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ABSTRACT 
The key purpose for the study was to establish the Strategic reasons leading 
commercial banks in Nairobi to use shopping malls as extensions of bank 
branch networks. The study investigates the influential factors affecting 
location of bank branches in the shopping malls and the challenges faced in 
locating bank branches in malls. In the study descriptive survey was used. This 
type of survey is a scientific method that involved observing and describing 
strategic reasons leading commercial banks in Nairobi to use shopping malls as 
extensions of bank branch network. The targeted population was commercial 
banks in Nairobi with branch networks in the shopping malls. A sample of 33 
respondents was used to obtain data. Data was gathered using a questionnaire. 
The questionnaire contained relevant questions that were composed from 
relevant research and researcher questions. Data was collected from primary 
and secondary sources. Simple regression model was applied in determining 
the level of influence independent variables have on dependent variable. The 
study found out that overall bank management, changes in bank roles, total 
number of deposits, average deposit value, shareholders’ equity, customer 
convenience and value of outstanding loans influence branch network as it 
strives to extend its branches in shopping malls. Technological changes and 
regulatory innovations have limited banking institutions’ opening branches in 
shopping malls to deliver financial services. The study concludes that the 
regression model was good for foresting and could be used for prediction of 
strategic reasons leading commercial banks in Nairobi to use shopping malls as 
extensions of bank branch network.  
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

Strategic management consists of a set of resolutions and activities that bring about the 

creation, application and regulation of ideas intended to accomplish the vision, mission 

and strategic aims of an organization within the business setting in which it functions 

(Skinner, 2007). Today’s  business  environment has become dynamic and aggressive 

with intense competition making business organizations’ to be more forceful and vibrant 

in finding competitive  tactics  that  which promise  gainful  survival of the business.  

Competition can be achieved through business advances, advancements in technology 

and changing customer demands. Christensen (2011) suggests that, for a business to 

realize and maintain competitive advantage, management should scrutinize the factors 

that affect execution of competitive strategies.  The study will focus on licensed 

commercial banks within approved shopping malls in Nairobi County. 

 A bank branch is a retail locality where a bank offers a variety of face-to-face and 

automated services to clients. It provides services like withdrawals, deposits, financial 

facilities and financial advice to clients. A Strategic Plan regarding the bank expanding 

its horizon and looking forward for growth is by extending its branch network. To 

achieve unmatched level of service to all its customer’s banks are now opening branches 

in the shopping malls. According to Hanweck, (2008) research evidence indicates that 

bank institutions are considering opening smaller outlets in malls rather than opening 

convectional branches. The effectiveness of the entire shopping mall unit is determined 

by evaluating the number of visits by shoppers and the volume of sales from the tenants. 
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This study is based on various theories, theory of competitive advantage by Porter 

(1990). According to this theory the objective of operational effectiveness as a strategy is 

to execute internal business actions in a superior way than competitors thereby making it 

easier or more favorable to engage with in business than competition. It advances the 

features of the company while decreasing the time it takes to sell the products and 

services on the market with a great start. Location theory by Johann (1998) is the physical 

locality of an commercial activity. It is concerned with what commercial activities are 

situated in which place and the reasons as to why they are located there. Businesses will 

therefore choose locations that will increase their returns and buyers make choices based 

on locations that give maximum utility. 

Shopping malls are giving banks an opportunity to set up in store branches that allows for 

sharing of expenses with host outlets to reduce overheads to continue meeting the needs 

of its customers.  According to Barney (2009) sustainability concerns are causing 

consumers to prefer mixed used developments where they can carry out economic 

activities within a walking distance.  

1.1.1 Concept of Strategy. 

Strategy is a design used by management to place a company in its chosen market 

ground. It guides an organization to superior performance by helping it establish 

competitive advantage. Strategy helps in making decisions that help in identifying 

purposes, goals, objectives, and priorities of the organization. It helps organization create 

competitive advantage as the organization needs to be aware of what the competitors do 

to effectively, Thompson (1998). 
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 Strategic plan can be explained in various methods. It can be a vehicle for 

communication and coordination within the organization. Strategy guides organization 

resolutions towards higher performance by creating competitive advantage. This enables 

the company to compete successfully and please its customers while achieving good 

business performance. Johnson and Scholes (2003) describe strategy as the scope and 

formula that a business takes over a lengthy period. They argue that strategy attains 

advantage for the organization by aligning the resources in the dynamic settings to satisfy 

the requirements of the market and meet stakeholders‟ anticipations. Jeanne, (1962) in 

his definition of strategy states that strategy involves the identification of key long term 

aims and purposes of a business and the process of implementing the action plans; hence 

strategy helps in the provision of resources required to achieve the set target. Mintzberg, 

(1996) offers the opinion of strategy by asserting that strategy is a plan, a ploy, a place 

and a viewpoint as it identifies intentionally the required action plan to take. It acts as the 

way to beat competition and as a way of positioning the business in its operating 

environment. 

1.1.2 Concept of Shopping Malls 

The concept of mall has been elucidated by Finn and Louviere (1996) as the importance 

of cautious activities adopted by shopping centers management on environmental 

settings, differences in opinions and customer preferences based on their decision making 

to set up many businesses under one big building. Several factors are considered when 

setting up shopping malls. These include elements like design, opening hours, location, 

store mix and accessibility. Shopping malls are becoming increasingly popular 

throughout the world leading to increased development of malls. Therefore it is important 
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to know what factors influence their popularity and what impact they have the residential 

property market.  

The idea of making several shopping trips forms a main notion of establishing a new 

distinct place to do shopping. Researchers recommend in having a multi-product view 

rather than complexity of a single product when setting up a shopping mall. Thompson 

(1969) suggested that there is an inherent hypothesis that main reason that differentiates 

similar products is location and not the product or service price, quality, quantity and 

brand image. In reply to this, there has been a strategic effort applied recently to develop 

mathematical modeling in central place theory which integrates multi-purpose shopping.  

Shopping centers are important aspects of city markets. This has remained unchanged 

even with the dynamic environment in socio cultural aspects and technology 

advancements. A shopping mall is described as a type of shopping place where one or 

multiple buildings have many shops occupied by different merchandisers with walkways 

that are interconnected to facilitate movement from one shop unit to the other. According 

to Leong (2001), shopping malls provide urban public space by attracting opportunities 

for social life and recreation in a protected pedestrian environment. As part of daily urban 

development shopping malls function as part of multifunctional urban public spaces of 

modern era according to (Roy, 2007).They provide urbanity and public attraction from 

the very beginning of development.  

