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ABSTRACT
Strategy implementation has attracted much lesntadh in strategic and organizational
research than strategy formulation or strategimmley. Strategy implementation is an
enigma in many companies. The problem is illusttdig the unsatisfying low success rate
(only 10% to 30%) of intended strategies (Rapskauffman, 2005). With the rapid growth,
the industry has shifted from having one mobilerajm that is Safaricom with an average of
80% of the market belonging to them, to having pfilayers join in such as Airtel, Telkom,
and Essar. This has caused stiff competition tstifeamong the mobile operators hence
causing them to have innovative solutions that aat them apart from the rest. Empirical
studies done in Kenya include; Kiptugen (2003) dicstudy to determine the strategic
responses of Kenya Commercial Bank to a changimgpetitive environment. Given the
importance of these processes, this study soudfiit tbe existing research gap by seeking
answers to the following research question whéteseffects of strategy implementation on
performance of firms in telephony industry in Keflyghis is a cross section survey study
aimed at establishing to establish strategy impieai®n and performance of firms in
telephony industry in Kenya. The study considerédgs tdesign appropriate since it
contributed towards minimizing bias hence maxinmeiability of the data. The population
of interest of this study is telecommunication #rin Kenya. The target population was 16
employees currently working with four major teleaoomication firms in Kenya at their
head office in Nairobi. The study sampled 4 respotsl from 4 telecommunication
companies thus a making a total of 16 respondehtswere used in this study. The study
used both secondary data from other sources anthpridata collected using questionnaires
to carry out the study. The questionnaire inclubdeth structured and unstructured questions
and was administered through drop and pick metbaggpondents who were the staffs of
various Telecommunication firms in Kenya. Descruptistatistic and content analsyis was
used, pie charts and bar graphs were used. The sstdblished that top management
support acted as propelling force in every stagestétegy implementation process,
individual personality differences often determiaed influence implementation, lack of
coordination results to implementations taking minge that originally expected and that
organization culture affecthe implementation of strategic plan, biased orré¢velation. In
order to ensure success of strategy implementation withiphtehg industry in Kenya, the
study recommends that the top management of telecomntioni@adustry should show full
commitment in all stages of implementation process. Thdysalso recommends that
stakeholders should be included in any assessment arglapreng activities as well as
planning and implementation this will help to increase the dwarfor the success of
implementation process, as well as enriching the procéds more ideas. Ineffective
strategy implementation is perhaps the most costly item iroaganization expenditure. The
finding of this study will be of great importance to policy rkas it will help them to come
up with factors that delays strategy implementation and thdsieh will hinder their
implementation altogether.



CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
Strategy implementation has attracted much lesntaih in strategic and organizational

research than strategy formulation or strategiamlay. Alexander (2011) suggests several
reasons for this: strategy implementation is ldamgrous than strategy formulation, people
overlook it because of a belief that anyone cantdpeople are not exactly sure what it
includes and where it begins and ends. Furtherntbere are only a limited number of

conceptual models of strategy implementation.

Organizations seem to have difficulties in implethen their strategies, however.
Researchers have revealed a number of problemstrategy implementation; weak
management roles in implementation, a lack of comuoation, lacking a commitment to the
strategy, unawareness or misunderstanding of tategy, unaligned organizational systems
and resources, poor coordination and sharing gforesbilities, inadequate capabilities,

competing activities, and uncontrollable environtaéfactors (Beer and Eisenstat, 2010).

According to Resource Based Theory resources gugsnnto a firm's production process
and can be classified into three categories as;sipdly capital, human capital and
organizational capital (Currie, 2009). These resesirare need for effectiveness in strategy
implementation. Strategic balancing is based omtireciple that the strategy of a company
is partly equivalent to the strategy of an indiatundeed, the performance of companies is
influenced by the actors’ behaviour, including thestem of leaders’ values (Casley and

Krishna 2007).



Ansoff (2009) views strategy in terms of market anolduct choices. According to his view,
strategy is the “common thread” among an orgarar&iactivities and the market. Johnson
and Scholes (2002) define strategy as the direeimhscope of an organization that ideally
matches the results of its changing environmentiarnghrticular its markets and customers
SO as to meet stakeholder expectation. Telecomm@timns in Kenya has been growing
rapidly in the last few years. Kenya mobile telephondustry now accounts for 7% of
mobile phone subscribers in sub-Saharan Africa.ydehad 17.4 million mobile phone

subscribers by end of 2009, translating to 45.7%eation.

According to International Telecommunications Un{6hU) report says Kenya has the third
highest number of subscribers, after Nigeria andtiSéfrica that respectively account for
26% and 19% of mobile cellular subscriptions in-8a#tharan Africa. The telecom sector in
Kenya is well developed having four players — Aimdetworks Kenya Limited, Essar
Telecom Kenya Limited, Safaricom Limited, and TetkoKenya Limited. With the

competition heating up between the four mobile stbers in the country, network

expansion is going to play a key role in driving thdustry till 2016.

1.1.1 Strategy | mplementation

Strategy implementation involves organization @ flim's resources and motivation of the
staff to achieve objectives. The environmental domas facing many firms have changed
rapidly. Today's global competitive environment ¢®mplex, dynamic, and largely

unpredictable. To deal with this unprecedentedlle¥eehange, a lot of thinking has gone
into strategy formulation. Strategic managemerahisut managing the future, and effective

strategy formulation is crucial, as it directs #tention and actions of an organization.
2



The assessment of strategy formulation processesnt®s crucial for practitioners and
researchers alike in order to conduct and evaldiffierent formulation processes (Olseh

al. 2005). In recent years organizations have soughtreate greater organizational
flexibility in responding to environmental turbutem by moving away from hierarchical
structures to more modular forms (Balogun and Jomn2004). Responsibility, resources
and power in firms has been the subject of decdérdt®n and delayering. Given an
intensifying competitive environment, it is regljaasserted that the critical determinant in
the success and, doubtlessly, the survival of the is the successful implementation of

marketing strategies (Chebat, 1999).

Historically, numerous researchers in strategic agament bestowed great significance to
the strategic formulation process and considereategfy implementation as a mere by-
product or invariable consequence of planning (Wamdl Robertson, 1983). Fortunately,
insights in this area have been made recently wtaatper our knowledge of developing

strategy with the reality of executing that whistcrafted (Olson et al., 2005).

However, as strategy implementation is both a fadted and complex organizational
process, it is only by taking a broad view thatideanspan of potentially valuable insights is
generated. The fatal problem with strategy impletaigon is the de facto success rate of
intended strategies. In research studies it isoasdt 10% (Judson, 1991). Despite this
abysmal record, strategy implementation does nans® be a popular topic at all. In fact,
some managers mistake implementation as a straééigidthought and a pure top-down-

approach. Instead, management spends most ofdtgiah on strategy formulation.



Research emphasizing strategy implementation issified by Bourgeois and Brodwin
(1984) as part of a first wave of studies propostrgctural views as important facilitators
for strategy implementation success. Beyond thequgation of many authors with firm
structure, a second wave of investigations advdcateerpersonal processes and issues as

crucial to any marketing strategy implementatidioréfNoble and Mokwa, 1999).

Conflicting empirical results founded upon contiragttheoretical premises indicate that
strategy implementation is a complex phenomenomesponse, generalizations have been
advanced in the form of encouraging: early involeamin the strategy process by firm
members (Hambrick and Cannella, 1989); fluid preessfor adaptation and adjustment
(Drazin and Howard, 1984); and, leadership styld simucture (Bourgeois and Brodwin,
1984). The role and tasks of those employees cHaxg strategy implementation duties,
the mid-level managers, in these new restructumggnzations is under scrutiny. Most
strategies fail to be implemented due to lack ohtegic communication between in the
organization, lack of management support and ldcikwlvement of all members of the

organization in the process.

1.1.2 Organizational Performance

With organizations operating in very volatile emviment, the managements concern is how
to achieve organizational performance. Organizatioperformance involves recurring
activities to establish organizational goals, manprogress towards the goals, and make
adjustments towards achieve those goals more e#gctand efficiently (Carter, 1997). The

guestion is why some organizations perform bektan others.



Organization performance is the measure of standardprescribed indicators of
effectiveness, efficiency, and environmental resgality such as, cycle time, productivity,
waste reduction, and regulatory compliance. Perdoice also refers to the metrics relating to
how a particular request is handled, or the actpefforming; of doing something
successfully; using knowledge as distinguished froarely possessing it. It is the outcome
of all of the organization’s operations and streedVenkatraman and Ramanujam, 2001).
This paper will use tools such as balanced scord ta examine whether strategy
implementation is effective in organizational penfiance.it will focus on mobile network

operator in telecommunication industry in Kenya.

1.1.3 Telephony Industry in Kenya

In the 2F' Century, the telecommunication industry has ewblve become the fastest
growing, competitive and the most vibrant indusimyKenya. This is mainly after the
introduction of the Mobile phone services in theary@000. Safaricom and Airtel (then
Kencell) were the first companies to venture itis business. The last decade has seen the

birth of Essar’s Yu and Orange companies in thilsigtry.

