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B TRACT 

1 he obj ecti ve of this study " t t' :-.1.\hli:;h th , application of' innovation strategies by EABL. 

Primary data was coll· ·t ·d u'in' ,df .1dminist ·nxl drop and pick interview guide while 

secondary data wa ·oll· "' t ll) u ~.: lll d ·sk s~a rch techniques ii·om published reports and other 

documcnts.SL'cotld u I 111 ut in 1\ld~d the company's publications,journals,periodicals and 

ili i(HII HI\io tl obttin ·I fl\111\ th inkrnct. I he interview guide was administered to I 0 top, middle 

t1 11d hn\' kn:l Ill !Ill • "Ill nt mf working at the EAI3L. The study sampled staff who directl y 

lkalt with I I\ 1~1 In m na 'cmcnt of innovation strategies since they were the ones conversant 

'' ith th ' •'r pln:.ni 'Ill f itm vation strategies in the company. ;\ content analys is was employed to 

nnulyl'l..' thl..' II..' p nd nt · \ iC\\ about the application of innovation strategies at EABL. The data 

" a· then pre ·ented in a continuous prose as a qualitative report on the innovation strategies 

adopted b~ l:.. BL. 1 he tudy found that the company attains sustainable competitive advantage 

through the prolonged benefit of implementing some unique value-creating strategies based on 

tmique combination of internal organizational resources and capabilities that cannot be replicated 

b) competitor·. Innovation strategies gave the firm a competitive advantage and with it the 

uperior cash flow that generate value, create and maintain value, based on differe nt 

em ironn1ental dynamics. The study concludes that the company employed much of product, 

marketing. teclmological. proces and integrated innovation strategies. 'I he 5tudy concludes that 

the factor that affect adoption of innovation are financial factors, organi1ational ·tructure and 

c ·ulture. pecialization and complexit), functional differentiation and managerial attitude 

to\\ard change. ·lack and technical knO\\ ledge resources as \\ell as centralization and 

formahzation. ·1 hi.- stud: n.:commend that for I \BL to earn more profit and increase numher ol 

u tomcrs. the company hould embrace the adoption of innm ati\ e o.;tratcgic ..... 1-.ABl '-ohould also 

trh c to en urc product range c. tension. product n:plac~.:mcnt, product impn)\ emcnt, product 

repo iti nin_ • nd new pr< duct introduction to cnabk the company to h~.: more productive, to 

1 r \\ fa kr. t) im '-= t more and al o to earn more profit. 'I he study also re ·omm~.:nds that the 

m n: h ul ldr area th·tt ' I ect , doption ol innovation llatc •ic "hidt indmk 



CH PTER 0 E: INTRODUCTION 

1.1 Background of the Study 

An organization which i -ri u. .11 ()\lt ~·ompetin g 111 the fast changing markets with fast 

<.: hun gi11 • ll'<:h11olo• ' mu 1 m k · thin'S happen, it must innovate. If it docs not innovate, it risks 

hL·i 11 • (1\'\.'rl tk ·n b)' \llllJ titor . Sometiml.!s a business underestimates the competitive 

~hulk·ng..: · it 1 1 • • • I he ri k of this happening is high when competitors react to potential 

~hull en I.!~.:· m much the ame " ay. 'I he importance of the manufacturing sector is growing in 

loth the\\ ..:tern and non-western economies. The differentiating characteristics of services from 

manufacturing. intangibility. perishability, heterogeneity and simultaneity arc at the forefront of 

the WT nt tudie . In response to the growth of the manufacturing sector, academic interest in 

the application of trategies in companies has also grown (Johnston, 1999). 

The ability of manufacturing firms to innovate is increa ingly vic~cd as the single most 

important factor in de\ eloping and u taining compctiti\ e ad\antagc ( ridd ct al. 200 l ). It i · no 

I ng~r ad~quatc to do things better: it' ab ut doing new and better thing" ( 'later and arvcr. 

lu h ~mpha i ha be~n pia ed on building innovative organisations and the 

m nt ,f the innov·ttion pro~e s. as c ~~mini clcm~nt of organizational urvivnl ( Bnm n. 

n tran l nn ti n, l. , di •tl l r incr~m~ntal O\.:p~mlin • 1n the el kct , n I 

u h 1 n d not h \c lo l 1 te·tkthr Ht'h lH 

1 hi tin •: h maint in th t r, mi 'tlil n 

tn 

n Ill 
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minimize the risks involved through innm at ions like differentiation of products and services 

they provide so as to be at par with )mpctition. 

1.1.1 Innovation Strat •i ., 

l'OtlVl: •in • dill'•t ·nt thin 

n ":pt. attracting multiple and often con11icting definitions, and 

different people both in the literature and in organisations 

( Ll'l's. Jl)l> ) Dru~..:kcr I 9 -) defined innovation as the speci fie tool of entrepreneurs, the means 

by \\ hich tln~y e. ploit change as an opportunity for a different business or service. lt is capable of 

t eing pre ·en ted ~ a discipline. capable of being learned, and capable of being practiced. Betz 

t 1997) a w11ed that inno ation is to introduce a new or improved product, process, or service 

into the marketplace. Tidd et al. (1997) defined innovation as a process of turning opportunity 

into ne\\ ideas and putting these into widely used practice. Afuah ( 1998) proposed that 

inno\'ation is the use of ne\\ technical and administrative knowledge to offer a new product or 

crvice to cu. tomer . 1 herefore. innovation is an) practices that an: nc\\i to organi1ations. 

including ·quipment . product . ervice . proce · ·e • policies and project"' (Kimberly and 

l:vanLko. 1981) . torcy ( 1998) uggcsts that the conceptualization about what innovation is. as 

1: \H ppc up \\ith ''hat it b for. bccau c. clearly. it is not an end in its\..'~ f. lienee. to a large 

• t nt. 

miti 

m1 I. pi nn 

ti n 

h'\\'1.! to · inferred from treatments of it nh.kdi\1..· . I t.t litional 

int~nt an ·kmcntal c·ttur~. ~:mph 1 izin • th~ 

f th mn ' ti nt mp mtr) l·finiti n 

m• th du ti n n tr inin •. [I rm I n t in l rm tl 



Innovation is management di ciplin . "hi h focuses on the organization's mi ssion, searches for 

unique opportunities, determine "heth~.:r the) lit th ' organization's strategic direction, defines the 

measures for success, and )ntimull~· n.•nss ·ss 'S opportunities (Gaynor, 2002). The term 

innovation relet to b 11h 1 li '' .m I inn ·m ntal changes in thinking, things, and processe or 111 

st: rvkl·s. ( l'ktll\\11 md 11 • • 2008). In many field s, something new must be substantially 

di l"ll:n:nl t~) b · inn '' th c. n t an insignificant change, in the arts, economics, business and 

gonTnnH:nt p 1lic). ln ec n mics. the change must increase value, customer value, or producer 

'alm~ . rhe goal of innovation is positive change, to make someone or omcthing better. Innovation 

kading to increased productivity is the fundamental source of increasing wealth in an economy. 

Itmo' ation typically involves creativity, but is not identical to it: innovation involves acting on the 

creatiYe idea to make some specific and tangible difference in the domain in which the innovation 

occur~.) ll innovations begin with creative idea . Thus. inno ation i defined as the succes ful 

implementation ofcreativ idea \\ithin an organization. In this \ie\\, creathit; by indi,iduals and 

team i a tarting point for innovation: the fir t is nece'} ary but not sunicH.:nt condition for the 

cond he brough and I lenry. 2003). 

F r inn ' ti n t o ur. omdhing more than the generation of a creati\ c idea or insi 1hl is 

r uir d. h put int l ti n t m, k~.: a g nuin~.: li ~.:rcn ·~.: . r ultin' Ill!' e. unplc 

n. )f han 1 in th · pw luct n I 

n a n r 1 miz ti n I l r m·mal! m ·nt 

th t. n. li c mn \1111 un ti n . 

. 
ul lll 



Innovation strategy provides a clear dire tion nnd focuses the effort of the entire organization on 

a common innovation goal. Manag 'm nt nu. is to d 'vdop the strategy and communicate the role 

of innovation within a m1p m , 1~ ltlk ho to usc technology and drive performance 

improw mcttl!-i tluou •It th • u , ·'II ropriatc r ·rformance indicators. Okc (2002) suggested that 

lh l' lirst s i\.'P 111 1\lttuulttin' n inn' vation strategy is to define what innovation means to the firm 

or thl' Ill' 1 t11' It) ·u in t nn of inno ation. By understanding the drivers of innovation need , a 

linu can d~vl'll)p it [i ~u areas for innovation. The importance of having a clearly defined new 

inm1\ ation trategy guiding the innovation process was recogni sed by Griffin ( 1997) and Cooper 

et al. (:~00"'). IImovation trategy provides a clear direction and focuses the effort of the entire 

organization on a common innovation goal. The innovation strategy needs to specify how the 

imp rtanc of innovation will be communicated to employees to achieve their buy-in and must 

C\plicitl) reflect the importance that management places on innovation. A Mercer Management 

on ·uiting (1994) tud) a! o reveal that the management of high performing companies was 

\'i ·ibly and tangibly committed to new product development and explicit!) formulated and 

communicat d the firm' new produ t development stratcg). 

