"cll-kno\\> n tool 

amongst many managers in Kenya and that it is rclati\'cly easy to usc. I J% indicated to 

uc;e PEST anal) sis. 

;f. / .3 STRATEGI C ANAL J'SJS AND C/10 /CE 

Table 4. 19: A pproaches used in sclcceing apa>ro pria tc s tra tegy 

--
[ rrequenc) J Percentage Approach 

1-Using intuition and gut feel 5 31 °/C) 
Using rational and anal) tical 8 I 50°/o 
decision making processes 
Negotiation with key I 6% 
sto:~kcholders 

7 No re~onse 13% -· -
Total 16 100% 

1 he results in the tab le above indicate that 50% of the firms usc rational and anal)tical 

decision-maki ng processes while 3 1 %usc gut feel and intuition. 

Keith et al ( 1998). have indicated that despite cxtcnsi' e analysis and discussion. 

managers tend to use gut feel and intui tion in selecting the appropriate strategy of the 

firm. 1 hey also argue that in small firms, strategic managers tend to be founders of the 
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firm, thus usually pn" itlc a vision, ''hich is diff icult to dislodge. Small firmmmwgc1s 

ma} therefore he less rational in thci1 trntcgic decision mnking p1 ocess. 

rahle 4.20: Com p~HI ) \ a lues 

I Value 
I 1,412.3 

1.3.2.4 --- -
l.t3,2 
2.U.3 
2.1.1.4 - --
~o response 
Total 

K[Y 1-Qualit) 
2-Corporatc I mage 

FrequenC)' 
·1 
5 
I 
I 
I 
4 -
16 

3-Customcr satisfaction 
4-Business ethics 

Percentage 
25% 
3 1% 
6% 
6% 
6% 
25% 
100% 

It should be noted that quality is ranked very highly by 62% of the respondents . This is 

because or the s tringent qual it) conccms by consumers of pharmaceutical products that 

have forced the phannnccutical manufactures to consider it in their sttatcgy. 

I he pharmaceutical manufacturers do not focus on economic goals only, they hti\C 

\alues too. 
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-'.1 FACTORS AFFECTI~G TRATEG I Pl A~ l NG Pr~A ' I ICES 

Literature suggests the folio\\ ing four factors as innucncing the strategic 

planning practices of a firm. These are compan) site. company age. company 

O\\Oership. and the characteristics of management amongst other related factors. 

In this ''ork, I have attempted to establish whether these factors and others affect the 

strategic planning practices of the companies studied. Towards this end, cross-

tabulation of various variables ''ere used, which yielded the folio\\ ing results. For 

details oflhe resul ts on cross-tabulations, refer to appendix V. 

Table 4.21 : Company size (number o f permanent employees) and presence of a 

strategic plannin~ department 

-
Number of Classification Presence of Absence of TOTALS 
Permanent of company strategic strategic 
Employees size planning planning 

dc~rtmenl. _ department -- 1-· -

0-25 Small I 2 3 
--

26-75 Medium 2 7 9 

76 and More Large 2 2 4 

TOTALS 5 II 16 
~ 

A pattern was noted between company si1e. as determined by the number of permanent 

emplo)ees and the presence of strategic planning in a compan)'. 

lhirty one percent (31 %) of the total medium and large companies studied had a 

strategic planning department: '"hile on I) one of the small companies had a strategic 

41 



planning department. Out of the eleven companies that did nut ha\ c a strategic planning 

department nme or eighty l\\O percent (82%) \\ere either medium or large companies. 

the rest ( 118%) \\ere small companies. 

One would have expected that all the large companies studied had a strategic planning 

department. However. this \\as not the case hecauc;e the approach used to catcgoritc the 

companies into various sites was relative and not absolute. In actual fact, \\hen 

compared to firms in other industries, the local pharmaceutical manufacturers arc 

indeed small firms. hence the finding that majority or them have no strategic planning 

departments. 

Gilmore ( 1971) noted that smal l and medium sized companies do not have the benefit 

of planning departments and such firms therefore need a simple. practical app1 oach to 

strategy formu I at ion. 

Table 4.22: Age of the company and nature of strategic planning 

Number of Classi fica lion Formal Informal No strategic l O'I Al S 
years in of company strategic strategic planning 
operation age planning planning_ 
1-1 0 Young 2 3 I 6 1-:- --~ 
~0 Middle age 5 I 0 6 
31-40 Old 2 I 0 3 --Over 40 Vcryold 0 0 I I 
TOTALS 9 5 2 16 

In lablc 4.22 above. observe that; ofthc young companies. one (16%) didn't ha-..e any 

strategic planning, two (34%) had formal strategic planning and three (50°/o} had 

informal strategic planning. 
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Ob~;ene that seven (7) or 6--l% of the medium aged-to-old companies (I 1-40 ) rs) had 

formal strategic planning, whi le two had informal strategic planning 

The one ver) old company (over 40 yrs) had no st~ategic planning. because it was a 

small family owned business. 

It is clear from these findings that older companies tend to employ more formal 

approaches to strategic planning compared to )Oungcr companies, \\hich predominantly 

employ informal strategic planning. 

Table 4.23: Company s ize (number of employees) and mtture or strategic planning 

Number of Classification Formal Informal No strategic TOTALS 
permanent of company strategic strategic planning 
employees s ize planning planning 
0-25 Small I I I 3 
26-75 Medium 5 3 I 9 --
Over 76 Large 3 I 0 4 
TOTA LS 9 5 2 16 

According to Table 4.23, of the small companies, one (33%) didn't have any strategic 

planning, one (33%) had formal strategic planning and one (33%) had an informal 

strategic planning. 

Among the medium sized companies, five (56%) had formal strategic planning; three 

(33%) had strategic informal planning, while one (II%) didn't have strategic planning. 

Among the large companies. three (75%) had formal strategic planning, while one 

(25%) had informal strategic planning. 
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It should be observed that all (I 00%) or the large companies practiced strutcgic 

planning and that 75% of the large companies tend to use formal approaches to stratl!gic 

planning as compared to the smaller companies. 

According to l'hompson and Strickland ( 1989). large firms tend to develop their 

strategic plans fonnall) via annual strategiC planning c)cles. complete '' ith prescribl!d 

procedures. forms and timetables. 

Table 4.24: Compa ny O\\ ncr hip and na tu re of stratc~ ic plan n in~ 

-Q,,nership Formality Informality No strategic TOTAl~ 

planning 
Private 8 5 2 15 
Public ~ 0 0 I -

..I.OTALS 9 5 2 16 

There was only one public company, which is government O\\ned, and this had a formal 

strategic planning process. 

Ho\\evcr, 87% of the private companies had either formal strategic planning (53%) or 

informal strategic planning (34°o). 

Onl} l\\>0 ( 13%) of the private companies didn't have strategic planning. 

Thompson and Strickland ( 1989), argue that in small owner managed companies. 

strategy making is dc,clopcd informally. often ne.,.er being reduced to \\riling but 

existing mainly in the entrepreneur's mind and in an oral understanding with key 

subordinates. 

Since 94% of the companies studied were privately O\\ ned. and given that only one 

(6%) \\aS a public (government owned) company, it will be inappropriate to draw 

concrete conclusionc; about the relationship bemeen company ownership and nature of 
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c:trntcgic plnnning. Dc-.pitc this scthack, it is importnnt to nntc thnt the single public 

compan) had a \Cr) \\ell dclincJ formal strategic planning proces_, suggesting thnt 

public ~ector companies practice formal stmtegic plnnning. 

Tahlc ~.25 : Stability of bu inc;,;, environment and nature of the strategic planning 

hori1on 

.-- -trategk Planning I lorizon C., table l m ironment . Unstable Enviromm:nt --J_css lha~cars 0 2 
3-S years 2 8 
More than 5 'cars () I 

% tAl S ·---- -
2 II ~ 

Of the thirteen ( 13) companies that responded to this question. two (I 5%) view the 

crwironmcnt as stable. and had a 3-5 )Car planning horizon. 

Among the eleven (II) companies, which consider their environment as unstable , I\\O 

( 18%) had a short (less than 3 years) planning horizon. whi le eight (73°,o} had a 

medium (3-'i }Cars) planning horizon and the remaining one a long planning horizon. 

·y hcse findings s uggest that a C<llllpany's perception of the stability of the business 

environment innucnces the strategic planning horizon adopted by the compan} 

llo\\Cvcr, because of the small population of the companies studied. the relationship 

bct\\ecn stable environment and a long term planning horizon ''a" nut observed. 
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fnhlc 4.26: Frcquenc) ur rev is ion o f stra lc~h: pla n.., a ncl en\ irunmcntal ~ l a bility 

enC.) of ~t.thlc em ironment Un tahlc 'TO l"t\1 S 
sion em ironment 
~y I G 7 
cmb~ 0 I I 
3 }Cars 0 I I 
\L ~ I 8 9 

Looking at ·y able 4.26, majority (6) or 86% of the comr.anies that revise their plans 

annual l} consider their business en\ ironment as unstab le. This is expected because an 

unstable, unpredictabk environment warrants a more frequent re\ision ofthc strategic 

plans to ensure that the plans arc congruent to the cmironmcntal conditions facing the 

firm. 

Table 4.27: Company ownership and rcsponsibiJit) for s trategic planning 

I Board of I Chief j Senior -- - ~ 

Ownership Others TOTAI .S 
directors executive Managers 

officers 
Pri\ate 6 4 2 I 13 
Public 0 0 I 0 I 
TOTA l S 6 4 3 I 14 

In 77% of the private companies. either the Board of Directors (46%) or the C r .O's 

(3 "o). \\ho also are the O\\ ners of the company, have a strong involvement in the 

strategic planning process of the company. r his is due to the htct that the) arc deeply 

and intimate!) concerned about the survival or the company. 

In l\\O ( 15~o) of the companies, the senior managers arc responsible for strale~ic 

planning and these are main ly famil} businesses 
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The one pull lie com pan~ tudicd reported that strategic planning in the com pan) is all-

inclusi ,c. irl\uh ing the entire range of senior managers. \\hich includes the Chief 

E~ccutiH~ Olliccr. In the same company. the Board of Directors has a diminished 

in\(ll\crncnt in the cumpan~ 's stmtcgic planning process. 