This has consequently increased the competitionngntilese companies which has had a
positive effect on the consumer. For instancejr@altosts have decreased in comparison to
five years ago. In addition, the companies havetbasecome more innovative in order to
survive and be relevant in the market. This hag $ke introduction of Mobile phone money
transfer, mobile phone bill payments, mobile phbaeking, and many other services that

have revolutionized the way we carry out businadsanya.



In the mobile telephony market segment, there \#8t2 million mobile subscriptions as at
31st March 2012 compared to 28.08 million as at Blexember 2011. This represents a
growth of 4.0 per cent in total mobile subscripiomhe growth in mobile subscriptions is an
indication of operators’ determination to contingeowing their subscriber base and
increasing access to mobile telephony servicesiencbuntry. While the mobile telephony
subscriptions continue to show a growth trend,ntiaén fixed line (fixed terrestrial lines and

fixed wireless) subscriptions continued to recoabanward trend.

The number of subscriptions declined from 283,5d6éorded in the previous quarter to
272,101 during the period under review, represgnéind.0 per cent drop (CCK Report,
2012). In the Internet/data market segment, thebmuraf subscriptions increased by 5.5 per
cent, from 6.1 million recorded in the previousipérto 6.4 million during the quarter under
review. Mobile data/internet subscriptions contohite dominate the internet market with
98.8 per cent of the total Internet/data subsangtibeing from the mobile Internet/data sub-

market.

Number of Internet users rose by 4.7 per cent, fidn8 million users posted the previous
period to 11.8 million users during the quarter emdeview (CCK, Report, 2012).
Broadband subscriptions increased significantly bgre than three-fold, from 131,829
subscriptions posted the previous quarter to 6%l,3@bscriptions during the quarter.

Broadband subscriptions represented 10.0 per ¢¢né dotal Internet/data subscriptions.



To promote effective competition in the mobile nerksegment, in April 2011, the
Commission introduced the Mobile Number PortabiliifNP), a service that allows the
consumers the flexibility and the convenience tainesubscribers’ numbers upon switching
service providers. The uptake of this service hasticued to show mixed signals in the
mobile market segment since its inception. During tjuarter under review, there were a
total of 6,646 in-ports up from 2,407 in-ports meted during the previous quarter,

representing an increase of 176.1 per cent (CCKpRe2012).

1.2 Resear ch Problem

Strategy implementation is an enigma in many congsai he problem is illustrated by the

unsatisfying low success rate (only 10% to 30%nhté#nded strategies (Raps and Kauffman,
2005). The primary objectives are somehow dissipats the strategy moves into

implementation and the initial momentum is lostdsefthe expected benefits are realized.
Successful implementation is a challenge that des\gatience, stamina and energy from
the involved managers. The key to success is agrnative view of the implementation

process (Raps and Kauffman, 2005).

With the rapid growth, the industry has shiftednfrdnaving one mobile operator that is
Safaricom with an average of 80% of the marketrgiteg to them, to having other players
join in such as Airtel, Telkom, and Essar. This bassed stiff competition to be stiff among
the mobile operators hence causing them to hawevative solutions that will set them apart

from the rest.



The Mobile Telephony Industry has been very inseotal in employment creation in the
country. It has contributed immensely to the ecoicagnowth by effectively participating in
the telecommunication sector. Many firms in thee¢cemmunication sector are able to
generate innovative strategic plans, but few ate sbhsuccessfully implement these plans.
These firms fail to implement up to 70% of theiragtgic initiatives (Miller, 2002). The
transition from idea to reality or stated diffedgntthe link between strategy and

implementation is complex.

The literature suggests that successful strategyemmentation is difficult to achieve for six
key reasons (Pateman, 2008). These includes feersisressure from stakeholders for
greater profitability, increased complexity of omgaations, difficult challenge faced by
executives , low levels of participation of a largeamber of managers across all functions at
an early stage of executing strategy, difficultyseturing the required resources to execute
the strategy and executives know more about sirategmulation than strategy

implementation (Hrebiniak, 2008).

McAdam, Walker and Hazlett (2011), investigated timks and relationships between
strategy and operations in local government impreem efforts under the umbrella of the
Local Government Modernisation Agenda (LGMA) in Emgl. They found that
performance measurement and management at thegstriavel is, for the most part, driven
by emerging legislation and the need for compliamather than improving service

effectiveness.



Sakyi and Bawole (2009) did a study on challengesiplementing code of conduct within
the public sector in Anglophone West African coigsr Sakyi and Bawole (2009) found that
all the countries were making frantic efforts apnoving the ethical conduct of public sector
managers through the introduction of various re®measures including code of conduct as

key components.

Empirical studies done in Kenya include; Kiptug&@®@3) did a study to determine the
strategic responses of Kenya Commercial Bank tdvanging competitive environment.
Since he focused mainly on strategies that cardbptad in a competitive environment; the
study failed to cover the processes involved iatsyy implementation. Muturi (2005) on the
other hand did a study to determine the strateggpanses of Christian churches in Kenya to
changes in the external environment. He basedum®yg on evangelical churches in Nairobi.
This study focused on a different context and cphé®m what the current study seeks to
cover. Karanja (2004) carried out a survey on agiatplanning and performance of public

corporations in Kenya.

Muguni (2007) studied the role of executive devalept in strategy implementation. His
was a comparative study of KCB and National BanKefiya. The study also fails to capture
the process of strategy implementation processerGilie importance of these processes, this
study sought to fill the existing research gap bgking answers to the following research
guestion what is the effects of strategy implemtgomneon performance of firms in telephony

industry in Kenya?



1.3 Resear ch Objectives
The general objective of the study was to estalslisitegy implementation and performance
of firms in telephony industry in Kenya.
The specific objective of the study will be
i. To determine factors influencing strategy implemaéoh in telephony industry in
Kenya
ii. To determine the effects of strategy implementato performance of telephony

industry in Kenya

1.4 Value of the Study

Ineffective strategy implementation is perhaps itiest costly item in any mobile phone

company’s expenditure. This study help to come uth actors that delays strategy

implementation; and those that hinder their impletagon altogether. When such factors are
identified, strategies would be formulated to ctire situation and improve the organization

performance.

The policy makers would obtained knowledge of thebite telephony sector dynamics and
the process of strategy implementation. They waldthin guidance from this study in
designing appropriate policies that regulates tbetos participation. This would provide
information on strategic management among mobilepk®ne industry to the various
scholars in Kenya; this would expand their knowkedmn strategy implementation and

identify areas of further Research.

10



Strategies that face implementation problems areast cases those that give a company the
required competitive edge, (Raps and Kauffman, 20Uhis implies that there is direct
relationship between strategy implementation amedcthmpetitiveness of a particular mobile
telephone company. Other factors, however, havetdethe same problems. The study
sought to acquire knowledge on actions that ouglettaken to make the whole process of

strategy implementation successful and thus impooganization performance.

11



CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction

This chapter reviews the existing literature, infation and publication on the topic related
to the research problem by accredited scholarsresearchers. This section shall examine
what various scholars and authors have said abotdrs affecting strategy implementation,
in particular it covers the theoretical review wédature, empirical review of the literature,

conceptualization and operationalization of thecemtual framework.

2.2 Theor etical Perspectives

This study is guided by the following theories, tlesource based view theory, knowledge
based view theory and strategic balancing thedmse theories which tries to explain the

effects of strategy implementation and performasfd@ms in telephony industry in Kenya.

2.2.1 Resour ce-Based View Theory

The resource-based view (RBV) of Wernerfelt (19849gests that competitiveness can be
achieved by innovatively delivering superior vataeeustomers. The extant literature focuses
on the strategic identification and use of resosirbg a firm for developing a sustained

competitive advantage (Borg & Gall, 2009). Intermiaél business theorists also explain the
success and failures of firms across boundariesobgidering the competitiveness of their
subsidiaries or local alliances in emerging mark@sn-Dak, 1999). Local knowledge

provided by a subsidiary or local alliance becomesmportant resource for conceptualizing

value as per the local requirements (Gugttal, 2011).

12



According to Resource Based Theory resources ggsnnto a firm's production process
and can be classified into three categories as;sipdly capital, human capital and
organizational capital (Currie, 2009). A capabilgdya capacity for a set of resources to
perform a stretch task of an activity. Each orgatan is a collection of unique resources
and capabilities that provides the basis for i&tegy and the primary source of its returns.
Thus, differences in firm's performances across tare driven primarily by their unique
resources and capabilities rather than by an ingssstructural characteristics (Currie,

2009).

2.2.2 Knowledge-Based View Theory

The KBV of the firm is an extension of the RBV. Th®in tenet of the approach is that a
firm is an institution for generating and applyingrious types of knowledge (Grant, 2002).
While incorporating much of the content of the RBie KBV pays more attention to the
process or path by which specific firm capabilitee®lve and develop over time. This kind
of development of knowledge through learning cduddseen as a key element in achieving

competitive advantage and superior performance (Mano and Miner, 2008).