Inn v ti n t) p ~ in m·tture markets all havt: an optimizin, flavor. 'I h~.:y an: ~ith~.:r kvi.!I<t 1ing 

) t) m, kt: th o a a liltlt: bit mor~.: attmcti\ 1.! to thl.! ·u llH1lt:l or kv~.:ra 1in 1 

t m k it a I itt! bit m r profit•thl tn th · \'\.: n lm . I h~rl' trl' a num\ \:1 o 

ppli pr lu t inn 

r 1 

Ill Ill '\ th 



Product innovation has an additional dimension stemming from the fact that all products 

participate in a hierarch) of ·omp m~.·nts, prt)du ·ts, and systems. That is, every product is both 

made up of compon ·nts m 1 i~ it:-~-.·11 .1 u)mpon ' tH in some larger sys-tem. o in addition to better 

perf(mnutg an : ·i tin' 1 ,, in th hi ·r,tt ·hy, produl:t innovation can also enable a shift in roles 

wilhitl lh · lt~: k , ·ith 1 m ' in ' do n to the component level for more volume or moving up to 

lht sysll'll\ It_:, ·I n I 1111 rc value. Process innovation focu ses on improving profit margins by 

l' lrm:tmg \\a ' l\! n t from the offer itself but from the enabling processes that produce it. The 

goal i.' to remO\ e non value-adding steps from the work flow. Market innovation focuses on 

ditTerentiating the interaction with a prospective customer during the purchase process. The goal 

here i' to out·el! your competitors rather than out product them ( akcy and Rothwell, 1988). 

To de\elop an effecti\'e innovation process, the management needs to focus not only on 

product . t chnology and proce ses, but also on the culture of the organi1ation. it norms, 'a lues 

and belief . There is a need to develop a climate that is conducive to crcativit) (Plessis, 2007), 

'' ith a trong e. ·ternal focu on multiple tak.eholdcr"i. l he need to umkrstand U"ier need" and the 

imp nanc~ of cultun: , r~ also consistl:nt th~m~s in the litt..:rature. ·1 he ath:ntion of pmctition~rs 

an mi · hm \: for many y~ar be~:n preoccupi~d '' ith th~ quality m ,, ~m~nl in banks, 

1.1. 

impro\\:nl nt throu 1h an e\oluti Hmry incr~mt:ntal pw l' s 

fri tn lh t'\\ t~rit I imitt l I. \BL) 

111 

n 

hit 

th 

in l 

ttl lim t. I .. 

I 111 ni 

ml 



Tanzania Breweries was po rl) manag~d. Ho\\ ever, in 1993 the Tanzanian government entered 

into a joint venture with outh \ IH .m Hrl'\ cri 'S Limited to run Tanzania Breweries. South 

African Breweries is one ol th l.ll.'l'st .md tn ()S t ' !Ticicnt brewing companies in the world. They 

turned 'I anzania Bt '\' ·ri · 1r un I ' ith •, traordinary speed, almost tripling production in the 

spnn· <ll'tlu ·• y ·u 

In 00 .. l• .. t ·t \ft i n 13 rC\ eric Limited (EABL) and SABMiller Pic. effected a share swap of 

th~ir intt:rc t in their ub idiaries: Kenya Breweries Limited and Tanzania Breweries Limited. 

E.\ BL acquired _0% of the equity of Tanzania Breweries. SABMiller Pic. acquired a 20% equity 

·t~e in Kenya Breweries.The largest shareholder is Diageo Pic. EABL's primar) listing i · on the 

airobi tock Exchange. and is cross-listed on the Uganda ecurities Exchange and Dar-es

alaam tock Exchanges. 

Tu ·ker i the main brand of ast African Brev,:erie with over 30°·o of the Kenyan beer market 

clling morl: than 700.000 hcctolitrc per year. It i a 4.2% ab\ pale lager. lhe brand was lir-;t 

marketed in 192.... hortly after an elephant killed the founder or Kenya Bre\\ertes Ltd . (ieor le 

Hu t. during a hunting , ccidcnt. It was in this year that the elephant logo, that is s) nonymous 

\\ ith u k r L g r. wa in~.:orporatl.:d . 'I he · lo 'Hil Bi 1 Y mgu, 1 'chi Yungu m ans ty lk~.:t . ly 

Untf) in " hil i. 

n II in' I u hr. oil ' 

m 

nt 

n ' t~-:1 b~ 

1i . 11 th. 

In I 

th I 

• lh 



Enguli Act decreed that distillation would only be legal under license, and distillers should sell to 

the government run Uganda Di till 'ri~$ 1 t i which produced a branded bottled product, 

marketed under the name Ug m l 1 \\ .\1.\~'i . 

1.2 Stutt·mt·ut uf' th • I f'(lhl •m 

Lit~:ratun: l'l)lltinu Ill) 1 ' ate that evaluation is a necessary process to establish whether 

inno' dlitm IM t ~: •n effective in meeting individual and organizational priorities. This enables 

judgment · to be made. about cost effectiveness and to aid organizational learning and 

unprO\ ement. De pite innovation absorbing real and substantial costs, and considering 

Beddo\\e (1 994) conclusion that the clarity of organizational objectives in terms of innovation 

ha led to an increased emphasis on the evaluation of return on investment, Doyle ( 1994) 

ob ·erve that systematic evaluation rarely occurs within organisations. Making causal 

connection between inYe tment in innovation, and future management performance and 

organi ation ·ucce is externally difficult. f~ a terby-, mith ( 1994) and Constable anJ 

1c ormick 7) highlight the difficulty in establishing a stati ·tical link bd\\~:cn th~: incidence 

of innovation and company perfom1ance 1milarly. Rae ( 1986) found that the literatun: tends to 

fo u h , vii: on training and education and i primarily conc~.:rncd with measuring the i nput~. 

l'h inn h t nd d t pi 

hi h I t 1. , - Ol 

rti ul rl) th 

ll nrn 



innovation strategy that highl) d pend~d on external sources; he contended that external 

innovation resources claimed forth· 1 IP'I.'~t contribution to the !o rmation of a firm's technology 

competence. Reinhildc and l run' I 1 c c). jud 1i ng from the analysis on manufacturing firms in 

lk lgium, assl:ttcd lh u t tit n' in lin:1tion toward citber internal sources or external sources in 

ltlllllll la!ill I it ium>\' tlh ll II \l. 'Y· rested directly with the technological conditions or the lirm, 

und lllt)st hi •h-l · ·h lim1 ''< uld tend to mainly rely on internal R&D. 

Ea!'t African Brc\\erie has undergone through eras of evolution and business development as a 

major manufacturer of beer in the East African region. Despite the enhanced human resource ' 

management and market positioning strategies adopted by the company in responding to external 

em ironm nt the beer industry demands for continous development and implementation or 

innO\ation trategies. This is the rationale that motivates EABL in its pursuit to conquer the 

market amid the e\ er changing environment. 

Locally. tudic . on innovation have been conducted. dhiambo. (2008) did a Sllr\C) or 

innovation trategie at the tandard hartcrcd Bank (Kenya) Limited. C1itonga. (2001) c.trried 

lit a r. t:arch on innovation processes and the perceived role or the 1 ~0 in th~: banking 

indu tl) . " ngi .. 007 conducted an inv tigation on factor intlu~ncing financial inno,·atitHl 

uritic m. rk t whi h \\ 8 a tu ly 

inK 

n i nn nt It 

finn li t d 1t tht..: ' I-.. "hi!· Kihumba. 

v. ti n • n I it fl 

h 

Limit d. I hi 

ti n nl 
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existing gap by carrying out are ar h on nppli 'at ion of innovation strategies in the East African 

Breweries Limited. 

1.3 Objective of th · • Ullh 

'Jill' OOjl'l'liVl's OJ' tid ' Ill h \ I . . 

1. 'I tl id 'tllil) h · t .. p ~ innovation strategies applied at EABL 

11. ro e ·tabh ·h the proce s of developing innovation strategies at EABL 

iii. To identif\ the factors that influence development of innovation strategies at EABL 

lA Value of the Study 

The tud) i invaluable to several stakeholders in the brewery industry including the 

management of bre\\ ery companie , the polic) maker a well a~ the . cholars. I he management 

of brewery companie in Kenya will find the rc ult of this . tudy intriguing as a source of 

information on what comp~titive trategies arc applil.:d in the market and what the) nl.:ed to do in 

order t h comp ·titivc in the market •\t the sam~.: time. the policy maker will obtain kno\\ kdge 

fth~.: in lustry dynamics and th~: n.:spon ~.:s that ar~: appropriat~: and sp~.!cilic for I:.ABL: th~.:y will 

tain uidane~.: fr m thi tud: in d~.: i •nin • appropriate pnlicie~ that "ill re 'Ulate th~.· 

tu \\ill pr ,jd in nn ti lll to p ll ·nti·tl n I uur~.:nt holm \lll 

m nt . hi "ill th ir kn "I n um ' m I tl ) 

nti tu ~. 



CHAPT R T\VO: LITERATURE REVIEW 

2.1 Introduction 

'I his chapter ~ ttllllll 11 i1 •s th · inh Jfll,llion !'rom oth <.! r researchers who have carried out their 

rc~K·mch i11 tl11: 1111 • li II , tud . 'I hi! topics covered here arc concept of strategy, concept of 

intHl\ \lli~)n, inm)\ ui 111 tratcgic . approaches to innovation strategies, proactive innovation 

~ t rut~gi~s and r ·1ctin~ inn vation strategies, applicati on of innovation strategic , process 

inno\ ation ·trategie~. product innovation strategy, market innovation strategies and fi nall y 

d1oo·ing an innovation trategy. 

2.2 Concept of trategy 

A 'trateg) i a long term plan of action designed to achieve a particular goal, most often winning 

Cfhomp on et aL 2007). trategy is differentiated from tactics or immediate actions ~tth 

re·ource at hand by it nature of being extensive!) premeditated. and ollcn prm:tically 

rehear cd. 

trategy i a ddi rate . car h for a plan of action that \\ill develop u husincss's ClHnp~titi\ c 

nd mp mnd it. lor an ' omp n;. th\.: ~arch i. an ikwti\c proccs tlrtt begin with 

r 'niti n n '' an I ' h t " u h ,, n lW. ·1 h • li " 
b t\\\.: n ·1 firm and 

it m tit 

it h m ll r ul tl . nt r, 

hi h n nl. h n t m th r um' n. I 7 . 

m titi\ nm n th n n mulntn •. 

all 



achieve its objectives amid the comp titors' ~x i st ' nce. lt is the process of specifying the 

organization's objectives, d ' l pin' pohciL'S and plans to achieve these obj ectives, and 

allocating resources to impl ·m n1 th<.: 1 ( ltcii.'S :md plans to achieve the organization's objectives. 