Banks have adopted to open new branches in malls due to the convenience of having 

many stores and services. The malls as it has been conceived for the last century is at 

critical changing point (Hanweck,2008). Increased wave of global changing trends are 
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causing malls to change the roles they play in people’s lives. While they were primarily 

meant for shopping, consumers are now visiting malls looking for experiences that go 

well beyond traditional shopping (Rajagopal, 2007). Nairobi Kenya is becoming more of 

a shopping destination. New electronics, household items furniture, branded gear enter 

the market every day. Being a cosmopolitan city, international brands are really thriving 

in Nairobi. The shopping variety available is vast to suit any preference. Access to these 

commodities is widespread. For more local items it’s advised to visit the town shopping 

stalls, whereas for more high end products the malls are a better option. 

1.1.3 Bank Branch Networks 

Bank branches by tradition considered the foundation of customer relationship in banks 

retail business. Bank network is a group of two or more banks branches linked together.  

As a result of reorganization purposes banks are reconsidering the idea of branch site by 

locating them in malls. As customer needs continue to change, banking institutions have 

to continually keep abreast of the changing customers’ needs, Skinner (2007). As a result, 

location of banking institutions has been considered one of the competitive aspects that 

would increase convenience for customers as well as up scaling of sales for commercial 

banks.  

Banks have in the past continuously experienced growth of their networks, following the 

rule that a larger network, more or less resulted into a larger sales Skinner (2007). This 

trend as Skinner notes has however undergone big gone changes ever since 1980s in 

reaction to competition found in the worldwide market offering financial facilities. 

Financial innovations such as online banking, ATMs and mobile banking are reducing 
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the need to have wide branch networks to offer services to customers. This 

notwithstanding, there is still need for customers to come into banking halls. 

 In Kenya, this is particularly evident as seen by the queues at the beginning and end of 

each month. This is because customers need to bring and remit payments via direct 

deposits, cheques or RTGS. These processes may need customers to move from one bank 

branch to another. Shopping malls serve as attractive destinations where many bank 

branches can be under one roof. This emerging trend of developing shopping malls has 

seen an interesting change in the expansion of bank branches among banking institutions. 

(Skinner,2007).  Further, as part of their reformation, commercial banks are reconsidering 

the idea of branch office. Alternatively the old traditional office has been put down to an 

entire branch located within a big mall. This branch office enables banks to advance on 

efficiency of branch network and recognize revenues from their investment in the 

alternative banking channels. 

1.1.4 Commercial banks in Kenya 

Banking Industry in Kenya has experienced many changes in regulations and financial 

restructuring. The changes have contributed to a big number of changes in the structural 

modifications and also it has attracted foreign banks to the country to come and offer 

their financial services. The capital market in Kenya is considered to be constricted 

because the financial sector is generally bank-based. Banks dictate the financial industry 

in Kenya and due to this fact the procedure of economic facilitation in the country relies 

mostly on commercial banks.  Kenyan economy is connected and put together by the 

banking sector in Kenya. There are several industries like agricultural and manufacturing 

that fundamentally use the banking sector for their existence and development. The 
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banking sector in Kenya has been experiencing incredible upgrade on performance for 

years. These has seen only two banks put on receivership. This numbers are far much less 

compared to 37 banks which according to CBK were not performing well in the year 

1986 to 1998, (Kamau, 2009). 

The Banking sector in Kenya is governed by Companies Act, the Banking Act, the 

Central Bank of Kenya Act and various provident rules by the Central Bank of Kenya 

(CBK). Commercial banks are unified under the Kenya Bankers Association (KBA).In 

this association the banking sector can lobby for interest’s and gives a meeting to discuss 

matters affecting members. Commercial banks are those institutions involved in 

accepting deposits, provision of loans and trading facilities to the public while retaining a 

given amount of their capital base at the central bank. Commercial banks, just like other 

organizations operate within the environment and are environment dependent (Ansoff & 

Mc Donnell, 1990). According to CBK’s Directory 2011, Kenya has forty-four (43) 

licensed commercial banks and one (1) Mortgage finance company. The regulation of 

commercial banks in Kenya is carried out by the Central Bank of Kenya through the 

Central Bank Act Cap 486, which is usually reviewed every year.  

According to Price Water Coopers ( 2015), development of customer centric business 

models, optimization of supply, streamlining business and operating modes, gaining 

information advantage, allowing for innovation and abilities needed to foster it and  

proactively handling  risk management and control is considered among the six priorities 

for Kenya’s banking institution for the year 2020. In optimization of distribution, cost 

effective branches which are branches located within a mall could be considered among 

the strategies that banks are adopting in order to increase enhance their customer centric 
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business models. This however has not been given eminence in studies describing 

Kenya’s banking industry. Competition has increased over the last few years among the 

players in this sector .This is as a result of increase in innovations amongst the 

participants and new entrants in the market. 

1.1.5 Banks at the shopping malls in Nairobi 

A shopping mall is a recent word that defines a type of shopping center where one or 

more buildings holds a number of shops which belong to different merchandisers with 

connecting pathways that allow clients to move from merchandiser to another.. 

According to Leong (2001), shopping malls provide urban public space by attracting 

opportunities for social life and recreation in a protected pedestrian environment. As part 

of daily urban shopping malls function as part of multifunctional urban public spaces of 

modern era according to (Roy, 2007). They provide urbanity and public attraction from 

the very beginning of development.  

This city space as noted by (Hussain, 2008) gives opportunity for businesses to operate 

from and served three important functions that include; meeting place, market place and 

connection place. Shopping malls provides venues for exchange of goods and services.  

Banks have adopted to open new branches in malls due to the convenience of having 

many stores and services. The malls as it has been conceived for the last century is at 

critical changing point (Beyard, 1999).Increased wave of global changing trends are 

causing malls to change the roles they play in people’s lives. While they were primarily 

meant for shopping, consumers are now visiting malls looking for experiences that go 

well beyond traditional shopping (Sigghal, 2007)  
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Nairobi Kenya is becoming more of a shopping destination. New electronics, household 

items, furniture, branded gear enter the market every day. Being a cosmopolitan city, 

international brands are really thriving in Nairobi. The shopping variety available is vast 

to suit any preference. Access to these commodities is widespread. For more local items 

it’s advised to visit the town shopping stalls, whereas for more high end products the 

malls are a better option. 

