RELATIONSHIP BETWEEN DYNAMIC CAPABILITIES AND
OPPORTUNITY EXPLOITATION BY PETROLEUM IMPORTING

AND MARKETING COMPANIES IN KENYA

OGINA DOLROSE AWINO

A RESEARCH PROJECT SUBMITTED IN PARTIAL
FULFILLMENT OF THE REQUIREMENTS FOR AWARD OF THE
DEGREE OF MASTER OF BUSINESS ADMINISTRATION (MBA),

SCHOOL OF BUSINESS, UNIVERSITY OF NAIROBI

2014



DECLARATION

This research project is the result of my independent study ad has not been submitted for

a degree in any other university

@?57% (i [=o1#

Ogina, Dolrose Awino. Date

D61/77052/2012

This research project has been submitted for examination with my approval as the

university supervisor

v o0 [ors

Dr. Maalu Jackson Date

Department of Business Administration

University of Nairobi



DEDICATION

| dedicate this project to my loving mum whose Iyofppoken words kept encouraging
me into pursuing more of higher education. Her ttweaof enabling environment,

financial support ensured my courses of choice werapleted on time exceeding my
expectation. To my sisters, you were always my bpck times of need. | pray that

God'’s blessings flow your ways all the time.



ACKNOWLEDGEMENTS

| thank God for the strength that he kept in mdarduthe entire period. My Supervisor,
Dr. J. Maalu whose guidance, dedication, patiepessistence and commitment made the

dream of completing this project a success. Kiralgept my sincere gratitude.

To the University of Nairobi, School of Businesstérnity who for their assistance
ensured my MBA study session was effective i ancesigly grateful. To Mr. Seth

Odongo your advice was invaluable. To my studyeaglues; John Irungu, John Shida,
Rachael Sidi, Teresia and Fatma, ‘Thumbs up’! Mayrytime spent during the studies

be a great reward in life.



ABSTRACT

High demand of petroleum products, price volatilitycreased competion and stringent
regulatory requirements bring market dynamism i pletroleum industry and require
quick responses in matching the firm's resource amapability portfolio with
environmental opportunities.Petroleum importing anarketing firms in Kenya due to
the dynamic environment in the industry, need ttegrate, build, structure and
reconfigure internal and external competences byeigging multiple sustained
competitive capabilities simultaniously with the aclging, government regulations,
demand levels and consumer perception internatiomneg levels.The objectives of this
study were to determine the dynamic capabillitiegaloped by the petroleum importing
and marketing companies in Kenya; to establishréfetionship between the dynamic
capabilities and opportunity exploitation by thetrpeum importing and marketing
companies.Data was collected through questionn&imes a population of 42 Petroleum
marketing and importing companies and was analgeedhtitatively. The findings of the
study indicate that organizational skills & resascprocess integration and financial
position satisfactorily contributed to exploitatioof existing opportunities. While,
Knowledge creation process, technology, integratsteategies, scenario process,
collaboration network, leveraging capability, cdmition were above average in
opportunity exploitation contribution. Organizaticgengineering, external integration of
capabilities and linkage with external firms wernestj averagely contributing to
exploitation existing opportunities. The dynamipahility activities that most petroleum
importing and marketing companies greatly impleradnivere, integrating resources,
leveraging knowledge, Market positioning, Networkiand information gathering. The
study concluded that the petroleum importing andketang companies had knowledge,
resources and capability transformation, marketyaisaand opportunity identification
and seizing capabilities which contributed to opyoity exploitation. The capabilities
are related to opportunity exploitation but higmdsnic capability level did not measure
directly to opportunity exploitation. The criticahallenges that hindered satisfactory
contribution to exploitation of opportunity were;casining the environment for
opportunities and threats, resource allocation, wkedge sharing, reconfiguring
resources, exploiting opportunity, adaptation tenpetitive environment and market
analysis. It is recommended that while considerfagtors for dynamic capability
development; the actors, strength, weakness, appbes and threats, existing skills,
process and structure, core competence and cdjgshiladaptation to competitive
environment and the opportunities should be givigh priority. To enable achievement
the level of capability required to have a levethg®mmpetitive advantage as the
petroleum companies exploit the opportunities andlinamic market.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Dynamic capabilities refer to the firm’s processiest use resources to match and even
create market change; thus, the organizational strategic routines by which firms
achieve new resource configuration as markets emegjlide, split, evolve, and die
(Eisenhardt and Martin, 2000). The concept of dyicarapabilities arose from a key
shortcoming of the resource based view of the foraxplain how companies fulfill two
seemingly contradictory imperatives (Teece, Pis&8huen,1997). They must be both
stable enough to continue to deliver value in tlogn distinctive way and resilient and
adaptive enough to shift on a dime when circum&amtzmand it. Dynamic capabilities
are valuable in virtually all levels of environmahturbulence, implying that managers
must continously try to identify new opportunituiaed make decisions to reconfigure
their existing operational capabilities, irrespeetiof the level of environmental
turbulence (Paviou and Sawy, 2011). Successfukprgneurs gain advantage because
they have the ability to recognize opportunitiessibuations where the potential exists
for resources to be creatively deployed in a mdfieient and or effective manner

(Kirzen, 1997).

Dynamic capability claim in its intellectual heggathe resource - based view of the firm
(RBV) and the knowledge —based view of the firm {RBTeece et al., 1997). RBV
suggest that resource position barriers (Wernet€l84) or resource endowments can

lead to competitive advantage where firm's resaraee valuable, rare, imperfectly



imitable, and non-substitutable (Barney, 1991). K&\gest that increase in knowledge
can increase productivity independently of othepuis (Penrose, 1959) and that
organizations knowledge resources grow through teeombination of existing

capabilities and the exchange of knowledge witmd axternal to the firm (Kogut &

Zander, 1992). Unfortunately, the concept of dymacaipabilities, like the RBV, has not
prevailed over such definitional issues (Wang andmaAd, 2007). The resource
transformations during the adjustments will be te&oally framed from the Resource-

based view (RBV), Knowledge-based view (KBV) andkefbased- view (MBV).

The Petroleum industry in Kenya has mainly beetuarficed by change in legal and
regulatory frame work that occurred after deregoitain 1994. This led into the increase
in the number of new firms into the industry ands lance intensified competition
especially at the retailing level (Muthama, 2008)the petroleum sector, environmental
and industry factors change very rapidly that's ess@ating frequent review of
milestones and thorough strategic monitoring (Che2@l12).The high demand of
petroleum products, price volatility, increased petion and stringent regulatory
requirements bring market dynamism in the petrol@tustry require quick responses
in matching the firm's resource and capability fmwi® with environmental

opportunities.

1.1.1.Dynamic Capabilities and Opportunity Exploitation
A company’s strategy is not complete until compangnagers have made strategic
choices about how the various functional partdefliusiness will be managed in support

of its basic competitive strategy approach and dtieer important competitive moves



being taken (Thompson, Strickland & Gamble, 200Bynamic capabilities are

capabilities that help units extend, modify, andordigure their existing operational
capabilities into new ones that better match thbanging environment (Winter 2003).
Pavlou and Sawy (2011) drawing upon the dynamialo#ifies literature, identified a set
of capabilities — scanning the environment, leagnicoordinating, and integrating that
help reconfigure existing operational capabilitisd new ones that better match the

environment.

Since 1990s relentless competition has driven fircogsistantly to adapt, renew,
reconfigure and recreate their resources and déphin line with the competitive
environment (Wang and Ahmed, 2007). Eisenhardt Btadtin, (2000), argue that
Dynamic capabilities are necessary, but not seffici conditions for the competitive
advantage. Dynamic capabilities can be used tormehaxisting resource configurations
in the pursuit of long-term competitive advantagBY'’s logic of average).They are
however, very frequently used to build new resoucomfiguration in pursuit of

temporary advantages (logic of opportunity).

The existence of common features among effectiyeaghic capabilities does not,
however, imply that any particular dynamic capa&pils exactly alike across firms. Take
for example knowledge creation process, a crugrahohic capability especially within
high—technology firms. A common feature across sssftll creation process is explicit
linkage between local firm and knowledge sourcetsida the firm (Eisenhardt and
Martin, 2000). Simple routines keep managers fatuse broadly important issues

without locking them into specific behaviors or thge of past experience that may be



inappropriate given the actions required in a paldr situation (Eisenhardt & Martin,

2000).

1.1.2.Petroleum Industry in Kenya

The Petroleum industry in Kenya was established &fpre the country acquired its
independence from its colonial masters in the eB§0s. Pre and Post independence up
to 1994 the petroleum industry operated in a higlgulated environment from the
government and the firms were mainly multinationals companies operating like
monopolies through cartels. Change in legal andlatgry frame work occurred after
1994 deregulation leading to increased new entranits the industry and intensified
competition especially at the retailing level. BeEum fuels constitute the main source of
commercial energy in Kenya. Kenya is a net impoofepetroleum products and has a
refinery owned and managed by the Kenya Petroleafim&ies Ltd (KPRL), and an 800
km cross country oil pipeline from Mombasa to Nhirand Western Kenya with
terminals in Nairobi, Nakuru, Eldoret and Kisumunrby the Kenya Pipeline Company

(KPC) (GoK:, 2014).