S1ra1cgic mana 'l:lll ·nt om· in h, n ly .llld ·om hines the acti viti es of the various functional areas 

of H bustlll'S . (\l I hi \ • 1 llli~ tiona) objectives. ft is the hi ghest level of managerial activity, 

llSttttll ) ltnmultt 'l..i t, the B ard of directors and performed by the organiza tion's hief 

F l't:utiv~: ) and executive team. Strategic management provides overall direction· 

to the enterpri ·e Jnd i · clo ely related to the field of Organi zation Studies. 

·· trategic management is an ongoing process that assesses the business and the industries in 

\\ hich the company is involved, assesses its competitors and sets goal and strategic· to meet all 

exi ting and potential competitors. It then reassesses each strategy annually or quarterly to 

determine how it ha be n implemented and \\hether it ha succeeded or needs replacement b) a 

ne'' trategy to meet changed circum tance . ne\\ technology. ne'' competitors. a ne\\ ~.:conomic 

l:O\ ironment. or a nC\\ ocial. financial. or political cnvironm~:nt (Lamb. \984) 

trat gic manag m\.!nt is a combination of thrc~: main proc~:sscs namdy slratc 'Y li.nmulation: 

trat y imp) m ntati n n I t dl\.! y valuati n. < n th a me noll:. ltatl' 'Y tk\ dopml:nl is a 

multi th t mu t mv lvc rati nal ·m, ly i md intuitil n. • 1 ri~n ·~. nl 
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2.3 Concept of Innovation 

'Thompson's (1965, p. 2) early nd .tr:li"htl( n nrd ddinition simply states: Innovation is the 

generation, acceptance and impl 'tnl nuti<ll\ or n ·w ideas, processes products or services. A 

similar defi nition ol iuu >V ui n ".1 r 10pos ·d more recentl y by West and Anderson (1996) and 

qll{l( l'd us r ·n·utlv 1 , \ ong et al. (2008) innovation can be defined as the effective 

nppl it- t ti~111 \)I II\'",'··'·"·.., and products new to the organization and designed to benefit it and its 

s ta k.~hl1 kkr ·. 

o .unanpour 19 6 pro\•ides a detailed definition of innovation, whi ch is much quoted: 

lnno\ ation i- the multi-stage process whereby organizations transform ideas into new/improved 

pr duct . en·ice or proces es. in order to advance, compete and differe ntiate themselves 

ucce fully in their marketplace. 

lueller ( 1971) i of the opinion that innovation is a at ubjcct: it means man~ th ings. both 

tan._ible and intangible: to many people. A ne\\ idea. theory. machine. tool. ~ocial arrangement. 

and 'havioral patll:m all 1~111 under the general subject or innoYatwn. 1ucller ( 1971) pmnts out 

that \\hik inm)\'ation is a natural human activity, it i planned and th:lih~.:t.ltc . h is al o a 

c ntinu u p ~ , for \\hcn~v~r innovat ion occurs. change tl: ults and tho e al ected by th~.: 

nd. rdin 1 to lu II r ( 1971 ). innm at inn ka L 

hi h I d t th n c it. r unh r inn v ti n. \\hi h , ' 1in l · I to h·m '<.:. 1 
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aimed at improving internal bu ine pn e se" and structures and to create market driven 

products and services. Innovation '11, )mp:1 ss~s both radical and incremental innovation . In 

technologically related d ·finiti n • th m.1i n I() ·us is on innovation being a product related to 

new l ~.:<.: hno logy ( ord ml 1 u k l. I< , 7). 

In ( llll' ras ·. tin: l·tinili n th t ,uid'-!d our research when identifying the cases of innovation 

stud i~d wu · ,1s [i1lln\ : th pr ce of proposal, adoption, development and implementation of a 

nr \\ id~a. gen~nll 'd internally. or taken from outside, relating to a product, process, policy, 

prac t ic~ or beha\ iour. programme or service, which is new for the organi sation at the time it i 

intr duced and'' hich \\ill benefit the organisation, or society in general. 

lnnO\ ation can take everal forms: in products, services, production processes and management 

·y ·tern . Innovation in products and services is related wi th R&D and meeting consumers' 

need . Innovation \\ ith re pect to proce es relates to change · in machiner) and other elements 

not directly a o iated with employee and ha the aim of increasing pr ducti\ ity (i .e. increasing 

quality and n.:ducing costs). Innovation in management ·ystl.!ms is usually in n:sponse to nl.!\\ 

nvir nmt:ntal ondition . and improving the way in "hich people ar~: mana 1\.!d and \\Otl is 

r ni . 1 hi orm of innovation can b~:come nect: .. ar ' hy chanl!.~.:s in th~.: pro~ess. su~h a 

ut m ti n nd th ·1ppli ati n )f mi tak pr )fin ' d vic n t •pic lly d crih I hy Shin 'O 
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2.4 Innovation Strategic 

J\n operational business idea i '. pr ~~l·d in l) t1l' or mor~ products/services that arc able to fulfill 

the needs and wants or ' t lf n1p t t u hHll\. rs . Tlw business concept is expressed in the value 

c r~.:u tion p i'Ol'l:SS - ot 'OIIIJ ·t 'II i : that arc the J()Lindation for how the products/services are 

dl's i •ttl·d. dl'\'l,:l,)p d. 11 1 lu d. di trihutcd and marketed. The business system is expressed as 

lhl' b,tsil' ptim:ipl . ~ md pf'( edurcs by which the persons and/or functions involved in value 

cr~ation actlt.lllv '' rk. Thi i a much broader perception of a business than the traditional BU 

ddinition that i · u ed in traditional portfolio management, mainly in the sense that a business 

here i' able to re pond trategically on its own. 

trategic innoYation is the ability to create and revitalize the business idea and concept of the 

compam b\ changing both the market of the company and the competencies and business 

)" tern of th company. In thi way. strategic innO\ ation is concerned with developing the entire 

company. Evidently. organization need to be more innovati\e and think proactive!) in their 

trat gi management. At least. this has rapidly become the mantra of the nC\\ dccad~.: both 

among manag\.:r: and in acadl:mia. 'I he \\ell-kn0\\11 work on innovation mana •~.:mcnt and 

hn I g) m n, t:mt:nt has gained newfound - or p~rhap r~ - found - rc p~ct tbility and has 

'Un t influ n c tht: \\ U)' \\t: think tbout tratt: gic mana •t:mt:nt ns a di ciplin~ (Drt•kr. 200_). 



today in order to stay succes ful O\ er time. This is now state-of-the-art knowledge within the 

field of strategic managem nt - f II '1\\ tn~' th~ ' nrk or people such a Hamel and Prahalad 

(1994) and the 1996 ackn ml u • mtnl ()I 1\)l't •r (1996) that strategy needs to consider both 

opcmtional clll-ctivcu · · m I li u nti.ltion. 

2.5 Ill'' l'lupm ·nt nl lmw,·ation. tratcgics 

l'hundkr. (ll>t> ) indicate that some innovations are buill on existing products, services, or 

Pl'Ol:\?dur~..:: .. md ar incremental in nature. Others involve greater degrees of difTerencc and arc 

mor~ radical than incremental. Some innovators aim to be first , others aim for second place. llc 

add· that a ditTerent dimension of innovations is the degree to which they imitate something 

alread) familiar. For example cell phones, although allow mobility and provide a radical change 

in the n e of freedom from phone wires, they arc imitative of earlier telephones in function and 

phy ·ical hape. 

P~r onal computer operate on internal pnncipks similar to those used in mum:omputcrs and 

m inframe_. II0\\1.!\ a. individual v>ithout c. tl!nsive sp~.:cial training can operate the P ·. unlike 

it larg r prcdl: l: r . It allo\\ s direct inter, tion from nonprofe sional usct . do~s not n:quirc a 

nvironml:nl. and an b · [imnd in om ~ni~ntly p )rlahh: 'cr inns. 'I hus. in 
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concerned with the development of ne\\ markets and relate to instances where there is a high 

degree of technical originality and , )tnml.'nsurnt • change in consumer behaviour. Secondary 

innovations, on the oth ·r hand, u • h.bi '.lll husin ·ss or company focused and typically involve 

improvements to 1111 • i ti11 1 m.tk ·t . 

Clrirlin ( ll)<JI) 111d ,, ,, 1 t'l al. ( 1999) recognizes the importance of having a clearly defined 

llL'W produl:t ·trlt • 1) guiding the innovation process. Innovation strategy provides a clear 

dit\~l:tion and fo 'U e the effort of the entire organization on a common innovation goal. 

lanagement need· to develop the strategy and communicate the role of innovation within a 

compan). decide how to use technology and drive performance improvements through the usc of 

appropriate performance indicators. Oke (2002) indicates that the first step in formulating an 

inno\'ation trategy is to define what innovation means to the firm or the areas of focus in terms 

of innO\ ation. By understanding the drivers of innovation need , a firm can devel p its focus on 

area for innO\ ation. The innovation strategy need to pecif} ho\ the importance of in no at ion 

will be communi ated to employees to achic\C their buy-in and must c.'plicitl) rdkct thc 

tmponanc that management place. on innovation Kucnnarski and \ -,sociates ( 1994) argues 

ul firms had more tangible and visible signs of management commitment to 

\Ciopnh.:nt ~ p~ ~ iall y in tenn~ of providing adequate funding nd re ources. than 

f hi •h r nnin 1 companh:s \\ .t ' i illv, n I t lll 'ihl\ . . 

n 
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understanding of how firm manag ~ the pro ess or developing new products and servtces. 

Development includes the pr c 's. f ~'L'lh. rn ting, selecting, and transforming ideas into 

commerciall y viabl ~ pro lu t 

[X:rf(nmantL: ill itl!IOV tli 1\ 

Sl'l'vin:s (Sit\1\\ ·t II .. 