Although the emphasis on knowledge and capabilitias strengthened during the last
decade it seems that empirical research has sfillreached maturity, and there are no
universally accepted guidelines for studying calitggs (Moorman and Miner, 2008). For
the purposes of this paper, the following workirgdinitions are sufficient. First, knowledge
could be seen as a distinctive production factat thes a huge impact on productivity,

innovation, and product development, for examplelfgter, 2002).

13



2.2.3 Theory of Strategic Balancing

Strategic balancing is based on the principle that strategy of a company is partly
equivalent to the strategy of an individual. Inded¢ide performance of companies is
influenced by the actors’ behaviour, including thestem of leaders’ values (Casley and
Krishna 2007). An alliance wavers between multipletagonistic poles that represent
cooperation and competition. This gives room taote configurations of alliances, which

disappear only if the alliance swings towards aamiiyj of poles of confrontation.

The strategic balancing gathers three models, nantet relational, symbiotic and

deployment models. Competition proves to be pathefrelational model and the model of
deployment. It can be subject to alternation bebhntbe two antagonistic strategies, the one
being predominantly cooperative as described byréfegtional model and the other being
predominantly competing as characterized by theaiotldeployment. The company can

then take turns at adopting the two strategiesderao keep their alliance balanced.

Owing to the fact that specific developments in laisiness environment need to be closely
monitored, it is imperative that senior corporateelligence professionals think in terms of
integrating competitive intelligence work with mating intelligence work. Corporate
intelligence staffs, therefore, need to work clgselith marketing staff in order that
intelligence activity occurs within a strategic keting context. The focus of attention may
remain the analysis and interpretation of potermigd and counterintelligence that protects
blind spots, but intelligence is evolving and cam reinterpreted from a theory building

perspective and a problem-solving perspective.

14



Competitive intelligence programmes are mainly tedan one of three functions within an
organization: marketing, planning and researchdawlopment (Corboy & Corrbui, 2009).
Hammer and Champy's (1993) approach is useful Bectuallows corporate intelligence
staff to identify strategic issues and as a reseifior management can ensure that actionable
intelligence results. Individual capabilities whle of great importance in the process of
strategy implementation, thus individual as regdrde resource in the process of strategy

implementation.

2.3 Empirical Review

McAdam, Walker and Hazlett (2011) used an intempeetmultiple case approach to

investigate the links and relationships betweeatestyy and operations in local government
improvement efforts under the umbrella of the LoGalvernment Modernisation Agenda
(LGMA) in England. They explored the implementatiohstructured change methods and
performance measurement and management initiativais have a linked strategic and
operational focus through to stakeholder impaceyTiound that the structured integration of
strategic level policy-setting and its associatpdrational level activity in local authorities is

often obscure and lacking in cohesiveness.

McAdam, Walker and Hazlett (2011) found that perfance measurement and management
at the strategic level is, for the most part, diik®y emerging legislation and the need for
compliance rather than improving service effectess This, according to McAdam, Walker
and Hazlett (2011), led to discontinuity, delaysinmplementing policy, and criticism of

performance measures from service delivery staff.
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McAdam, Walker and Hazlett (2011) used a case stddgcal authority and concentrated
on aspects of integration of strategy in operatiortgs study set out to have a holistic
approach to the effect of strategy implementatioromyanizational performance rather than

focusing on fragmented elements of the whole ssdhtagration and operations.

Sterling (2003) in his paper used analytical apgnoto examine seven key reasons for
strategy failure. They include unanticipated martenges, effective competitor responses
to strategy, application of insufficient resourcdsilures of buy-in, understanding,
communication, timeliness and distinctiveness, latkfocus, and bad strategy. Sterling
(2003) argues that the real reasons why stratéailesre varied and the causes can often be
anticipated and the pitfalls avoided. However, I8tgr (2003) looks at strategy

implementation with the notion of a business orgatidon only and market in mind.

Sterling (2003) generalizes the reasons for styatagure as well as how to avoid the
pitfalls. However, this might not be the case ialitg. Although some of the reasons he gives
for strategy failure may apply in the public sectoruch of the public sector’'s operating
environment and goals have not been captured isthidy. This study looked at strategy

implementation in a specific organization in pulgector.

Peng and Litteljohn (2001) focused on organizatioc@nmunication within multi-unit
organizations in order to understand better thategly implementation process from a
communication perspective. They investigated hoteins in the United Kingdom with
diversified business portfolios that were in thegass of implementing a strategic initiative.
They found that effective communication is a pripnarequirement of effective

implementation but it does not guarantee the affecess of the implementation.
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The study by Peng and Litteljohn (2001) took platehe United Kingdom and involved
hotels in the private sector. United Kingdom is sidared to be a developed country with a
different operating environment from Kenya. Thigdst sought to investigate the situation in

a developing country context like Kenya focusingloa public sector.

Implementation is widely recognized as one of tteatgst points of weakness for all strategy
initiatives. According to Meldrum and Atkinson (189 there is a need to focus on the
fundamental managerial attributes which they rafemeta-abilities. Meldrum and Atkinson
(1998) noted that many organizations have triedviercome this problem through building
the management competencies of their managers. dlseynoted that what tends to be
absent from the development programmes designéd this is attention to any higher order
or enabling competencies. They used a case styolpagh to illustrate the sort of pitfalls
involved and some implications for using managendewvelopment in this way. They argue
that without greater attention to these more furefadal managerial attributes, most

management development programmes will lose thaitegjic effect.

Meldrum and Atkinson (1998) observed that using ag@ment development to improve
strategy implementation demands a more sophisticapgproach than tends to be used
currently. They recommended that organizations Ishbteak out of the vicious circle of

unsophisticated usage and to challenge their dupr@ctices in order to succeed in strategy

implementation.
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Meldrum and Atkinson (1998) focused on the manadjatiributes with the assumption that
all the other factors affecting strategy implemé&atacan be streamlined by managerial
abilities. However, in reality, this might not bleetcase. There is a myriad of factors that
influence strategy implementation that include witlial and organizational factors. Equally,
the study by Meldrum and Atkinson (1998) has notcaitely linked fundamental

managerial attributes to organization performanidee current study sought to solve this

problem by focusing on effects of strategy impletagan and organizational performance.

With an aim of developing an implementation framewcOkumus (2001) conducted a
critical review of previous research and identifiezh implementation variables. These
variables were used to construct a conceptual fraorie Okumus (2001) investigated the
implementation process of a strategic decisiomim international hotel groups via in-depth,
semi-structured interviews, observations and doctiaten analysis. Okumus (2001) found
initial conceptual framework to be useful as ituped key variables together and illustrated
their roles when implementing strategic decisiddswever, three new variables emerged

from Okumus (2001) findings.

Okumus (2001) proposed a revised framework to delthese variables. He concluded by
emphasizing the importance of contextual variabtesmplementation and dispelled the
strategic management notion of “fit”. The study®kumus (2001) is in line with this study
in regard to emphasizing contextual variables. HareOkumus’ (2001) study concentrates
on business organizations and therefore ignoreptii®ic sector. This study focused on
establishing the effect of strategy implementatamn organizational performance in the

public sector context.
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Sakyi and Bawole (2009) did a study on challengesnplementing code of conduct within
the public sector in Anglophone West African coigdr They used perspectives from public
managers to report on barriers to the implementaifacode of conduct in the public sector.
They adopted a qualitative research strategy usiogsed group interviews for 35 serving
senior, middle and junior level managers drawn fi@hmana (8), Nigeria (9), Gambia (7),

Liberia (6) and Sierra Leone (5).

Sakyi and Bawole (2009) found that all the coustrigere making frantic efforts at
improving the ethical conduct of public sector ngara through the introduction of various
reforms measures including code of conduct as keyponents. However, the practical
application of the code of conduct in public adsirdation was found to be limited. The
reasons given for this included deficiencies in ecothplementation, lack of exemplary
leadership, ineffective reward and punishment sysend unsupportive public service
organizational culture. Sakyi and Bawole (2009) oremended remedial actions as
establishing a strong leadership, rigorous apptinadf a reward and punishment system and

supporting organizational culture.

Although the study by Sakyi and Bawole (2009) fexlson the public sector, it only
concentrated on barriers to implementation withlinking it to performance of public

organizations. This study not only looked at thallemges of strategy implementation but
also moved further to establish their effect onaoigational performance. Chiou (2011),
drawing from the governance and relationship petsges, did an empirical analysis on the

reformation of organizations.
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Chiou found that some factors that enhance goventimadministrative efficiency include
organizational structure, management mechanismouress and ability as well as
partnerships. Chiou also found that some factaswhll enhance organization performance
include compatibility, complementarity, collabomtj knowledge sharing, information
technology and effective governance. Chiou (20IdBsdnot however explain the extent to
which each of the factors affects organizationatfggeance. Equally, this study was
conducted in Taiwan which is a different contexnfrKenya. A study focusing on the effect
of strategy implementation on organizational perfance in Kenya would therefore be more

meaningful given variations in the environment o¥grnance between the two nations.