Tahlc 4.28: Caliber of ~cnior rnana~cmcnt and tools/tcchni'IUC~ used in strat~ic 

forecast in~ 

Caliber of - --- -Qualitative Quantitati'c Both TOTALS 
t.:nror tools tools quantitative 

\1anagers and qualitative 
No technical or 0 I I 2 
management 
training 
T· 2 2 2 6 cchnrcal 

specialist with 
~ rngt traininJL. - - --- t-- - -I cchnical I 0 3 4 
speciali st with 
mgt training 
Professional 0 0 2 2 
managers 
TOTAlS 3 3 8 14 

Senior managers with no technical and management training tend to usc simple 

quantitati\C or qualitati\e methods of strategic forecasting. \\hile those with 

management training rei) on both qualitative and quantitative methods. Formal 

management training is important in equipping managers with the skil ls necessary to 

effectively process and interpret information. that fonns a vitnl input in the strategic 

decision making process. 
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Tnblc -'.29: Comp~1ny ow nership and communication of st r~ttelu 

Q,,nershiE Internally E.\ lerna II)' 'I O'J'Al S 
Pn,atc 7 3 10 . -

Public I 0 I 
TOIAIS 8 3 II 

From Table 4.29 a hove. it can he seen that 70% of the private companies communicate 

their strategy internally and these arc l~unil) O\\ ned businesses. 30% of the companies 

communicate their stratcg) externally. 

Being rrivate and family businesses. the managers prefer to keep information on the 

company's strategy secret and hidden from external parties in the false belief that an) 

exposure will lead to out maneuvering by their competitors. 

Table 4 .30: Res ponsibility for· enviro nmental scanning and company size (number 
of permanent employees) 

-- -Number of Classification II ired Market Individual I'O'I AI.S 
permanent of company consultant research departments 
cm[l_l<ryees Si/e linn 

t-: ---t-o 0-25 Small 0 I I 
26-75 Medium 0 I 7 8 
Above 75 

r-
I I I 3 ~c 

TOfAIS I 2 9 12 

In small companies (0-25 emplo)ees) as well as medium sized ones (26-75), 

environmental scanning is largcl) the responsibility of individual departmental heads. 

Large companies (above 75 employees) usc both internal departmental heads and 

external agents. like market research companies and hired consultants. 
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As the companies grow in si1e. there is an incn:asc in the resource available: hence 

the} are able to afford external ser\liccc; like market research companies and 

consu I tants. 

On the other hand. smaller companies \\ith limited resources arc only able to utilize 

thetr meager resources to stan the en vi runmcnt. 

Table 4 .31: Caliber of senio r management anc.J sequence of s trategic planning 

Caliber of 2. 1.3. L5 
---r--

2. 1.4.3.5 1.2.5.3.4 2.3.1.5.4 
-- -~ 

1.2.5.4.1 6 TOT/\1 c;; 
SCI IIlii" 

management 
No technical 0 0 0 0 I 0 I 
and mgt 

,_training 
-~-~- --1-- --Technical I I 0 I 0 I 4 

specia list 
\\ith no 
management 
training 

·-1- -Technical 2 0 I 0 0 0 3 
specialist 
\\ ith 
management 
training - -Professional I 0 0 0 0 0 I 
manag_crs 
TOTALS 4 I I I I I 9 

It appears that those companies whose managers have formal management training usc 

predominantly the following sequence: 

• Analysis of internal environment 

• Analysis of external environment 

• Defining or re,ising the compan) 's mission statement and c;tratcgic objectives 

• Developing strategies 

• Choosing the appropriate stratcg) . 
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The o;equence abm e n:llects the step proposed hy many authors on strategic planning. 

lhe practice in the indu tr). ho,,e,cr. is to anal)le the internal cmironmcntal aualy is 

first , lollo\\cd b~ e:-;ternal cnvironmcntul anal) sis. ·r his approach could he seen a" a 

resource hascd approach. in ''hich a compan) appraises and identifies its strengths and 

uni4uc competencies first then uses them to tackle upportunitics in the em ironment. a 

oppoc;ed to the identi lkation of the opportunities lirst. then the creation of strengths and 

competencies to handle them. 

Table 4 .32: Compan} ownership ~•n<l participants 111 the seftin~ nf curpurate 

objectives 

0\\nership 

\JlC 3 
blic 

OIA I S 

juuanJ of Chief executive Scni01 'I 0 J'ALS 
directors officers f\lanagcrs 
6 2 4 12 
0 0 I I 
6 T 5 13 

In 67% of the private companies. the board of directors (50°o) and the C.E.O's ( 17%) 

predominantly participate in setting the company's objectives. 

Table 4 .33: Nature of strategic planning and tum information un tlu.• ' 'urious 

a.l>ccts of the bu in cc; en,·ironment is collected 

No strategic Formal strategic Informal 'IOTAI ~ 
planning planning Mratcgic 

_Eiannin~ 
U ing both I 9 5 15 
\Crbal and 
\Hittcn sources 

Com ponies wi th formal strategic pi ann ing, \\hich represent 60% of the cnmpan ics 

studied, prcdominontly search for information using both verbal and \Hillen sources. 
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1 a hie 4.34: Caliber of ~enior m~tnagemenl and lout-. used in stra tegic planning 

Calihcr of senior SWOt' un:tl)'\is ] Strategic gap PES r analysis rorAt.s 
m~nagcment analysis 
~o technical and 2 0 0 2 
management 
training 
Technical 2 0 , 4 
c;peciali"t with no 
management 
training --Technical 2 I 0 3 
speciali st with 
management 
training --7rofcssional 2 0 0 2 I managers 

Al S 8 I 2 II 

Companies '' ho~c senior managers have no management training usc PFST anal) sis 

alone. 1 his method is considered to be quite easy to usc. Those whose senior managers 

ha'c management training usc predominantly SWOT analysis and even strategic gap 

analysis. which arc considered to be superior to PEST analysis. 
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Tahle 4 .35: Husines-; scope and nature uf strategic phenning 

I ~ature Of Local (within -Rcgiuna I Cilohal (ucross 'I o-;-rA I S 
strategic the country) ('' ithin Aflica) con tinents) 
pJ.mning 
No strategic 2 0 () 2 
planning - - -· Formal 3 5 I 9 
strategic 
planning 
Informal 2 2 I 5 
strategic 
planning 
TOIALS 7 7 2 16 

All those companies without a strategic planning func tion ( 13%) opewte only locally. 

The rest (87%) with either formal or informal strategic planning. operate both locally. 

regionally and globally. 

']he scope of a company's husincss appears to influence the presence or absence of 

strategic planning in a company. Companies'' ithout an> strategic planning fum:tion all 

have a loca l focus on I). 'I hose\\ ith an external focus IHI\:C a strategic planning 

function. This could be due to the reason that C\ternal business markets arc usual I) 

more demanding and complex in nature. thus requiring companies to plan well in order 

to succeed in such markets. 
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Tuhlc ... J(,: Nature of strateJtiC planninJt and urder uf importance of coqlUratc 

'aluc' 

Natu re of 1.4,2.3 1.1.2.4 1.4.3.2 2.4.1.3 2.3,1.4 T<>I'AI S 
.;trnlcgic 
plannin~ 

·-J'ormal 2 4 () I 0 7 
Informal 2 I I 0 I 5 . 
l'OJ'A l ~ 4 5 I I I 12 ·-KEY: !-Quality 3-Cuswmcr satisfaction 

2-Corpomtc Image 4-Business ethics . 

It can he observed from ·1 able 4.36 above that 86% of the companies'' ith f(mmtl 

strategic planning consider the f(ltlcm ing to be the order of importance of corpomtc 

values: 

Qual ity, cu,tomer satisfaction. corporate image and business (57%) 

Quality. business ethics, corporate image and customer satisf~tction (29%) 

It should be noted that quality is very important among the industry. 

"I hose \\ith an informal strategic planning chose liberally. with no apparent pattern. 
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Table 4.3'": ~a lihcr of scnim· ma naJ!cmcnt a nd the order of importune<.' of th t.• 

corporate ntlu c4! 

Caliber of 1,4.2.3 
.;cnior 
management 
No technical 0 
and 
management 
training 
Technical jt 
specialist 
\\ilh no 
management 
training 

;-- - ··~ 

Technical 0 
~r>ecialisl 

with 
managerncn l 
training 

rp;-ofessionul 0 
managers -
TOTALS 4 .._ 

KEY: !-Quality 
2-Corporatc Image 

1.3.2.4 

I 

I 

2 

I 

5 

I .L3.2 2A, I,3 

() 0 

. 
I 0 

0 0 

0 I 

I I 

J-Customcr satisfaction 
4-Business ethics 

2,1. 1.4 ·r o fl\1.s 

0 I 

·-
I 7 

0 ") ... 

0 2 

I 12 

lhose companies (25%) \\hose senior managers ha've management-training chose 

predominant ly; Quality, customer satisfaction. corporate imugc and then business ethics 
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CIII\PII R I IVE 

5.0 Sl'l\1 tARY, DISC SSIO~ AND CO CLl'SIONS 

5 ~l MMi\ R Y OF H NDINGS 

This stud) had t\\O rc,cnrch uhjcctivc". namel) {i) To identify the strategic planning 

practices of the lucal pharmaccuticu I manul~tcturers and ( i i) l'o it.lcnt i fy the factors that 

inOuence the practices. In ord~r In identify the strategic planning practices. the 

researcher foll(med the fo llowing steps of formal strategic planning as adopted from 

the literatur~: 

• l nvil on mental anal) sis 

• Defining or revising company vision. miss ion and strategic ubjcctivcs 

• Developing strategies 

• Choosing appropriate strategies 

5. 1.1 E111'ironm enlal ana(I'Si\ 

The hus iness environment of a linn can be dhided into t\vo components, the external 

business component and the internal business component. The external environment 

comprises all those factors c~terna lto the business. like the political. economic, social 

and technological factors. competitors. suppliers and customers. 'J he internal 

en\ ironment includes resources. faci lities and competencies possessed hy the hus111css. 
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In this stud) , the teun en\'irunmcntal analysb has been used to dcnotl.! the external 

hu 1ess c.nvironmcnt. 'I he prncticcs imc ligated relate tu the cxtcmal ern ironment. 

I he loiiO\\ ing practices \\ere idl.!ntiricd. 94% of the companies studied "erl.! fbund to 

search for information on the 'urious aspects of the hu incss en\ ironment using both 

verbal and \\l'ittcn "ourccs. In ·~4% or the companies, collection ofinf(mnation on the 

varruus aspects of the business environment \\US the rcsponsibilit) of the marketing 

department. ''hilc in another 4•t% ufthe companies: it \\<lS the rc,.pon ibility ofull the 

departments in the otganintion. In 56% of the companies. individual department heads 

carried out ern ironmcntal scanning and analysis.'' hilcl9% usc external agents like 

hired consultants and market research companies. Of the firms studied. 50% usc huth 

qualitative nnd quantitative methods of stratcgrc forecasting. Asked whether they carry 

out competitor analysis. 75~o of the firms studied reported to du so. The most popular 

approaches used for competitor analysis were market ~hare analysis. as used in 50% of 

the companies and absolute sales turnover in 13% of the companies. 