1.2 Research Problem 

The Central Bank of Kenya is the banks regulatory body of Kenya. The banking sector in 

Kenya contains 44 banking institutions in which 43  are commercial  banks and 1 is a 

mortgage finance company .There are four representative offices of foreign banks, six 

Deposit-Taking Microfinance Institutions (DTMs), 118 Forex Bureaus and 2 Credit 

Reference Bureaus (CRBs). There has been an increase in the  number of bank branches 

by 98 from 1,063 in 2010 to 1,161 branches in 2011.This is a clear indication that there is 

an  increase in the access to banking products and services. (CBK, 2011) 

A research conducted by the Kenya Bankers Association revealed that as much as 73% of 

the potential value of expansion strategy in commercial banks in Kenya result to 

increased performance (KBA, 2013).  The country economic growth and development is 

highly supported by the commercial banks. These sector supported 5.4% of the GDP in  

2010 with an ability to contribute 8% to 15% (CBK, 2013) compared to 22% in South 

Africa and Ghana at 28%. Commercial banks can keep assets worth 63% of the GDP. 

Banking sector has been growing upwards in the last number of years to doubling the 

digit of growth over the period. This sector grew by 14.3% in 2009 where it made a profit 

of 48 billion in 2009. This result increased further by 28.4% in 2010 and 35.1% in 2011 
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(CBK, 2011). Today banks are increasingly using shopping malls as their branch network 

extension. 

As a result of the growth in the banking industry banks in Nairobi are now adopting 

acquisition and start-up expansion strategies. According to financial experts banks should 

strategize to concentrate on the local market in which they operate before considering 

expansion the regional markets.  Currently only 25 per cent of Kenya's population is 

banked (Kang’oro, 2013). These shows that there is still a big percentage which is yet be 

banked and banks need to develop strategies to offer banking solutions to the unbanked, 

which would  result to economic growth. Expansion strategy is therefore very important 

for a business to fit in the dynamic business setting. To the researcher best knowledge 

there is no empirical evidence on the strategic reasons why commercial banks in Nairobi 

are using shopping malls as extensions of bank branch network. This study sought to find 

out: what are the strategic reasons why commercial banks extend branch network to the 

shopping malls? What are the challenges faced by commercial banks in establishing at 

the shopping malls in Nairobi? 

1.3 Research objectives 

The study aimed to achieve the following objectives: 

i. To establish the strategic reasons leading commercial banks extend branch 

network to the shopping malls. 

ii.  To determine the challenges faced by commercial banks in establishing 

branch networks at the shopping malls in Nairobi. 
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1.4 Value of the Study 

Finding from the study forms a foundation for adding value to the strategic theories. 

Branch networks requires significant reason to be considered when deciding where to 

open a bank account. They have both direct and indirect long-term repercussions for a 

bank’s impending development and capability to compete.  

The finding of the study forms a future reference to researchers, scholars and students 

who may aspire to carry out research on the same or correlated field. The study may also 

be helpful to scholars and researchers in identification of further areas of research on 

other related studies by highlighting related topics that require further research and 

reviewing the empirical literature to establish study gaps. The study contributes 

significantly to strategic management at the banking sector. The study provides bankers 

with important information relating to strategic management in general and the 

importance of formulating better banking strategies and decisions when choosing 

locations for bank branches. 

The study was useful to management of commercial banks in execution of decisions, 

strategic expansion plans and decisions. Management in the expansion of networks can 

use the study to determine the strategic practices to be adopted for the use in shopping 

malls as extensions to branch network. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

There are other researchers who have done research on similar areas of study. This 

chapter will review on information gathered from them. The precise areas to be discussed 

will be; theoretical foundation of the study, factors influencing location of bank branches 

and the challenges faced in locating bank branches in malls. 

2.2 Theoretical Foundation 

A theory explains a phenomena through logical declaration or collection of reports,  that 

are sustained by evidence. A theory consists of orderly description of the association 

amongst phenomena. Theories give a general explanation to an occurrence. A researcher 

is therefore required to be acquainted with the theories relating to his area of research 

(Kombo and Tromp, 2009, Smyth, 2004). Kinuu (2007) suggests that a theoretical 

framework leads research, determines the variables to measure and statistical 

relationships to consider in the context of  the subject  under  study.  Thus, the theoretical 

literature assists researcher to identify correctly the variables of the study to give an 

overall structure for data analysis and assists in the choice of appropriate research design. 

2.2.1 The Theory of Competitive Advantage 

Competitiveness can be described in three altitudes: corporate, industry and national 

levels. Theory of national competition was introduced by Porter (1990) grounded on 

productivity as the capability to exploit economic production per unit of resources. He 

changed emphasis from national trade balance to factor endowments towards the micro 
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and macro-economic factors distressing productivity as the main factor affecting 

competitiveness and long-term growth. 

Firms develop commercial tactics to attain competitive advantage to beat its competitors 

Porter and Millar (1985. To achieve competitive advantage the firms should respond to 

the five forces which include; rivalry in the existing firms within an industry, threat of 

new entrants in the market, threat of substitute products and services and bargaining 

power of suppliers and buyers. According to porter 1979 a firm should evaluate the five 

factors in a given industry and target those points where the forces are weak. A business 

achieves competitive advantage when its activities in an industry yield economic worth 

and if limited competing businesses are engaging in related actions Porter (1985) .When 

the right strategies are used it ensures lasting profitability 

2.2.2 Location theory 

According to Johann (1998) location theory addresses the physical locality of a 

commercial activity. Location theory answers inquiries of what commercial undertakings 

are located where and the reasons why they are located there. Firms therefore will choose 

localities that increase their revenues and persons prefer locations that increase to 

maximize their usefulness. This helps firms meet their goals as they satisfy the customer 

needs in a convenient way. Company revenue is highly influenced by where it has been 

located. A location strategy is a design which assists in getting the best site to establish a 

company through highlighting out the company goals and objectives, and identifying the 

localities that are in line with these goals and objectives. This will therefore mean that a 

firm will want to increase opportunity and reduce on costs and risks (Parsons, 2003). 
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 A firm location should ensure that firm meets the economic goals which include 

survival, growth and profitability. Firms must be located in place where they will remain 

and operate successfully .The location should consider the dynamic environment it 

operates in, businesses function in a changing environment and the need to adapt and 

respond appropriately (Pearce & Robinson, 2003).  

2.3 The Strategic Reasons For Extending Branch Network. 

At the moment the number of registered commercial banks in Kenya is 44. The main 

structure of the financial industry has experienced many changes despite the fact that the 

duties played by the organizations in the industry like offering  payment services and 

expedition of the distribution of financial resources over time have remained fairly 

unchanged for the previous period,(Svensson, 2014). Speedy modernizations in new 

financial aspects and the extensive expansion in information technology lead to this 

change. This change results to increase in pressure to the employees to significantly 

increase productivity in all areas of their performance.  