Sorooshian, Norzima, Yusof and Rosna (2010) exadine structural relationships between
strategy implementation and performance withindghmall and medium manufacturing firms
in Malaysia. They identified three fundamental ¢astin strategy implementation namely the
structure, leadership style and resources. Soraonsdi al. (2010) then came up with a

structural equation model on the relationship amadrigers of strategy implementation and
organization performance and also sensitivity aialgn the drivers. The main focus of this
study was in private sector and small as well adimme manufacturing firms in particular.

The results of the study cannot therefore be gémedato cover all the other sectors. Since
the strategy implementation is believed to be aadyn activity within the strategic

management process, it is imperative that its efiacorganizational performance should be

measured across all sectors and at different levels
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2.4 Factors Affecting Strategy | mplementation

Strategy implementation involves organization @ flim's resources and motivation of the
staff to achieve objectives. The environmental domas facing many firms have changed
rapidly. Today's global competitive environment ¢®mplex, dynamic, and largely

unpredictable. To deal with this unprecedentedlle¥eehange, a lot of thinking has gone
into strategy formulation. Strategic managemeragbisut managing the future, and effective
strategy formulation is crucial, as it directs #teention and actions of an organization. The
assessment of strategy formulation processes becarngcial for practitioners and

researchers alike in order to conduct and evaldidfterent formulation processes (Olson et

al. 2005).

In recent years organizations have sought to crgegater organizational flexibility in
responding to environmental turbulence by movingayavrom hierarchical structures to
more modular forms (Balogun and Johnson, 2004)p&esbility, resources and power in
firms has been the subject of decentralization amthying. Given an intensifying
competitive environment, it is regularly assertedttthe critical determinant in the success
and, doubtlessly, the survival of the firm is thecaessful implementation of marketing
strategies (Chebat, 1999). The role and tasks @detremployees charged with strategy
implementation duties, the mid-level managers,h@sé new restructured organizations is

under scrutiny.
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Historically, numerous researchers in strategic agament bestowed great significance to
the strategic formulation process and consideregtegsty implementation as a mere by-
product or invariable consequence of planning (Wamdl Robertson, 2003). Fortunately,
insights in this area have been made recently wtdofper our knowledge of developing
strategy with the reality of executing that whishcrafted (Olson et al., 2005). However, as
strategy implementation is both a multifaceted eoighplex organizational process, it is only

by taking a broad view that a wide span of potdgtisaluable insights is generated.

2.4.1 Top Management Commitment

The most challenging thing when implementing sggptds the top management’s
commitment to the strategic direction itself. TlEsundoubtedly a prerequisite for strategy
implementation. In some cases top managers mayragrate unwillingness to give energy
and loyalty to the implementation process. This dlestrable lack of commitment becomes,
at the same time, a negative signal for all thech#d organizational members (Rapa and
Kauffman, 2005). Overall though, it is increasinglgknowledged that the traditionally
recognized problems of inappropriate organizatigtalcture and lack of top management
backing are the main inhibiting factors to effeetistrategy implementation (Aaltonen and

Ikavalko, 2002).

Aaltonen and Ikavalko (2002), recognize the roleniddle managers, arguing they are the
“key actors” “who have a pivotal role in strategiemmunication” (Aaltonen and Ikavalko,
2002) meanwhile Bartlett and Goshal (2006) talkualmiddle managers as threatened silent
resistors whose role needs to change more towhaedf a “coach”, building capabilities,
providing support and guidance through the encamant of entrepreneurial attributes.
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In addition to the above, another inhibitor to sassful strategy implementation that has been
receiving a considerable amount of attention is ithpact of an organization’s existing
management controls (Langfield-Smith, 2007) andti@darly its budgeting systems
(Marginson, 2002). To successfully improve the alleprobability that the strategy is
implemented as intended, senior executives mushdaa the notion that lower-level
managers have the same perceptions of the stratebits implementation, of its underlying

rationale, and its urgency, (Rapa and Kauffman5200

2.4.2 Coordination of Activities

So far in the review of literature on strategy iempentation there is evidence of some
recurring themes, including coordination which ssential to ensure that people across the
organization know what to do and to ensure thay giay focused on the key targets under
the everyday pressures. Strategic control systemade a mechanism for keeping today's
actions in congruence with tomorrow's goals. Al @Ha(2008) found for most of the firms,
due to lack of coordination, implementation tookrendime that originally expected and

major problems surfaced in the companies, agaiwisigoplanning weaknesses.

Al Ghamdi (2008), found the effectiveness of cooatiion of activities as a problem in most
of the firms and distractions from competing a¢i®g in some cases. In addition key tasks
were not defined in enough detail and informatigatams were inadequate. More recent
articles confirm notable barriers to successfuhtstyy implementation about which there
appears to be a degree of accord including BeelEgs®hstat's (2000) who assert that silent
killers of strategy implementation comprise uncletirategic intentions and conflicting

priorities and weak co-ordination across functions.
23



2.4.3 Individual Responsibilities

One of the reasons why strategy implementationga®es frequently result in difficult and
complex problems or even fail at all is the vagwsnaf the assignment of responsibilities. In
addition, these responsibilities are diffused tiglonumerous organizational units (Rapa and
Kauffman, 2005) resulting in unclear individual pessibilities in the process. Cross-
functional relations are representative of an im@station effort. This is indeed a challenge,
because as already mentioned before organizatioeahtbers tend to think only in their
“‘own” department structures. This may be worsengd\er-bureaucracy and can thus end

up in a disaster for the whole implementation (Rapé Kauffman, 2005).

To avoid power struggles between departments attunasnierarchies, one should create a
plan with clear assignments of responsibilitiesardiqng detailed implementation activities.
This is a preventive way of proceeding. Resporisigsl are clear and potential problems are

therefore avoided (Rapa and Kauffman, 2005).

Human resources represent a valuable intangiblket.asatest study research indicates that
human resources are progressively becoming the dueeess factor within strategy
implementation. In the past, one of the major reasehy strategy implementation efforts
failed was that the human factor was conspicuoalsgent from strategic planning (Lorange,
1998). This leads to a dual demand (Rapa and Kanffn2005). First, considerations
regarding people have to be integrated into comsibms about strategy implementation in
general. Second, the individual behavior of thesesgns is to be taken into account.

Individual personality differences often determaral influence implementation.
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The difference of individuals requires, as a consege, different management styles. For
the purpose of strategy implementation it is dédé&rdo create a fit between the intended
strategy and the specific personality profile oé timplementation’s key players in the

different organizational departments (Rapa and taari, 2005).

2.4.4 Organizational Culture

One of the major challenges in strategy implemeriaappear to be more cultural and
behavioural in nature, including the impact of padegration of activities and diminished
feelings of ownership and commitment (Aaltonen dkdvalko, 2002). Corboy and
O'Corrbui (2009), meanwhile, identify the deadInssiof strategy implementation which
involves a lack of understanding of how the stratsigould be implemented, customers and
staff not fully appreciating the strategy; diffidbes and obstacles not acknowledged,
recognized or acted upon, and ignoring the dayap-business imperatives. Marginson,
(2002) contend that strategy implementation evobaidgser from a process of winning group
commitment through a coalitional form of decisioaking, or as a result of complete
coalitional involvement of implementation staffdkigh a strong corporate culture.
Organizational culture refers to the leadershipesty managers — how they spend their time,
what they focus attention on, what questions thsly af employees, how they make
decisions; also the organizational culture (the idamt values and beliefs, the norms, the
conscious and unconscious symbolic acts takendmels (job titles, dress codes, executive
dining rooms, corporate jets, informal meetingshvdamployees). In Collaborative Model of

strategy implementation, organizations have batiang culture and deep-rooted traditions.
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In organizations adopting the cultural model thatpbasizes a lower level employee
participation in both strategy formulation and iewplentation there is separation of
“thinkers” and “doers”. It seeks to implement stigy through the infusion of corporate
culture throughout the firm. The cultural model wtadicts and challenges the basic
objectives from the economic perspective of a f{fparsa, 2009). A “clan-like” (Ouchi,

2010) organization is expected to prevail, whergoaerful culture results in employees
aligning their individual goals and behaviours witilose of the firm. This model has several
limitations: it assumes well-informed and intelinggarticipants; firms with this model tend

to drift and lose focus; cost of change in cultoften comes at a high price (Parsa, 2009).

2.4.5 Communication

At first look, the suggestion that communicatiompeds should be emphasized in the
implementation process seems to be a very simpde Bven though studies point out that
communication is a key success factor within sgpatenplementation (Miniace and Falter,
2006), communicating with employees concerning dssuelated to the strategy

implementation is frequently delayed until the ajghave already crystallized.

In this context, it is recommended that an orgdmnainstitute a two-way-communication
program that permits and solicits questions fromplegees about issues regarding the
formulated strategy. In addition to soliciting gtiess and feedback, the communications
should tell employees about the new requiremeas&stand activities to be performed by the
affected employees, and, furthermore, cover thesorea(“the why”) behind changed

circumstances (Alexander, 2007).
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It is essential both during and after an organireti change to communicate information
about organizational developments to all levels itimely fashion. However, one may not
misunderstand communication, or the sharing ofrinédion, as engagement the direct
dialogue that produces active participants in t@nge process. The way in which a change
is presented to employees is of great influencthéar acceptance of it. To deal with this
critical situation, an integrated communicationarpmust be developed. Such a plan is an
effective vehicle for focusing the employees’ dtitem on the value of the selected strategy to

be implemented (Rapa and Kauffman, 2005).