5.1.2 Defining corporate t•i\ion, mi.n ·ion aml 5trategic ohjectil·e'i 

It \\a-; found that 69% of the companies studi..:d lack a ~tratcgic planning dep<utmcnt. 

probably because they cannot afford to have such a department, given their small "i'c 

56° o of the companies practice formal strategic planning. 31% practice informal 

strategic planning, 38% ha'e a \Hillen mission statement and 3R% h:l\ e un\Hiltcn 

mission statements. 
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In addition. 63% nfthc companies have u 3-5 )Car strategic plm111ing horizon," hilc 

4-l% reported to rc\ isc their sllatcgic plans annuall). 

In 63% of the compnnie". either the bonrd of directors (38%) or the chicfexccuti\c 

officer (25~;o) was responsible for c;trategic planning. 37% uf the companies start their 

strategic planning process by initinlly analy1ing their internal em ironment. follcml.'d by 

the analysis of the external erl\ ironment. 30% of the companies ha' c both short term 

and long-term objcctive5. 13% have short-term objecti\ es. 19% ha\e both medium term 

objectives, while 19% ha\C long-term objecti\lcS. 38~o reported the hoard of dirc~.:tors to 

participate in the setting of corporate objectives." hile 31% reported the participation 

of sen ior management. 

In 56% of the companiec;. formal meetings characterize the strategic planning process. 

'"hcrcas in 38%, it is characteri1cd by informal planning interactions. 50% of the 

companies usc SWOT technique in analyting their environment. \\hilc 13"1o usc PI ~ I 

analysis. 50% of the companies communicate their strategy internally. while 19% 

communicate both internally and externally. 

5./.3 Strategic: p ltmning nml clloice 

It \\35 found that in 50°-o of the companies studied. the managers usc rational-analytical 

decision-making processes. while 13% usc gut feel and intuition. In 62% of the 

companies, quality is ranked highly. 
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5.1.4: Factor\ iuj 1ue11ci11g th eir \trttf(·~h' plun11i11g practice\ 

The stratcgtc planning practices of the local pharmaceutical manufacturers "ere (i.lund 

Lobe influenced by a number of fnctors, nmong them the follm' ing: company size, 

company 0\\ner:;hip. company age. caliber of senior management. stability of the 

buo;mess en' ironment and business scope. 

5.2 DISCUSSIONS 

5.2.1 The strategic plam ting practices 

In this section, a discussion of the strategic planning practices that \\Cre investigated 

shall be made. under appropriate sub-headings. 

Col/ectiun l~{ information on the various aspects of the businer;s environment 

In 94% of the companies studied, this was found to be done through the usc of both 

' erhnl and written sources Ccrto and Peter ( 1993) cite numct ous sources of 

information that managers can usc, like journals, reports. professional meetings, 

con fcrenccs, cmp lo) ecs and consultants. In addition. Jaunch and Glueck ( 1988), state 

that a firm can usc both formal and informal sources in analyting the environment. 

Rc.\pomibilityfor collecting il!{ormation 011 mriou., avu!ct.\ of the hll\inr.H 

environment 

In 88% of the companies. either the marketing department or every department in th~ 

organization was responsible for the collection of required in formation. None of the 
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companies <;tudicd hnd a corpot me planning dcp~rtmcnt, ( rablc 4.02). 1 his could be 

attributed to the small site of these companies. making them resort to vesting this 

responsibility \\ ith one of the c:..:isting functional departments like the marketing or 

linnnce department. I he mat kcting department is fmutcd by 44% uf the companies 

because it is the only department that directly interacts\\ ith the external husiness 

en\ ironment , hence most npptnpriatcl) placed for this function. 

Tool.\ ancltcc:lmhJm's 11.\ecl in .\lrate~icforecO\ting 

'1 he different types of tools and techniques that could he employed in c;trategic 

forecasting can he broadly classified as qualitative or quantitative. From Table 4.03. 

50° o of the companies studied usc both qualitative and quantitative methods in strategic 

fotecasting. 1 he usc of both methods is considered to yield better information as 

compared to the single usc nf either of the methods. Some of the techniques, such as 

seeking expctt opininno;, can he fairly simple. whi le others, such as trend extrapolation, 

can be quite complex. (Ccrto. 1993). 

Compel ilor mwly' i.\ 

Competitor analysis is importnnt in helping a firm to idcntil)' its position in the market, 

relative to its husincsc; rivals. In Table 4 .OS. obscn c that 7 5% of the firms carry out 

competitor anal) sis. 'I here arc several wa)S of doing competitor analysis like rdnthc 

market share or relative price position. (Koch. 1995). The most popular approach used 

by the local pharmaceutical manufacturers was market share analysis. used hy 50% of 

the comp:mics ('I nblc 4.06). probably because of its rclati\ c case of usc. 'I he usl.' of 
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strategic Froup anal) sis is ntrc. probably because it is a technique that is not familiar 

"ith the management. 

PrcHmc:e of a <;trategit· plmmin~ clcparlmt•nt 

Accon.ling to Table 4.07, 69% of the firms studied do not hn\ie a strategic plnnning 

department. 1 his might be hccausc majority of the firms that comprise this indu~tr) arc 

not big enough to afford separate and functional strategic planning departments. 

llo\\ocvcr, as the compnnics grow in si.rc. it is expected that the} ''ill create a strategic 

or corporate planning department, ded icatcd to the task of crafting the firm· s strategy. 

Nature ojstrategic plcmni11g 

From Table 4.08, 56° o or the com panics studied reported to practice formal strntel!IC 

planning, wh ile 31% reported to practice informal strategic planning. This reveals that 

formality is favored more by the firmc:;. because it streamlines the strategic planning 

processes of these firms. 

Pre<;cnce of a mis\ion \ICII£'mtml 

According to the findings in rable 4.09. 76% of the firms have a mission statement. In 

38~o of the companies. it is \Hillen. \\hile in another 38%. it is llll\Hiltcn. It would be 

more desirable if a lithe companies had a written mission statement. to which all 

stakeholders could easily refer so as to know precisely the purpose of the li1m's 

business. 
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Planning lwri=cm 

The predominant planning horizon obser\ed in Tahlc l.l 0 \\as bcl\\ccn J-5 ) c:us. as 

pract1ced by 63% of the companies studied Considering the em ironmcntal 

circumstances in \\ hich the firms operate. this time hori1on is considered nppropriatc 

because it allows for predictability of the future as \\ell as room to change the st rategy 

to ensure that it is relevant to the environmental conditions facing the firm. 

Frequency of revision ojstrategic pluns 

In 44% of the companies, the strategic plans are reviewed annually (Table 4.11 ). "I his 

ensures that the strategies developed are in congruence" ith the circumstances of the 

firm . 

Re.sponsibility for 5/rategic: planning in tlte organi:alion 

In order to ensure a smooth, seamless strategic planning process in the organization, the 

responsibility for strategic planning should be clearly assigned. In Table 4.12, 38% of 

the firms studied reported that the Board of Directors was responsib le for strategic 

planning, wh ile 25% reported the C.E.O to be responsible. This finding is expected 

because both the board of directors and the chief executive officer constitute the 

strategic apex of an organi1ation. from where strategic direction and policy is set 

(Mintzberg, 1983 ). It should be noted that there appears to be a close .. ..-orking 

relationship between the board of directors of these firms and their chief execu ti ve 

officers. <;uch a cordial \.\Orking relationship could be attributed to the close famil) ties 

between the board members and the chief exccuti\ c officer. It is these close social ties 
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that create an atmosphere of trust" ithin the stratcgil· upc.\ and the cohesion ncccssar~ 

for a coherent corporate strategy. 

Order of perfornumce of the \ 'arivu.\ ((Hk.\ c~f I he .\ll'a/c>~ic p!Cllming pnJC:I!H 

~ lanagers perform the tasks of the strategic planning process in different patterns. The 

results in Table 4.13 re' eal the different combinations in '" hich the managers of the 

local pharmaceutical manufacturing firms perform their st1 ategic rlmm ing tasks. 

llowever. the most outstanding feature is the primacy of environmental analysis in the 

strategic planning process. over all the other steps, as practiced b) 37% of the firms. In 

addition, it is normal practice to have variations in the order of undertaking external and 

internal environmental analysis. 

Nature of the company's objectives 

In reference to Table 4.14, 30% of the firms have short-term as well as long-term 

corporate objectives. This is important because it ensures that the company's strategy 

stays focussed on both operational as \\ell as strategic goals. to capture both the near 

vision and the far vision of the firm . 

Particip ants in the seffin?, of c:m1Jorate ohjectil'e\· 

In I able 4.15, 38% of the firms have reported the board of director's involvement in the 

setting of corporate objectives. '"'hi lc 13% ha\e reported the invohement of the chief 

C\ccutivc officer. Again. this is expected because both the board of directors and the 
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chief c:-.;ccuti\c ._.meers constitute th~· ~ltnlcgic <lpcx of the linu. (Mintz! erg. 1983), 

from where strategic objectives <ue set. 

Feature\ that c/wracteri::.e the .\lrategic plwming proce\ \ 

Strategic planning can be considered to be formal or informal. Formality in strategic 

planning has its distinct advantages. In Table 4.16. 56% of the companies have their 

strategic planning practices being characteri7ed by formal m~:ctings. while in J81lo of 

the companies. it is characteri7cd by inf(m11al planning interactions. 'J hi s indicates that 

more of the companies prefer formality in their strategic planning process. 

Cmt\titueucies to which strategy i\ commtmicated 

The strategic thrust of a company can be communicated to constituencies or 

stakeholders inside or outside the organ intion. 50% of the companies in I able 4.17 

reported to communicate their stmtcgy internally. It appears that the management of 

local pharmaceut ical manufacturing companies found it sufficient to communicate their 

strategy to intenwl stakeholders only. probably because m~jont} (94%) of the firms 

wac; private ly owned . 

1i>o/.\ used in Mrategic planning 

According to Table 4 18, 50% ofthc companico; use SWOT analysis. 13% use Pr~ I 

analysis while non of the companies used portfolio malriccs. 
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Approaclu:'> used in selecting appropria/f! strategy 

From Table 4.19. 50% of the companies usc rational ami anal) tical decision-making 

processes. ''hile 31% use intuition and gut feel. 

( 'ompany nrlTIC''> 

The results in Table 4.20 reveal that 62% of the companies ranked quality as the most 
. 

important corporate value. This shows that the firms do not focus on economic goals 

only, the) also have corporate values. 