~l·n tt'1.S. ~kvcra l studies suggest that firms with hi gh 

h.n · a formal process for developing new products and 

'I his li.nm,\1 in lude creativity and ideas management, selection and portfolio 

munag~m~nt and implementation management. Creativity and ideas management is the 

'timulation of ideas addre sing customer requirements. '1 he scope of ideas should be wide and 

all emplo~ ee · hould be involved and ideas from customers cultivated. election and portfo lio 

management proYides an efficient means to select from the many ideas generated and choose the 

be ·t idea for implementation. Implementation is the fundamental capability to turn new idea'. 

The Human re ource management element of the framc\VOrk deal mainlJ \vith pcopk and 

organization climate is. uc · the underlying impdu. of innovation management is the need to 

crc, tc an cnvironm nt ''here employees arc motivated to contribute to innovation. 

n fTc th human rc ourcc policy that upports inno\'ation and encoura •c the development of 

an inn r niz tim i n ·de I. O'Reilly n I 'lu hm n 1997) u• •e t that linn hould 

ati\ it.,.: nd impl m nt til n m or 1 t l huil t an inno\ 'lti\ 

ultu [i r th ir inn rt ; t 1 uil \ n inlll\ lti\~o: 
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2.6 Factors Influencing De,·elopment oflnnovation Strategies 

Some companies choose a tmt ') tlrH tn\ l)h ~..·s l'nnstant innovation e.g. to be a technological 

leader. I· or such firms , th · p r 1i n l I n~ wn ss, or constant innovation, is critical to carrying 

out their chos~.:n sttal · • • < th 1 lllf .mit s hoosl.! a stratl.!gy that emphasizes stability, reliability, 

and il ckar irnplk lliPn th 1 th ld (~1miliar product or service will be there when the customer 

m rkcting tratcgy is strong on stabili ty, the perception of change may 

b~: hnrmfi..llll1 th • ·. e uti n of their strategy. '1 his does not mean that they wi ll not or hould not 

~ntl:rtain any im1 'ation at all. It does mean that they need to favor at least the appearance of 

,' lability mer change \\henever they can (Booz and Hamilton, 1982) . 

.\: \\ ith each of the three dimensions of innovation, the trategie of most firms fall somewhere 

along a continuum with regard to innovation. nly a relatively few companies place strong 

trategic mpha i · on innovation and build their self-identity around pride in newness. t the 

other ·:treme. mo t tinn do not center their lf-tdentity on ·amcne and lack of inno\ ation. lf 

th pr~.:viou di u .. ion of the three dimension of innovation i. h:.t ically accurate. then firms 

C n tak' a tance toward innovation and implement it thrOU 1h judiciou ekction of new 

nd m h ra kri ti~.: 
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On the other hand, innovation that ar in r~.:ment a l, imitative, and relatively late have different 

characteristics from those d s rib d 1h )\L I hl r~.:quirc the ability to improve on another firm's 

invention; that is, to dcliv •t t p lu ·t t 'oll k l' nt r ' lativcly hi gh volume and low cost, as well 

as a cultun: that <H:r pt th · 1 itit n of follower rather than leader in terms of innovation. A 

strafl'gy that I' 1\"llt (Ill 'llt and introduction of' such innovations might be called 

n.:tu: t iv~.:. 

2.7 llroactin~ and Reacth:e Innovation Strategies 

Proacti\t~ innovation trateg) depends at least partly for its success on the quali ty of creative 

geniu '. Indi\ idual, \\ho have this quality often do not fit well in large bureaucratic organizations. 

ome companie find and keep such people apparently by chance. I Iowever, firms long known 

for their proactive inno ation trategy, and Hewlett Packard, appear to work at creating 

tructure and reward y tern that encourage the exercise of creative genius, ('lushman and 

Ander on, 19 ). 

0 1llp nic that have :trongly proactive innovation strategy ;.u~.: rewarded the d rort as "~!II as 

r ult . Th radi I. inventive innov, tion that i introdu cd early i a rdativc rarity. It might l c 
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commercial products or services selling at a pro fit , must be held up as the company's goal, and 

rewards for successful effort mu t h!nnl th~ import an ·~ of thi s goal (Plessis, 2007). According 

to Porter (1990), companies with t r .1 ·tth mnovat ion strategy aim to hit many singles. The c 

arc easier to m.:hil:\'t: th m h un · t m . 1 ut ·ach on\.! by itscl f docs not move a team as far. As 

indil'all'd ubow, u ·u · · j,\1\ lfin r m •t1tal, imitati ve, late innovations can have a very dramatic 

l' unnllatin· ·1"1'· ·t. II " r. thi tratcgy appears less dynamic than that of the proactive 

tnnovator: n~:ith~:r i · ul" a. and automatically better. 

lh: r~acth ~ innovation trategy requires more emphasis on process than product innovation. 

B~cau ,~ innovation of this type are easier to achieve, reward systems need to empha ize results. 

Re ult need to be Yiewed in terms of commercial success. The culture of reactive innovator. 

tend to be le s supportive of creative genius and more congenial to those who progress 

) ·tematicallv in a logical fa hion (Pies is, 2007). In orne way , reacti\e innovator need to . '-

devote more time and attenti n to their competitor than do proacti\l~ in no\ ators. Because the 

r activ innovator empha ·ize. adoption of the invl!ntions or othl!rs, thl!rl! j, clearly a 11t:l!d to stay 

current on \\hat inventions are bdng introducl!d. how they are being receivl.!d. and what Ht<.:tms 

d ·t ·rmin th m t oppl rtunc tim· for a latl: mover to introduce it inn )\''ttion. htrthl:r. imitnti\ e 

" fl:lll: but al a ddail d unl t ndin' o the 1 mdul:t or ~.:rvin· 
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business process reengineering, providing th mo t ob ious means for generating revenues and 

improving the mix of target mark.et and h :~" ho~\L n markets arc bes t served 

2.8.1 J>roccss Innovation 't tt g tl' ' 

Pro<.:~:ss il lltovution •tnbt 1 • uulit) fun tion deployment and business process recngineering 

(\'unHuin '. ll)l)n It i t p • of innovation which is not easy, but its purpose is now well 

undL'l'Slood. n ·llicient upplier who keeps working on productivity gains can expect, over 

tim~. to dcYelop pr du ts that offer the same performance at a lower cost. Such cost reduction 

11la) . or ma) not. be passed on to customers in the form of lower prices. 

Proce innovation is important in both the supply of the core product as well a , in the support 

Part of any offer. Both components of an offer require quality standard to be met and 

maintained. In the case of services, which by their very nature rely on per ona\ interaction t 

achien:! re ult . the managem nt of proce inno ation i a particular\ challenging acti\ it 

(Johne and . tore). 1998). 

\ cu to mer ha\ e be mt: mor~.: di ceming. and pccd-t -market ntinucs to play a crucial n h: 

In \ ri ty o mark t d~.;\ eloping new ·md innO\'ativ~.; pndu ts i b~.: om in, 11101 • and 

h cn likened t din -up • h rmuh n ,tr. "h~rd y 
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After some four decades of re earch. it i genern lly well known that a variety of factors are 

implicated in innovation succes . I ir t. th~rL is n nnod deal of evidence to support the view that 

new products success is rdat d t th llwm.llil'.a tions or new products processes (Cooper et al, 

I 999; C'oopt:r, 199 ). 'J h >t1•h 

C\.: 11( of Il l '\'\ pt (Jdltl'l 

1 .ttl'~ ar , current estimates suggest that around 60 per 

the • ·1rc introduced to the marketplace (Griffin, 1997). It is 

l'l'l'o •ni sL·d. h{)\\ ., ·1. th t 1 a .. in attention to detai l can increase the odds by as much a 30 per 

L'L'nl (Bur •dmun •t rl .. 1 9 - . Achieving a high success rate is suggested to be dependent on not 

on!) th~ number f activitie that comprise firms' new products processes, but also how well the 

ncti' itie · are carried out. (Cooper. 1993 ). The most important contributions formal NPD 

ugge ted to yield include improved success rates, higher customer sati sfaction, 

and meeting time. quality and cost objectives (Cooper, 1993). 

econd. there i al o the is uc of providing the right cmironmcnt for innovation. Central to the 

debate i \\hethcr the capacity to innovate i predominantly a per onal attribute. or '"hether it i. 

an ~.:mcrgent property of organizations amenable to S) stcmatic management (I cavy. 1997). 

'I • king the view that innovation is endemic within individuals managl!rs an.: imm~:diatcly lltccd 

\ ith th dil mma n.:garding n..:cruitmcnt and channding talent in a \uty th, tis on istcnt "ith th~ 

r ni I . ~, ml: cr ath l: in i\ i ual not alw • t:c y to m lll 'l' . Alll:rn·uh d). 
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Third, it is hardly surprising that. making ur~ 'Ustomcrs' needs act a the prime driver for 

innovation is deemed to be a critical 1- tit.: ( 1\)_ , II, 19R9; Fi !icld, 1998). I\ originally conceived 

of, the marketing concept holds th.n Ill · Hnp.m :wtivitics must be organi sed around the primary 

goal of satisfying custou1 ·r ' 11 r ':mizational structures and procedures refl ect a market-

ori t.: ttl uliott , uml ull p ., ''Ill\ I u ted to he truly customer-focused. Market-oriented firm 

lilt nls{) n:~l)g t us ·d l\.l 1 I) 1 gt at deal of attention to customer research prior to new products 

bl:ing dl:\ dl)pl:d ~m i It\ du cd (Djellal, I 998). 'J he idea of pushing products at customers is alien 

to thl: markd-oril:nted tirm. Rather, the prime goal of the organisation is to tap into cu to mer ' 

lll:ed · ·o well that ne\\ products generate their own source of marketing momentum. 