Due to competition firms must adopt new ways in order to remain competitive in the 

aggressive industry. It is recognized that commercial banks make an important influence 

in the socioeconomic and political structure of both second world and third world 

countries and also in countries on transition from command to market economies (Kinuu, 

2007). Moreover, a fit and developing banking industry  is seen to be  vital for viable 

competition and economic expansion at local, regional and national levels (Porter, 

2006).In a study that covered four Southern African countries: Botswana, Malawi, 

Swaziland and Zimbabwe,  ability to get formal credit assists firms to survive only in 
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Malawi (Kombo and Tromp, 2009). In Swaziland and Botswana, the companies that 

received credit facilities from informal sources where highly subjected to closing down 

than those that had not received any credit facility from either source.  In Indonesia after 

liberalization of the financial industry, incompetent organizations chosen by the 

government to get credit at lower interest rates did not survive (Hanweck, 2008). Proper 

utilization of loans given by banks has helped in the progress and development of 

businesses.  

The banking sector is particularly undergoing a transition of extensive changes in the 

structure under both collective and associated forces like industry  competition;  declining  

entry  barriers;  dynamism   in  regulation;  changing information ;  technology change  ;  

global  competitive  forces; fast-evolving strategic objectives, goals of banks themselves 

and existing and potential competitors (Barney, 2012). According to (Svensson, 2014) 

series of collective developments have are becoming intense and all have major 

consequences affecting the ability to compete among the banks.  Many of the effects of 

these forces are similar however they have different timing and intensity. Worldwide 

forces have high chances to dictate each country’s definite aspects in the forthcoming 

developments of the banking systems. 

Commercial banks in Kenya are encountering stiff competition demanding the necessity 

of having competitive strategies to assure good results. Due to competition there is 

intensified force for banks to be proactive and to articulate effective tactics that assist in 

getting proactive answers to project future changes in the competitive environment 

Johnson (2002). Commercial banks should determine on how to enter a market, develop 

and defend its competitive position. One of the strategies they use is to extend their 
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networks to the right locations where they will able to get more customers and serve them 

better than the competitor. Banks can also get clients from the overflow of the other 

existing businesses especially if they are located in shopping malls. Locating near your 

competitors aids to gain from their marketing efforts which attract clients to the area. 

Many businesses consider competition to be an advantage for business, making them to 

constantly advance their offerings to improve their competitive advantage (Kirkup and 

Rafiq 2012). 

According to Jeanne (2014) due to busy schedules, ease and luxury with ecommerce 

customers are picking those brands which will give them convenience in the way they 

like and not the other way around. Those who are among these brands understand that 

clients want convenience on their terms and not the business terms. Convenience, 

according to Merria (2014) is something favorable to comfort or ease. Customer 

convenience is therefore important factor to consider when locating a business. 

According to Smyth (2003) for businesses to be successful they need to operate in 

locations where customers find it easy, cheap and quick to access the service being 

provided. Customers prefer the locations which provide convenience even before getting 

the service. They drive in easily, get parking space and walk to their destination in 

comparative safety and speed. There are some shopping malls that provide weather 

protection and an atmosphere created for shopping comfort. For customer the shopping 

malls have a big appeal. 

Demographics specify the universal features of the population in a specific area. These 

features include power to purchase, residence type, transportation means, family status 
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and level of educational. When businesses examine these characters they are able to 

confirm if business is feasible in the region and decide on the prices for products and 

services that inspire consumer spending. This study also helps business people create 

adverts and marketing plans that relate to their target markets, hence leading to effective 

movements for lead generation. Locating near their customer base increases their chances 

of making sales (Merria 2014). Firms need to determine who their customers are and how 

vital their proximity is to the business location. The demographic summary you have of 

your niche market will assist in making this decision. 

The cost of building can be very expensive. Shopping mall bank branches decrease a 

bank’s fixed and operating costs significantly. A firm may thus be enthusiastic to operate 

in shopping malls especially in the areas that could not sustain a convectional branch. 

The foot-traffic passing in the Shopping malls is an essential factor that makes shopping 

mall attractive for business operations. Shoppers are likely to see the firm brands as they 

carry out other errands in the shopping malls. Traffic stream designs are necessary 

considerations to determine the site.  Traffic can be measured through traffic pattern, 

counts, and occurrence pattern of the traffic movement Khan (1992). 

Accessibility matters such as provisions of parking and entry ease are essential. Shopping 

malls are usually easily accessible for customers, employees, and suppliers. Most of them 

are even accessible to people with disabilities. They are also open for many hours with 

access to most of the service providers. They provide ample and convenient parking for 

both customers and employees. Shopping malls are majorly located near other businesses 

and services. When a firm operates in a shopping mall it is able to a benefit from nearby 

businesses due customer traffic from neighboring businesses. These customers could also 
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be the employees from the neighboring merchants who may find it efficient, convenient 

and efficient to buy goods and services that are close to them.  According to Weinkranz 

(2012) shopping malls consist of a tenant mix that appeals similar clients which 

complements the businesses in the mall. Anchor tenants attract many customers because 

these businesses normally attract in most of the center’s customer base. It also enriches 

the quality of your company as a workplace because even the employees can have easy 

access to other services which they may need. 

The shopping malls and the firms operating in it have a mutual benefit. The bank 

branches in the malls expect improved sales as more of the other tenants’ clients decide 

to shop at a shopping mall Weinkranz (2012). The bigger the bank’s market segment in 

the area served by the shopping mall, the bigger the possible boost to sales. Many 

shopping trips make chances for a bank to open new accounts and offer face to face 

services to customers who would otherwise not enter the traditional branches. These 

branches give opportunities to cross sell additional services to the existing to bank 

customers who naturally visit a shopping mall more often than a traditional branch. 

Banks look out for shopping malls that have a high fraction of big and popular stores 

because the bigger the store, the bigger the flow of potential bank clients. The switch to 

shopping mall branches is a development that could help uphold and increase the 

availability of banking services. This will help meet the public demand for banking needs 

in a convenient way. 

2.4 Challenges of establishing branch networks  

Banks face challenges all over the globe: they no longer have monopolies and their 

comparative advantage has decreased their positions in the financial sector. (Rochet and 
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Tirole, 2006). Specifically there has been tremendous erosion in the entry barriers into 

banking services, competition has been increasing from a big range of both potential and 

actual suppliers. Competition is experienced from the capital markets, non-banking 

financial institutions, money markets and non-financial banking institutions. The 

upcoming  changes and growth  of  online  banking  has  aided  foreign  banks  to  enter  

to  relatively closed domestic retail banking markets (Pollard and Hotho, 2006). In other 

scenarios big corporate customers have been carrying out some of their banking 

procedures through in -house banks. In some countries banks are retrenching employees 

and closing branches with the introduction of new banking technology and alternative 

banking channels. Banks have also decide to venture in to new areas like motor 

insurance, life assurance, unit trusts and other services to make revenue and beat the 

sharp competition   

There has been tremendous developments caused by to changes in financial structures 

and systems like development of financial needs, growth of institutions offering 

investment services and savings plans, rise of change in the role of bodies in other  

departments in the financial system, the change in the duties of management in the 

financial structure, modification of  financial  businesses  and  the  constant  attrition  of  

ancient  differences  among  different  kinds  of financial firms; the access of new 

suppliers of financial solutions, a considerable increase in the growth range  of  new  and  

multiple  financial  mechanisms,  and  the  globalization of  financial markets (Skinner 

2007). 