The oil importing and marketing companies compgsif five major companies namely
Shell, Total, Kenol/Kobil, Oil Libya, Chevron, amdher emerging oil companies which
include the Government owned National Oil Corpamatof Kenya (NOCK). The sector
has three divisions, upstream, mid stream and dogare and has since seen a lot of
growth and improvements in quality and level ofvgsr. (GoK., National Energy Policy,
2013). Petroleum products are transported fromnRefi or Kipevu oil storage facility

(KOSF) via KPC, railway tankers or road tankerse Pipeline was considered the safest
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means of getting the products from Mombasa but adotget the product to its retail
outlets. Road tankers are convenient and fastestfort distances and are the only means

in areas not served by pipeline (KIPPRA, 2010).

As at March 2013, there were 53 OMCs licensed tponnand market petroleum
products in Kenya. The licensing criteria have bsinplified to facilitate the entry of
indigenous traders in the oil business but it i Istgely oligopolistic with 80% being
controlled by the multinational Oil Marketing conmpas (GoK., 2013). A new criterion
for licensing petroleum marketers passed in July32@quires OMCs to show proof that
they own at least 5 licensed retail stations wiaich operational, and or a licensed depot
not under lease; or have acted in the Kenyan Maakeivhole sellers and have sales
volume of about 2 million litres per year Giton@d{4). Before licence renewal OMCs
are required to be members of Oil Spill Mutual Akdloup (OSMAG).Compliance to
transport and storage agreement are a prereqtositeense renewal for KPC facilities
users. ERC has given new companies a grace pefiddam6 months to monitor their

alignment with the required obligations while rer¢svhave a grace period of 6 months.

Globally the petroleum industry faced petroleunt@mvolatility, rapid demand variation
and erratic supply effects. According to Energyiniation Administration (EIA) growth
in petroleum liquids will mainly be driven by a cbmation of factors including
evolution in the transport, industrial and powectses as well as policy re-alignment.
With the dynamics in the macro environmental factd@political, regulations and

economical) and the actors. The cost of transpogatetroleum remains high escalating



cost of operations across the supply chain espe¢tthe smaller firms that might not
enjoy the economies of scale, impacting on operatiperformance and the firms
competitive disadvantage. Stocks kept by oil dsaleere in most cases determined by
the financial size of the firm and its storage @ifya Small enterprises would not have

the financial ability to buy and keep large stoftksthe same reasons (KIPPRA, 2010).

The market is dynamic and resources, firm’'s pragsand transformation of core
competences into dynamic capabilities are a ndgessview of the changes in market
demand regulations and increase competition. Diaroast advantages can emerge from
finding innovative ways to eliminate cost by coifitng cost drivers and reconfiguring

value chain activities like making greater use reiinet technology for reengineering
industry value chain. Dynamic capabilities in sagsiand seizing opportunities and

quickly can help the Petroleum industry survivediyggamic environment.

1.2 Research Problem

Dynamic capabilities help units extend, modify, aedonfigure their existing operational
capabilities into new ones that better match thbeanging environment (Winter 2003).
Global competition, technological advances and gimn needs of consumers,
competitive paradigms are driving firms to competenultaneously along different
dimensions such as design and development of piedowmnufacturing, distribution,
communicating and marketing (Garg, Desh, & SingdQ8. The pattern of effective
dynamic capability depends upon the market dynamiBgnamic markets therefore
require effective dynamic capabilities relying higaen existing knowledge (Eisenhardt

and Martin, 2000).



Petroleum importing and marketing firms in Kenyadao the dynamic environment in

the industry as already cited in the backgroun@dn integrate, build, structure and
reconfigure internal and external competences. Tie®d to generate multiple sustained
competitive capabilities simultaniously with the aclging, government regulations,
demand levels and consumer perception internatiopate levels. Internal

integration(internal communication, intergrativeragtgies, job training, process
integration, organization reengineering) and exkimtegration (external communication

and network of collaboration) of capabilities.

Boccardelli and Magnusson(2006), study on dynamapabilities in early- phase
entrepreneurship on mobile internet industry. Thely underlined the importance of
entrepreneurs to balance the striving for distugctapabilities that provide competitive
advantage, and the experimentation and improvisateeded to adapt to changes in the
market, but considered mostly technology aspecthef dynamic capability. Ngeera
(2013) studied the application of dynamic capabsiapproaches in commercial banks in
Kenya and recommended a further research on oih&itutions, that experienced bad

results in their dynamic capability approaches tainde that had disastrous approach.

Muthiani (2008), indicated that oil companies nekd® exploit the gains of
differentiation by investing on attributes valugddustomers and noted that oil marketers
needed to strike a balance between quality of prodnd price; Livohi (2012), study on
downstream supply chain performance measuremeoatsnraended that OMCs should

make their organizational systems and supply chaatess flexible to ensure positive



changes that arise from performance metrics, caadbgted in the downstream supply
chain operations. Studies on petroleum industme&enya did not focus on dynamic
capabilities; this study intends to close the gapbe previous studies and the following
guestions are therefore asked; what dynamic capabiare developed by the petroleum
marketing companies in Kenya? What are the relghtips dynamic capabilities related

to opportunity exploitation by Petroleum marketindKenya?

1.3 Research Objective

The main objective of this study is to establiste ttelationship between dynamic
capabilities and opportunity exploitation by Pettoh importing and marketing

companies in Kenya.
The following are the specific objectives of thedst:

i.  To determine the dynamics capabilities developethbypetroleum companies in
Kenya.
ii. To establish the relationship between the dynamaabilities and opportunity

exploitation by petroleum companies in Kenya.

1.4 Value of the Study

To academicians the derived conclusions will fornsaarce of criticism and further
research study will be conducted on the basis e$dhreport findings. This will build

further on dynamic capability literature.



The industry analysis carried out on the OMCs exlbose strong and weak points in the
prevailing strategies and enable the firms to kimw attractive or unattractive their

individual firms competitive position is and why.

The policy makers will understand on how to crafiteategy that is well suited to the
dynamics in Petroleum industry and draw conclusmmghe weaknesses and strengths of

their regulations and to know whether their rukegmsess or promote trade.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter covers the theoretical basis of dynarapabilities and opportunity from the
resource- based theory, knowledge -based theorynmr#let-based view. The chapter
covers also dynamic capabilities and developmemirkst dynamism and opportunities,

link between dynamic capabilities and opportunikpleitation, and empirical review.

2.2 Theoretical Basis of Dynamic Capabilities and Oppdunity

Concurring with (Teece et al., (1997), in approjfa adapting, integrating, and
reconfiguring internal and external organizatiorsiills, resources, and functional
competences to match the requirements of a charegimgonment’, Eriksson,( 2013)
adopted the definition of Teece (2007) and asgbes dynamic capability concept is

therefore multidimensional (Eriksson, 2013) as gmawfigure 1.

The market dynamism brings with it opportunitiesl dhreats. The firms with dynamic
capabilities sense and seize sustainable develdpopgortunities so as to achieve
competitive advantage & improved performance thhotrgnsformational activities on
resources and capabilities. The management ofmaisiable to exercise strategic control
ensuring the company is pursuing its best oppdramwith respect to markets, products

and channels (Kotler, 2013).
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Figure 1. Dynamic capabilities framework adapted from “Medblogical issues in

Dynamic capabilities research- acritical reviewtikEson, 2013)

The framework was adapted in this study to indithéelinkages that dynamic capability
and opportunity exploitation have to competitiveaatage and performance. Essentially
the key to entrepreneurial success lies in spotingble opportunities in the objective

sense and perceiving these opportunities as aety e possible.

2.2.1 Resource- based View

The resource- based view (RBV) represents a suiatahift in emphasis towards the
individual resources of the organization and awaynfthe market - driven view. Despite
its recent popularity, the concept of resourcesaamhbilities emerged from research into
diversification. A resource is a basic element théitm controls in order to best organize

its processes. From RBV perspective the firm isarégd as a unit; a single organized

11



group of heterogeneous assets that is creatediopeds renewed, evolved and improved
with the passage of time (Lo'pez, 2005). The hegtmeity in the firm’s assets appears as
the central factor in explaining varying performanbetween one firm and another

(Lo'pez, 2005).

A resource or set of resources can be used toecms@npetitive advantage. The
sustainability of this advantage depends upon #se evith which the resources can be
imitated or substituted (Peteraf, 1993). When resesiare combined they can lead to the
formation of competencies and capabilities (Prahaad Hamel, 1990). RBV suggest
that resource position barriers (Wernefelt, 1984) lead to competitive advantage where
a firm’s resource is valuable, rare, imperfectlyitabnle, and non-substitutable (Barney,

1991).

2.2.2 Knowledge based view

Knowledge is defined as a mixture of experiencesactires, traditions, values,
contextual information, expert insight, and sountdiition that provides an environment
and framework for evaluation and incorporating newperiences and information
(Harrington, 2005). There are two types of knowkedexplicit and tacit: Explicit

knowledge is stored in semi-structured content agllocuments, email, voicemail, or
video media Harrington, (2005) calls ‘ hard or tiéhgy knowledge. It is coveyed from

one person to another in a systematic way. TacawMedge is defined as knowledge that

is formed around intangible factors in individuafgerience. The ability to create value is

12



not based as much upon physical or financial ressuas on a set of intangible

knowledge- based resources (Lo'pez, 2005).

Knowledge management is a proactive, systematicegsoby which value is generated
from intellectual or knowledge based assets ansedimation (Harrington, 2005). One
of the biggest challenges related to implementinghewledge management system is
transferring knowledge, into a consistent formaittban be easily shared within the
organization. The key knowledge management a@with the company are concerned
with carrying out the following eight activitiesreation, acquisition, capture, assembly,

sharing, integration, leverage, and exploitatiofnefv) knowledge.