2.5 Measures of Organizational Performance

Financial performance, which assesses the fulfilinaé the firm's economic goals, has long
been a central focus in management research onpfamormance (Barney 2002). While
measuring financial performance is not as commitads quantifying the effects of
prudential regulations, it also has it explicit q@iwations. There is little consensus about
which measurement instrument to apply. Richard let (2009) writes that while firm
performance is a multidimensional construct thatscsis of many different aspects such as
operational effectiveness, corporate reputationd amganizational survival, the most
extensively studied areas is its financial componte fulfillment of the economic goals of
the firm.

The financial performance of institutions is usyatheasured using a combination of
financial ratios analysis, benchmarking, measupgagormance against budget or a mix of
these methodologies. The common assumption, whidkerpins much of the financial
performance research and discussion, is that isicigdinancial performance will lead to

improved functions and activities of the organiaas.
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The subject of financial performance and reseanth its measurement is well advanced
within finance and management fields. It can beiedgthat there are three principal factors
to improve financial performance for financial ihstions; the institution size, its asset
management, and the operational efficiency (FigerJohnston, Brignall, Silvestro and

Voss, 2000).

Firm’s performance is the measure of standard esgibed indicators of effectiveness,
efficiency, and environmental responsibility such, aycle time, productivity, waste
reduction, and regulatory compliance. Performanoceasurement systems provide the
foundation to develop strategic plans, assess gan@ation’s completion of objectives, and
remunerate mangers (Alderfer, 2003). Although aseest of performance in the marketing
literature is still very important, it is also cohgated (Andersen and Segars, 2001). While
consensual measurement of performance promotesadghimvestigations and can clarify
managerial decisions, marketers have not been tablénd clear, current and reliable

measures of performance on which marketing metitccbe judged (Manogran, 2001).
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Introduction

This chapter focuses on the research design, metbfodiata collection, the population, data
collection instruments and procedures, and the datlysis. The methodology section

details precisely how the researcher went abouewicly research objectives.

3.2 Resear ch Design

According to Kothari, (2004), research design is #rrangement of the conditions for
collection and analysis of data in a manner thaisaio combine relevance to the research
purpose with economy in procedure. In a nutshelis ithe blue print for the collection,
measurement and analysis of data. The study usedtigitve research design in form of

cross sectional survey.

According to Mugenda & Mugenda, (1999), cross sectiurvey used to obtain information
concerning current status of the phenomena to ibesc¢what exists” with respect to
variables in a situation. This is a cross sectimvey study aimed at establishing to establish
strategy implementation and performance of firmgelaphony industry in Kenya. According
to Donald and Pamela (1998), a cross section susvegncerned with finding out the what,
where and how of a phenomenon. The study considérieddesign appropriate since it

contributed towards minimizing bias hence maximaebility of the data.
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3.3 Population of the study

The population of interest of this study is telecommication firms in Kenya. The study
being a census survey implies that data was celletbm all the four telecommunication
firms in Kenya. The respondent of the study is topnagers working in these four
telecommunication companies at their head offic&l@robi. The target population was 16
top managers currently working with four major telemmunication firms in Kenya at their
head office in Nairobi as they know how implemeiotataffects performance and they
provide guidance on how implementation will be dasehey have the capacity to spearhead
the process and without their involvement it will bard to implement and thus performance

will not be achieved.

3.4 Sampling Design

A sample design is the framework, or road map, $kates as the basis for the selection of a
survey sample and affects many other importantcasyé a survey as well. One must define
a sampling frame that represents the populatiomniafrest, from which a sample is to
be drawn The sampling frame may be identical topthygulation, or it may be only part of it
and is therefore subject to some undercoveragénway have an indirect relationship to the
population. Sampling techniques provide a rangenethods that facilitate to reduce the
amount of data need to collect by considering atdja from a sub-group rather than all
possible cases or elements. The study used pugpsaipling to select four top managers in
4 major telecommunication firms in Kenya, thus angke of 16 top managers in the

telecommunication industry.
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3.5 Data Collection I nstruments

The study used both secondary data from other esusod primary data collected using
guestionnaires to carry out the study. The ques#ma included both structured and
unstructured questions and was administered thraugh and pick method to respondents
who were the staffs of various Telecommunicatiomé$i in Kenya. With unstructured

guestions, a respondent’s response may give aghing his feelings, background, hidden
motivation, interests and decisions and give ashnmiformation as possible without holding

back.

At the same time, with the use of structured qoesii if the researcher is after information
that he finds easier for administration purposes,would use this method since the
guestionnaires and interviews are followed by alitve answers. For the secondary data
document, sources was employed whereby use ofquewdocument or materials to support
the data received from questionnaires and infoonatirom interview that included
newspapers, books and magazines available in tharibs were visited as well as

information from the websites.
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3.6 Validity and Réliability Test

Validity refers to the accuracy and meaningfulnefssferences based on the research results
(Mugenda & Mugenda, 2003). This can be enhancedilizence of errors in the data
collected. The research an instrument was pilatediih 10 respondents who did not form
part of the selected respondent for the study. dilue study aims at establishing construct
validity of the instruments (Mugenda & Mugenda, 999The piloted questionnaire was

revised and ambiguous items modified.

To test the reliability of the instruments, theaaxher used the split-half technique. The
instrument was split into two sub sets (the set&kvhave odd numbers and even numbers).
All even numbered items and odd numbered respoimséise pilot study was computed
separately. By using this method, the researcheediat determining the co-efficient of
internal consistency and the reliability co-effitiewhose value varies between 0.00
(indicating no reliability) and +1.00 (indicatingfect reliability). A coefficient of 0.70 was

be considered adequate but a coefficient of 0.80a&l according to Gay (2003).

32



3.7 Data Analysis

Data obtained from the field in raw form is difflcwo interpret, such data must be cleaned,
coded, key punched into a computer and analyzedgé@dda & Mugenda, 2003). Before
processing the responses, the completed questiesnakere edited for completeness and
consistency. The process of evaluating data usiatytical and logical reasoning to examine
each component of the data provided. This forrmafysis is just one of the many steps that
must be completed when conducting a research emeeti Data from various sources is
gathered, reviewed then analyzed to form some afofinding or conclusion. There are a
variety of a specific data analysis method whicli wiclude data mining, text analytics,

business intelligence and data visualizations

Descriptive analysis was employed; this included tise of weighted means, standard
deviation, relative frequencies and percentages. ddta was coded to enable the responses
to be grouped into various categories. Descriptba¢istics was used to summarize the data.
This included percentages and frequencies, tabhels adher graphical presentations as
appropriate to present the data collected for edssderstanding and analysis. Regression

analysis was used to establish the relationshidest the study variables.
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CHAPTER FOUR
DATA ANALYSISRESULTSAND DISCUSSION

4.1 Introduction

This chapter discusses the interpretation and ptatsen of the findings obtained from the
field. The chapter presents the background infaonabf the respondents, findings of the
analysis based on the objectives of the study. lse and inferential statistics have been
used to discuss the findings of the study. Theystatheted a sample size of 16 respondents
from which 15 filled in and returned the questiones making a response rate 93.75%. This
response rate was satisfactory to make conclusionsthe study as it acted as a
representative. According to Mugenda and Mugend@®q), a response rate of 50% is
adequate for analysis and reporting; a rate of 8%ood and a response rate of 70% and

over is excellent. Based on the assertion, theoresprate was excellent

4.2 General Information

Section 4.2 presents the research findings one$gondent general information, in specific;
it covers the period of service in the organizatigander of the respondents, age of the

respondent and the highest eve of education.

4.2.1 Period of Servicein the Organization

50 42.7%

40

30 o
21.2% 21%

70

12%
10 | |
o] | | |
Less than 1year 2 to 5 years S to 10 years More than 10 years

Figure4.1: Period of Servicethe Company Source, Primary Data (2014)
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The study requested the respondent to indicatenthmber of years they had worked
organization. From the findings, majority of thependents as shown by 42.7% indicated to
have worked with the organization for a period exibleg 5 to 10 years, 24% of the
respondents indicated to have worked with the drgdéion for a period exceeding 10 years,
21.3% of the respondents indicated to have worki#d thve organization for a period 2 to 5
years, whereas 12% of the respondents had workédtia@ organization for a period not
exceeding 1 year as shown in figure 4.1. This iegpthat majority of the respondents had
worked with the organization for a considerableigeeof time and which means that they

were in a position to give credible informationatéhg to this study.