2.8.2 Product Innovation Strategy 

Product innovation provides the most obviou mean for generating rc enuc . Proce s 

tnnovation. on the other hand. pro ide the mean for safeguarding and impro ing qualit dnd 

al o for aving co-t-. Improved and radicall) changed products arc regardl.!d as particular! 

Hnp rtant for long term busint:. growth (Oke and 10flin. 2001 ). 'I ht.: pO\\l't of product 

Innovati n in h !pin' companit: r tain and gn)\\ compditiYt: position is indi .- putahle. Products 

h ' to be up t d nd c mph.:tdy n.:lll:\\1.! I for rt.:tainin' ron' markd prl: ~ n~.:~ . 
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profitable lever for gaining competiti\ adHmtng . lt enables a supplier to sell the same core 

product to di fferent customer group:, ditlcrLnt nfl~rings (S torey and Easingwood, 1998). 

Buyers can be served \Vith tuit · n n ·I lnrms of support. One such novel form explains the 

SLI CCCSS 0 f the bu j II •s 

growi ng n:tuil h'tnk . l·it 1 

I it 1 I i1 d, a subsidi ary of Midland Bank, Britain's fas test 

en c customers solely th rough telephone contact. Thi s new 

Hpprom:h is '' 'I ·~tt mr ti n t the customers it aims to target - confident, busy, younger 

p ro l~sjonal im.ii\ !dual . rhe attraction is not the basic banking products but the way in which 

help about th~ ~ i · pr vided. Help now comes through 24 hour a day voice only contact. Thi s is 

far mor~ com enient than the face-to-face help provided by bank tellers, usuall y only after a 

length~ \\ait in line. during the working day. The new way of serving customers wa'> quite 

re\ olutionary in it market and has made sizable inroads into previously established financial 

en ice.- ·uppl~ pattern . 

2.8.3 Market In no\ ation 

larkct innovation i onccrncd '' ith improving the 1111. · of target markets and how chosen 

n d ( tit hdl. I9t 6). It purp) c 1 to id~.:ntify letter (ne\\) p ltential markets: 

nd tt r I fi t \\ith the id~.:ntihcation n potL·ntiul 

m nt lti n. \\ lk r 1 1/. l9l ). 
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In recent years "benefit segmentation" ha b me more ' idcly u cd (Hooley et a!., 1998). It is 

based on the study of bu)ers' attitud . n tl11.: nssumption that in great mea ure it i needs and 

benefits which make up mark 'ts ·m l \\ht h .Ilk r mnrk ' ts. In thi s form of segmentation emphasis 

is on "usage occasions", 11 till I h l\\ lu' c1 ~~. •k to gain benefits in particular buying situations . 

. , his ft ll'l\ 1 or St.: 'Ill 'Ill tlilll\ i I 1i ul. tl powerful for dividing a total potential market into 

llH:u nin' ful mmk ·t tl( p llluniti . It power derives from being predicated on the assumption that 

th~ smm: indi\'idual lu) er can have different usage needs for the same core product. This 

happen· quite rr~qu~ntl) in practice. as for example when a person travels first class on business 

but ·econd cia" for pri\'ate tra\el. Each usage need presents a potential market opportunity. 

The ·econd purpo e of market innovation is concerned with serving chosen markets better. Thi · 

acti\ it: again relie on accurately interpreting buying preferences, but in greater detail. As with 

"b netit · gmentation··. an understanding of bu)'ing preference is important because bu)crs arc 

likely to purcha ·e offer \\hich they like mo t. ften the anal; ·i of buying preference" is done 

intuitivdy. '1 hi can re ·ult in surpri. ingly succe · ful results . hoicc is made on th~.: basis of pric~.: 

alone. Other cu tom~.:r, prdl.:r to buy in a "product-buy" mmk. In this mod~. kno\\ l~dg~abl~ 

cut m up ri r cot~ pro luct ll.:ature an I r~ pn:pared to pay a premium pricl' for thl.!sl' . 

L pre~ r t m " Y~tl:m-lu; .. mo k. in \\hich thl'y all' 
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champions". Market champions are to mark t "hat product champions arc to products. Product 

champions fi ght for the development f pndwts. ln n similar way, but with a different mission, 

market champions fight for consi I '' Ih'\ pol ·ntial markets, and new ways for serving 

ex isting and nt:w nuu k ·t (I ,lm • I < • 1 uationall y, market champions arc the makers and 

ShHpl:I'S of II Htl'k ·ts. 

Som~: unalyst · hw · 1 f·n d t market champions as "innovati ve entrepreneurs" (Ghoshal and 

Bartkt t. \ Q(' d) llo\\ ., cr. it i one thing to spot potential market opportuni tics, but quite another 

to make m ne~ from the e. Potentially, there are large numbers of market opportunitic . A 

bu 'ine" cmmot ''in in all the markets open to it. Skilfu l market champions fight Cor the 

deyeJopment of market vvhich their business can supply and dominate in some way. Effective 

market championing involv·e spotting po itions in which the busincs can build and retain 

competiti\ c 'tr ngth. There i no point in choo ing an in no ation stratcg which the bu incss 

lack the mean - to pur ~ue over time. kilful market innovation help , to Cocu'i th~ competitiv c 

tratcgy of a bu inc s. u ·tom~.:r analy ·i ·. comp titor analy. i and suppl~ compdcncc anal;sis 

kilful mark t h mpion , ppr~.:dak the p citi v ·ay in ''hi h dilkn.:nt cu tom~-:1 buy. 'I h~y 
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seats - at different prices to different bu) ers. What ski I Cui market champions appreciate is that 

the same core product can be dif[i r ntiat d h~ '.1r~ ing the support. 

In many businesses tht.:rl' is a h · ,)lh. 1 ·rt i(ll\ I ctw~.·~.·n its key competences ( rant, 1991), on the 

one hund, und mmkl't opp ll iunili n th othrr hand . Market champions address the market side 

or lhL· busi m:ss ·qutlillll 111 ultern;1ti c courses of action against the opportunities open to a 

businL·ss. 'I his tppr 1 1 ·h i quite ifTcrcnt from one which assesses alternatives from the point of 

vi~" of con.: Cl111ll ·t '11\.: ~ r capabilities. Consideration of the strength of internal capabilities i 

too limiting a per pecti' e "hen, as is increasingly the case, external competitive parameters arc 

changing fa 't (Hamel and Prahalad. 1994). 

It i the ta k of the market champion to question current market practices. '1 he analytical task of 

the market champion i to identify better potential market and better ways or cr ing existing 

and ne\\ market . 

A far as necdcd offcr arc conccrncd. rcacy and \\ icrscma ( 1995) havc concluth:d. on th~.: basis 

of a thrcc year con ulting tudy of o,·cr 80 corporations in a range of' markets that markd 

uc d by dcJi, cring a distinctiYc value proposition. 'I hcir messa 'l: is that a business 

rnu t ·uniqu v lu • di iplin .. \\hi h i o b ndit to it chn l:ll u toml:ts. 'J h~y 

m r intim t I. ti n hip •· hi ·v y uppl_ in' H 1w lu t 
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these can be amplified by taking in~o ac ount the di!Terent ways in which the same core product 

can be bought. However, a potential dan~l:r n · ·urs, when market champions argue in favour of 

serving many different market s • •m nh. l.l ·h with it s own special mix of core product and 

support. Doing thi . \Vi ii I tlli • I \\ i k· t :tn ~~ or orrcrs which militates against achieving 

l:COilOillies or Sl\ th: . 'I hi · i "tn in man businesses; a tension exists between wanting to meet 

lhl' buyi11g pn:h.: r ·11 • • · )I it 1 nt market egmcnts as closely as possible, on the one hand; and 

on lhl' l)lh~r. th~ "1 ·h t ·uppl) as economicall y as possible through a standardized offer. The 

operational chalkng~ i ·. of cour e. to decide how wide a range of customers to serve. 



CHAPTER THREE: R E R H DESIGN AND METHODOLOGY 

3.1 Introduction 

lhc chapter presents th ' I ' 'lf h J j 11l .llld 11H.: thodoJogy Of the study. (t entail s the study 

design. the popttlatitHt, th • I ti t II· tinntc hniqucs and the data analys is procl!dure. 

This \\Us u cas~: ·tud) .::incc the unit of analysis is one organisation. This was a case study aimed 

at getting ddailed inf rmation regarding the application of innovation strategies at EABL. 

According to Yin (1994) a case study allows an investigation to retain the holistic and 

meaningful characteri tics of real life events. Kothari, (2004) noted that a case study involves a 

careful and complete ob en ation of social units. It is a method of study in depth rather than 

breadth and place more emphasi on the full analysis or a limited 11llllthcr or l:vcms or 

condition and other interrelations. Primarily data collected from such a study is more reliable 

and up to date. 

~.3 Data ollcction 
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enable a better and more insightful int rpretation of the results from the study. The interview 
. 

guide designed in this study compri f 1\\t) sr..: ·tions. l'hc lirst part included the demographic 

and operational characteristic d~ 1\.'rminc fundamental issues including the 

demograph ic charactct istics of lh · rt I h • s ·cond part was devoted to the identification 

"I r th main issues of' the study were put into focus. 

l hl· inll'rvil·" •uidc" 1 • tdmini tered to 40 top, middle and low level management staff working 

in the F.\1 1 . Th · ..;tud} ~ ·lc ted tafT particularly in this section of staff who directly dealt with 

dav to daY manaecm~nt of inno\'ation strategies since they were the ones conversant with the 
. . .... 

application of irmovation trategies in the company. The interview guide was administered 

tlu-ough face to face m thod to the respondents. Each interview guide was coded and only the 

re archer kne\\ which per on responded. The coding technique was only used for the purpose of 

matching r turned. completed interviev. guides with those deli\ercd to the respondents. 