2.2.3 Market based view

Teece, Pisano, & Shuen, (1997), refer to dynampaloéities as the firm’s ability to
integrate, build upon and reconfigure internal amternal organizational resources and
functional competences to deal with the environmehich is constantly evolving. In
there defination,Wang and Ahmed (2007) concurs Wigkece et al.,(1997) in defining
dynamic capability as a firm’s behavioral orierdaticonstantly to integrate, reconfigure,
renew and recreate its resources and capabiliidsnaost importantly, upgrade and
reconstruct its core capabilities in response ® dhanging environment to attain and
sustain competitive advantages. Barreto (2010ummsarized dynamic capability as the
firm’s potential to systematically solve problenfeymed by its propensity to sense
opportunities and threats, to make timely and ntaskiented decision and to change its
resource base”. Given the mixed use and interpoataf terminologies, the definitional

issues of dynamic capabilities Wang and Ahmed (R0fffempt to reconcile the concept

13



of dynamic capabilities cited that it is intrindigdinked to market dynamism (Wang and

Ahmed 2007).

The conceptualization of dynamic capabilities enpasses market dynamism as an
influential factor for firm capability developmeahd evolution (Eisenhardt et al. (2000).
A dynamic market environment can be caused by dirlgafactor or combination of
several factors, including industry. Wang and Ahn{2@07) , suggest that dynamic
capabilities as an emerging concept, need to beieea in an integrated framework
incorporating the antecedents and consequenceklirBuidynamic capabilities relates
especially to the environmental and technologiessg apparatus that the firm has
established the choice of organizational form dredability to strategize Companies with
strong strategic positions have more options ahjlaer probability of success in times
of turmoil. This is because the returns of marketlers are not only higher than those of

market followers, they are also more stable.

2.3 Dynamic Capabilities

Whereas managers identify the desired competemeidscapabilities in the course of
crafting strategy, good strategy execution requméiting the desired competencies and
capabilities in place, upgrading them as needed thed modifying them as market
conditions evolve (Thompson et al., 2005). Teecal.e{1997), emphasized the key role
of managers in appropriately adapting, integratim@ghaping organizational skills and
resources as well as internal and external funaticmompetences resources, and
functional competences but Wang & Ahmed (2007).tioauthat managers must not
evaluate dynamic capabilities as a stand alondedds the change trajectory in the

14



external environment, the firm’s historical andremt strengths and weaknesses, its long-
term strategic orientation and its product-marbessitioning must be considered
simultaniously in order to channel its resourceseatively towards capability
development. Lo'pez,( 2005), looked at dynamic-abdjies view as having a central
role to play in the analysis and interpretatiortofplex organization processes allowing

firms to remain competitive and adapt to extermanges.

Measures for adaptive capability are multidimenaipimcluding a firm’s ability to adapt
their product-market scope to respond to extermgdodunities; to scan the market,
monitor customers and competitors and allocateuress to marketing activities; and to
respond to changing market condition in a speedgneaknowledge while firms with
higher absorptive capability demonstrate strongdality of learning from partners,
integrating external information and transferrirtginto firm-embedded knowledge
(Wang and Ahmed, 2007). The more a firm exhibgsaibsorptive capability the more it
exhibits dynamic capability. However empirical seslhave not developed and validated
a multidimensional construct on absorption capgbilWwang and Ahmed, 2007).
According to Lo'pez (2005), dynamic capabilities as essential element in the
development of knowledge based assets which hategta chance of creating and
sustaining competitive advantage in what is todewyunsettled and globalized business

environment.

Innovative capability refers to a firm’s ability tievelop new products and /or markets,
through aligning strategic innovation orientatioithainnovative behaviors and processes
(Wang and Ahmed, 2004). Empirical and conceptualies of adaptive, absorption and
innovative capability are long standing (Wang aridan®d (2007). It is only until recently

15



that researchers relate each of these capabitities firm’s dynamic capabilities as
highlighted by but have not thus far clearly idéatl them as the component factors of

dynamic capabilities. (Wang and Ahmed, 2007).

The dynamic capability view of the firm essentiatiynsiders the firm as a repository of
productive knowledge. It suggests that dynamic b#iias are potential sources of
sustainable competitive advantage (Teece et aBy)1Capability building invovles

testing and selecting new knowledge combinatiorss raodifying knowledge systems,
skills, procedures and routines (Zollo and Win@002). A firms perceptual ability is

affected by the tools and systems supporting itssa making. Dynamic capabilities
underline the process of transforming resources @apmhbilities into outputs in such
forms as products or services that deliver supenatue to customers; such
transformation is embarked on in such a swift, igee@nd creative manner in line with
the industry changes (Wang and Ahmed, 2007). Chtyaldevelopment is time-

dependent and does not necessarily produce imreegoéaformance effects. Therefore,
firms must not reverse or redirect capability depehent efforts at the first sign of failure

or even when no immediate results are produced ¢vdad Ahmed, 2007).

Developing new organizational and technological atélgies requires time and
resources, and therefore decisions have to be roadi#ne basis of weak signals or
expectations of the evolution of the environmentah uncertain and radically changing
selection environment, to match the firm’s resousred capability protfolio with

environmental opportunities, the decision makersehto evaluate, reconfigure and
redeploy the firm's knowledge base and capabilit@mtinously and recognize
environmental changes. The scenerio process mayodudecision making in these
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choice situations (Bergman, Jantunen, & Saksa, )2004e scenerio process made it
possible to examine company-specific capabilitied Bcognize environmental changes
which is important for organizational renewal ahd treation of appropriate abilities in

the participating companies (Bergman et al., 2004).

2.4 Market Dynamism and Opportunities

Great new business opportunities can be createdilbgg middle managers working
together in a creative environment, focused on fitere, and supported by top
management (Douglas & Robert, 2003). Kotler (2008) growth strategies highlighted
that management can search for growth opportunitsdsg the following framework;
selling more of the current products to the cureerstomers; sell additional products to
the current customers; sell more of new producteew customers. Success is largely
determined by how well the organization adjustgatgyible and intangible properties to

keep itself on track with its surrounding.

There is more need for constant monitoring andrgettf pre established trigger points to
activate response (Daniell, 2006). Advanced scer@anning, shorter strategy planning
cycles, greater planning flexibility, increased estment in organizational capabilities,
and real time strategy monitoring can lead to d@ffecresponses to environmental
change. Adhering to a common and enduring set lokevean also be essential to guide
an organization steadily through periods of de$taion, dynamics and change
(Daniell, 2006). Bowman (1994) discovered that argations are constrained by
routines, but, paradoxically, routines are the-ifleod of organizations- without routines,
organizations could not function. The problem stavhen routines get in the way of
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strategic thinking and strategic change and wherine thinking gets in the way of

lateral/innovative thinking.

Daniel (2006), noted that the winning formula inbwience was driven by four key
factors, all organizational, first, the winners wexternally focused and able to track and
respond swiftly to changing events around themoBecthey were fast and flexible in
response, not slow and bureaucratic. Third, thesevi@ng term in outlook rather than
preoccupied with the immediate, navigating, aswimmning executive sated, by horizon,
not the headlines, and fourth, they were constatiigatisfied with the status quo, and
constantly searching for opportunities to improwtufe performance, no matter how

successful they had been in the past.

Kotler (2003) indicates that one of the best ruestrategy is to strive to find out what
the target customers like and do more of it; and fut what they dislike and do less of
it. Historical influences and the resource- based market driven views of strategy
provide essential contributions into compositioristieese strategies, their impact and
their potential to offer customerized to particuduation; agility; responsiveness and

customization of operations.

Exploitative firms have demonstrated superiorityeanforcing existing skills, processes,
and structure that have been less effective atgrezimg entrepreneurial opportunities.
The excessive focus on exploitation will resulbiganizational myopia and competency

traps (He and Wong, 2004). While existing capabsitprovide a firm’'s current
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competitive position, without renewal, these sarggabilities will soon become rigidities
that will constrain a firm’s further ability to cqmete (Leonard-Barton1992; Floyd and

Wooldridge, 1999).

2.5 Link between Dynamic Capabilities and Opportunity Exploitation

The richest sources of strategic frontier oppottesiexist outside the company, and
external sources according to Douglas & Robert 820@re trend search , technology
search, business model search and outside expertdd they continue to say signifies
changes in a dynamic market and changes creatertopjiies. Technology search

implies learning of new technologies as advancdsdhnologies are driving new market
opportunities. Business model search demand thetpraneur and proactive corporate
leader are constantly experimenting with new bussnmaodels components to help meet
customers needs in a better way. Outside expeztsarsultants who study on research

markets.

According to Kotler (2003) a marketing plan invayesituational analysis, objectives,
strategy, tactics, budgets & controls. The situstioanalysis will contribute to the

exploitation of dynamic capabilities and opportiestwhen macro- forces (economic,
political-legal, social cultural, technological) darthe actors (company, competitors,
distributors and suppliers) in its environment as@amined by the company. This a
company carries out a SWOT analysis (strength, nesdes, opportunities and threat).
However, Kotler (2003) criticizes the order andirola that the order should be TOWS

(threat, opportunity, weaknesses and strength) rusitleational analysis as SWOT may
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place undue emphasis on internal factors and lihetr identification of threats and

opportunities to only those that fit the comparsti®ngths.