5.1.4: Factors influencing tlte strategic plan ning practices oftlteflrms studied 

The fo llo\'.ing factors were found to innucncc the strategic planning practices of the 

companies studied. These arc: 

Company size: The larger companies tended to have either strategic planning 

departments or a strategic planning function, and were found to employ more formal 

approaches to strategic planning as compared to the smaller companies. 

Company age: The }Ounger companies had a less formal approach to strategic planning. 

The older companies employed a more formal approach. 

( ompany oH·ner.~ hip · I he privately O\\ ned companies had a mixture of either formal or 

in formal approaches to strategic planning \\hcrcas the only public compan) studied had 
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a formal approach to strategic planning. Furthermore. in the privntcl} owned 

companic. strategic planning ''as large!) the rcsponsibilit) ol'thc hoard ofdirecwrs 

and the chief exccuti' e officer. Such companies arc hesitant tn communicate their 

.;tratcgy cxtcrnall ). probably because nfthe fear of exposing their tmtcgics to nthcr 

competing firms. 

Caliber (~{ \l!llior mwwgcme11t: 'I hose <.:om panics in wh i<.: h sen io1 nHIIHtgcrs have -;orne 

fonnal management training employ more rational and formal approaches to stratcgit: 

planning and choice. Those with no management training tend to he more in formal in 

approach 

Em•II'Onmcnlal stability: The more unstable the environment. the shorter the planning 

horiLon and the more frequent the rev ision of the strategic plans. 

Bwines.\ market .\cope: Companies wi th external business market locus ha\e a strategit: 

planning function while those \\ith a local fOl:us only. do not always ha,·e a strategic 

planning function. 
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5.3 (ON LL'SIONS 

from the findings and discussions abo\ c. the folio\\ ing conclusions can be mude. 

i) The local pharmaceutical manufacturers are largely smnll und medium i1ed 

companies 1 hey are largely privately <lwned family hu-.incsscs. Bccau-.e ot this. they 

preJominantl) employ informal approaches to strategic planning. Both formal unJ 

informal approaches can still be identi ficd <1mongstthc companies studied. 

ii) Strategic planning ic; the responsibility of the boarJ of directors and the lhicf 

e:\ecuti\ c officer. who happen to be the founders. entrepreneurs and O\\llers of the 

bustness. In most cases. they arc also owner managers. 

The approaches used in strategy formulation hy the majority of the companies studied 

are Simplistic in approach. employing less sophisticated methods. 

iii) !here arc \ariations in the way the companies undertake the various tasks ofthe 

strategic planning process. IIO\\Cvcr, the most frequent sequence obscned ''as: 

analysis of the internal environment, analysis of the external environment. defining or 

revision or the corporate vision, mission and strategic objectives. developing strategies 

and choosing the appropriate strategy. 

iv) Amongst these firms, strategy is largely internally communicated and rarely 

cornnmn icatcd to c~tcrnal parties_ 
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In addition, most of the senior tn 'liH\ 'L'I'S oflh' firms studied arc naYve in the usc of 

tool s used in formal strntc 'i' 1 l:mnin '• analysis and choice. This might explain why 

majorit y ofthl' lll l iiHt' L' t · u· · si111 1listi ' approaches to strategy formulation. 

These practice ar~ innuenced by a number of factors, among them the following ; 

I. Compan) size 

II. Company ownership 

lll. Company age 

IV. Caliber of senior management 

V. Stability of the business environment 

VI. Business scope 

[t should be observed that some of the above factors are internal to the organization , for 

example, company size, a£e, ownership, and caliber of senior management, while the 

other two factors: stability of the business environment and business scope, are external 

to the organization . This means that an organization's strategy is innuenced and shaped 

by factors that are both within and without the organization. The internal factor are 

particular!) more amenable to manipulation than the external factors, hence the firm's 

management hou ld focu s keenly on them,\ hen shaping strategy. 

hnthcrmorc, one would have c. rected some diiTcrcnccs or similaritie in the way 

mana cr , ) about the variou asrect of the strategic planning practice with the 

propl iti n advanced by tntc •ic llHlll'l 'em 'Ill thcori ts. c pc<.:iall •ivcn that the lo al 

pharm uti I m 1111 a tur r up 1 It 111, tru • tlin <nom ', \\tou •ht \\ ith cni m 1tic 



and capricious occurrences such ac; Kenya's. Indeed. the stralegic planning practice of 

lhl•c;c firms \\ere rouru.J In he \l'IY si111ilar lo lho' c lJUIIIl'd ill Jiter,liUil' ill studies done in 

other parts of the \\Orlc.J. either in simi lar or different industries. 'I hcrcfurc. it remains 

clear that the practice of strategy formulmiun bin congruence \\ith theoretical 

propositions. 

5.4 I IMITt\TJONS Of TilE S rLDY 

fhere was one major limitation in this study that is worth noting. 'lim \\as the 

reluctance to provide information b) some of the respondents. 'I his rna) have been due 

to the fact that the companies concerned ''ere family O\\ ned businesses and the 

respondents either could not provide any information because it was 'compan) secret' 

as one of them put it. or the family 'patriarch'. who \\as very difficult to get. was the 

only one \\hO could provide information that \>vas being requested 5ome respondents 

just refused to anS\\er some of the questions because they felt that the) \\ere sensitive, 

as can be attested by the number of 'no response· for most of the questionc; by some of 

the respondents. 

·r he other problem \\as that the researcher presumed that all the firms under study had 

formal approaches to strategic planning. '1 his turned out to he different. Some of the 

companies had very informal approaches to strategy formulation. hence found the 

questionnaire not applicable to them in some areas. 

68 



l'hird l). not nil the firms respnmJcd. {,j,cn the mall population. this means that olid 

conclusions cannot he dr:m n ahout the entire imluo;;tr) becau<:c the findings frnm just 

oPe fim1 could drasticall~ alter rc ults found earlier about the other firms. 

Lastly. the study conccntrilted on external environmental :.mal)si" ns opposed tu both 

external and internal analysis. Thus in fhrmation on the way the companies um.lertakc 

internaJ environmental anal) sis is rather limited. 

5.5 SUGGE5TIO"'-iS I OR FlJR'JJIER Rl \I \RCIJ 

Other than corporate strategy. one could look at the competitive strategic:> uo.;eJ hy 

fi rms in this industry. 

Alternatively, since most of the local pharmaceutical manufacturing cum panics arc 

O\\ned by families. one lOuld look at the decision making process ol'the munagement 

or the board , in family <mncd husincsscs. 

Other aspects of ~trategrc management like strategy implementation and strategy 

control can also be researched into. so as to obtain further insight uhout strategic 

management in this indur;try. 

The same study could be replicated to other sectors or industries fbr comparisons and 

contrasts. 
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56 RECOMMEND!\ liON~ I OR POLICY AND Pl{ t\C'IICE 

On the ''hole. it can be stated that the concept of formal strategic planning (and 

management) is not very \\ell entrenched in the local pharmaceutical manufacturing 

industry. fhis assertion can be made because oflhc following reasons~ 94% of the 

companies studied have no strategic planning department, the responsibilit) for 

strategic planning is not assigned to a specific corporate planning unit. mission 

statements are not well arllculatcd and communicated to the relevant stakeholders. the 

techniques used in strategic (()recasting arc simplistic and there is a great "aliation in 

the pattern followed in the strategic planning process. In addition. corporate strategic 

planning is not considered as a distinct separate function. like production. marketing or 

finance. Instead, it is absorbed by the other functional departments and by the general 

management. 

The concept of formal strategic planning, therefore. needs to be adopted by all the local 

pharmaceutical manufacturers. irrec;pccti"c of corn pan) site, ownership or age, because 

of the positive contribution that formal strateg) can impact on the performance of a 

company As the compan) grO\\S in site. it is necessary for management to hire 

competent managers, who through their formal management knowledge and skills \\ill 

beneficially inn uencc the practice of strategic planning in the company. In addition, 

gi\en the numerous challenges posed by the environment, the firms need to streamline 

their strategic planning functions and practices to ensure that the)' arc constantly 

aligned and relevant to the environmental conditions. 
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APPENDIX 1: SAMPLE LETTER 

UNIVERSITY OF NAIROBI 
F ACUL TV OF COM!"'ERCE 

i\IBA PROGRAMME-LOWER KABETE CA.\IPL 

Telephone 732160 Ext 208 
P .O.Box 30197 
t\airobi. Kenya 

DATE ................................. . 

TO WHOi\'1 IT MAY CO~CERN 

The bearer of th is letter .................................................................. . 

Registration 'lo: ........................................................................... . 

is a Master of Business & \dministration student of the University of~airobi. 

He She is requi red to submit as pan of his/her coursework assessment a research 

project report on some management problem. We would like the students to do thc1r 

projects on real problems affecting firms in Kenya. We would. therefore. appreciate 1f 

~ou assist himJhcr b)' allO\\. ing him her to collect data in your organization for the 

research. 

Thank you. 

DR. MARTIN OGLTU 

LECTLRER Ai" 0 CO-ORDINATOR, !\IDA PROGRAMME 
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APPENDIX II 

LIT OF REGI TERED LOCAL PHAR.\IACEUTICAL MA~lFACT RER 

I. LABORATORY AND ALLIED 

.., MAC'S PHAR\fACEUTICALS 

3 ~OVEL TY :VIANUFACTURERS 

4 BETA PH.\R~IACEUTICAL 

5 ELYS CHEMICALS LTD 

6 fNFUSION KENYA L TO 

'"' COSMOS LTD 

8 REGAL PHAR\1 ~CEUTICALS 

9 DrDY PHARMACEUTICALS 

10. AESTHETICS L rD 

II PHARJ\1ACEUTICAL ~lANUFACTLIRING COMPANY 

12 GESTO PHARM,\CEL TICALS 

n KE~YA VETERINARY VACCINES PRODLCTlON 

1-1 PHAR\P.CFUTICAL PRODUCTS LliD 

15. SPHlNXS PHAR\IACEUTICALS 

16. UNIVERSAL PHAR~IACY 

1 ~. MANHAR BROTHFRS<KENYA) LTD 

IS. BIODE AL LABORATORIES 

19. MEDI'v ET PRODUCT~ L TO 

2Q. KENY \STERILE SUPPLIES LTD 

SOCRCE: AD \PfED FRO~I THE KE1 YA GAZETTE. 15TH JU!'E :000 

77 



APPENDIX III: QLESTION AIRE 

Th s questionnaire seeks to establish strategic planning pracuces '' ithin local 
p urmaceutical manufacturing companies m Ken~a. The information obtained ''ill be 
treated in utmost contidcnce and ''ill be used for no other purpose other than academtc. 
Please. discuss '' ith the data collector in case of any difficulties or clarifica11ons 
required 

The questionnaire is in mo pans. A and B. 
Part A consists of questions aimed at obtaining general information about your 
organization. 
Part 8 seeks information on the strategic planning practices of your firm. 