3.4 Data nal). i 

B •fon: pro ·e ·ing the n.: pon c . th~.: completed interview guide was edited lor completeness and 

con i tt:nc;. c ntent an. I) i was emplo) ~.:d . I he content analysis \\Us u ed to analyze the 

re p nd nt · vi " ab ut the application ot inn v tion trat ·gic ~ at b \BL md pre Ulh: 1 in ,1 

ntinu u pr r her r p rk ' h t th r rd to b \HI ; 

pli ti n mn 



CHAPTER FOUR: DA T 

4.1 Introduction 

'J his c hupt L~ r pt e-.ellt 

Htutl ys is u11d lt rtdiu • PI 1lt 

Y 1 AND INTERPRETATIONS OF 

R 4 l i LT~ 

n I int tptdations of the data fi-om the !icld. lt pre cnts 

t out in the research methodology on the application of 

innovuli tHI twt • •i · ,ll F 131 . he data\ as gathered exclusively from an interview guide a the 

n:s~an: h in:trum 'nt. l h int n ie\ guide was designed in line with the obj ecti ves of the study. 

ro ~nhm11.:~ th qualit) of data obtained, unstructured questions were used whereby interviewee· 

indicat~d their , ie\\ , and opinions about the application of innovation strategies at EABL. 

According to the data. "'7 out of 40 target respondents fi lled in and returned the questionnaire 

contributing to 9 __ - o 0 re pon. e rate. The commendable re ponse rate was achieved at after the 

re ·ear her made franti ffort at booking appointment with th head ol departments despite 

their tight hedule · and makin r phone call to remind them of the inter 1ew. 

4.2 Rc p< ndcnt Back~round Information 

·1 hi ti n pn.:~ nt th b kgr )und inform ti n o the 1~.: p mtknt '' hich \\a ha ~.:d on their 
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4.2.2 Age of the Respondent 

The study sought to establish th ag f th' r~spl)11 lknt s. Most or the respondents were aged 

Were aged over ~ 0 ycms, \\hil I 0. " tl .IP~od l ·ss than 30 years. 

4.2.3 Ltnl c1f l'du · them 

On th~ r~sp md~nt ·· 1 ., ·I u ati n the study found that most of the respondents (34.8%) had 

uttuin~d c~rtdic.l lc le\ el. .9% had attained diploma and higher national diploma level, tho e 

''ho had b.1chelor· degree _l %. ''hile 17.2% had attained masters and PhD levels of education. 

Thi informati n ·how that the respondents were knowledgeable enough t contribute positively 

to ' ucce · ful innO\ atiYe trategic decisions. 

4.2.-t Job ategory 

I he ·tud) · ught to imestigate the job categories of there pondcnts of this study 14.4% or the 

r~.: pondent \\Orked in thl: financl: accounts dl:partment 29.8% of thl: resp mdents \\orked in thl: 

human I\: )Urc d partment. I . % of th~.: rl: p ndent \\Ork ·d in the marketing tkpartment 1 O% 

o th' r ~P ndl:nl \\~.:re \\orking in the ll: hni al \'~hile 6.9% or the 

r p nd nt , rk~.: in th~.: u ll m r ~.:p. rtm nt. I hi qu~.: tion "' i 'nilic mt in 

nd nt in th ri u d P• rtm nt ' ithin th in titulilHl 
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served for a period of 3 - 5 years, \\hil 19.6° o of the n:spondcnt indicated that they had served 

for a period of 0 to 2 years. This hov. that "o l f the n.: spnndcnts had worked for the company 

for a period of over 3 years. 

4.2.6 lntcrvit·wcl'S' Dl' i •u atit111 

mk of the respondents in the department. From the tudy, 

majoril) l)r thl' r · p md ·nt ''ere ·ale clerks, others held positions such as public relations 

ortic~r . credit ol1k~r. ·.11e ~ clerk. finance officer, customer care attendant, and IT assistant. 

-t.3 Innovation trategie 

The tud\ ought to inYestigate the innovation strategies adopted by the company.From the 
. ~ 

finding the company employed much of product, marketing, technological, process and 

integrated innovation trategies. 

-'·-' Proce · of de' eloping Innovation tratcgie in .. BL 

In con:ideration of the intt.:ndt.:d purpo 't.: of innovation stratcgit:s. the intcrvi '\\CCs \\Crc 

r qu tt.:d to indi ak ium bABL u t.: various form o innovative tratcgics. ln tl:rm of crcatin 1 

luc thr ugh pri in . th~,; int~.:n i\;\\~t.: indicah.:d th t in the curr nt d nami · m rkct . marhtin 1 
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implementing some unique value-cr ating trnt g~ ba cd on umque combination of internal 

organizational resources and capabihtl th. t • nnot be replicated by competitors. Customer 

satisfaction and retention is a· tuir~ I tht H•'h l'. pli ·i t business strategy that emphasizes 

innova tion and know led , · r · tti n l u~ ~ l s:-..f ull participate in local, regional and global 

contl:xls. 'I his h•t k·d to · ' lt 1li lun 111 < I .1 onvincing and clear correlation between employe~; 

uttitudl's. l: u ·tlHlll't tltitul n I lin n ial rc ults. 

On building :t111 t~ ch.1in --upabilitie it was found that development of internal capabilitic has 

been more important than limited financial resources in order to develop competitive advantage 

to com pet 3 ,, ith larger and multinational competitors. Results of this research support the 

propo ition that from an associational economy perspective, the development of a geographical 

region or country should be an interaction among a number of constituents namely government, 

the firm it ·elf and th cu tomer group among other . 

'1 hl: ·tudy revealed that. the company focu e on building and sustaining the world-class supply 

chain capabilitic nccdl:d to imprO\ c curn:nt ·upply chain performance and drin: future gnmth. 

With reg, rd to creating· nd nurturing trong brand the inll.:rvic\\ces indicated that the company 

r at tim in \\hi h n m rk tin gcncrat and inf1ucn · demand in rl:asin • •cneric 
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a network effect that exists when the Yalue of a produ t or service increases as the number of 

users using the Company's product m 'rl;as~~. l'h~ major competitor of EABL are 

multinational companies and thus th · m 1rk tin•' ~tt.lll..' 'i~s arc more focused on creating a sense 

or belonging to the custom •t . I h r n· .11 l) :-;tll)n' ndwork effects in the market, and social 

m:tworki ng is pnttHuilv b 1 ·I >n 11 1 ri t.u·y tandards, thus the company becomes the "winner-

tah·-a ll". ('n:uting ltl)' dt · >I tl t keh< ldcr . by focusing on building and managing successful 

bu~inr~sr~ through i~t)nk btUnd . product and process innovation strategies help the company to 

rnhum.:e shan:holder value and create ustainable competitive advantage. 

l'he in ten ie\Yee ''ere reque 'ted to give the reasons of using innovation strategies in the EAl3L. 

They cited that th company applied innovation strategies with an aim of attracting new 

cu tomer ·. potential employees and contractors, attaining competitive advantage, to increase 

profit·. generatiYe facilitation. and succe criteria. 

l he tudy ·ought to im c tigate the impact of u ing the innovatiYe strategies on l· \BL. hom 

the tudy, u c of innovation tratcgic. h:d to cn:ation of value through pricin '· cu'\tomer 

ati ft. tinn and n.:t ntion a~ \\t:ll , s , ggn:ssi\1.: anti comp titcm; marhtin' campaigns. Otht..:rs 

indi at d 



On the factors that affect the adoption of innoyntion -tratcgics in EABL, the interviewees 

indicated that the factors that affect ad pti n of mnt)\ ntion nrc financial factors , organizational 

structure and culture, specialization nl (\mph.. it , run ·tiona! di fTcrentiation and managerial 

attitude towards chaugc, lm:k ml I ·hni .tl kno\ I ·dgL~ rc!'lources as well as centralization and 

I(Jrmu I izat ion . 

4.5 Burricrs to \dvpta n of lnnm ation Strategies in EABL 

Th~ stud\ ·om!ht to e:tabli ·h the et ect of the various general factors on adoption or innovative 
. '-' 

,' trategies b) E BL. \\1th regard to network problems/unreliable infrastructure, the interviewees 

indicated that lad. of ne\\ technological infrastructure, networking and coordination 

mechani m -. r ource '' ithin the context of an organizational, community or national culture, 

re earch and de\'elopment. On lack of financial resources, the interviewees indicated challenges 

in management of tran action and information. the drastic changes in technological 

advancements con umc a lot of fund to install. running of many mnovation strategies 

concurrently challenge thl: financial ba of the organization hence limiting the n.:alization of 

th ·inn wati n lrate .... ic 



The other barriers that challenge the adoption of innm at ion strategies at EABL include lack of 

commitment, support and kno\\lcdge tO\\UrJ innmntil)n strategies, nature of business and 

industry arc other barriers for innovati )fl 11,\tt"i~..: in h '\BL. 

The intcrvil'wccs Wl'I'L' tl'qll •sl ·I 1 

inno vation slntll'gk 

h thl: possible solutions to the barriers or adoption of 

indi atcd that there should be reliable inll·astructure 
' 

tafT h uld be equipped with adequate skills and knowledge 

on tlu: Ill'\\ tl'l: hiWIL1g) thr ugh regular training in order to ensure that they do dot resist the 

adoption of the n~'' teclm logy in the organization. 'I hey further indicated that support and 

commitment from the top management would also boost the adoption of innovation strategic as 

well a giYing training ·e · ion to the employees on the innovation strategies on aspects or 

techno log) . product. proce and market innovation strategic . 



CHAPTER FIVE: 

R 

5.1 Introduction 

This chapter provide..; til · tuun u 

0 

RY, ON LUSION AND 

DATION 

tht findin 'S and also g1ves the conclusions and 

recomnH:lldittions or till· Ill I n the ohjcctives of the study. The objectives of this study 

were to ilkntiry till· typ · · 111 inn ' ti n tratcgics applied at EABL, to establish the process of 

developing inno\ ati1.111 ttatcgie at • BLand to identify the factors that innuence development 

or innoYation ·tratcgic. at • BL. 