4.2.2 Gender of the Respondents

Female____
48%

Male
52%

Figure4.2: Gender of the Respondent Sour ce, Primary Data (2014)

The study sought to determine the gender of theorefents, from the research findings, the
study established that majority of the respondeassshown by 52% were males whereas
48% of the respondents were males, as shown imefigl2. This is an indicated that both
genders were fairly involved in this research dndstthe findings of this study did not suffer

from gender biasness.
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4.2.3 Age Of The Respondents

4510 55 years 1%
3510 45 years 26.7%
25to 35years 1 118.7%

Below 25 years J 106%

0 5 10 15 20 25 30 35 40 45

Figure 4.3: Age of the Respondent Sour ce, Primary Data (2014)

The study requested the respondents to indicaiteatpe category from the research findings,
the study established that most of the respondensthiown by 44% were aged between 45 to
55 years, 26.7% of the respondents were aged bet®Beto 45 years, 18.7% of the
respondents were aged between 25 to 35 years wshE0e&6 of the respondents were aged
Below 25 years, as shown in figure 4.3. This ingplieat respondents were well distributed
in terms of their age.

4.2.4 Highest Level of Education

60 1
44%
40 , 29.3%
21.3%
W i ‘ 7
0 | T T |
PhD Masters Bachelors Diploma

Figure4.4: Highest Level of Education Source, Primary Data (2014)
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The study requested the respondents to indicate highest level of education achieved,
from the research findings, the study revealed itinadt of the respondents as shown by 44%
held bachelor's degrees, 29.3% of the respondezitsdollege diploma certificates , 21.3%
of the respondents held masters certificates, valsebe3% of the respondents held PhDs, as
shown in figure 4.4. From the findings the studydwlges that respondents were well

educated and thus they were in a position to respmnesearch questions with ease.

4.3 Strategy | mplementation

This section presents the research finding of tluelyson factors influencing strategy
implementation and the effects of strategy impletadon on performance of telephony

industry in Kenya.

Table4.1: Whether the Organization Have Strategic Plan

Opinion Frequency Percentage
Yes 15 100
Total 15 100

Source, Primary Data (2014)

The study sought to establish whether the orgapizéiad a strategic plan, from the research
findings the study revealed that all the organaatias shown by 100 percent response rate

had a strategic plan in place.

37



Table 4.2: Extent Which the Organization Has I mplemented the Strategic Plan

Opinion Frequency Percentage
Very great extent 4 26.7
Great extent 7 48.0
Moderate extent 3 17.3
Little extent 1 8.0
Total 15 100

Source, Primary Data (2014)

The study sought to establish the extent to whieh drganization has implemented the

strategic plan, from the research findings, majoat the respondents as shown by 48%

indicated to a great extent, 26.7% of the responitieiicated to a very great extent 17.3% of

the respondent indicated to a moderate extent \ahe8®&o of the respondent indicated to a

little extent, this implies that most of the orgaation’s had implemented their strategic
plans to a great extent.
Table4.3: Statements Relating To Strategy | mplementation
Strategy implementation §

3 3

gl |8

> 2|8 > <

(@] — = (@] (0]

512/ 8 88|88 |3

sl o 2 |2 52 §e)

mni <=2 | aln| = n
Individual employee’s performance affe¢ts |9 |1 | 0| O| 1.81| 0.25
implementation of strategic plan
performance measures used by the organiza#bon| 9 | 1 O 0] 191 0.24
affects implementation of strategic plan
Mangers support affect implementation of stratedc 1 1|0 | 19| 0.28
plan 0
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Organization culture affecthe implementation of3 |1 |1 0|0 ] 1.99| 0.30

strategic plan 1

Communication affects the implementation |&f |9 | 1 1| 0| 1.87] 0.26

strategic plan

Coordination of activities affects the implementatidn |9 | O O] 0] 1.79| 0.26

of strategic plan

Source, Primary Data (2014)

The study sought to determine the extent to which regpasdagreed with the above
statements relating to Statements relating to Strategy implement&tion the research
findings majority of the respondents agreed that; Coordmaid activities, affects the
implementation of strategic plan as shown by a meand.#9, Individual employee’s
performance affects implementation of strategic pkm shown by a mean of 1.81,
Communication affects the implementation of stratedgm p as shown by a mean of 1.87,
performance measures used by the organization affaptementation of strategic plan as
shown by a mean of 1.91, Mangers support affectemphtation of strategic plan as shown
by a mean of 1.96, Organization culture affects thplementation of strategic plan as

shown by a mean of 1.99.

The study also established that strategic plan helpsotader direction and focus for all
employees. It points to specific results that are to beeaeth and establishes a course of
action for achieving them and that a strategic plan helped/arious work units within an
organization to align themselves with common gahés above findings concurs with the
findings by(Rapa and Kauffman, 2005) they asserts that it is eabéwotih during and after
an organization change to communicate information abgain@ational developments to all

levels in a timely fashion
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Table4.4: Top Management Commitment on Strategy | mplementation

Top management commitment.

Very great extent

P lgreat extent

— M oder ate extent
O|Low extent
o|Not at all

o(Std deviation

(M ean

Where top managers demonstrate unwillingness2to
give energy and loyalty to the implementation

process the whole implementation process stands a
high failing.

middle managers, play a pivotal role in strategic | 11 | 1 | 1 0 2.07| 0.30
communication

To ensure strategy is implemented as intendgd,| 8 1 |1 0 1.83| 0.24
senior executives must abandon the notion [that
lower-level managers have the same perceptions of
the strategy and its implementation,

To ensure strategy is implemented as intendgd,| 9 O |0 |O 1.79| 0.27
senior executives must not spare any effort to
persuade the employees of their ideas

Source, Primary Data (2014)

The study sought to determine the extent to whef$pondents agreed with the above
statements relating to the effects of top managémesmmitment on strategy
implementation, from the findings, majority of thespondents agreed to a great extent that;
to ensure strategy is implemented as intendedprsexecutives must not spare any effort to
persuade the employees of their ideas as show rogam of 1.79, to ensure strategy is
implemented as intended, senior executives mushdaa the notion that lower-level
managers have the same perceptions of the stratehys implementation, as shown by a
mean of 1.83, where top managers demonstrate umyvi#iss to give energy and loyalty to
the implementation process the whole implementgtiacess stands a high failing as shown
by a mean of 2.01, middle managers, play a pivaik in strategic communication as

shown by a mean of 2.07.
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The study also revealed that the top managementisippomote the highest professional
and ethical standards, exercise responsible resgnanagement and mobilization, and that
the management should responsible to the whomgbexe. These findings concur with
(Lekorwe & Mpabanga, 2007). Good governance has bdexy to the functioning of
successful NGOs although it is essential to alknizations (for-profit, private, public, and

not-for profit).

Table 4.5: Coordination of Activities on Strategy | mplementation

Coordination of Activities -
S -
2 o _
LLl - b
8 2 |e|8|3 8
(3 Ll © | x f 3
2 |8 |Yl<|g |Aa
> 88|z |=|§
O | = S| 8|6 ©
>0 | = alz| = 0p]
In this organization this there are Strategicaant8 |10 |1 | 0 | O | 1.97| 0.28
systems which provides a mechanism for keeping
daily actions in congruence with tomorrow's goals.
lack of coordination in the , results td |[10 | O | O | O | 1.83| 0.2}
implementations taking more time that originally
expected
In-effectiveness in coordination of activities [ib | 8 1|1 |0]| 181 0.24
firms may result in distractions from competing
activities
Employees opposing strategy implementatidn |9 |0 | O | O | 1.77| 0.27
comprise unclear strategic intentions and
conflicting priorities and weak co-ordination acsos
functions

Source, Primary Data (2014)

The study sought to determine the extent to whe$pondents agreed with the above
statements relating to the effect of coordinatidnactivities on strategy implementation,
From the findings, majority of the respondents adréo a great extent that; Employees

opposing strategy implementation comprise uncleeategjic intentions and conflicting
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priorities and weak co-ordination across functiaas shown by a mean of 1.77, in-
effectiveness in coordination of activities imig may result in distractions from competing
activities as shown by a mean of 1.81, lack of doation in the , results to implementations
taking more time that originally expected as shdym mean of 1.83, in this organization
this there are Strategic control systems which vigdes a mechanism for keeping daily
actions in congruence with tomorrow's goals as shbywa mean of 1.97 the above finding
concurs with the study findings by Eisenstat's (@ 37) who assert that coordination is
essential to ensure that stakeholders across theeBe secretariat understands their roles
and ensures that they stay focused on the kegttaugpder every day pressures

Table 4.6: Individual Responsibility on Strategy | mplementation

Individual Responsibilities

|8 ¢ £
| X | ® g @ =
o | 2 o |9 & | ¢ L
> |8 ||z |2 |8 |3
o |2 |12 |8 |8 & =
> o | = | ad |z |2 "

Human resources are the key success facibrs | 9 2 0 0 1.97 0.25

within strategy implementation.