Date ----------------- Questionnaire ~o. __ _ 

PART A: BACKGROU~D INFORMATION. 

!.Ownership (please tick the appropriate) 

D Private company 

D Public company 

0 Jointl} private!} and government owned 

2.HO\\ man} years has the company been in operation? 
Years ------

.. Do }OU have a strategtc planning department? (Tick) 

0 YES 

DNo 
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-t What is the nature of products manufactured? 

D Human ethicals 

D Human over-the-counter (OTC) 

0 Veterinary 
Others, please specify below 

5.HO\\ man)' employees do you have? 

Permanent Temporary 

0 0-25 0-25 

0 16-50 26-50 

0 51-75 51-75 

0 76-100 76- 100 

0 Over I 00 Over I 00 

6. What is your sales turnover per annum? 

0 Less than 25 million 

0 26-50 Million 

0 51-75 Million 

0 76-100 ~lillian 
0 Over 100 ~lillian 

7 How would you categorize the range of pharmaceutical product dosage forms that 

y0u manufacture'> 

O sroad range (more than 5 different dosage forms) 

O rmennediate range (3 to 5 different dosage forms) 

o~arrow range (less than 3 different dosage forms) 

8 What is the nature of your manufacturing operations? 

O s) nthesis and manufacture of acth:e pharmaceutical ingredients and excepients 

D Manufacture of dosage forms from locally sourced and imported raw matenals 

0 Repackaging and labeling of bulk pharmaceutical products into smaller units 
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9 What is your cornpany·s percentage utilization of the installed physical 

(manufacturing) capacity? 

0 0-20°o 

0 21-40% 

0 41-60% 

0 61-80% 

0 s1-1oo% 

1 O.Ho~ would you categorize your manufacturing technology? 

D using simple. manuall) operated machines 

D using electricall) motorized machines 

D using computerized. automated machmes 

II. Which of the fol lowing best describes the predominant caliber of the senior 
management staff (From Heads of departments to the C.E.O) in your organization? 

0 No technical and management training 

0 Technical speci<1list \\ith no management training but with on -the- JOb experience. 

0 Technical specialist with management training 

0 Professional managers \\ ith busmess and management training 

P \RT B: TRA TEGIC PLA~~H'lG PR.\CTICES 

I Do you have a mission :,tatement'? 

0 Yes. a \\ rinen one 

0 Yes. an unwritten one 

0 No 

2 Please. indicate below the nature of your strategic planning. 

D >.o strategic planning 

0 Formal strategic planning 

0 Informal strategic planning 
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3.1ndicate the year when strategic planning "as first de, eloped in your organization. 

·L What is the time horizon of your plans? 

D Less than 3 years 

0 3-5 

D over five years 

5.How often do you revise your strategic plans? 

6. Who ts responsible for strategic planning in ~our organization ? 

D soard of Directors 

D chief Executive Officer 

O senior ~tanagers 
O consultant 

Others please specify-------------------

7 State any three of your long-term corporate objectives 

a ______________ ~------------------------

b ________________________________ ___ 

c ______________________________________ __ 

8.How \\OUid }OU dc!)cribc tht! tools and techniques used in strategic forecasting by 

~ our organization? 

D using qualitati\it:, subj~:ctivt: methods like brainstorming and focus groups. 

D using quantitathc. objective methods like trend extrapolation. regression analysis 

and simulations. 

D using both qualitati'e and quantitative methods. 

81 



9.\\ hich of the following steps do you undertake :n the strategic planning process in 
)OUr organization? (Tick all those that you undertake). 

D Analysis of the external environment 

D Analysis of the internal organizational environment 

:Joefning or revising the company's mission statement and strateg•c objecti\es 

Doe\ eloping strategies to ach1eve the strategic objectives of the company 

O choosing the appropriate strateg} 

10. When you have a strateg~. to which of the following do you communicate: 

0 lnternall} in the organization 

0 Externally to the relevant constituencies (Financers, Customers. Business partners) 

D Both internally and externally 

I I. Who undertakes environmental scanning and analysis for your company? 

DA specially assigned department. 

DA hired consultant 

D Market research companies 

D lndi\ idual departmental heads 

12.lndicate in the boxes pro'<ided b) numbering appropnately the order in \\hich you 
perform the various tasks of the strategic planning process indicated below. 

D Analysis of the external environment 

D Analysis of the internal organizational environment 

D oefining or revising the company's mission statement and strategic objectives 

O oe .. eloping strategies to ach1eve the strategic objectives of the company 
Choosing the appropriate strateg) 

13.What is the nature of your company's objectives? 

D Short term 

0 Medium term 

0 Long term 
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14.Who participates in setting these objectives? 

0 Board of Directors 

D ch1ef Executive Officer 

O senior managers 

D consultants 

Others please specify-----------------

15.lndicate whether the following features characterize your planning process.(Tid.. all 
those that appl}) 

0 Formal meetings 

0 Informal planning interactions 

0 Time-tables for plan preparations 

0 Clearly assigned responsibilities for planning 

0 Have a planning department 

l6.lnd1cate the extent to which information on the fortowing is considered in the 
planning process. 

Less extent Great extent 

i) Political and legal developments 2 3 4 5 

ii) General economic trends 2 3 4 5 

iii) Competitors 
.., 3 4 5 

h) Market trends 2 3 4 5 

v) Technological changes 2 3 4 5 

\i) Social and cultural trends 
.., 

3 4 5 

vii) Organization's internal resources 2 3 4 5 
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1-.How do } ou collect information on the "arious aspects of} our business 
environment" 

U search for information from both verbal and written sources 

D competitor sp}ing 

D Forecasting 

0 Use of formal studies 

Others please specify----------------

t 8. Who is in charge of this activit} (in 17 abo .. e)? 

D rhe corporate planning department 

O rhe market research ~larketing department 

D AII departments 

D Market research company 

D Hired consultant 

D A specificall} designate individual 

D Noone 

19. (a) Do you carry out any form of competitor analysis? 

DYES 

0 :'\0 

ol If so. \\hat approaches are used b} your tirm to analyze competitor performance? 

D Absolute sales turnover 

D Market share analysis 

0 Price comparisons 

D cost anal}sts 

D strategic group anai)Sts. (Analysis ofbusmess ri\al firms \\ith similar competitive 

approaches and market positions). 

Other-:: please specify-------------------
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2( Please, rank on the scale prO\ ided belo,., your perception of hm-..: the folio,,. ing 
forces have influenced the pharmaceutical industr) in Kenya. 

~o influence Highl) influenced 
Threat of ne,., entrants 1 ., 3 4 5 

Threat of substitute products I 2 3 4 5 
Bargaintng power of suppliers I .., 3 4 5 
Bargaining power of buyers I '> 3 4 5 
Degree of ri\'alr} among the I '> 3 4 5 
Pharmaceutical companies 

21.lndicate the extent to \\hich each of the following factors has influenced your 
corporate strategy. 

Less extent Great extent 
Government I ') 3 4 5 
Competitors I 2 

.., 
4 5 .) 

Regional markets I "' 3 4 5 
( 'OMESA. EAST AFRICANCOMMU:'\ITY. etc) 
Globalization ') "' 4 5 .) 

Customers & consumer pressure groups. I 2 3 4 5 

22.\Vhat businesses. if any has ~our compan) di,·ersified into smce ncorporation? 

O veterinary pharmaceuticals 

0 Human pharmaceuticals 

D Agricultural chemicals 

D cosmetics 

0 Chemicals and laboratol) reagents 

0 Importation of finished pharmaceutical products 

D Distribution of pharmaceutical products 

Other. please specify 

23.There are various Jpproaches to selecting an appropri:lle strateg) once strategic 
options have been de\ eloped. \\ h1ch of the approaches belo'' best describes the 
approach used by )OUr company'? 

0 Using inruition and gut feel 

0 Using rational and anal) tical decision making processes 

0 Through the process of negotiation '' ith ke) stakeholders (The board. \fanagement. 
Financiers) 
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~-+.\\hich of the following tools do you use m strategic planning? 

0 SWOT analysis ( Analysas of Strengths. Weaknesses. Opportunities and Threats) 

0 Strategic gap analysis 

0 PEST analysis (Analysis of Political, Economac. Socaal and Technological factors) 

0 Portfolio Matrice5 (BCG. General Electric. Ansoffs Market/Product etc) 

25.\Vould you describe your business environment as stable or turbulent? 
Please indicate your perception on the following scale. 

Stable 

3 

26.What is the scope of}our business? 

D Local (\\ithin the country) 

D Regional (with in Africa) 

D Giobal (across continents) 

turbulent 

4 5 

2-.lndicate in order of importance how your company values the following 

0 Quality 

O corporate image 

D customer satisfaction 

O susiness ethics 

Filled b} --------------------

Designation----------------------

THA~'K YOU VERY MUCH FOR YOLR CO-OPER.-\TIO~. 
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APPE~DIX IV 

ownership 

I Valid Percent I Cumulative 
Freouencv Percent Percent 

Va!Jd pnvate company 15 93.8 938 938 

public company 1 63 63 1000 
Total 16 1000 100 0 

how many years has the company been in operation 

Percent I Vahd Percent I Cumulat1ve 
Frequency Percent 

Valld 1-10 years 6 37 5 37 5 37 5 

11-20 years 3 18 8 18 8 563 

21-30 years 3 18 8 18 8 i'SO 
31-40 years 3 18.8 18 8 93 8 

above 40 years 1 6.3 6.3 100.0 

Total 16 100.0 100 0 

do you have a strategic planning department 

I Vahd Percent 
Cumulative 

Frequencv Percent Percent 
Va!Jd yes 5 31 3 31 3 31 3 . 

no 11 688 688 ,. 100.0 

Total 16 1000 100 0 

what is the natllre of the products manufactured 

I Valid Percent I Cumulative 
Frequency Percent Percent 

Valid human eth1cals 13 81 3 I 81 .3 81 3 

vetennary 3 18.8 18 8 100.0 

Total 16 1000 100 0 

how many permanent employees do you have 

I 
Cumulative 

Freouency Percent I Vafld Percent 1 Percent 

va:x~ 0-25 employees 3 18.8 18 8 18 8 

26-50 employees 5 313 31 3 500 

51-75 employees 4 25.0 25.0 75.0 

76-100 employees 2 12.5 12.5 87 5 

over 100 employees 2 12.5 12.5 100 0 

Total 16 1000 1000 
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how many temporary employees do you have 