Exploitative firms have demonstrated superiorttyeanforcing existing skills, processes,
and structure that have been less effective atgrezimg entrepreneurial opportunities.
The excessive focus on exploitation will resulbnganizational myopia and competency
traps (He and Wong, 2004). While existing capabsitprovide a firm’'s current
competitive position, without renewal, these sarggabilities will soon become rigidities
that will constrain a firm’s further ability to cqmete (Leonard-Barton1992; Floyd and

Wooldridge, 1999).

Current research, however, leads us to believe ttlteae are three additional factors
involved (Lowson, 2003); strategy must adapt to ¢bepetitive environment; it must
have the ability, importantly, to become customized certain demands of the
environment; strategies can also be viewed as ftnanation devices to manage the
decisions involved in moving from one strategic ippos to another. If Strategic
development process is indeed rational, at leaatdegree, one would expect there to be
witnessed within the enterprise (Lowson, 2003). ©&etrategy according to Ghemawat
(1991) embraces the idea that competitive positmust consider both relative cost and
differentiation, and it recognizes the tension leswthe two. Positioning in this view is

an effort to drive the largest possible wedge betweost and differentiation (or price).

Attempting too much change perhaps, in a delibeeftert to exercise the dynamic
capabilities can impose additional costs when thquent disruption of the underlying
capability outweighs the competitive value of thevelty achieved (Nielsen, 2006).
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There is an ecological demand balance betweendsis of the capability and the use
that is actually made (Nielsen, 2006). Adding vahrel reducing costs are activities
related to innovation processes also called businpportunities (Castorena, Gonzalez,
& Villarreal, 2013). Concurring with (Teece et al(1997), reconfiguration and

transformation of activities are fundamental tafsksa company that copes with unstable
business environments and this asks for a constarvey of the markets (market

intelligence) and sensing & seizing opportunities.

2.6 Empirical Review

Boccardelli and Magnusson (2006), studied the dyoasapabilities in early- phase

entrepreneurship on mobile internet industry andnéb that start ups which change
market focus had significantly higher probabilibysurvive their first years. In most cases
the change in market focus took place without aelated change in technological

resources that were used by the firm. They indtc#tat an important factor at this stage
was flexible use of resources in searching foraklgt match between resources and
market opportunities. The mode of learning and tdegm was very different from

earlier proposed models focusing on the acquisiiod transformation of resources.
Their findings underlined the importance of entesy@murs to balance the striving for
distinctive capabilities that provide competitivévantage and the experimentation and
improvisation needed to adapt to changes in th&ehafhis study however looked into

technology as the basic resource that were notedltbut were adapted to rapidly
changing circumstances on the market side. It apdeas though the change used of
existing resources was more frequent than a maliealachange to the resource base, in
terms of resource acquisition or transformatione Vhriable of study refered to changes
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to market focus, changes to technology used andvalir However, this reasearch did
not indicate the linkage between dynamic capa&sliand opportunity exploitation.
Morever the industry referred in the study was vgoyng and was still in the fluid

phase.

Ngeera (2013) studied the application of dynamgabdlities approaches in commercial
banks in Kenya but the institutions of study hagerienced success. The study found
out that the dynamic capabilities that had gregiaich on the banks performance were
enhancement of learning process, knowledge and geam&t process, research and
development activities, and sound strategic manageecision making .The study used
companies that had seen the success of dynamidiligpapproaches but this study
however, did not capture the expansion startegres globalization factors on the
commercial banks. Sensing of exchange rate andgreas much to do with the global
environment and determined much on a bank’s traiosec Technology capability and

e-banking are factors that also determine a baeksimance.

Livohi (2012), study determined the key performarindex used to measure the
downstream supply chain included; the setting mietines and budgets, monitoring the
cost per volume of product transaction against btetcosts, projection templates were
used to measure and control supply chain operatodstime to respond to customers
queries. The challenges cited while undertaking ristkeam supply chain performance
measurement were regulations and legislation, jemtering system that left OMCs with

little control on the cost of product, capping aftlb the wholesale and retail price by
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ERC. According to the findings the challenges reduthe flexibility of the OMCs in
deciding some supply chain operations and timeespond to customer query. Storage
Kipevu oil storage facility (KOSF) is governed byMGs market share limiting the
amount of product to trade and transport within Kemyan market. This study did not
however, capture the core competence or distinateyeabilities that the OMCs had
developed as far as tackling the challenges wasetonad. Like the timeliness in
monitoring performance and relaying of feedbackrmfation for quick decision making
was not clearly highlighted since this enabled rhcalions for short term opportunity
exploitation and performance. Bench marking asrbopeance measurement would look
into how competitor's performance varied and toegi& company. Through bench
marking the oil marketing firms would know what maees, whether quality, customer
satisfaction and quick delivery of products to aonsr’s .This contributes to leveraging

that eventually helps in better opportunity ex@tdn.

Wairichu, (2000) studied changes in marketing mfxod companies in Kenya to

determine the nature of their adjustments, andbstawhether there were new changes
in the marketing activities as they operated irbarhlized market. In his findings, the
petroleum firms had become innovative and sought meys of approaching the

changed environment, as the market was no longeliqtable as before liberization. The
study did not clarify how the resources and cagasl could impact on the market mix
and how eventual rigidity of core capabilities ablle a competitive disadvantage.
However, the study also recommended on agility eodtinued adjustment on their

marketing mix to fully exploit any existing opponities which would add more value to
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their operations and also benefit the customerdignview petrol is a commodity not
easy to differentiate and he therefore companiesldiuse quality of service to establish
competitive edge. But, the quality of service ampetitive edge is imitable and other
firms could imitate and then it loses its uniquenend lead to eventual lose of

competitive advantage.

Sawers, Pretorius, & Oerlemans (2008), examinechtimeber of dynamic capability and
their influence on partnership success. Becauséyhamic capability approach did not
consider the number of dynamic capability to beveaht, but focuses on the level and
type of dynamic capability, (Eisenhardt & Martin0@D; Wang & Ahmed, 2007;
Ambrosini, Bowman, & N.Collier, 2009), the studyttegy did not seem meaningful
(Eriksson, 2013). According to Eriksson (2013) sanhalies operationalize in such away
that the the complexity is lost. Barretto (201@jicated that researchers need to choose
how to operationalise not only the aggregate cans{dynamic capability) but also the
“dimensions-related constru¢tsAccording to March (1991), a firm is regarded as a
continuous well ordered flow of dynamic capabibti@imed at attaining strategic
objectives, it enables managers to arrive at a rbafenced decision affecting aspects
such as resources, firm’'s activities, present mark@xploitation) and any new

opportunities that may arise in the future (expiors.

Eriksson (2013), study of methodological issueslynamic capabilities research found
out that although dynamic capability research casegra balanced mix of qualitative

and quantitative studies, there are many problezasain terms of research methods. The
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study reviewed 142 published peer reviewed jouani@tles on dynamic capabilities and
selection of measures was one of the main chalteimggynamic capability research. The
key concepts are highly intangible, and there arestablished ways of operational zing
them. This is why a clear and adequate definitibthe main construct is so important.
However, Baretto (2010) advises that the same n@agshould be applied to other types

of definition and relationships.

The petroleum firm’s ability to quickly accomplisthanges and transformation of
tangible and intangible resources towards a cotyeetadvantage and high performance
will rely on dynamic capabilities and opportunitypdoitation. This study considered four
dimensions as Knowledge, Resources and capabditgformation, Market analysis and
Opportunity identification and seizing and dimemsielated constructs sensing seizing,

integration and reconfiguration.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

The section covers research design, populationtudys data collection, and data
analysis. Data collection section covers data typstruments and administration. Data
analysis section indicates how various data cabtkétom questionnaire section will be

used to achieve the various objectives.

3.2 Research Design

The research was a census survey of petroleum tirgkdirms in Kenya.

Mugenda(1999) suggests that where population idl,stha entire population can be
studied as a sample. Barretto, (2010) on measutenssues looked at the
operationalization of the dimensions-related camstr that combine to produce the
dynamic capability aggregate construct and stresisatl given their nature, might be

based on survey data, which can provide directsassents of the propensities involved.

3.3 Population

The population of study was 42 registered Petrolenporting and marketing companies
in Kenya. This is because according Energy reguatommission 2014 as at March
2014, there were 52 licensed OMCs that were agtiopérating in Kenya. The targeted
respondents were 52 Petroleum importing and mawgcetdmpanies in Kenya, not all of
them responded. Only 42 responded meaning that @k@onded while 19% did not

respond.
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3.4 Data collection

Primary data was gathered to give details of palegiccompany being studied. The data
in questionnaire Section A was on profile of compaBection B was on Capabilities
achieved, Section C on dynamic capability develapm8&ection D data on dynamic
capability activities, Section E challenges andti®acF was data on contribution of

dynamic capabilities to opportunity exploitation.

Survey questionnaires were used to collect the gygndata. The questions were in six
parts developed on a five point likert scale raggirom 1 to five ‘not at all’ to 5

indicating ‘a very great extent’. The questions bath closed and open ended questions.

The questionnaires were administered to Chief BxezDfficers (CEO) and collected
through drop-and-pick-later method. The CEOs cartliy review dimensions of their
business contexts; their industry’s source andlle¥eurbulence, their own strategic
position- or market share — within their sectord &hneir financial strength. Most CEOs

however delegated the questionnaire filling to otbp managers.

3.5 Data Analysis

Data was verified for completeness, consistencyamdiracy. It was then and tabulated
and coded into statistical software programme.i@ech was analyses to give general
information and profile of the companies. Cumulatifrequency was used for full

descriptive interpretation of data on Section Bnalyic capabilities, Section C: factors
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considered during dynamic capability developmergcti®n D: dynamic capability

activities and Section E: challenges of competitidgantage.