Since 1960s, entities and financial suppliers working in financial markets were met with 

radical modifications in the business environment. The rise of Inflation and interest rates 
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went up tight and resulted to difficulties in forecasting on circumstances that transformed 

demand settings in financial markets. The increased development in computer technology 

changed the supply conditions (Mushkin, 2007). Due to difficulties in maintaining 

profitable positions financial banks discovered that most of the ancient methods of 

running business were not  bringing revenue and sales were not growing from the 

financial solutions they were offering to the market. (Mushkin, 2007) The financial 

instruments that most of the commercial banks were using could not enable them get  

funds and without these funds they could not remain operational in the market.. In order 

to survive in the new economic environment, commercial banks were required to tailor 

advanced new products and services to cater for the present customer needs and 

expectations to increase their profit margins profitable (Mushkin, 2007). 

The structure in a firm influences the movement of information context and nature of 

human interaction. Organizational structure puts certain borders of rationality, which are 

required due to the individual's limited cognitive capabilities (March and Simon, 1958).  

When an organization changes its strategy, the present organizational structure may be 

futile (Wendy, 1997). Miller and Colleagues (1988) highlighted that there is an inherent 

association between strategy formulation and structure. It allows for cooperation, 

stipulates ways of coordination, assigns authority and duties, and recommends stages of 

formality and complexity. Changes in plan usually call for modifications in the way an 

organization is structured. The main reason that relates structural conditions to the 

strategic problem is the way an organisation sees and processes information strategic 

stimuli (Galbraith and Merril, 1991).  

Technology advances every day. It has expanded enormously leading to increased use of 
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new technologies which is not only changing the way customers, suppliers, and 

competitors interact, it is also impacting on the organization’s structures. Firms have to 

establish new technologies to reach their, suppliers and partners. According to Wheelen 

and Hunger (2008) knowledge is becoming a key asset and a source of competitive 

advantage. Keeping track with the changing technology is a big challenge to firms today. 

Leadership of an organization has a vital effect on the success of a location strategy. 

Barnajee (1999) observes that there are three aspects to consider in a leader. These are: 

does the leader have a vision; are the leaders of the organization able to perceive quickly 

the trends and does the leader have powers? This dictates the capabilities of the leader to 

translate strategic aspirations into operating realities. Leadership is the practice of 

prompting others towards achievement of organizational goals (Bartoi and Martin, 1991). 

Leaders stimulate commitment to embrace change through three interrelated activities, 

which include: ability to clarify strategic intent, building an organization, and shaping 

organizational culture (Pearce and Robinson, 2002). 

Culture means a set of values, traditions, and behavioral patterns that somehow bond 

together the people who comprise an organization. In order to implement strategies 

successfully a firm requires the right culture since the culture of an organization can have 

weighty effects. Ansoff (1957) points out that behavior is not value free, individuals 

show preferences for certain behavior and may persist with it even if it leads to sub 

optimal results. For a strategy to be effectively effected, it needs the right culture. 

(O'Reilly,1989). When businesses modify strategies, and structures they may fail due to 

the basic values that may not support the new approach (O'Reilly, 1989). Strategists 

must, therefore, strive to preserve, highlight, and build traits of prevailing culture that 
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support proposed new strategies.  Kazmi (2003) observes that culture may be a factor that 

drives strategy rather than the other way round. 

2.6 Chapter Summary 

This unit of the study covered a theoretical foundation of the study, strategic reasons on 

why banks establish branch network and challenges in establishing branch networks. In 

this section of the study it has been noted that no major study has been carried out in 

Kenya specifically to establish the factors influencing commercial banks to extend branch 

networks to the shopping malls and challenges in the extending bank branch networks to 

the shopping malls hence limited study from identifying specific theoretical and 

empirical issues pertaining the study.  
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter will entail the research methodology that was required to carry out the study. 

The researcher identifies the procedures and techniques that were applied in collection, 

processing and analysis of data. Aspects covered include the research design, data 

collection methods, data analysis techniques. 

3.2 Research design 

Research design is the basic blueprint that shows an overview of the actions that are 

required to perform the research project. Kothari (2004) describes a research design as a 

plan, structure and strategy of inquiry to find out responses to research questions and 

govern variance.  

This study adopted a descriptive survey.  Descriptive  survey  research  design  is  a  

scientific  method  which includes  observing  and  unfolding behavior of a focus  without  

manipulating  it  in  any  way  (Bryman,2001). The study was conducted on commercial 

banks in Nairobi with branch networks in the shopping malls. 

3.3 Target population 

Target population is a set of persons, items or objects considered in any field of study.  It 

refers to a large group from which the sample is taken. (Orodho, 2004), defines target 

population as items or people under consideration. For this study data was collected from 

all commercial banks in Nairobi with branch networks in the shopping malls.   
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3.4 Data collection  

The survey used both primary and secondary sources of data. The primary data was 

gathered directly from the respondents in the population. Secondary data sources 

included the bank’s intranet, journals, daily reports/Papers, brochures, policy documents 

and other related documents available in the registries that were of interest to the topic. 

According to Bryman and Bell (2013) there are 11 commercial banks with branches in 

shopping malls in Nairobi. Census was used to select 3 senior  managers  from  each  

bank  thus  forming  a  sample  size  of  33 respondents who were used in this study. 

Questionnaires were used to obtain the information from the respondents. These 

questionnaires were developed in three sections. Section A was to seek general 

organizational demographics while Sections B was to check the strategic reasons leading 

commercial banks to use shopping malls to extend branch network and Section C checks 

the challenges which commercial banks experience in establishing branch networks in the 

shopping malls. Respondents were given time to in the questionnaire in order to provide 

full information.  