5.2 ummary of the Findings 

The tud found that the company employed much of product, marketing, technologicaL procc s 

and integrated innovation trategies. In terms of creating value through pricing, the tudy found 

that in the current dynamic market . marketing inno ation trategic inno ation ga c the firm a 

comp titiYc advantage and with it the uperior ca h now that generate value. It also creates and 

maintains value. ba.t:d on diftl:rcnt cnvironmt:ntal dynamic . renting value was don~: through 

pr luct innov ti n tmkgie a · \\ell a through inll:gratcd innovation ~tratc 'i~o:s . ·1 hi~ b in line 

\\ith n.:c mm n ti n b; lch "1 an that, innnv ttion mu t im:rca L' vatu~.:. 

al finn vati n i po itivc chan 'C. to m kc om~..: one 
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by Grant (1991) that market champions addre the market ide of the business equation to 

assess alternative courses of action again t th' opportuniti 'S open to a business through 

employment of relevant resources, cor 't mpLll'lh.l'~ or capabiliti es. As ind icated by cooper, 

( 1993 ), the most important contributi n hH in no at ion strategy inc] udc higher customer 

sa ti sntction, and llll'~.:tin' tint·. Jll dil' n I o t ohjl: tivl!s . 'ustomcr sati sfaction and retention is 

ucqui rl·d thwu •h · plirit hu in· t me y that emphasizes innovation and knowledge creation 

to successl'ull) partidp 1l • in I 'll. regional and glohal contexts. This has led to establishment of 

a convindng and ckar c 1tTelati n between employee attitudes, customer attitudes and 1inancial 

resul t·. 

n building 'uppl~ chain capabilities it was found that development of internal capabi lities ha 

been more important than limited financial resources in order to develop competitive advantages 

to compete with larger and multinational competitors. Results of this research support the 

propo ·ition that from an a· ociational econom} per pcctive the development of a geographical 

region or country 'hould be an interaction among a number of constituents name! go ernment 

policic . the tirm it 'cl and the customa group among others. 'l he company focuses on building 

and u taining the ' l rid-class supply chain capabilith.: nl:eckd to improve current upply chain 

, 11 drh future gr " h. 
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through a network effect that exists when th Yalu of a product or service increases as the 

number of users using the Company's produ t in n..:ns~s. 

The major competitors of I~ BL m · multin.llilHl.ll l'lHnpanics and thus the marketing strategies 

arc more focus<:d on <.:t ·atin' 1 l ·lon,,inp 1o th • customers. Creating loyalty of the 

stakcholdt:rs. by H>ru~in • 1>11 buil Jiu md man·t 'in success ful bus.incsscs through iconic brands, 

product and pn>n:s · inti\>\ 1ti\'ll 1 tc 'ie help the company to enhance shareholder value and 

cr~at~ sustainabk l:tllllp ·tith c d' antagc. On the reasons of using innovation strategies, the 

company applied innovati n ·trategie with an aim of attracting new customers, potential 

employee · and contractor·. attaining competitive advantage, to increase profits, generative 

facilitation. and ucce-- criteria. Thi can be confirmed by Griffin ( 1997) and Cooper el a/. 

(200"') who recognize that. innovation strategy provides a clear direction and focuses the effort 

of the entire organization on a common innovation goal. The innovation trategy needs to spcci fy 

how the importance of innovation will be communicated to employees to achieve their bu; -in 

and mu ·t explicitly rct1e t the imp rtance that management places on inno ation. 

hom tht: tudy. tL e of innovation strategies led to cn:ation of valut: through pricing. custmm::r 

ati facti n and rd nti n \\t:ll a a 'gn.: ivt: anti compditors murkctin, campaigns. Pn duct 

th t are , di al. invcnth • nd arly l(fcr 'rc, h::r r~.:\\ard and 1 rlmmancc 

impr ' m nt an pr nnnt in th th up ly th • r 1 n lu t , \H:ll 
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On the factors that affect the adoption of innoYation trntegics in EABL, the study found that the 

factors that affect adoption of innovation ar" tinnn in l 1:1ctors, organizational structure and 

culture, specialization and complc ·ity, fun ti n.1l li I 1\. l"l'Ht ia t ion and managerial attitude towards 

ur l s .1 ' lll as c •ntrali zation and formalization. 

On m:twork probkllt-:lulll ·li tbl. in I I tnl tur ' th~.: study f(>u nd that Jack or new technological 

inl'rus tnu.:turl·. lll'hwrkill • m i nlin tion mechanisms, resources within the context of an 

organizational. \.:t)mmunity \1r nati nal culture: research and development affected adoption of 

innovation strall:gie.. hallenge in management of transactions and information, the drastic 

change· in technological ad' ancements consume a lot of funds to install , running of many 

im10, ation ·trategie concurrent!) challenges the financial base of the organization hence 

limiting the realization of the innovation strategies. 

I.ack. of awarenes and knowledgeable of innovative strategic . also affects innovation strategies 

in r~ BL where Jack of ·kill . introduction of nevv technological systems. inefficient re ·earch 

and de\'clopment a \\ell a· lack of relevant experti e or knowledge for innovation strategies. 

High co tor too e. pensive project . some innovation trategies are too e:pensive to fund. others 

, re t 0 c Hnplic ted th t thcy require a lot o e. ·p rti e to have them nmnin '· and that some 

rcqui~ d t< imp! mcnt inn wation trot 'It: arc :p n i' e to acquir~ . 'I h~ oth~:r 

barri r th 1 th d pti n f inn indu I· I lk or 
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should be equipped with adequate skills and kno" l dge on the new technology through regular 

training in order to ensure that they do not re i t t h~ n ioption or the new technology in the 

organization . It was further found that upp n ml 'l)mmitm ·nt !'rom the top management would 

al so boost the adoption of innov tti >n ~~ Ill' •i ·~ :l"i w ·II as giving training session to the 

employees on the innovntiou 

innovation stntt t· •it'.'. 

5.3 Conclusion"~ 

The study concludes that the company employed much of product, marketing, technological, 

proce" tmd integmted innovation strategies. In the current dynamic markets, marketing 

innoYati n ·trategie innovation gave the firm a competitive advantage and wi th it the superior 

ca -h tlow that generate value. It also creates and maintains value, based on different 
v 

environmental dynamic . Creating Value was done through product inno ation strategies as well 

a· through integrated innovation trategie . The company al5o attain sustainable competitive 

advantage through the prolonged b netit of implcmentmg some unique \alue-crcating strateg 

ba ed on unique cor1bination of internal organizational n.: ources and capabilities that cannot be 

replicatt: by c0mp tit L. ustom r . ati~ra tion and retention is acquired through c. ·pJicit 

bu in trnt y th t izc.: inn vnti Hl and knm' lc I c creation to u cc.: sfully participate 
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associational economy perspective the development of a geographical region or country should 

be an interaction among a number of on titu 'nb nmnd go ' rnmcnt policies, the firm itself and 

the customer groups among oth ·rs. 1 

class supply chain capahilili ·s n 

mp. n f(h:us ·s on building and sustaining the world

~· ·urrcnt suppl y chain performance and drive 

future growth . lh1..· ttHHp 111 1 nt s time in which sales and marketing generate and 

influence (k il t 11 1d in., • 1 in en n competition and EABL brands gain popularity and 

acct:pltlnce l'wm 1l · t.1rg ·t u t met in its core business, venturing into different product lines, 

d ifii.: r~:nt ·~:gm~:nL·. and ~\· r different markets. Environmental analysis and response to changes 

in11uenced mmk.et performance and hence profitability to a great extent. Aggressive anti 

competitor· marketing campaigns is done through a network effect that exists when the value of 

a product or en ice increa es as the number of users using the ompany's products increases. 

rhe marketing trategie are more focused on creating a en e or belonging to the customers. 

reating loyalty of the takeholder . by focu ing on building and managing succes ·rul 

bu ·inc· ·e through iconic brand . product and proce. innovation ·tratcgies hdp the com pan to 

enhance. h rchold~r value and create su. tainablc compditivc advantage. 

It wa h.:ar that the ·ompany applied innovation strategies \\ ith an aim or atlrm:tin , new 

mpl >) c and c1.mt 
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promotes a friendly and helpful staff henc cu tamer ntis faction, improved innovation process 

and conformance to regulations a the main prl L ss innovation strategies that impact on its 

profitability. 

The study conclud ·s that th · 1t t 11 th.tl .1ff ·t adoption of innovation arc financial factors, 

orgunizu ti ()tlul strul'lut · 111 I "ialization and complexity, functional differentiation and 

nwnHgL·riu l utlilud · tu" ud ·hc1nge. lack and technical knowledge resources as well as 

centrali:.ralion tmd furmalizati n. thers include lack of new technological infras tructure, 

networking and ·o rdination mechanisms. resources within the context of an organizational, 

communit\ or national culture. research and development, while the drastic changes in 

technological ad\ ancements consume a lot of funds to install, running of many innovation 

trategie concurrently challenges the financial base of the organization hence limiting the 

r alization of the innoYation strategies. 

ther are Lack of a\\ aren ss cmd kno\\<ledgeable of inno ati e strategies, lack of skills, 

introduction of nC\\ te hnological y tem . inefficient research and de\ clopment a '"ell as lack 

of relevant . ·p rti e or knowlt.:dg [I r innovati n tratcgic , omc innovation stratcg1c.., arc too 

l.!.'p~.:n in~ t 1 fund. oth~.:r arl.! too com plical d that they r~,;quirc a lot of c. p 'rti 1..: to h,l\ c thcm 

1 k nt. upp rt innc \at i m n,mn c l I bu in~..: 

ki nd A h Ill H 
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On the possible solutions to the barrier of ad pti n f innovation tratcgics at EABL, the study 

concludes that there should be reliabl infnstru 'tur~. ('nough financial resources; and the staff 

should be equipped with adequat skills ml kntn kd 1l' on th~ n~w technology through regular 

training in ord~;r to ~;nsutc th tt th I< I ll-~ist th~ adoption or the new technology in the 

upp< rt and commitment fi·om the top management would 

ulso lwost thL· tdt,ptitlll 11l im11 ti n tratcgics as well as giving training session to the 