Mean and standard deviation was used in analyzatg i Section F contribution of the
capabilities towards opportunity exploitation. Astoigram has been used to analyze the
capability levels of the petroleum importing and rkesing companies. Correlation
analysis was used to analyze data and establisteldteonship between the development
of dynamic capabilities and opportunity exploitati@s will be shown in section.
Dynamic capability variables considered were Predategration, Knowledge creation,

leveraging capability and organization reenginegrin

Profile of the firms and respondents was considegthg analysis to help validate the
reliability of data obtained. Firm's age and producownership or dealership, also

respondents profile like position in the rank waedl

28



CHAPTER FOUR: RESULTS, INTERPRETATION AND

DISCUSSION

4.1 Introduction

This chapter presents the analysis and interpoaatof the data from field. It presents
analysis and findings of the study as set out @rédsearch methodology to determine the
relationship between dynamic capabilities and opwatry exploitation by Petroleum
importing and marketing companies in Kenya, alsddtermine the dynamic capabilities

developed by the petroleum importing and marketmmpanies in Kenya.

4.2 Profile of Respondent Organizations

As part of the general information, the researceguested the respondents to indicate
the type of business incorporated the size classifin the period under which the

business has been in existence.

4.2.1 Type of incorporation

The respondents said that 81% of the firms werallpéncorporated, while 19% were
multinational subsidiaries as shown in Table 4 AisTimplies that the organizations in
the oil industry in Kenya are shifting their owngigsto locally incorporated companies.
Many of the multinationals have since withdrawmirthe Kenyan market like Shell, and
Essar energy are the recent multinationals thae veithdrawn their operations. Shell

outlets have been acquired by ViVo energy.
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Table 4.1 Type of incorporation

Type Frequency Percent
Locally incorporated 34 81
Multinational subsidiary 8 19
Total 42 100

Source: Research Data, (2014)

4.2.2 Years in Operation

The respondents’ results showed that for more ttayears were 42%, between 6-10
years 21% while Syears or less were 31% as showiralole 4.2. The companies that
have been in the market for more than ten yearsaggely the multinationals, meaning
that most of the oil companies in Kenya are inlthrds of foreign shareholders. Many of
the young companies with or less than 5 years’ msmpee are the small independent

Petroleum importing and marketing companies in keny

Table 4.2: Years in operation

Period Frequency Percentage
More than 10 years 22 42
Between 6- 10 years 11 21

Equal or less than 5years 19 31

Total 42 100

Source: Research Data (2014)
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4.2.3 Products distributed

Oil products are imported and distributed by tHecompanies depending on the market
target and business model of the specific OMC. Frloenrespondents, it can be seen as
analyzed in the following Table 4.3 that most Petnmn importing and marketing

companies distributed Automotive Gas oil, PremiumtdA Spirit (Petrol) and Kerosene.

Table 4.3: Petroleum Products Distributed by OMC'’s

Product Distributed Number_ of Percentage Ranking
companies
Automotive Gas Oil 42 100 1
Premium Motor Spirit 40 95 2
llluminating Kerosene 39 93 3
Furnace Oils 37 92 4
Liquified Petro- Gas 30 71 5
Aviation Jet A-1 25 60 6
Industrial Diesel 25 59 7
Regular Motor Spirit 24 57 8
Bitumen 17 40 9

Source: Research Data (2014)

This means that Automotive, Premium Motor Spiritlaferosene indicates a sign of
growing market. The result also shows that Furmalcend liquefied petroleum gas have
high demand and should also be treated with conderrautomotive gas oil. Bitumen

and Regular Motor spirit seem not to be handlethbydistributors; main reason could be

the associated handling cost. Very few Petrolemporting and marketing companies
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handled Jet A-1 (Aviation fuels) that is highly deemded by the air transportation sector.

Likely reason for this trend would be handling cost

4.2.4 Storage facility ownership

Being able to own storage facility is as importastbeing able to buy the stores items. It
is a key resource in the oil industry. Storagelitgaenables flexibility in planning for oil
product receipts and releases. Alternatively ireaafsinadequate storage facility a firm
rents the facility from other Petroleum importingdamarketing companies. Scheduling
issues are disrupted since the control of rent&ditfais on short hire and highly

dependent on the owner of the facility rented.

Table 4.4: Petroleum Products Storage Facility Owrrship

Storage facility ownership Number of Percentage
companies

Storage facility owners 12 29%

Petroleum importing and marketing compani&$ 71%

without storage facilities

Total 42 100%

Source: Research Data, (2014)

This lack of the facility creates an opportunity those storage facility owners to turn
their storage facilities for hire. When the respamis were asked to indicate whether their
organization own storage facilities in Kenya theisponse were as shown in Table 4.4.
The indication was that 12 companies own their starage facilities while 30 did not

own any.
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4.3 Capabilities

Respondents were asked to tick which set of capabitheir organizations had achieved

in the last 5 to 10years in ‘likert point’ scal®fn 1 to 5. With 1 not at all and 5 most

achieved, and the response were as shown in Tdhle 4

Table 4.5: The capabilities the company has achiedén the last 5-10 yr

Capability Not at all [Slightly |Moderate |Achieved [Most Mean
achieved achieved

Knowledge 0% 1.7% 21.7% 60.0% [16.6 % [3.95

acquisition

Information 1.5% 0.6 % 24.% 62.3% [11.6% [3.56

network model

Innovation 1.8% 0% 23.4% 674% (71.4% (3.77

Procedure on 1% 0.7% 22.9% 69.1% [6.3% [3.59

response to changg

Stock level capacity1.6% 0.02% [27.4% [64.0% [6.9% [3.66

Transport 1.6% 0% 269% [646% [6.9% [3.87

Experience in 0.5% 1.1% 29.1% 62.3% [/.0% [3.78

petroleum oil spi

Information 0% 1.7% 25.7% 65.7% 6.9% [3.81

networking model

Procedures on 0% 0% 56.0% 44.0% |(0% 3.58

initiating change

Storage 1.3% 0.4% 22.9% 69.1% [6.3% [3.55

Technology 0.1% 1.6% 27.4% 64.0% [6.9% [3.67

acquisition

Communication 0% 1.7% 25.7 % 65.7% [6.9% [3.34

network

Source: Research Data, (2014)
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Other aspects rated as achieved include experiangetroleum oil spilt as shown by a
mean score of 3.92, information network model asashby a mean score of 3.92 and
procedure on initiating change as shown by a meanesof 3.83. This implies that
dynamic capabilities were generally achieved sihesextent of achievement is greater
than a mean score 3.00. However, storage, techy@oguisition and communication
were rated slightly achieved as they showed a meare of less than 3.00 as shown by a

mean score of 2.83, 2.69 and 2.67 respectively.

Capability in ownership of petroleum storage fagiWwas also noted as a key resource in
the oil industry. This lack of the facility creataa opportunity for those storage facility
owners to turn their storage facilities for hireapgability in sourcing Petroleum products
was noted to determine whether the importing andketimg company will resort to
refined crude from Kenya Petroleum Refinery Limjtednhport refined products

industrially, private importation or even purch&sem other oil companies.

Knowledge acquisition, information networking magjettorage stocking level capacity
procedures on response to change, procedures tatig change and transportation
were the most achieved capabilities. Experiencéhén petroleum oil spill, knowledge
acquisition, communication network and technologrevachieve just to some extent.

Storage, stocking level capacity, and transponatapabilities were slightly achieved

4.3.1 Dynamic Capability Development

In linking the dynamic capability development anactbrs considered during the

development of dynamic capabilities, rating of imtpace of the factors that affected the
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companies while dealing with the environmental l&mges were rated. Rating of
importance was from 1 Not at all and 5 extremelypamant. The responses of the

respondents were as shown in Table 4.6.

Table 4.6: Factors highly focused on when develoggrdynamic capabilities

Factors Not at |Slightly | Important |Very Extremely | Mean
all important important | important

Macro forces 0% 0.6 % 30.9 % 60.0% |6.9% 3.78

Actors 0% 0% 38.9% 480% |11.4% 3.88

Strengths, weaknesse 0.6% |1.6% 32.6 % 549% 10.9% 3.54
opportunities
and threats

Existing skill, 0% 1.4% 26.3% |583% 140% |3.78
processes and culture

Core competence and| 1.5% |0.2% 18.9 % 66.3% 13.1 % 3.96
capabilities

Adaptation to 1.0% [1.3% 223% |583% (17.1% | 3.67
competitive
environment
Opportunities 1.0% |0.7% 22.3% 57.7% 183 % 3.89

Positioning strategy |0.9% |1.9% 23.4 % 56.6% 18.3 % 3.45

Current competitive |1.3% |2.1% 26.3% 50.3% 20.0 % 3.12
position

Resource acquisition {1.7% |0.6 % 36.6 % 57.7% 3.4 % 3.49

Absorption capability |1.4% 0% 26.3 % 583% 14.0% 3.33
Transformational 0% 1.7% 18.9 % 66.3 % 13.1 % 3.68
devices

Behavioral cultural an¢1.3% |1.0% 22.3% 58.3 % 17.1 % 3.19
structural conditions
Source: Research Data, (2014)
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The result in Table 4.6 shows that, 0.6 % indiddket focusing on macro factors during
the development of companies’ capability is slighthportant , 30.9 % important, 60 %
very important while 6.9% extremely important. 38®indicated that it is important to
focus on actors when developing companies’ capiasili48.0 % very important while
11.4 % extremely important. 32.6 % indicated thatsi important to focus on the
Strengths, weaknesses, opportunities and thredt8%bvery important while 10.9 %
extremely important. 18.9% indicated that it is artant to focus on the Existing skill,
processes and culture, 66.3 % very important wiBld % extremely important. 22.3 %
indicated that it is important to focus on the Commpetence and capabilities when
developing company’s capability, 57.7% very impottahile 18.3 extremely important.
22.3 % indicated that it is important to focus dme tAdaptation to competitive
environment, 58.3 % very important while 18.3 %renxtely important. 1.1% indicated
that it is slightly important to focus on the Oppmities, 26.3%, important, 50.3% very
important while 20.0 % extremely important. Simyai0.6 % of the respondents
indicated that it is slightly important to focus dhe Positioning strategy when
developing dynamic capability activities, 36.3 %pontant, 57.7 % very important while
3.4% extremely important. Majority of the means evbetween 3.0 and 4.0 showing that

the organizations have appropriately focused oméwvelopment of dynamic capabilities.