3.5 Data analysis  

After collection of data, each questionnaire was checked for completeness and 

consistency to ensure that all variables of interest are correctly captured. The data was 

entered into excel spread sheet for coding and other management logistics including data 

cleaning, storage and any other necessary manipulation. The data was then imported to 

SPSS version 22 and parametric statistical procedure analysis was applied. According to 

Mugenda and Mugenda (2003) the key reason of analyzing the content is to understand 

the existing information for the purpose of determining the factors that explain a specific 
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phenomenon. Descriptive statistics such as percentages and frequencies were used to 

answer research questions. Tables were used to present the data. Qualitative data was 

analyzed according to the themes and the research objectives. 
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CHAPTER FOUR 

 DATA ANALYSIS, RESULTS AND DISCUSSION 

4.1 Introduction  

This chapter entails data findings, analysis and discussion. The data was gathered by use 

of a questionnaires disseminated to 33 respondents. Descriptive and inferential statistics 

were applied in the analysis of the data collected. The response rate was 76 percent. This 

response rate was considered to be excellent because according to Mugenda and 

Mugenda (1999), a response rate of 50 percent is satisfactory for analysis and reporting; a 

rate of 60 percent is good and a response rate of 70 percent and over is excellent. The 

study sought to determine the strategic reasons leading commercial banks in Nairobi to 

use shopping malls as extensions of bank branch network. 

4.2 Response Rate  

The targeted a sample size of the study was 33 respondents from which 25 completed in 

and submitted the questionnaires making a response rate of 76%. This response rate was 

satisfactory to make conclusions for the study. 

Figure 4.1: Response Rate 

 

    Source: (Reseacher 2016) 
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4.3 Organizational Demographics 

4.3.1 Personal details of the respondents 

Respondents in this study were requested to describe their bank name, physical address of 

its head office and department in which the respondent is working in. The findings 

indicated that majority of the respondents specified that their banks have their main office 

in Nairobi, Kenya’s capital representing 89.3 % of the total respondents.  

4.3.2 Departments 

In this survey, the respondents were required to specify the departments in which they 

work. 

Figure 4.2: Departments.  

 

 

Source: (Reseacher 2016) 

From the survey results, 36% of the respondents represented were from the operations 

department, 28 % of the respondents came from the marketing department, 24 % of the 
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respondents originated from ICT department while 12 % of the respondents were from 

the product development department. These results indicate that respondents came from 

all the main departments in the banking institutions. 

4.3.3 Bank branches in malls 

In this survey, the respondents were asked to state the number of branches located in the 

shopping malls in Nairobi.  

Figure 4.3: Number of bank branches 

 

Source: (Reseacher 2016) 

The study findings revealed that 72% of the respondents have between 1 to 5 branches 

while other 28% of the respondents have more than 5 branches in the malls. These 

findings depicts that majority of the banks have branches in the shopping malls. 
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4.3.4 Customer base 

In this study respondents were told to specify the branch customer base in the shopping 

malls.  

Figure 4.4: Customer base 

 

Source: (Reseacher 2016) 

From the findings it was found that 28% have customer base above 10, 000. Other 44% 

of the respondents have between 5,001 and 10,000, 20% of the respondents have  

between 1,001 to 5,000 while 8% have less than 1,000 customer base. The findings 

depicts that majority of the respondents have a customer base of between 5,001 and 

10,000. 

4.4 Factors that influence branch network 

4.4.1 Bank Management 

In this survey, the respondents were asked to state whether the Bank Management 

articulated a vision for the organization. From the responses it was found that 87% of the 
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banks articulated the vision while 13% didn’t. Most of the respondents who agreed 

indicated that the use of vision has an impact on the bank management. 

Table 4.1: Bank management 

Response Frequency Percentage 

Yes 22 88 

No 3 12 

Total 25 100 

Source: (Reseacher 2016) 

4.4.2 Bank roles dynamics 

When asked whether the role of the branch will change and be less dependent on 

transactions, 52% agreed while the other 48% disagreed. The changes that may arise in 

the way the branches work was the adjustment to accommodate the incresed changes in 

technologies and the dynamic nature of the customers. The state of the customer in terms 

of financial management and the need to adopt mobile banking and online banking as 

alternative banking channels found them less dependent of the transactions. 

4.4.3 Assets, Liabilities and equity 

In this study, the respondents were requested to indicate whether they agree on the 

influence of these factors on the branch network. Table 4.2 gives the means and standard 

deviations of the finding. 
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Table 4.2: Factors that influence branch network 

Factors that influence branch network  

Mean 

Std. 

Deviation 

Number of deposit accounts 4.3820 0.68267 

Average value of deposits 4.6629 0.47539 

Total number of loans outstanding 4.5618 0.65635 

Total assets 4.3820 0.68267 

Shareholders’/members’ equity 4.5618 0.49898 

Total value of loans outstanding 4.3483 0.65888 

Source: (Reseacher 2016) 

From the research results as tabulated in Table 4.2, respondents confirmed that:the 

number of deposit accounts influence the branch network with a mean of 4.3820 and a 

standard deviation of 0.68267. This was followed by a substantive agreement on average 

value of deposits with a mean of 4.6629 and a standard deviation of 0.47539, total 

number of loans outstanding having an influence with a mean of 4.5618 and a standard 

deviation of 0.65635, the extent total assets owned by the bank influence branch network 

was agreed by a large number of respondents with a mean of 4.3820 and a standard 

deviation of 0.68267 while influence of shareholders’ equity and total value of loans were 

agreed with a mean of 4.518 and 4.3483 and a standard deviation of 0.49898 and 0.6588 
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respectively. These findings indicate that large number of the respondents agreed and 

concluded that all the factors have an influence on the branch network. 

4.4.4 Branches in shopping malls 

Respondents in this survey were requested to indicate to what extend the following 

reasons are influential when opening branches in the shopping malls. 

Table 4.3: Factors influential when opening branches in Shopping malls 

Factors influential when opening branches in shopping 

malls Mean 

Std. 

Deviation 

Competition 4.243 0.65787 

Number of potential customers 4.725 0.51257 

Growth potential 4.182 0.42782 

Number of firms in the mall 4.528 0.63245 

Financial indicators 4.261 0.57251 

Accessibility 4.421 0.69562 

   

Source: (Reseacher 2016) 

From the research findings as presented in Table 4.3, respondents agreed that 

competition influenced extending  branches to shopping malls with a mean of 4.243 and a 

standard deviation of 0.65787, this was followed by a substantive agreement on number 

of potential customers with a mean of 4.725 and a standard deviation of 0.51257,  growth 
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potential influenced extending the branches to shopping malls with a mean of 4.182 and 

with a standard deviation of 0.42782, the number of firms in the mall influenced 

extending the branches to malls with a mean of 4.528 with a standard deviation of 

0.63245 while influence of financial indicators agreed with a mean of 4.261 and  standard 

deviation of 0.57251. These findings indicate that most of the respondents agreed that all 

the factors have a great influence on the opening of bank branches in shopping malls. 