Unclear individual responsibilities in the strategy 10 | O 0 0 1.79 0.29

implementation process may result |to
complexities oeven failure in the whole proce
It is important integrate peoples consideratipBs |11 |1 | 0 | O 1.96 0.30
into strategy implementation.
Individual  personality  differences  ofter8 11 (1 |0 | O 1.920.31
determine and influence implementation.
it is desirable to create a fit between the intend2 11 | 1 1 0 2.04 0.30
strategy and the specific personality profile @& th
implementation’s key players in the different
organizational departments
Source, Primary Data (2014)
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The study sought to determine the extent to whe$pondents agreed with the above
statements relating to Statement relating to eféécindividual responsibility on strategy
implementation, from the study findings majority thie respondents agreed that; Unclear
individual responsibilities in the strategy implemtegtion process may result to complexities
or even failure in the whole process as showm lgean of 1.79, Individual personality
differences often determine and influence implemgon as shown by a mean of 1.92, It is
important integrate peoples considerations intatesgyy implementation as shown by a mean
of 1.96, Human resources are the key success $autithin strategy implementation as
shown by a mean of 1.97, it is desirable to crediebetween the intended strategy and the
specific personality profile of the implementatisn’key players in the different
organizational departments as shown by a mean @f. ZThe above findings concurs
(Kimani, 2009) that satisfying key stakeholder regment is fundamental to realizing a
positive performance in every strategy implemeataprocess.

Table4. 7: Statement Relating To Organizational Culture

Organizational Culture -
g 5
8 1o |8 . S
818 |2|8|= 7
s | 5| B | g | 5
> 8 8 |z|5 8 |2
(o) S | 8|6 ©
> || = | a2 | = 0]
cultural and behavioral in the  organizatioh 10 | 1 0| O 1.910.27
influences strategy implementation
strategy implementation evolves either from & |11 | 1 0| O 1.840.31
process of winning group commitment through a
coalitional form of decision-making
a high level of organizational slack is needed 40 | 9 1 0|0 1.92 0.26
instil and maintain a cultural model
increased homogeneity can lead to a loss4of |20 |0 | O | O 1.83 0.27
diversity, and creativity consequently

Source, Primary Data (2014)
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The study sought to determine the extent to whe$pondents agreed with the above
statements relating tstatements relating to organizational culture, Frthra findings,
majority of the respondents agreed to a great efftat; increased homogeneity can lead to a
loss of diversity, and creativity consequently dowen by a mean of 1.83, strategy
implementation evolves either from a process ofmivig group commitment through a
coalitional form of decision-making as shown by eam of 1.84, cultural and behavioral in
the organization influences strategy implementatices shown by a mean of 1.91 a high
level of organizational slack is needed to instiid maintain a cultural model as shown by a
mean of 1.92. All the above cases were supporteallbw mean standard of deviation which

implies that respondents were of similar opinion.

4.4 Regression Results

In this study, a multiple regression analysis wasducted to test the influence among
predictor variables. The research used statigtiaekage for social sciences (SPSS V 20) to

code, enter and compute the measurements of thiglaukgressions

Table4.8: Modd Summary

Model R R Square Adjusted R Square Std. Error @eBktimate

1 .891(a) 794 787 .03125

Source, Primary Data (2014)

Adjusted R which is termed as the coefficient of determimatichich tells us how strategy
implementation cost varied with top management cament, coordination of activities,
individual responsibility and organization cultusccording to the findings in table above,
the value of adjusted®Rs 0.787. This implies that, there was a variatbi@8.7% of strategy

implementation with changes with top managementnoidment, coordination of activities,
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individual responsibility and organization cultua¢ a confidence level of 95%. R is the

correlation coefficient which shows that there veastrong correlation between the study

variable as shown by the correlation coefficien0 &91.

Table4.9: Analsyisof Variance

Model Sum of Squares df Mean Square F Sig|
1 Regression 0.733 4 0.122 3.131 21
Residual 3.471 72 0.039
Total 4.204 76

Source, Primary Data (2014)

From the ANOVA statistics in table above, the pssssl data, which is the population

parameters, had a significance level of 0.021 wklubws that the data is ideal for making a

conclusion on the population’s parameter as thaevaf significance (p-value ) is less than

5%. The calculated was greater than the critiedller (1.660<3.131) an indication that top

management

commitment,

coordination of activitigadividual

responsibility and

organization culture were significantly influencistyategy implementation. The significance

value was less than 0.05 an indication that theaihwds statistically significant.

Table4.10: Coefficients

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta

1 (Constant) 461 192 2.198 .006
Top management support 493 220 161 2.240 .016
Coordination of activities 314 145 .017 1.166 024
individual responsibility 267 319 .054 .83¢ .033
Organization culture 453 173 .054 .30P .019

Source, Primary Data (2014)
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From the finding in table the established regressiguation was

Y =0.461 + 0.493 X1 + 0.314 X, + 0.267 X3 + 0.453 X4

From the above regression model, holding top mamage commitment, coordination of
activities, individual responsibility and organimet culture to a constant zero strategy
implementation would be at 0.461. It was estabtistiat a unit increase in top management
support would cause an increase in strategy imgmeation by a factor of 0.493, unit
increase in coordination of activies would alsause an increase in strategy
implementation by a factor 0.314 , a unit increas@dividual responsibility would lead to
increase in strategy implementation by a factorO&67 and further unit increase in
organization culture would cause and increasetriategyyy implementation by factors of
0.453. All the significance value was found to bsslthan 0.05 and indication that all value

was statistically significant to make study conas

4.5 Discussion

From the findings the study revealed all the orgaimdns had a strategic plan in place,
coordination of activities, affects thm@plementation of strategic plan, individual emplogee’
performance affects implementation of strategic plan, nconication affects the
implementation of strategic plan, performance measused by the organization affects
implementation of strategic plan, mangers supporicaffaplementation of strategic plan,
organization culture affects the implementation of striatplan, these findings agree with
of Rapa and Kauffman (2005) indicated that it is undalipta prerequisite for strategy
implementation. The study established that strategino pklps to provide direction and
focus for all employees. This demonstrable lack of comnmtrhecomes, at the same time, a
negative signal for all the affected organizational memiitapa and Kauffman, 2005).
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The study found that in order to ensure strateigyimplemented as intended, senior
executives must not spare any effort to persuaglenhployees of their ideas, play a pivotal
role in strategic communication the study also aés@ that the top management should
promote the highest professional and ethical staisdaexercise responsible resource
management and mobilization, these finding condtin the finding of Alexander (2005) ,

who found that in the UK and found that most of flims, due to lack of coordination,

implementation took more time than originally exjeelcand major problems surfaced in the

companies, again showing planning weaknesses.

The study established that coordination of acasition strategy implementation, these
finding concur with the finding of Beer and Eisaist(2000), who found that effectiveness
of coordination of activities as a problem in mast the firms and distractions from
competing activities in some cases. The study teddlaat unclear individual responsibilities
in the strategy implementation process may resultdmplexities or even failure in the
whole process, these findings were found to bgmreement with the findings of Corboy and
O'Corrbui (2009), who argues that the deadly sfrstrategy implementation which involve:
a lack of understanding of how the strategy shdw@dmplemented; customers and staff not
fully appreciating the strategy. Miniace and Falf2006), found that communicating with
employees concerning issues related to the strateglementation is frequently delayed

until the changes have already crystallized.

a7



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter presents the discussion of key dathrfgs, conclusion drawn from the findings
highlighted and recommendation made there-to, dtimelasions and recommendations drawn
were focused on addressing the objective of theystiThe researcher had intended to
examine to determine factors influencing stratagplementation in telephony industry in

Kenya and to determine the effects of strategy @mgntation on performance of telephony

industry in Kenya.

5.2 Summary

The study established that all the organizaticats & strategic plan in place, coordination of
activities, affects themplementation of strategic plan, individual employgepérformance
affects implementation of strategic plan, communicatiffieces the implementation of
strategic plan, performance measures used by thenigagion affects implementation of
strategic plan, mangers support affect implementaticstrategic plan, organization culture

affects the implementation of strategic plan.

The study also established that strategic plan helpsotader direction and focus for all
employees. It points to specific results that are to beeaeth and establishes a course of
action for achieving them and that a strategic plan helped/arious work units within an
organization to align themselves with common goRkgpa and Kauffman (2005) indicated

that it is undoubtedly a prerequisite for strategy implemeanmtati
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In some cases top managers may demonstrate pderdég styles through unwillingness to
give energy through approval of budgets, adequatérng and loyalty to the implementation
process. This demonstrable lack of commitment bespmit the same time, a negative signal

for all the affected organizational members (Rama lauffman, 2005).

The study revealed that in order to ensure gjyatés implemented as intended, senior
executives must not spare any effort to persuadeethployees of their ideas, to ensure
strategy is implemented as intended, senior ek@sutnust abandon the notion that lower-
level managers have the same perceptions of theegyrand its implementation, where top
managers demonstrate unwillingness to give energy layalty to the implementation
process the whole implementation process standghafailing, middle managers, play a
pivotal role in strategic communication the studgoarevealed that the top management
should promote the highest professional and dtkteadards, exercise responsible resource

management and mobilization.