4.3.2 Dynamic Capability Activities

The dynamic capability activities section were nidarverify the data gathered about the
existing capabilities and which level they felltomsee how much of the capabilities were

dynamic. The likert scale used here was from latiail to 5 greatly implemented.

36



The results shown in Table 4.7 indicate that, 21d&%he respondents indicated that
Integrated resources activities were occasionallgplemented, 58.9% always
implemented while 14.3% greatly implemented. 24%86l that Reconfiguring resources
activities were occasionally implemented, 62.3% aglsv while 11.4% greatly

implemented. From the analysis, majority of thepoeslents indicated that Knowledge

creation and acquisition occasionally, was alwaygreatly implemented.

Table 4.7: Dynamic capability activities

Activities Not |Rarely Occasionally Always Greatly Mean
at all |implemented | implemented implemented

Integrated 3% 2.3% 21.5% 58.9% [14.3% 3.89
resources

Reconfiguring 0%  |[1.7% 24.6% 62.3% [11.4% 3.65
resources

Knowledge 0% [1.8% 29.1% 61.1% [8.0% 3.29
creation and

acquisition

Knowledge 0% [1.7% 32.0% 57.7% 8.6% 3.76
integration

Leverage 10% 3.1% 0.6% 34.3% [52.0% 3.54
knowledge

Exploiting 0% [11.7% 2.3% 39.4% 48.6% 3.87
knowledge

Relationship in0%  [1.8% 33.1% 60.0% 5.1% 3.11
the market

Market 1.7% 0% 26.9% 61.7% 9.7% 3.90
positioning

Networking 1.7% [1.1% 26.3% 58.9% 12.0% 3.42
Information 0.7% 1.6% 20.0% 59.4% [18.3% 3.56
gathering

Source: Research Data, (2014)
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On Knowledge integration level of implementation9.®6 indicated occasionally
implemented, 61.1% always while 8.0% greatly impated. Similarly, 32.0% of the
respondents indicated that Leverage knowledge weaasmnally implemented, 57.7 %
always while 8.6% greatly implemented. Majority tie respondents indicated
occasionally implemented, always or greatly impleted. On the existing Exploiting
knowledge, 0.6% of the respondents indicated ocna#ly implemented, 34.3%
indicated always while 52.0% showed greatly impleted. 33.1% indicated that the
Relationship in the market activities is occasibnahplemented, 60.0% always while

5.1% greatly implemented.

From the analysis, majority of the respondentscagid occasionally implemented,
always or greatly implemented. Market positionigh\aties, 26.9 % of the respondents
indicated occasionally implemented, 61.7 % alwayslevn9.7 % greatly implemented.
1.1 5 % indicated that networking dynamic actiatigas slightly implemented, 26.3 %
occasionally implemented, 58.9 % always while 1.@reatly implemented. Lastly, on
information gathering, 0.6 % of the respondentscetgd that the activities were slightly
implemented, 20.0 % occasionally implemented, 3%.4lways while 12.0% greatly
implemented. These results show that the petroleyporting and marketing companies

implement dynamic capability activities.

38



4.3.5 Challenges and impact on Competitive Advantage

The challenges were rated from 1 not at all to feaGimpact. This section was to give
data on how much the companies in undertaking dimaapability initiatives were
successful despite the challenges.

According to Table 4.8, 0.6 % of the respondenteed) that the impact of scanning the
environment for opportunities and threats on thenpetitive advantage is low, 36.0%

indicated moderate impact, and 54.9% indicated higiact while 6.9 % indicated great

impact.

Table 4.8: Challenges on competitive advantage

New resource consideratior

Challenges Not at Low Moderate |High |Great |Mean
all impact impact | impact
Scanning the environmel.6% 0.6% 36.0% 54.9% 6.9% 3.29
for opportunities and threat
Sizing the opportunities 0% 1.8% 29.1% 59.4% 9.7% 3.76
Resource allocation 0% 1.7% [17.7% |60.6% [20.0% 3.54
Knowledge sharing 0% 0% 128%  [71.5% 15.7% 3.87
Reconfiguring resources 1.6% 0.6% 32.6% 54.3% 10.9% 3.11
Exploiting opportunities 1.6% 1.1% 29.1% [589% 9.3% [3.90
Adaptation 0% 1.7% 24.6% 61.1% 12.6% [3.89
Market dynamic 0% 1.8% 17.1% 61.7% (19.4% 3.45
Sizing information 2.1% 0.2% [18.3% 58.3% 21.1% 3.12
Communicating informationl-7% 0% 12.0% 60.6% 25.7% [3.49
Transforming processes 1.8% 0% 29.1% 59.4% 9.7 % [3.33
Network capabilities 1.3% 1.0% [17.7% 60.6% 20.0% 3.68
Innovation capabilities 0% 0% 128% [71.5% (15.7% [3.19
0% 1.8% 17.1% 61.7% 19.4% [3.89

Source: Research Data (2014)
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29.1% of the respondents indicated that the impdcSizing the opportunities was
moderate, 59.4 % high impact while 9.7 % great ichph 1 % indicated that the impact
of Resource allocation on the competitive advantage low, 29.1% indicated moderate,
and 58.9 % indicated high impact while 9.3 % intBdagreat impact. 24.6 % indicated
that Knowledge sharing had moderate impact on thrapetitive advantage, 61.1 %
indicated high impact while 12.6 % indicated grampact. 17.1 % indicated that the
impact of exploiting opportunities on tliempetitive advantage was moderate, 61.7 %
said high impact while 19.4% great impact. 18.3 #4he respondents indicated that
adaptation had moderate impact on the competitivarstage, 58.3 % agree that sizing
information of an organization has high impact lba tompetitive advantage 21.1 % said
great impact,12.0 % of the respondents said thatnuanication information had
moderate impact on the competitive advantage, 89lidgh impact while 25.7 % great
impact. Means of 3.0 and above shows that petrolémmorting and marketing

companies in Kenya had various challenges thatdtepeon their competitive advantage

4.3.6 Opportunity Exploitation

By using likert rating, the respondents were asiehdicate their opinion by choosing
between 1-Not at all and 5 as Satisfactorily on @éktent the dynamic capability have
contributed into exploiting the existing opportuest and the result were as shown in the
Table 4.9.

According to the respondents the dynamic capaislithat satisfactorily contributed to
opportunity exploitation include Organization skithnd resources as shown by a mean

score of 4.83, technology as shown by a mean stat&7. Financial position as shown
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Table 4.9 : Dynamic Capability contribution to Oppartunity exploitation

Dynamic Capabilities Mean  Std. Deviation
Organization skills and resources 4.83 .389
Process integration 4.67 492
Financial position 4.58 .900
Knowledge creation process 4.33 1.155
Technology 4.67 492
Integrative strategies 4.67 492
Scenario processes 4.75 452
Linkage with external firms 4.50 .798
Collaboration network 3.50 .674
Leverage capability 3.58 .669
Organization reengineering 3.42 .669
External integration of capabilities 3.67 1.155

Source: Research Data (2014)

by a mean score of 4.58 Knowledge creation proasshown by a mean score of 4.33,
Adaptation to competitive environment as shown byean score of 4.67, integrative

strategies as shown by a mean score of 4.67, sogmarcesses as shown by a mean

score of 4.75 and Linkage with external firms asvai by a mean score of 4.50.

Other capabilities that were rated as average decldollaboration network, leverage
capability, organizational reengineering and Exdémntegration of capabilities as shown
by a mean score of 3.50, 3.58, 3, 42 and 3.67 c&spl. The mean scores indicated on
each dynamic capability is greater than 3.00 mepthiey had an impact on opportunity

exploitation.
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4.4 Relationship between Dynamic Capabilities and Oppdunity
exploitation.
Reconfiguration and transformation of activitie® dnondamental tasks for a company

that copes with unstable business environmentgtasdsks for a constant survey of the

markets (market intelligence) and sensing & seinpgortunities.

A correlation analysis was performed to determheertature of association between the
dynamic capability and opportunity exploitation.eThim was to determine the nature
and strength of association between each of thardigncapability and the opportunity

exploitation. See Table 4.10 below.