4.5 Challenges faced by banks in extending branch networks 

In this study, the respondents were asked to show the extent of influence at which the 

challenges faced by bank in extending branch network to shopping malls. 

Table 4.4: Challenges faced by bank in extending branch network 

Challenges 

 Mean 

Std. 

Deviation 

Technology 4.1457 0.62474 

Operating Cost 4.2451 0.42147 

Structural Challenge 4.5532 0.65635 

Extended  operating Hours 4.7824 0.52472 

Rivalry among banks  4.2247 0.47263 

Our bank structure  4.8698 0.41734 

Our bank culture  4.7885 0.66926 
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Our bank ownership  4.4627 0.67835 

Political and legal environment  4.7895 0.47863 

Economic environment  4.6651 0.57254 

Global environment  4.7921 0.66524 

Entry new banks in the market  4.5616 0.60210 

Government Regulations 4.5512 0.49541 

Security 4.6810 0.52764 

Competition in the industry 4.3014 0.62375 

Source: (Reseacher 2016) 

The research findings as tabulated in Table 4.4, respondents agreed technological 

changes was a major challenge when extending the branches to shopping malls with a 

mean of 4.1457 and a standard deviation of 0.62474. This was followed by a substantive 

agreement on operating cost being an hindrance to extension with a mean of 4.2451 and a 

standard deviation of 0.42147, structural nature in the banks was an hindrance to 

extending branches to shopping malls showing a mean of 4.5532 and a standard deviation 

of 0.65635,the extended operating hours having a challenge to banks opening new 

branches in the shopping malls was agreed by most respondents with a mean of 4.7824 

and a standard deviation of 0.52472,  rivalry among banks being an hindrance was agreed 

with a mean of 4.2247 and standard deviation 0.47263,  political and legal environment 

as a challenge was agreed by most respondents with a mean of 4.7895 and  standard  

deviation of 0.47863 while stiff competition in the banking sector was agreed with a 
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mean of 4.3014 and standard deviation of 62375. These findings show that most of the 

respondents agreed that all these challenges have great influence on the banks opening 

new branches in shopping malls. 

4.6 Regression Analysis 

The regression analysis is concerned with the distribution of the average value of one 

random variable as the other variables which need not be random are allowed to take 

different values. Regression model connects the average values of y for various values of 

the x-variables.  This model was as follows: 

y = β0+ β1X1 + β2X2 + β3X3 + β4X4 +ẹ 

Where: 

y = Strategic reasons leading commercial banks in Nairobi extending branches to 

shopping malls 

β0 = Constant Term 

β1= Beta coefficients 

X1= Bank management changes 

X2= Change in banking roles 

X3= Need to increase customer base 

Table 4.5: Strength of the model 

Model Summary 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 

Dimension0 1 .794a 0.6304 0.594 0.30202 

Source: (Reseacher 2016) 
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a. Predictors: (Constant), strategic reasons leading commercial banks in Nairobi to 

use shopping malls as extensions of bank branch network 

Analysis in Table 4.5 indicate that the coefficient of determination (the percentage 

variation in the dependent variable being explained by the changes in the independent 

variable) R2 equals 0.6304 that is, strategic reasons leading commercial banks in Nairobi 

to use shopping malls as extensions of bank branch network leaving only 1.5 percent 

unexplained. The P- value of 0.00014 (Less than 0.05) suggests that the model strategic 

reasons leading commercial banks in Nairobi to use shopping malls as extensions of bank 

branch network is significant at the 5 percent significance.   

Table 4.6: ANOVA 

Model Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 5.976 4 1.494 16.377 .000a 

Residual 3.466 38 .091   

Total 9.442 42    

Source: (Reseacher 2016) 

a. Predictors: (Constant), strategic reasons leading commercial banks in Nairobi to use 

shopping malls as extensions of bank branch network 

b. Dependent Variable: effectiveness of the extension. 

ANOVA findings (P- value of 0.000) in Table 4.6 show that there is correlation between 

the predictor’s variable (strategic reasons leading commercial banks in Nairobi to use 

shopping malls as extensions of bank branch network) and response variable (effectiveness 

of the extension). An F ratio is calculated to signify the variance between the groups, 
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divided by the variance within the groups. A large F ratio is an indication that there is more 

variability between the groups (caused by the independent variable) than there is within 

each group, referred to as the error term. A significant F test suggests that we can reject the 

null hypothesis which states that the population means are equal.  

Table 4.7: Coefficients of Determination 

Source: (Reseacher 2016) 

The P value is 0.000 which is less than 0.005 significance level. 

a. Dependent Variable:  Reasons for extension 

The established multiple linear regression equation becomes: 

Y = 6.165+ 0.348X1 + 0.436X2 + 0.286X3  

The study found that there are strategic reasons leading commercial banks in Nairobi to 

use shopping malls as extensions of bank branch network 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 6.165 .705  8.746 .000 

 

Bank management changes 

 

.348 

 

.081 

 

.489 

 

4.289 

 

.000 

 

Change in banking roles 

 

.436 

 

.084 

 

.635 

 

5.187 

 

.000 

Need to increase customer base .286 .084 -.396 -.420 .002 
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The findings in Table 4.7 indicated that implementation process effectiveness would be 

at 6.165 holding best that strategic reasons leading commercial banks in Nairobi to use 

shopping malls as extensions of bank branch network which are bank management 

changes, change in bank roles and need to increase customer base are constant at zero. 

The study established that there are strategic reasons leading to commercial banks in 

Nairobi to use shopping malls as extensions of bank branch network (r= .755, 

p=0.001<0.05). 
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CHAPTER FIVE 

 SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction  

This study was carried out on strategic reasons leading commercial banks to establish 

branch network in the shopping malls and the challenges they face to establish those 

networks. This chapter will give an overview of the findings, conclusions as given by the 

study and recommendations. 

5.2 Summary of findings 

The study was to determine the strategic reasons leading commercial banks to extend 

branch network to the shopping malls and challenges faced by commercial banks in 

establishing branch networks at the shopping malls in Nairobi. The study revealed that 

the strategic reasons for commercial banks to extend branch network to shopping  are; 

increased number of deposit accounts, increased number of customer base and market 

share, increase of bank deposits, increased revenues, established corporate image, 

maintaining existing customers, developing confidence of the customers, increase 

shareholder value, growth of its balance sheet, increase shareholder base, building a 

stronger brand name, presence of virgin market in the shopping malls, to be in line with 

its vision, maintain their position of being the largest branch network and enhance 

competitiveness in the banking industry. 