Frequency I I Valid Percent I CumulatiVe 
Percent Percent 

Vahd 0-25 employees 3 18.8 231 231 
26-50 employees 6 37 5 462 692 
51-75 employees 2 12.5 15• 84 6 
76-100 employees 1 63 7.7 92 3 
over 100 employees 1 63 77 100.0 
Total 13 81.3 1000 

Misstng System 3 18.8 
Tota 16 100.0 

what is your com pany's sales turnover per annum in Kshs 

I 

I Val1d Percent I Cumulat1ve 
Frequency Percent Percent 

Val1d less than 25 m•,hon 2 12.5 13 3 13 3 
26-50 million 1 6.3 61 200 
51-75 million 4 25.0 26 7 46.7 
76-100 million 4 250 26 7 73.3 
over 100 mil Jon 4 25.0 26 i 1000 
Total 15 938 100 0 

M1ssng System 1 63 
Tota 16 100.0 

categorization of phannaceutical products manufacured 

Freauencv I I Vahd Percent I Cumulat1ve 
Percent Percent 

Va 1d broad range (more than 
9 56.3 563 56.3 

10 diff product categones) 

intermediate range (5 to 
5 31 3 31.3 87 5 10 d1ff product categones) 

narrow range (less than 5 
different product 2 12.5 12.5 1000 
categones) 

Total 16 100.0 100.0 

what Is the nature of your manufacturing operations 

FreQuency I I Vahd Percent I Cumutat1ve 
Percent Percent 

Valid mntg of dosage forms 
from local & imported 14 87.5 87 5 87.5 
raw matenals 

repackagtng 7 labeUmg 
of bulk produc!s mto 2 12.5 12.5 100 0 
smaller unrts 

16 I Total 100.0 1000 
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whai is your com pany's percentage utilization of the installed physical 
(manufacturing capacity) 

I Vafid Percent I Cumulative 
Freouency I Percent Percent 

va d 0-20% . 
I 63 67 67 I 

21-40% 1 63 6.7 13.3 
41-60% 4 25.0 26.7 40.0 
61-80% 6 37.5 400 80.0 
81-100% 3 18 8 200 1000 
Total 15 93.8 1000 

Missing System 1 6.3 
Total 16 100.0 

how would you categorize your manufacturing technology 

Frequency I I Valid Percent I Cumulatrve 
Percent Percent 

v a.•d usmg stmple, manually 
2 12.5 I 12.5 12.5 

operated machines 

ustng electncally 
10 62 5 62.5 75 0 

motonzed machmes 

ustng computenzed 
4 25.0 I 25.0 100.0 

automated machines 

Total 16 1000 1000 

which of the following best describes the predominant calibre of the senior managemenr 
staff 

Frequency I I Valid Percent I Cumulative 
Percent Percent 

Vahd no techntcal ano 
2 12.5 12 5 12 5 

management tratning 

technical speclahst with 
no mngmt tratnrng but 8 500 50.0 62.5 
wrth JOb exper 

technrcal specialists with 
4 25 0 250 87 5 

management trammg 

professional managers 
With business and 2 12 5 12 5 100 0 
management tratnrng 

Total 16 100.0 1000 
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do you have a mission statement 

Cumulative 
Frequencv Percent Vahd Percent Percent 

''ahd yes, a wntten one 6 37 5 37.5 37.5 

yes an unwntten 
6 37 5 37.5 750 

one 

no 4 25.0 25.0 1000 

Total 16 100.0 100.0 

nature of strategic planning 

I Valid Percent I Cumulative 

Frequency Percent Percent 

Valid no srtateg1c p1ann1ng 2 12.5 12.5 12.5 

formal strategiC planmng 9 563 563 68 .8 

mformal strategic 
5 31 3 31 .3 100.0 

planmng 

Total 16 100.0 100.0 

indication of the year when strategic planning was first developed in the 
organization 

I I 
Valid Percent I Cumulat1ve 

FreQuencv Percent Percent 

Valid before 1990 2 I 12 5 20.0 20.0 

1990-1995 4 250 40.0 60 0 

1996-2001 4 250 40.0 1000 

Total 10 62.5 1000 

Missing System 6 37.5 . 
~otal 16 100.0 

what is the time horizon of your plans 

Valid Percent I CumulatJve 

Frequency Percent Percent 

l aJid less than 3 years 2 12.5 154 15A 

3-5 years 10 62 5 76.9 92 .3 

over 5 years 1 6.3 ii 100.0 

Total 13 81 .3 100.0 

M1ssing System 3 18 8 

"'"Oial 16 1000 
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how often are the strategic plans revised 

Frequency I I Valid Percent I Cumulat1ve 
Percent Percent 

Valid annuauy 7 438 63.6 636 
2-3 years 1 6.3 9.1 727 
above 4 years 1 6.3 91 81.8 
not defined 2 125 18 2 1000 
Total 11 68.8 100.0 

Miss1ng System 5 31.3 
Total 16 100.0 

who is responsible for strategic planning in the organization 

Cumulat1ve 
Frequency Percent Vahd Percent Percent 

Valid board of directors 6 37.5 42 9 42.9 
chief executive officers 4 25.0 28.6 71 4 
semor managers 3 18.8 21 .4 92.9 
others 1 6.3 7.1 100.0 
Total 14 87.5 100.0 

MISSing System 2 12.5 
-ota1 16 100.0 1 

1ow would you describe tools and techniques used in strategic foecasting by the oganization 

Frequencv I Valid Percent I CumulatiVe 
Percent Percent 

Va•d usmg qua11tat1ve methods 
as brainstormmg and 3 18 8 21 .4 21 4 
focus goups 

I 
usmg quant methods as 
trends. regression and 3 18.8 21 4 42.9 
s1mulatron 

using both qualitative and 
8 50.0 57.1 100.0 

quantitative methods 

Total 14 87 5 100.0 
Missmg System 2 12.5 
Total 16 100.0 
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which steps do you take in strategic planning process In the organization 

Freauencv I I Valid Percent I Cumulative 
Percent Percent 

Va!Jd ana1ys1s of the 
9 563 900 

external enwonment 900 

dvpmg strateg1es to 
ach1eve obJectives of 1 6.3 10.0 100 0 
the organization 

Total 10 62.5 100.0 

MISSing System 6 37.5 
Total 16 100.0 

when having a strategy, to which of the following do you communicate 

Cumulative 
Frequency Percent Valid Percent I Percent 

Va11d mtemally m the 
8 50.0 72.7 72.7 

organ1zahon 

both 1ntemally 
3 18.8 27 3 100 0 

and externally 

Total 11 68.8 100.0 

Missmg System 5 31 3 

Total 16 1000 

who undertakes environmental scanning and analysis for your company 

Valid Percent I Cumulative 

Freouency Percent Percent 

Vahd a h1red consultant 1 6.3 83 83 . 
market research 2 12.5 16.7 25 0 
companies 

ndiVIdual 
9 

I ' 
56.3 75.0 100.0 

department heads 

Total 12 75.0 100.0 

M1ssing System 4 25.0 

Total 16 100.0 
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order in which you perform the various tasks of the strategic planning 
process 

Frequency I Percent J Valid Percent I Cumutawe 
Percent 

vaud 2 1,3 4 5 4 25.0 444 444 
21435 1 6.3 11.1 556 
1 2.5.34 1 6.3 11 .1 667 
2 3,1 5.4 1 6.3 11.1 778 
1 2,5.4 3 1 6.3 11 .1 88.9 
6 1 6.3 11 1 1000 
Total 9 56.3 100 0 

Missmg System 7 43.8 
Total 16 I 100.0 

what is the nature of your companies objectives 

Fr~uency I Percent Valid Percent 
Valid short term 2 12.5 154 

medium term 3 18.8 231 
long term 3 18.8 231 
both short and ong term 5 31 .3 385 
Total 13 81 .3 1000 

MiSStng System 3 18 8 
Total 16 100 0 

who particiapates in setting the objectives 

Frequency Percent Valid Percent 
Valid board of d~rectors 6 37 5 462 

ct11ef execut1ve officers 2 12.5 15.4 

senior managers 5 31 3 38.5 

Total 13 81 3 100.0 

Missmg System 3 18.8 
Total 16 100.0 

features that characterize the planning process 

Cumulatrve 
Percent 

15 4 

38 5 
61 .5 

1000 

Cumulative 
Percent 

46.2 

61 5 

100 0 

I Cumulat1ve 
Frequency Percent Vahd Percent Percent 

Va··d formal meetmgs 9 I 56.3 60.0 60.0 

'lformal plann.ng 
6 3"' 5 400 100.0 

1nteract100S 

Tota1 15 93.8 100.0 

Mtssmg System 1 6.3 

Total 16 100.0 
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political and legal developments 

Frecuencv I I Vahd Percent I CumulatiVe 
Percent Percent 

Valid normal extent 6 37 5 400 400 
more extent 5 31 .3 33 3 733 
great extent 4 25.0 26 .7 1000 
Total 15 938 100.0 

Mss~ng System 1 6.3 
Total 16 1000 

general economic trends 

Freguency I I Valid Percent I Cumulahve 
Percent Percent 

Vahd m1n1mal extent 1 6.3 6 .7 67 
more extent 2 12.5 13.3 20 0 

great extent 12 750 80.0 1000 
-otal 15 93.8 100 0 

Mtsslng System 1 6.3 
Total 16 100.0 

competitors 

Frequency I I Valid Percent I Cumu<atJVe 

Percent Percent 

Vahd less extent 1 6.3 67 67 

more extent 6 37.5 40.0 46 7 

great extent 8 50.0 533 1000 . 
Total 15 93.8 100 0 

Missing System 1 6.3 
Total 16 1000 

market trends 

1 Valtd Percent I 
Cumulative 

Frequency Percent Percent 

Valid normal extent 3 18.8 200 20.0 

more extent 4 25.0 26 7 46.1 

great extent 8 50.0 53 3 100.0 

Total 15 93.8 100 0 

Misstng System 1 6.3 

Total 16 100.0 
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technological changes 