Table 4.10: Correlation betweerdynamic capabilities and opportunity exploitation
by petroleum importing and marketing companies in kenya

Organizatio | Process Knowledge | Leveraging
n Re- Integration | Creation .
engineering Process Capability
Pearson | .408 73 .827 .766
Correlati
on
Opportunity | Sig- .188 .003 .001 .004
Exploitation | (2tailed)
N 42 42 42 42

The correlation result was that there was a stpmsitive correlation between each of the
dynamic capabilities and the opportunity explogatiby petroleum importing and
marketing companies1 Kenya Knowledge creation process had the highest pesiti
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correlation of 0.827 with opportunity exploitatioknowledge creation process is a very

essential activity for the exploitation of an opjpmity

Process integration was second with a strong pesitorrelation of 0.773 with
opportunity exploitationThis strong association is consistent with theaerd literature
that process integration is an important elemeriusiness activity and its use has been
strongly linked to successful business growth andraber of other attributes of the firm.
Leveraging capability had average positive sigaific correlation of 0.766 with
opportunity exploitation by petroleum importing amérketing companies in Kenya. The
result indicates that leveraging capability mowedhie same direction with opportunity

exploitation.

Organization re-engineering creation process hsa alstrong significant correlation of
0.408 with opportunity exploitation. This findindnarefore confirms that a positive
movement on knowledge creation process will be mpamied with a similar move in

the opportunity exploitation by petroleum importiagd marketing companies in Kenya.
Organization re-engineering igery important to petroleum importing companieshbot

new and established and can positively impact teiformance.

4.5 Discussions of Findings

The Petroleum Importing and marketing companiesewefr different sizes, small,
medium and large. Large companies were 8, mediune @@, while 24 were smaller
companies. There is evidently a growing numbemadlsindependent oil companies and

multinationals leaving the country like Shell anss&r Energy.
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According to the result shown in the histogram telthe number of capability activities
developed by small size firms fall under eitherozlavel capability or capability level.
There implies that there is a strong relationshgiwieen the size of a firm and its
capability level. The small size firm’'s capability between 0 and 2 capability level,

(where 0-1 is zero capability level and 1-2 is dalgg level) as shown in figure 4.2

below.
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207 Mean = 3.07
Stdl. Dev. = 867
/\ N =42
15
=
o
c
[ ]
T
& 10
—
|1

7

0 T T T T | T
0 1 2 3 4 =]

Capability

Figure 4.2 Capability levels. Source- Research Data

The middle and large size firms, however, show ttie@ number of capabilities
developed fall under either core capability or dyiacapability. This means that there is

a strong relationship between the size of a firm s capability. The middle and large
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size firm’'s capability is between 2 and 4 capapildével, (where 2-3 is zero capability

level and 3-4 is capability level) as shown in figd.2.

The findings of the study indicate that organizadio skills and resources, process
integration and financial position satisfactorilgntributed to exploitation of existing
opportunities. While, Knowledge creation process;hhology, integrative strategies,
scenario process, collaboration network, leveragiaggability, contribution were above
average in opportunity exploitation contributionrg@nization reengineering, external
integration of capabilities and linkage with ext@rnfirms were just averagely

contributing to exploitation existing opportunities

The dynamic capability activities that most pettoh importing and marketing
companies greatly implemented were, integratingouees, leveraging knowledge,
Market positioning, Networking and information gating. One respondent from the
larger petroleum marketing companies indicated #iathe dynamic capabilities had

satisfactorily contributed to opportunity exploitat.

Closely organizational skills and resources, fin@angositions are just the core
capabilities that the petroleum companies in Kemgae. The companies are way far off
from Zero level capabilities see figure. 4.2. Pescéntegration brings the petroleum
companies in Kenya to the dynamic capability lewsld highest contributor in

opportunity exploitation.
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Reasons for average contribution of dynamic cajiesilto opportunity exploitation from
the dynamic capabilities could be as Bowman (1994is it that organizations are
constrained by routines and problem starts whenirres! get in the way of strategic
thinking and strategic change and when routine kthqn gets in the way of
lateral/innovative thinking. The challenges thaeaily impacted on the competive

advantages was Knowledge sharing and innovativalxlty.

While knowledge creation process is highly relatedopportunity exploitation, the
behavioural cultural and structural factors stided to be considered as extremely
important so as to enable successful knowledge gesment. Even though financial
position contributed highly to opportunity expldita this could just be the reason that
storage facilities and transportation, stockingeleare still a hindrance, but the ability to
create value is not based as much upon physicéhancial resources as on a set of

intangible knowledge- based resources (Lo'pez, 2005

Having been able to develop dynamic capabilitisggrovement on activities especially
on market relationship and information gatheringvitsl, as March (1991) put it that
continuous well ordered flow of dynamic capabiBti@imed at attaining strategic
objectives, enables managers to arrive at a mdaatead decision affecting aspects such
as resources, firm’s activities, present marketpl(gtation) and any new opportunities

that may arise in the future (exploration).
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CHAPTER FIVE: SUMMARY, CONCLUSION AND

RECOMMENDATIONS

5.1 Introduction
This chapter presented the discussion of key dathnfys, conclusion drawn from the

findings highlighted and recommendation made there-The conclusions and
recommendations drawn were focused on addressenguitpose of this study which was
to establish the relationship between dynamic déipab and opportunity exploitation by

Petroleum importing and marketing companies in Keny

5.2 Summary
The study deduced that dynamic capability of Petnol importing and marketing

companies in Kenya have contributed to the expgloitaof existing opportunities to a
greater extent. The study indicated that dynampabgities achieved most in the last 5-
10 years include knowledge acquisition, informatiogtworking model, innovation,
procedure on response to change, stock level dg@ad transport. Dynamic capabilities
are capabilities that help units extend, modifyd aaconfigure their existing operational
capabilities into new ones that better match thieanging environment. The study also
found that factors that are highly focused on whereloping dynamic capabilities in
dealing with environmental changes macro forceg(pal, regulation, environment) and
actors (consumers, competitors, suppliers), Sthsngiveaknesses, opportunities and
threats, Existing skill, processes and culture, reCoompetence and capabilities,
Adaptation to competitive environment, opportursitigoositioning strategy, current

competitive position, resource acquisition, absorptapability and transport.
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On Relationship between the dynamic capabilitied apportunity exploitation by
petroleum companies in Kenya, the study found tthet dynamic capability that
satisfactorily contributed to opportunity exploitat include organization skills and
resources, emergence and access to technologyizagan financial statement position
, the Knowledge creation process, the adaptatiocotopetitive environment in which
such an organization operate, the integrativeesir@s , scenario processes and Linkage
with external firms. The study also found that otdgnamic capabilities contributing to
the exploitation of existing opportunities includeollaboration network, leverage

capability, organizational re-engineering and endémtegration of capabilities

5.3 Conclusion

The study concludes that there is a relationshigvdeen the dynamic capabilities and
opportunity exploitation by petroleum companieskianya. The dynamic capabilities
include knowledge acquisition, information netwagkimodel, innovation, procedure on
response to change, stock level capacity and toanhsphe study further found that the
dynamic capability contributing to opportunity eapétion include organization skills
and resources, emergence and access to technaagpnization financial statement
position , the Knowledge creation process, the i@ to competitive environment in
which such an organization operate, the integradivategies , scenario processes and

Linkage with external firms.
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5.4 Recommendations

The extent to which an organization utilizes a ipatar capability (dynamic or
otherwise) depends upon circumstances, includiregdifficulty of the task (Stadler,
Helfat, & Verona, 2013). In particular because frface variation in the opportunities
available to them, different firms have differerpportunities to undertake resource
access and development activities. A firm whoseadyin capabilities have attributes that
confer the potential for lower costs and/or a high@lue of output are likely to have

more successful outcomes from conducting an agtivit

Opportunity exist when there is disequilibrium beenm market needs and the means to
satisfy those needs, so it can be inferred thatathikty to notice opportunity would
require knowledge of those needs and means. Dyneepiability is one of the means to

satisfy those needs and factors considered dunmdgevelopment are critical.

When the Petroleum importing and marketing compandevelop their dynamic

capabilities to achieve competitive advantage thegd to look closely at scanning the
environment for opportunities and threats, recanfigy resources, communicating
information and exploiting opportunities as thesetae challenges that highly impact on
the dynamic capability development. They also needilways implement dynamic

capabilities activities such as integrating resesrand leveraging knowledge that most
small companies only occasionally implement. Laggganizations should put more

emphasis on the challenges of seizing the oppaigsniseizing information, knowledge
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sharing, communicating information, exploiting oppaity and adaptation to

competitive environment.

5.5 Limitation

The Petroleum industry study should have involMétha marketing companies not only
the ones that import the petroleum products. KPB& &lso been out of operations for
lyear and the Petroleum importing and marketingpaonies have diminished sources

with the shutdown of crude processing activitieKBRL.

Most CEQO’s were hesitant to respond while a fewegated the filling up of the
guestionnaires to the other top managers. Some amieg were adamant to give

information citing integrity and policy issues ariarmation required.

5.6 Suggestions for Further Research

This study focused on dynamic capabilities devedoped the relationship between the
dynamic capabilities and opportunity exploitatiom the Petroleum importing and
marketing companies in Kenya. The opportunitie$ #na considered are those that are
already available. It is therefore important todfiout how the future difficult to predict

opportunities can be explored.

A study on how dynamic capabilities will be deveddpwith the upstream exploration in

the just discovered oil in Kenya needs to be cdraet as the dynamic capabilities in

Petroleum importing and marketing will be very di#nt if the current exploration
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succeeds and a looming total closure of the KerstaolRum Refinery Ltd becomes a

reality.

5.7 Implications on Theory, Policy and Practice

The theories that are implied in the dynamic cdpggbstudies need to include
opportunity perception, apart from the Resourceethagew; Knowledge based view,

market dynamism.