~..: mploy~~s lHl th~: innLl\ ni n tratcgie on aspects of technology, product, process and market 

innovation strateg1e" 

SA Recommendation 

Thi tud) recommend that for EABL to earn more profit, increase number of customer , the 

compan} ·hould embrace the adoption of innovative strategies. EABL should also strive to 

en ure product range extension, product replacement, product improvement, product 

repo ·itioning and ne\\ produ t intr duction to enable the banks to be more productt\e, to gro 

fa tt:r. to invest more and aL o to earn more profit. 'I he product development strategies can h~.: 

cftl:ctivcly adopted if there arc quality systems in place. there i good information 11m\. thcrc i" 

p ializati n nd al o ifth managcment fully upport the competitive ::;tratcgic . 'I he 1 mer or 

mpant 1 WW c >Ill ·till\ e po it ion i indi put·1ble. 

t • impr \ d innov. ti lll 1 n c 

t th 



and knowledge on the new technology through regular trai ning in order to ensure that they do dot 

resist the adoption of the new techno! g) in the hank. l'h ' fi ndings in the earlier studies also 

recommends that customer satisft ti n .md r~. t nt i() tl market strategy, aggre sive anti-

competitors markding (;ntHpai •n ·rttr. into n ·~ markets whi le consideration of availability of 

1 innovation strategies, environmental analysis and response 

to chan •L'S and 'I'L'ati{lll {lr' tlu th ugh pricing, is criticall y important if the aim is to develop 

The ·tud) al ·o recommend ~ that the company should address areas that affect adoption of 

in110, ation ·trategi \\hich include financial factors, organizational structure and culture, 

·pecialization and complexity. functional differentiation and managerial attitude towards change, 

·lack and technical kno\\ledge resources as well as centralization and formali;ation. thcr · 

include lack. of ne\\ technological infrastructure, n tworking and coordination mechanisms, 

re. ource ~ ,, ithin th cont xt of an organizationaL communit or national culture, research and 

development. while the dra ·tic change in technological advancements consume a lot of funds to 

install, running of many innovation ·tratcgies concurrent!) challenges the financial base of the 

l rganiz ti n. L k '\Warene~ and kno\\ ledgcable of innnvath 1.: sttatc •il:s, lack ol skills, 

f 11 \ hn ll l ,ic I y tcm • incfli icnt rc car h and dcYclopm~nt as \\ell as Jack 

m innov tion 

f\: . p rti th Ill 
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nmnm • 
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technology through regular training in order to en urc that they do dot resist the adoption of the 

new technology in the organization. It wa furthLr kar that support and commitment from the 

top management would also boost th ad pti m t)l innt) at ion strategies as well as giving training 

session to the employees on th · inn ,,•ui n IJ.Itt: 1i ·son aspects of technology, product, process 

and murket innoviltion st1 tl • ·i · 

5.5 Rl·comm ·nd at hu1 fm· Furth r Studic~ 

This studv has ~.: . 1 I )r~:ct application of innovation strategies at EABL. The study fo und and 

ana lyz~d data with a focu , on East frican Breweries Limited. 1 here are other alcoholic drinks 

compm1i~, in ~~n) a" ho ·e orientation in the beer industry is close to that of EABL but differ in 

th~ application of i1movation trategies at EABL. There is therefore need to do another 

comprehen iYe tudy to inve tigate the application of innovation strategies in the beer industry in 

Kenya. The re earcher further recommends that the same tudy be done on other companies so a. 

to find out the innovation trategies employed to stay compctith.e by different companies. 

5.6 Limitation of the . tudy 

'l he main limitation o the: study wa its inability to intervh.:w every sc.:nior managemc:nt mc.:mhcr 

f 1::. BL du t thdr ti ht \\ >rkin ch duk. 'I hi . ho\\~.:\'c.:r, wa tackh.:d hy adminiskrin 1 the: 

m ate r: , t p roprhtc time '' hc.:n th~ \\CI"C Ill 

tu y. h tud~ ' limited t omp ny BL) thu till..' 

inn ' ti n th t und in Ill lu th. 

nt 
In 
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their strategy had been exposed. The r ar her ls experienced the challenge of financial 

resources since the cost of collecting th d t \\ l S t 'lO hinh. 

5.7 lmplicntions on polic ·, pn ' liu :' :utd flu C)r 

i ·s is not easy for any organization and effective 

steps haw I() bl· pul 111 pit · I\ ·n Ul ful implementati on. Management of the company 

needs to httw thl' r ·quit ·ct kn " ledge. expertise and skills before they can agree and embark 

upon an impl~?mentation pr gramme. In addition, the management needs to learn from others as 

to what hu, worked in other tirm and what has not. In essence a number of actions need to be 

tt1ken in order to incr a e the likelihood of success. These include; embarking of serious 

adYerti ' ing. redetining th niche market, exploring new markets and intensive loss making areas. 

An organization hould et up a steering committee, identify the norms. values and behaviors for 

the organization· people. agree on a plan of action, implement that plan and review the progrc ·s. 

Furthermore. the plan of action ne d to be en itt e and in line with the organizati n 's hi 'itor 

and futun:. 'I hercforl.! EAB will ne d to identi fy its own unique approach. as "o fT thl.! shelf' 

packagl.! · arl.! not rl.!adily as o iatl.!d ''ith succi.! s. 

I lm \ r. by fc. r th m 1 t imp m, nt ch.:mcnt of that plan i tint katkrs .. ,,alk thl.! talk"'. 'Ct 

in th pr r I t th ir nthu i m ' , nc. chi 'in 
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Appendix 1: Interview guide on the •tppli~.lti(m of innnv:ttion strategies by EABL 

PART A: DEMO(a{ Pill( I I )J :\1 \llO 

I . ( knd ~: r : 

gl': 

M d · ( 

F·tntl·t 

l l'ss than _,o Y ·~tr 

.d -·W Year" ( ) 

41 -:0 ~ eat" ( ) 

lore than -o Year ( ) 

., \\'hat leYel of edu ation have you completed? 

Diploma' HND ( ) 

th r ollege ducation 

Degree 

Po tgraduate/PhD 

( ) 

( ) 

( ) 

4. Which dcpartmt:nt do) ou \\Ork at? 

I Iuman Rt: our t:l Jt:neral Admini tration ( ) 

I· inan ~: ( ) 

1ark ting ( ) 

r 

u n rkin ur urn.:nt 

n nt . 

'lrtm ·nt . 



SECTION B: INNOVATIVE STRATEGIES 

7. List down the types of Innovative trat gi "'S t:rnph) cd by 1'. /\BL 

••••••••• •••• • •••••••• •••• • ••••• • ••• •• •• •• • •• • ••••••••••• •• •• •••••••• •• •• ••••••• 0 ••••••• • • • • 0 ••••••••• • •••••••• 

········ ......... ................ .. ..................... ........... .... ......... . ' .. .... ... .. ........... ...... . 

······ ...... .... ............ ............................ ........... .. ....... ... '' ... ........ .... ·· ·· ···· · ..... . 

ln <.:onsitk nttitm.' t11' th · 111t ·nd ' purpo es of innovation strategies, how does EABL use 

lhi..:S l: [{H'IllS ol' itHil1 \ all\ ·trategie in terms of the fo llowing aspects? 

Creating value Uu· unh pricinet ::: ::: 

Availability of resources and capabilities 

u tamer ati faction and r t ntion 

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

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

Buildin p•tbilitic 

•••••••••••••••••••••••••••••••••• • • • •••••• • • ••• • • ••• • • • •• • •••••••• • ••••••••••••••••••••••• 0 ••••••••••••••••••• 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • .. 0 •• 

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

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



Enviromnental analysis and response to changes 

......................... ........ .... .......... ............ , ...... ................................ ... ...... ... . 

Aggressive anti-compctitots 111ark ·lin .IIlli ,lions 

••••••••••••••• • • ••• ..........
.. . ...........

..... ... . ... ,. •• • •• • • ••••• • ••• 0 • ••••••••••••••••••••• • ••••••••••••••• 

000 000000 0tt000 0 0ttt000t 0 1 0000l0tl0tlllo0 0 t0t to 000000I00 0 0 00000 0 0 0 000000 000000 000 000 I 0 0 0 00000000 00 0 000 00 0 o oooooooo 

Creating loyalty l1f lh' ~takeh lder 

... ········· ...... ··················· ······ ...... ..................
........................................... . 

... . ········ ······ ................... ..............................
........................................... . 

8. ·what are the reasons of using innovation strategies in the EABL? 

\\'hat are the impact of u ing the innovative strategies on EABL? 

9. \\'hi h rc tht: fa tor th. t aff-ct tht: adoption fInn vation ·trategics in E \BI ·) 

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

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

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

n inn ' ti • 

un11 li bl m tru tu 
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Lack of financial resources 

• •• • ••• •••• • ••• ••• •• •• •• ••• •••••• ••••• • ••••••••• • •• • •• • •• •• • ••• • ••••••••••••••••••• 0 •• • ••• •• •• •• • •• • •••••••• • • • 

···· ·· ··· ······ ··············· ······ ······ ··············--··· ··· ······
 .... .... ... .. .......... ··· ··· · .... .. .... . . 
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·· ·· ········ ·················· ···························
········· ... ·· ···· .. ... .... .... .. .. ............. ..... . 

...... ... ········· ························· ············
···· · ...... ······ ........................ .......... ... . . 

l.ack of kill and innoYativeness 

I 0. Which other bmTiers doe the adoption of innovation strategies at I·.A BL face? 

11. What, r th p ibh.: olution to thl.! harri r mentioned ah l\'1.! '! 

···································································
············································ 

································································
··············································· 
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