Frequency I I Va!Jd Percent I CumulatiVe 
Percent Percent 

Valid less extent 2 12.5 13 3 13.3 

m mmal extent 1 6.3 67 200 

normal extent 5 31 .3 33.3 53 3 

more extent 3 18.8 20.0 73 3 

great extent 4 25.0 26 7 100 0 

Total 15 93.8 100 0 

Missmg System 1 6.3 
-otal 16 100.0 

sociocultural trends 

Frequency I I Valid Percent 
CumulatiVe 

Percent Percent 

vaJ:d less extent 4 25.0 26.7 26.7 

mmlmal extent 1 6.3 67 333 

normal extent 7 43 8 46.7 80.0 

more extent 2 12.5 13.3 93.3 

great extent 1 6.3 67 100.0 

Total 15 938 100.0 

Missing System 1 63 

Total 16 1000 

organizational internal trends 

Frequency I I Vahd Percent • 
Cur" Jlative 

Percent Percent 

Vahd mm1mal extent 1 6.3 6.7 6 .7 

normal exter.t 2 12 5 13.3 20.0 

more extent 4 250 26.7 46.7 

great extent 8 50.0 53.3 1000 

Total 15 93.8 100.0 

Miss1ng System 1 63 

Total 16 100.0 

how do you collect information on the various aspects of the business env~ronment 

Frequency I Valid Percent I Cumulative 

Pe•cent Percent 

VaUd search for mformatJOn 
from both verbal and 15 93.8 100 0 100 0 

written sources 

Missmg System 1 6.3 

Total 16 1000 
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who is incharge of the above activity 

Frequencv I I Valid Percent I Cumulatrve 

Percent Percent 

Valid the market researchl 
7 

markettng department 43 8 46.7 46 7 

all departments 7 438 46.7 93 3 

a speaficatly 
1 63 67 100 0 

designate Individual 

Total 15 93 8 100.0 

MISSing System 1 6.3 

To:al 16 100.0 

do you carry out any fonn of competitor a nays is 

Frequency I Valid Percent I Cumulative 

Percent Perce,t 

vat1d yes 12 75.0 80.0 80.0 

no 3 18.8 20.0 100.0 

Total 15 93.8 100.0 

Msstng System 1 6.3 
Total 16 100.0 

what approaches are used by your finn to analyse competitor perfonnance 

Frequency I I Valid Percent I 
Cumulative 

Percent Percent 

Vahd absolute sales turnover 2 12 5 16 7 I 16.7 

market share analysts 8 50.0 66i' 83.3 

pnce compansons 1 6·3 8.3 91 7 

strateg1c group analys1s 1 6.3 8.3 100 0 

Total 12 75.0 100.0 

MissUlg System 4 25.0 

Total 16 100.0 

threat of new entrants 

Frequency I I Valid Percent 1 
Cumulative 

Percent Percent 

Valld no mlfuel'lCe 2 12 5 13 3 13.3 

fittle Influence 3 188 200 33.3 

average mlfuence 3 18.8 200 53 3 

more inluence 5 31 ,3 33.3 86.7 

h1ghly Influence 2 12 5 13 3 100 0 

Total 15 938 1000 

Mtssng System 1 63 

Total 16 100 0 
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threat o f substitue products 

FreQuency I I Vahd Percent I Cumulative 
Percent Percent 

Vahd no 1nlfuence 1 63 67 6.7 

little influence 3 18.8 20 .0 26 7 

average inlfuence 1 63 6.7 33 3 

more lnluence 2 12.5 13.3 467 

highly Influence 8 50.0 53.3 1000 

Total 15 93.8 100.0 

M1ssing System 1 6.3 

Total 16 1000 

bargaing power of suppliers 

I Va!id Percent I Cumulative 
Freauencv Percent Percent 

VallO no 1n1tuence 2 12.5 13 3 13 3 

Lttteinfluence 2 12.5 13.3 26 7 

average inlfuence 2 12.5 133 40.0 

more mluence 6 37.5 40.0 800 

highly 1nfluence 3 18.8 20.0 100.0 

Total 15 938 1000 

M1ssing System 1 6.3 

Total 16 100 0 

bargaing power of buyers 

Freouencv I I V~lid Percent I Cumulative 

Percent Percent 

Valid average Jntfuence 2 12 5 13.3 13 3 

more inluence 5 313 33.3 46.7 

h1ghly Influence 8 50.0 53.3 1000 

Total 15 938 100.0 

MISS JOg System 1 63 

Total 16 100.0 

degree of rivalry among the pharmceutical companies 

I Valid Percent I Cumulative 

Freauencv Percent Percent 

Vahd no 1nlfuence 1 6.3 6.7 6.7 

httle 1nfluence 1 6.3 6.7 13.3 

average inlfuence 7 43.8 46.7 600 

more 1nluence 3 18.8 20.0 800 

highly Influence 3 18.8 200 1000 

Total 15 93.8 100.0 

MisSing System 1 6.3 

Total 16 100.0 
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government 

I Vahd Percent I Cumulative 
Frequency Perce"t Percenl 

Valld !less extent 1 63 7.1 71 

m1mmal extent 1 6.3 7.1 14,3 

normal extent 4 250 28.6 42 9 

more extent 5 31.3 35.7 78 6 

great extent 3 18.8 21 4 100.0 

Total 14 87.5 1000 
Missmg System 2 12.5 

Total 16 100.0 

competitors 

Valid Percent I Cumulative 

Frequency Percent Percent 

va~ m1mma1 extent i 6.3 7 1 7 1 

normal extent 3 18.8 21 4 286 

more extent 4 25 0 28 6 57 1 

great extent 6 37.5 42.9 100.0 

Total 14 87.5 100.0 

~ISSUlg s,-stem 2 12.5 

Total 16 1000 

regional markets 

I Valicj Percent 
Cumulative 

Frequency Percent Percent 

VallCI ress extent 1 6.3 7.1 7 1 

m1nimal extent 4 250 28 .6 35 7 

normal extent 4 250 28.6 64 3 

more extent 2 12.5 14 3 78 6 

great extent 3 18 8 21 4 1000 

Total 14 87.5 1000 

Missmg System 2 12.5 

Tc~J 16 1000 

98 



globalization 

Frequency I I Vabd Percent I Cumulallve 

Percent Percent 

Va!;d k!ss extent 1 6.3 7.7 7.7 

mmlmal extent 4 25.0 308 385 

normal extent 2 12.5 15 4 538 

more extent 2 12 5 154 692 

great extent 4 25 0 308 1000 

Total 13 81 3 100 0 

:SSI09 System 3 18.8 

TO:al 16 100.0 

customers & consumers pressure groups 

I I Vahd Percent I Cumulat•ve 

Freouencv Percent Percent 

Va!ld tess extent 1 63 7 1 7 1 

mlmmal extent 3 18.8 214 28.6 

normal extent 4 25 0 286 571 

more extent 4 25 0 28.6 85 7 

great extent 2 12.5 14 3 100.0 

Total 14 87 5 1000 

Mssing System 2 12.5 

Total 16 100.0 

what businesses has your company diversified Into since incorporation 

Freauencv I I Valid Percent I CumulatiVe 

Percent Percent 

Va:Jd vet en nary 7 43.8 50.0 500 
pharmaceuticals 

human pharmaceuticals 4 25.0 28.6 78 6 

importat1on of finished 

pharmaceu!Jca s 3 18.8 21 4 1000 

products 

Total 14 87.5 1000 

!ssng System 2 12 5 

Total 16 1000 
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approches used the companies 

Freouencv I I Vahd Percent 
Cumulative 

Percent Percent 
Vahd us1ng IntUition and 

gut feel 5 31 .3 357 35.7 

usmg rat1onal and 
analytical deos•on 8 50.0 57.1 92 .9 
makmg pocesses 

through pocess of 
negotiation wrth key 1 63 7, 1000 
stakeholders 

Total 14 87 5 1000 

M1ss1ng System 2 12.5 

I Total 16 100.0 

which tools do you use in strategic planning 

Cumulative 

Frequencv Percent Valid Percent Percent 

Valid SWOT ana1ys1s 8 50 0 i2 .7 72.7 

Strateg1c gap analys1s 1 6.3 91 81 8 

PEST analysiS 2 12.5 18.2 1000 

Total 11 68.8 100.0 

MISSing System 5 31 .3 

Total 16 100.0 J 
stability of the business environment 

Freouencv I I 

Val1d. Percent I Cumulative 

Percent Percent 

Valid stab!~ 1 6 3 67 67 

less stable 1 6.3 67 13.3 

unstable 7 43.8 467 60.0 

·ess turbulent 4 25 0 26 7 86 7 

turbulent 2 12.5 13.3 1000 

Total 15 938 100.0 

Miss1ng System 1 63 

Total 16 100 0 

which is the scope of the business 

Freouencv I I Valid Percent I Cumulahve 

Percent Percent 

Valid ilocal (wttt\Jn the country) i 438 438 43 8 

reg1onal (Withm Afnca) 7 43.8 43.8 87 5 

global (across 
2 12 5 12.5 1000 

conlinents) 

Total 16 100 0 1000 
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order of importance on the following 

I '/alid Percent I Cumulative 
Frequency Percent Percent 

Vald 1.4.2 3 4 25.0 333 33 3 
1,3,24 5 31 .3 41 7 75 0 
1,4,3,2 1 6.3 8.3 83.3 
2,4,1.3 1 I 63 8.3 91 .7 
2,3,1 4 1 6.3 8.3 100.0 

Total 12 75.0 100 0 

Missing System 4 25.0 

Total 16 100.0 
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APPENDIX V: CROSS-TABULATIO 

do you have a strategic planning department • how many permanent employees do you have Crossta 

how manv permanent emolovees do vou have 

0-25 26-50 51-75 I 16-100 I over 

employees employees employees emoloyees emolo 

oo you have a strateg1c yes Count 1 2 I 63~ I 
planning department %of Total 6.3% 12.5% I 

no Count 2 3 250~ I 6.3~ I %of Total 12.5% 18.8% 

Total Count 3 5 25.0~ I 125~ I 
%of Total 18.8% 31 .3% 

how many years has the company been in operation * nature of strategic plannmg Crosstabulation 

nature of strateo1c olannina 

formal I Informal 

no srtateg1c strateg1c strategic 

olannmg olann1na olannmg Total 

how many 1-10 years Count 1 2 3 6 

years has the %of Total 63% 12.5% 18.8% 315% 

company been 11-20 years Count 2 1 I 3 

in operation %of Total 12.5% 6.3% 18 8% 

21-30 years Count I 3 l I 3 

%of Total 188% 18.8% 

31 4 0 years Count 2 1 3 

Ofo of ... otal 12 5% 6.3°.4 188% 

above 40 years Count 1 
1 

%of Total 6.3% 6.3% 

Total Count 2 I 9 5 16 

%of Total 12 5% 56.3% 31.3% 1000% 
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how many pennanent employees do you have • nature of strategic planning Crosstabulation 

how many 
permanent 
employees 
do you have 

Total 

ownership 

Total 

0-25 employees 

26-50 employees 

51-75 employees 

76-100 employees 

over 100 employees 

Count 

%of Total 

Count 

~~ of Total 

Count 

%of Total 

Count 

ec of Total 

Count 

%of Total 

Count 

o/o ofTotal 

nature of strategic plann1ng 

no srtategic 
plann1ng 

1 

6 .3% 

1 

6.3% 

2 I 
12.5% 

formal 
strateg1c 
clanning 

1 I 
63% 

3 
188% 

2 
12.5% 

6.3~ I 
21 

12.5% 

91 
563% 

Informal 
strategiC 
olanning 

1 

6.3% 

6.3% 

2 I 
12.5% 

6.3% 

51 
31 .3% 

Total 
3 

188% 

5 
31 3% 

4 

25.0% 

2 
12.5% 

2 
12.5% 

16 

1000% 

ownership • nature of strategic planning Crosstabulation 

nature of strateg1c plann1ng_ 

formal informal 
no srtateg1c strateg1c strategic 

planni'N plannrng planmng Total 
pnvate company Count 2 8 5 15 

%of Total 12 5% 500% 31 .3% 93.8% 

pubhc company Count 1 1 

%of Total 63% 6.3% 

Count 2 9 5 16 

% ofTotal 12 5% 56.3% 31.3% 100 0% 

what is the time horizo of your plans • stability of the business environment Cross tabulation 

stab1hty of the bus1ness env1ronment 

stable less stable unstable less turbulent turbuler 
what IS the trme less than 3 years Count I 2 
honzo of your "to of Total 15.4% 
plans 3-5 years Count 1 1 3 4 