Policy makers will require reviewing their strategjiespecially on stocking level and
probably put into place storage and transportagmhat small size companies have the

environment for growth and promotion of trade.

The extent of capability leverage is to be takemossly in practice since behavioural
culture and structure of the petroleum importingl anarketing companies’ hinder
progress to added competitive advantage even aftdertaking dynamic capability

approaches.
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APPENDICES

APPENDIX I: QUESTIONNAIRE

Declaration

This research aims to determine the relationshipvden dynamic capabilities and
opportunity exploitation by Petroleum importing am@rketing companies in Kenya. It
also aims to establish dynamic capability develapma@d extent of dynamic capabilities
and opportunity exploitation by the OMCs.

The information received from this survey shallkept confidential, and shall be used
strictly for academic purposes only. Your partitipa in this survey shall highly be
appreciated.

Section A: Profile

Name of organization: e

Position held: -

Department/ Function:---- R LR
Please tick as may be applicable to your firm
Q1.a) Is your organization locally incorporatech multinational subsidiary?

Locally Incorporated [ ] Multinational Subsidiafy]  Other [ ]

If other, please specify-- -- - e
b) What size classification does your organizatathinto?
Small [ ] Medium [ ] Large [ ]

Q2. How long has your organization been in the gheim import and distribution
business?

i.  More than 10 years []
ii. Between 6 and 10 Years []
iii.  Five years or less []
Q3. What products among the ones listed does your trgiéon distribute?
i.  Aviation Jet A-1 [ ]
ii.  llluminating Kerosene [ ]
iii.  Regular Motor sport [ ]

Xii



iv.  Premium Motor sport [ ]

v. Liquefied Petroleum Gas [ ]
vi.  Automotive Gas oil [ ]
vii.  Industrial Diesel [ ]
viii.  Furnace Oils [ ]
ix.  Bitumen [ ]
Q4. Does your organization own storage facilite&enya?
Yes|[ ] No| ]

Q5. What are the sources of your products listexve
i.  Industrial imports of refined products [ ]
ii.  Private import of refined products [ ]
lii.  Crude processing at KPRL [ ]
iv.  Purchases from other oil companies [ ]
v.  Other (Specify):

Q6. Does your organization import products for hbmuring companies?
Yes|[ ] No|[ ]

Q7. Is your company utilizing the Transport andage facilities at the Kenya Pipeline
Company?
Yes|[ ] No [ ]

Section B: Capabilities

Q8. Please indicate by tickirfg) on the given table, which of the following capaiek
your company has achieved in last 5 to10yrs.

Not at all (1) low achievement (2) Achieved (Bveragely achieved (4)

Highly achieved (5)

Capability Rating of Achievement
1 2 3 4 5

i. | Experience in petroleum oil sy

ii. | Knowledge acquisitic

ii. | Information Networking mode

iv. | Communication netwo

v. | Innovatior

vi. | Information Networkingmodel:

vii. | Procedures on response to cha
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viii. | Procedures oinitiating changt

ix. | Storage

X. | Stocking level capaci

xi. | Technology acquisitic

xii. | Transportatio

Section C: Dynamic Capability Development

Q9. Indicate on the table by tickitfg) the factors that are highly focused on when
developing dynamic capabilities for your organiaatin dealing with environmental
challenges.

Not at all (1) Slightly important (2) Importaf8) Very important (4)

Extremely Important (5)

Factors considered for dynamic Capability Rating of Importance
Development

1 2 3 4 5

i Macro forces(Political, regulations, environme

ii. | Actors(Consumer: Competitors Suppliers

ii. | Strength, weaknesseOpportunities and Thre

iv. | Existing skills, process & structu

v. | Current competitor positic

vi. | Core competence and capabili

Vii. Behavioral cultural &structural conditior

viii. | Resource acquisition restriction(competitior
social technical consideration

ix. | Adaptation to competitive environm

X. | Absorption capabilit

xi. | Transformational devic

Xii. | Opportunitie

xiii. | Positioning Strateg
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Other factors considered? Please specify-- e
Section D: Dynamic Capability Activities

Q10. Indicate on scale of 1-5 the extent of whioh fiave successfully implemented
the activities listed below. Indicate by tickifng) the appropriate box.

1. Notatall 2. Rarelyimplemented. 3. Occasibynahplemented.

4. Always implemented 5. Greatly Implemented

Activities Rating of Activities

1 2 3 4 5

i. | Integrating resourc

ii. | Reconfiguring resourc

iii. Knowledge creation & acquisitit

iv. | Knowledge integratic

v. | Leveraging knowledc

vi. | Exploiting knowledg

vii. | Relationship in the mark

viii. Market positionin

ix. | Networking

X. | Information gatherin

Section E: Challenges

Q11. Inthe challenges listed below which one do gonsider to have greatly impacted your
competitive advantage in the last 10 yedrsficate by ticking\) the appropriate box.

1. Notatall 2.Low impact 3. Moderate impact

4. High impact 5. Great Impact
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Challenges Rating of Challenge

1 2 3 4 5

i. | Scanning the environme for
opportunities & threats

ii. Seizing the opportuniti

iii. Seizing informatio

iv. Resource allocatic

v. | New resource configuratio

Vi. Knowledg« Sharing

Vii. Reconfiguring resourc

viii. Communicating informatic

iX. Exploiting Opportunit

X. | Adaptation to competitive environmi

xi. | Transforning processt
Xii. Networking capabilitie
Xiii. Innovation capabilit

Xiv. Marketdynamicanalysi:

Section F: Opportunity Exploitation

Q12. To what extend have the dynamic capabilitedidelow contributed to your organization
into exploiting most of your existing opportunittsidicate by ticking\) in the appropriate
box.

1.Notatall 2.Below average 3. Averagely ABove average

5. Satisfactorily
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Dynamic Capability Rating of Exploitation

1 2 3 4 5

i. | Organizational skill & resource

ii. Knowledge creation proce

iii. Technolog'

iv. Integrative strategi

v. | Process integratic

Vi. Financial Positio

Vii. Organization reengineeri

viii. Externa integration of capabilitie

ix. | Scenario proce

X. | Linkage with external firrr

Xi. Collaboration netwoi

Xil. Leveraging capabilit
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APPENDIX II: NAMES OF PETROLEUM MARKETING AND

IMPORTING COMPANIES AS ATMARCH 2014

Id

1 Safari Ltd 23 | Libya Oil Kenya Ltd
2 Mogas Kenya Ltd 24 | Ramji Haribhai Devani Ltd
3 Oryx Energies Kenya Ltd 25 | Gapco Kenya Ltd
4 Engen Kenya Ltd 26 | Keroka Petroleum Ltd
5 Kencor Petroleum Ltd 27 | Milio Energy Kenya Ltd
6 Milio East Africa Ltd 28 | Oilcom (K) Ltd
7 Oil City Ltd 29 | Alba Petroleum Ltd
8 Kenya Petroleum Refineries Ltd 30 | Bakri International Energy
i i : Company Ltd
9 Prime Regional Supplies Ltd
31 | Gulf Energy Ltd
10 | Alleyl Petroleum Ltd
32 | Hass Petroleum Kenya Ltd
11 | Ranway Traders Ltd
: 33 | Afrioil International Ltd
12 | Regnol Oil (K) Ltd
: 34 | Finejet Ltd
13 | Tradiverse Kenya Ltd
i 35 | Galana Oil Kenya Ltd
14 | KenolKobil Ltd
_ 36 | Olympic Petroleum Ltd
15 | Muloil Limited
37 | Vivo Energy Kenya Ltd
16 | Ocean Energy Ltd
i 38 | Essar Petroleum (East Africa) L
17 | Dalbit Petroleum Ltd
39 | Petro Oil Kenya Ltd
18 | East African Gasoil Ltd
40 | Topaz Petroleum Ltd
19 | Amana Petroleum (Kenya) Ltd
41 | Banoda Oil Ltd
20 | Heller Petroleum Ltd
: 42 | Riva Petroleum Dealers Ltd
21 | Stabex International Ltd
i i 43 | Fossil Fuels Ltd
22 | Ainushamsi Energy Ltd
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44 | Total Kenya Ltd 49 | One Petroleum Ltd
45 | Trojan International Ltd 50 | National Oil Corporation
46 | Global Petroleum Products Ken 51 | Tosha Petroleum Ltd
Ltd
52 | Jade Petroleum
47 | Hashi Energy Ltd
48 | Royal Energy (K) Ltd

XX




APPENDIX Ill: DATA COLLECTION LETTER

MOMBASA CAMPUS

Telephone: 020-8095398 Tel: 020 8095398
Telegrams: “Varsity”, Nairobi Mombasa, Kenya
Telex: 22095 Varsities

DATE: 09t SEPTEMBER, 2014
TO WHOM IT MAY CONCERN

The bearer of this letter, Ogina Dolrose Awino. Of Registration
Number D61/77052/2012 is a Master of Business Administration
(MBA) student of the University of Nairobi, Mombasa Campus.

She is required to submit as part of her coursework assessment a
research project report. We would like the student to do her project on
Relationship between dynamiec capabilities and opportunity
exploitation by petroleum importing and marketing companies in
Kenya. We would, therefore, appreciate if you assist her by allowing
her to collect data within your organization for the research.

The results of the report will be used solely for academic purposes and
a copy of the same will be availed to the interviewed organization on
request.

bh Arangé 3 — %}
Assistant Coordinator, School of Business-Mombasa Campus
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