Alexander (2005) in the UK and found that mostle# firms, due to lack of coordination,

implementation took more time than originally exigelcand major problems surfaced in the
companies, again showing planning weaknesses. tlildg sestablished that coordination of
activities on strategy implementation, from thedfigs, majority of the respondents agreed
to a great extent that; employees opposing straiegyiementation comprise unclear

strategic intentions and conflicting priorities amgak co-ordination across functions, in-
effectiveness in coordination of activities imig may result in distractions from competing
activities, lack of coordination in the, results itoplementations taking more time that

originally expected, in this organization this #eare strategic control systems which
49



provides a mechanism for keeping daily actionsangruence with tomorrow's goals and
that coordination is essential to ensure that sialkiers across the delivery secretariat
understands their roles and ensures that theyfataged on the key targets under every day
pressures. He found the effectiveness of coordinaif activities as a problem in most of the

firms and distractions from competing activitiesome cases, (Beer and Eisenstat's, 2000).

The study revealed that unclear individual respulisés in the strategy implementation
process may result to complexities or even failirethe whole process, individual
personality differences often determine and infagerimplementation, it is important
integrate peoples considerations into strategy emphtation, human resources are the key
success factors within strategy implementations itlesirable to create a fit between the
intended strategy and the specific personalityileraff the implementation’s key players in
the different organizational departments . Corbogt ®'Corrbui (2009), identify the deadly
sins of strategy implementation which involve: eklaf understanding of how the strategy

should be implemented; customers and staff nog Appreciating the strategy.

The revealed that; increased homogeneity can lead loss of diversity, and creativity
consequently, strategy implementation evolves eifn@m a process of winning group
commitment through a coalitional form of decisioakimg, cultural and behavioral in the
organization influences strategy implementation high level of organizational slack is
needed to instill and maintain a cultural model.nfdce and Falter (2006) states that
communicating with employees concerning issuedeelto the strategy implementation is

frequently delayed until the changes have alreagstallized.
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5.3 Conclusion

From the finding the study established that top agement support acted as propelling force
in every stage of strategy implementation processiyidual personality differences often
determine and influence implementation, lack of rdowtion results to implementations
taking more time that originally expected and tl@ganization culture affectshe
implementation of strategic plan, biased on the sdia, the study concludes that, top
management commitment individual personality, coordination apftivities and
organizational culture determined the effectiveness of tregegly implementation in an

organization.

The study also revealed that strategic plan helps to mrogicection and focus for all
employees. it points to specific results that are to be amthiand establishes a course of
action for achieving them, a strategic plan also helps theugwork units within an
organization to align themselves with common goals, thusttigy concludes that thus the
study concludes that strategic plan helped organizatioa detter job, by ensuring better

utilization of the energy, resources, and time.

5.4 Recommendations

In order to ensure success of strategy implementatittmnaelephony industry in Kenya, the
study recommends that the top management of telecomntioni@adustry should show full

commitment in all stages of implementation process, this wilesas a motivation to the
personnel in the lower levels of management and thug&asimg the probability of the

project success.
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The study also recommends that stakeholders dleuincluded in any assessment and pre-
planning activities as well as planning and implatagon this will help to increase the
chances for the success of implementation pro@sssyell as enriching the process with

more ideas.

The study also recommends that strategic plan dhbalve clearly defined goals and
objectives, further the objectives and mission &hde well understood by all participants
this will help to ensure that each participant dieainderstands his role thus avoiding
bureaucracy. The management should establish igembmmunication channels; this will
help to ensure that there is proper informatiomvfleithin the organization procedures and

thus improve on coordination of activities.

The study recommends there is need to enhancewbedf management skills in each level
in the organization as this will help in strategppiementation thus enhancing the
performance. Managerial skills promote shared wisiiategrity and promote innovations

There is need for the management to have an omgémal structure that support strategy
implementation as it was found that organizatiorsttucture affects the strategy

implementation to a great extent.

5.5 Areasfor Further Studies

The stduy sought to establish strategy implementatnd performance of firms in telephony
industry in Kenya, the study recommend that a sgithuld be done on the challenges facing

strategy implementation in the in telephony indpstrkKenya
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5.6 Limitation of the Study

The method used is descriptive research designelighe variables cannot be controlled
by the researcher. The study used a questionmaitieeainstrument for collecting data. This
was because time for the data collection was lonitetwo weeks. The study was carried out
in only one industry due to financial constraintsh® researcher. The study was also limited
to establish strategy implementation and perforraaat firms in telephony industry in
Kenya.

5.7 Implication of the Study

Ineffective strategy implementation is perhaps thest costly item in any organization
expenditure. The finding of this stduy will be akgt importance to policy makers as it will
help them to come up with factors that delays sgpaimplementation and those which will
hinder their implementation altogether. When swadtdrs are identified, strategies will then
be formulated to curb the situation. Strategies fihee implementation problems are in most
cases those that will give a company the requidpetitive edge, (Raps and Kauffman,
2005).

This implies that there is direct relationship bedw strategy implementation and the
competitiveness of a particular mobile telephonynpanies. Other factors, however, have
led to the same problems. The study will seek tuse knowledge on actions that ought to
be taken to make the whole process of strategyeimehtation successful.The policy makers
will therefore use this study to come up with neayvof strategy development in order to
curb all the hindrances on the way to their impletagon.The policy makers will obtain
knowledge of the mobile phone sector dynamics aedptocess of strategy implementation

and how they influence performance.
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APPENDICES
Appendix |: Questionnaire

Instructions

Kindly answer all questions by ticking or explaigias appropriate as per your opinion and
based on the facts. Where possible you can quypiecs.

Section A: General Information

1. Name of the Company ..........oeoiiii i,

2. How long have you served in the company?

Lessthan lyear () 2to5years( ) 5 tyd#érs ( ) More than 10 years ( )

w

What is your gender? Male () Female ( )
4. What is your age bracket?

Below 25 years () 25 to 35 years () 35 to 4&ryq ) 45 to 55 years

o

What is your level of education? (Tick where appiatg)
PhD [ ]Masters[ ] Bachelors[] Diploma[ ]la@rs|[ ]

Section B: Strategy | mplementation and Perfor mance
6. To what extent has your organization implementedsthategic plan?

Very great extent [ ]

Great extent [ ]

Moderate extent [ ]

Little extent [ ]

Not at all [ 1]
7. How do you agree with the following statemenibe rating scale indicates agreement
levels as follows: 1- Strongly Agree, 2 — Agree, 3-ther Agree nor Disagree, 4 —

Disagree, 5 — Strongly Disagree .



Strategy implementation 112 (3|4 |5

Individual employee’s performance affects implemeontatof strategic

plan

performance measures used by the organization affapiementation

of strategic plan

Mangers support affect implementation of strategia pla

Organization culture affects the implementation of stiatplgn

Communication affects the implementation of strategio pla

Coordination of activities affects the implementation adtsigic plan

9. To what extent do you agree to the following statements rglatirthe effects of top
management commitment on strategy implementation? Whéfer$ great extent, 4- Great

extent, 3- Moderate extent, 2- Low extent and 1-Not at all

Top management commitment. 514 (3|2 |1

Where top managers demonstrate unwillingness to give\eaadjloyalty
to the implementation process the whole implementation gatasds a

high failing.

middle managers, play a pivotal role in strategic comnatioic

To ensure strategy is implemented as intended, sexeougves must
abandon the notion that lower-level managers have the panceptions

of the strategy and its implementation,

To ensure strategy is implemented as intended, sexemutives must

not spare any effort to persuade the employees ofitiezis




10.To what extent do you agree with the following staénts relating to the effect of
coordination of activities on strategy implemerda#® Where 5- Very great extent, 4-

Great extent, 3- Moderate extent, 2- Low extent kiNDbt at all

Coordination of Activities 514 (3|2 |1

In this organization this there are Strategic aansystems which
provides a mechanism for keeping daily actionscamgruence with

tomorrow's goals

lack of coordination in the , results to implemdiatas taking more time

that originally expected

In-effectiveness in coordination of activities fims may result in

distractions from competing activities

Employees opposing strategy implementation comprisgear strategi

{7

intentions and conflicting priorities and weak a@loation across

functions

11.To what extent do you agree with the following sta¢nt relating to effect of individual
responsibility on strategy implementation? Where/Bry great extent, 4- Great extent,

3- Moderate extent, 2- Low extent and 1-Not at all

Individual Responsibilities 5 |43 ]2 ]1

Human resources are the Kkey success factors witstiategy,

implementation.

Unclear individual responsibilities in the stratagyplementation process

may result to complexities or even failure in igole process

It is important integrate peoples considerationsto instrategy




implementation.

Individual personality differences often determirend influence

implementation.

it is desirable to create a fit between the inteinsteategy and the specific
personality profile of the implementation’s key ydas in the different

organizational departments

12.To diversify, companies get into businesses thatvary much unrelated to the current
business, to extent has it affected: Where 5- ggat extent, 4- Great extent, 3-

Moderate extent, 2- Low extent and 1-Not at all

Organizational Culture 51432 |1

cultural and behavioural in the organisation iefloes strategy

implementation

strategy implementation evolves either from a psecef winning groug

commitment through a coalitional form of decisioakimg

a high level of organizational slack is neededristii and maintain a

cultural model

increased homogeneity can lead to a loss of diyerand creativity

consequently

THANK YOU FOR YOUR TIME




Appendix |1: Telecommunication Companies

Safaricom Limited
Airtel

Essar

w0 DN PRE

Orange
Source: Communication Authority of Kenya (2014)