%of Total 7.7% 7.7% 23.1% 308% 7.i 

over 5 years Count 1 
0/o of Total 7.7% 

Total Count 1 1 6 4 

%or Total 77% 77% 46.2% 30.8% 77 
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how often the srtategic plans are revised • stability of the business environment Crosstabulation 

stabtlitv of the business environment I 
stable unstable less turbulent I turbulent I Total 

how often the annually Count 1 2 4 

I 
7 

srtategtc plans %of Total 9.1% 18.2% 36 4% 636% 
are revtsed 2·3 years Count 

9.1~ I 1 
%of Total 9 .1% 

above 4 years Count 1 

I I 1 
%of Total 91% 91% 

not defined Count 2 I I I 2 
%ofTotal 182% 18.2% 

Total Count 1 5 

I 
4 

9 . 1~ I 1 1 
%of Total 9 1% 45.5% 36 4% 100.0% 

ownership • who is responsible for strategic planning in the organization Crosstabulation 

who 1s respons1ble for strategic planning in the 
oroan1zation 

chief I board of execut1ve semor 
d1rectors officers manaQers others Total 

ownership pnvate company Count 6 

I 4 ' 2 1 13 
% ofTotal 429% 28.6% I 14 3% 7.1% 92.9% 

public company Count 1 1 
%of Total 7.1% 7.1% 

Total Count 6 4 3 1 14 
%of Total 429% 286% 21 4% 7.1% ·ooo% 
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which of the following best describes the predominant calibre of the senior managemenr staff· how would yc 

describe tools and techniques used In strategic foecasting by the oganizatlon Crosstabulation 

how would you descnbe tools and techmques 
used tn strateaic foecastina bv the oaamzat1on 

USIIlg us1ng quant 
qualitatiVe methods as us1ng both 
methods as trends, quahtat1ve 

brainstorming regress1on and 
and focus and quantitatiVe 

ooups SimulatiOn methods 
wh1ch of the no techmcat and Count I 1 

I 
1 

follow1ng best management traimng %of Total 7.1% 7.1% 
descnbes the technlalspeCJalist With no Count 2 2 2 
predom1nant mngmt tra1n1ng but With %of Total 
calibre of the JOb exper 14 3% 14 3% 14 3% 
sen1or 
managemenr 

techn1ca! spec1ahsts With Count 1 I I 3 staff 
management traming %of Total 71% 214% 

profess1onal managers Count I 2 

With bus1ness and %of Total 14 3% 

Total Count 3 
21 4°~ I 8 

%of Total 214% 571% 

ownership • when having a strtegy. to wh1ch of the following do you communicate 

Crosstabulation 

ownership pnvate company 

public company 

Total 

Count 

%of Total 

Count 

o/o ofTotal 

Count 

%of Total 

when hav~ng a strtegy, to wh1ch 
of the following do you 

commumcate 

Internally 1n 
the 

orgamzat1on 

7 I 
636% 

91% 

81 
727% 

105 

both Internally 
and externally 

21 3~ I 
3 

273% 

Total 
10 

90.9% 

1 

91% 

11 
1000% 

IO'.c 

14 

42. 

28 

I 14 

I 100 



tow many pennanent employees do you have • who undertakes environmenul scanning and analysis fo1 
your company Cross tabulation 

who undertakes env1ronmental scanmng 
and ana1vs1s for vour comoanv 

mar1<et I md1v1dua1 
a h1red research department 

consultant comj)_ames heads Total 
now many 0-25 employees Count 

~3~ I 1 
permanent %of Total I 83% 
employees 26-50 employees Count I 33 .3~ I 4 
do you have 

%of Total 333% 

51-75 employees Count 1 3 4 

%of Total 8 .3% 25.0% 33.3% 

76-100 employees Count 1 I 1 

%of Total 8.3% 8.3% 

over 100 employees Count 1 1 I 2 

%ofTotal 8.3% 8.3% 16 7% 

Total Count 1 I 16 .7~ I 75.o! I 12 

%of Total 83% 1000% 

hich of the following best describes the predominant calibre of the senior managemenr staff • order in which yol 
strategic planning process Crosstabulation 

order 1n which you perform the vanous tasks of the st 
_Qrocess 

2.1.3 4.5 2.1.4.3.5 1 2.5.3.4 2.3.1.5.4 1 2 

whiCh of the no techn1cal and Count I I I I folloWing best management tra1n1ng %of Total . 
descnbes the techmalspec1ahst With no Count 1 1 1 
predommant mngmt traimng but Wllh % ofTotal 
calibre of the JOb exper 11.1% 11 .1% 11 .1% 
semor 
managemenr 
staff tech meal speCialists With Count 2 1 

management tramtng o/o of Total 222% 11.1% 

profeSSIOnal managers Count 1 
with bustness and o/o of Total 11.1% 

Total Count 4 I 1 1 I 11 . 1~ I %of Total 444% 11 1° 11.1% 
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ownership • who particlapates in setting the objectives Crosstabulation 

who part1C1apates m sett1ng the 
obiectives 

ch1ef 
board of executive sen1or 
d1rectors offiCers man~ers 

ownersh1p pnvate company Count 6 

I 
2 I 4 

%of Total 46.2% 154% 30.8% 
publiC company Count I I 1 

%of Total i.i% 
Total Count 6 2 5 

%of Total 46.2% 15.4% 38.5% 

nature of strategic planning • how do you collect information on the various 
aspects of the business environment Crosstabulatlon 

nature of 
strateg1c 
plann1ng 

Total 

no srtateg1c planning Count 

%of Total 

formal strateg1c planning Count 

%of Total 
informal strategic Count 
plann,ng 0.4 of Total 

Count 
0
/. of Total 
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how do you 
collect 

mformation 
on the 
vanous 

aspects of 
the business 
env1ronment 

search for 
mformallon 
from both 
verbal and 

wntten 
sources 

67~ I 
9 

60.0% 

5 
33.3% 

15 

1000% 

Total 
1 

6.7% 

9 
600% 

5 
333% 

15 

100.0% 

I 
Total 

12 

923% 

1 

77% 

13 

100.0% 



Nhich of the following best describes the predominant calibre of the senior managemenr staff • wh1ch tools do 
you use in strategic planning Crosstabulation 

wh1ch of the 
folloWing best 
descnbes the 
Pfe(lom1nant 
calibre of the 
senior 
managemenr 
staff 

Total 

no technical and 
management training 

techrualspecialist W1th no 
mngmt Ira nmg but Wlth 
jOb exper 

techn1cal specialists w1th 
management trammg 

professional managers 
With busmess and 

Count 

%of Total 

Count 

%of Total 

Count 

%of Total 

Count 

% ofTotal 

Count 

%of Total 

wn1ch toots do you use in strateg1c 
manning 

SWOT I Strateg1c gap I PEST 
analys1s analys1s ana_!ys1s 

2 I 
182% 

2 2 

182% 

18 2~~ I 
72.7~ I 

1 
91% 

1 
9.1% 

18 2% 

2 
18.2% 

nature of strategic planning • which is the scope of the business Crosstabulation 

which 1s the scope of the bus1ness 

local (withm I global 
reg1onal (across 

the country) (w1thin Afnca) continents) 
nature of no srtateg1c planning Count 2 

I strateg1c %of Total 12.5% 
plannmg formal strategic planmng Count 

18.8~ I 5 1 . 
%of Total 31.3% 63% 

mformal strateg1c Count 2 2 I 1 
plann1ng %ofTotal 12.5% 12.5% 6.3% 

Total Count 7 7 2 
%of Total 43.8% 43 8% 12.5% 

I 

Total 
2 

18.2% 

4 

36.4% 

3 
27.3% 

2 
18.2% 

11 

100.0% 

Total 
2 

12 5% 

9 
563% 

5 

31 3% 

16 

1000% 

nature of strategic planning • order of importance on the following Crosstabulation 

order of 1m ortance on the following 

1.4 2.3 1 ,3.2.4 1,4,3.2 _!_ 2.4 1,3 
nature of strateg1c formal strateg1c p annmg Count 2 4 

I 8.3°~ I planmng %of Total 167% 33.3% 
nformal strategic Count 2 1 1 

planmng % ofTotal 
16.7% 8.3% 83% 

Total Count 4 5 1 1 

%of Total 333% 41 .7% 8 30,(, 8.3% 
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vhich of the following best describes the predominant calibre of the senior managemenr staff· order o f importar 
Crosstabulation 

order of importance on the followma 
1.4 2 3 132.4 1.4.3 2 2413 2: 

wh•ch of the no techn1ca1 and Count 

I 
1 I I I followmg best management tra1n10g %of Total 8.3% 

descnbes the techmaispec1ahst wtlh no Count 4 1 1 predommant mngmt trammg but w1th % ofTotat calibre of the job exper 33.3% 8.3% 83% semor 
managemenr 
staff techn1cal specialists Wlth Count 

I 
2 I management training % of.,..otal 16.7% 

professional managers Count 1 1 
w1th business and %of Total 83% 8.3% 

Total Count 

33 3~ I 5 1 I 1 
%of Total 41.7% 83% 8.3% 
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