Others strategic reasons include: to counter stiff competition in the banking industry, due 

to increased number of potential customers, positive growth potential, number of firms in 

the mall, financial indicators and increase accessibility. 
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From the study it was found that technological changes and regulatory innovations have 

limited banking institutions’ opening branches in shopping malls to deliver financial 

services. A new technology means addition of costs that reduces the profits by these 

banks making the extensions limited. In the present customer experience is what matters 

making the banks to receive extensive pressure in order to deliver the level of service that 

clients want in regards to technology.  

Banks and financial institutions are still making low returns on investment and equity 

despite the many reports about banking profitability. There is increased competition from 

other banks that use technology based systems to give financial services. The rise of 

changes in technology is changing the way traditional banking was carried out. This 

poses a big challenge for traditional banks since they are not able to fit easily and fast to 

the changes in technology, operations, culture, and other aspects of the industry.  

Regulatory necessities continue to rise therefore banks use part of their discretionary 

budget on being compliant, and developing technology systems and processes to keep up 

with the rising necessities. This limits the number of branches in the shopping malls. 

5.3 Conclusion 

The study therefore concludes that bank management, changing in bank roles, total 

number of deposits, average deposit value, shareholders’ equity and value of outstanding 

loans influence branch network as it strives to extend its branches in shopping malls. 

The study also concludes that technology changes, high operating costs, complex legal 

framework, and rivalry between banks have continued to hinder extension by banks to 

shopping malls. Therefore dynamic financial environment leads to new challenges for 
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bank management, regulatory and supervisory authorities. The main challenges come 

with the increase in cross-border transactions which are having lower transactional 

charges, ease in carrying out banking activities  and use of advanced technologies which 

are been used to offer alternative banking channels with the required security. All these 

challenges have great influence on extending branch network to shopping malls.  

5.4 Recommendations 

The findings of the study shows that banks need to consider the factors that lead to the 

extension of bank branches to the shopping malls. It is therefore recommended that banks 

counter the challenges they face to overcome the hindrance in extending branches to 

shopping malls.  

The study recommends that banking sector should engage in proper focus on right 

practice in line with these findings and develop a significant approach of addressing them 

to ensure compliance with all relevant guideline. They must address the issue of taping 

new markets, increasing customer base and challenges due in extending branch network 

to increase customer base. 

5.5 Suggestions for Further Studies 

This study did not exhaust every aspect and therefore it is suggested that another study be 

done on how expansion of alternatives banking channels has limited banks opening 

branches in shopping malls. 

Further research should be conducted in other business units to ascertain whether these 

findings are universal. The same study can be carried out in a different industry to verify 

whether the findings of this study will remain true in a different context. 
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APPENDICES 

 

APPENDIX I: INTRODUCTORY LETTER 

                                                                                                       ANN NGINA MAWEU 

                                                                                                        P.O BOX 62000-00200, 

                                                                                  NAIROBI- KENYA. 

                                                                                  25THAUG 2016. 

To all respondents, 

Dear respondents, 

RE: RESEARCH DATA COLLECTION 

I am a Masters student at The University of Nairobi. I am very glad that you are my 

respondent for this study. The purpose of this questionnaire is to obtain your opinion and 

views to be included among others in the study about “Strategic reasons why 

commercial banks in Nairobi are using shopping malls as extensions of bank branch 

network’. This research is one of the requirements leading to an Award of Master’s 

degree on business administration. It is hence an academic research and will not be used 

for any other purpose other than academic. Your cooperation will be highly appreciated. 

Thank you. 

ANN NGINA MAWEU 

D61/63376/2011 
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APPENDIX II: QUESTIONNAIRES 

Section A: Organizational Demographics 

1) Name of your bank __________________________________________ 

2) Physical address of head office _________________________________ 

3) Name your department  __________________________________________ 

4) Number of branches located in the shopping malls [ ]   

5) Please indicate the branch customer base in the shopping malls by ticking any of 

the categories below.  

Less than 1000    [ ]   

Between 1001 and 5000   [ ] 

Between 5001 and 10000   [ ]   

Above 10,001     [ ] 

Section B: Factors that influence branch network  

6) Has the Bank Management articulated a vision for the organization?  

YES ☐ NO ☐ 

If Yes, Is the vision relevant in the current branch operations?  

YES ☐ NO ☐ 

7) Will the role of the branch change and be less dependent on transactions? 

YES ☐ NO ☐ 

If YES, what are the changes? 
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 __________________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

 

8) Do bank customers still seem to have a strong affinity to branches?  

YES ☐ NO ☐ 

9) Will the branch of the future be an exercise in innovation that must be 

competitive, game-changing and ultimately profitable?   

YES ☐ NO ☐ 

10) Do customers choose your bank because they have a branch near them?  

YES ☐ NO ☐ 

11) Is the branch a preferred banking channel for your customers? 

YES ☐ NO ☐ 

12) In you view do you think brank networks in the shopping malls remain relevant 

with the current alternative banking channels 

 YES ☐ NO ☐ 

If YES, why? 

__________________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

13) How do the following factors influence branch network in you bank?   

Where 5- Strongly agree, 4-Agree, 3-Neutral, 2-Disagree and 1-Strongly disagree     

(Tick as appropriate) 
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Factors  Use the key above 

1 2 3 4 5 

Number of deposit accounts ☐ ☐ ☐ ☐ ☐ 

Average value of deposits ☐ ☐ ☐ ☐ ☐ 

Total number of loans outstanding ☐ ☐ ☐ ☐ ☐ 

Total assets ☐ ☐ ☐ ☐ ☐ 

Shareholders’/members’ equity ☐ ☐ ☐ ☐ ☐ 

Total value of loans outstanding ☐ ☐ ☐ ☐ ☐ 

 

14) To what extend are the following reasons influential when opening branches in 

the shopping malls. 

NOTE: 1 = Not at all, 2 = little extent, 3 = Moderate extent, 4 = great extent, 5 = very 

great extent 

Reasons Use the key above 

1 2 3 4 5 

Competition ☐ ☐ ☐ ☐ ☐ 

Number of potential customers ☐ ☐ ☐ ☐ ☐ 

Growth potential ☐ ☐ ☐ ☐ ☐ 

Number of firms in the mall ☐ ☐ ☐ ☐ ☐ 

Financial indicators ☐ ☐ ☐ ☐ ☐ 

Accessibility ☐ ☐ ☐ ☐ ☐ 
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Cost of establishing a new branch ☐ ☐ ☐ ☐ ☐ 

Customer convenience ☐ ☐ ☐ ☐ ☐ 

Familiarity ☐ ☐ ☐ ☐ ☐ 

Risk diversification ☐ ☐ ☐ ☐ ☐ 

  

Other strategic reasons (please name them) 

………………………………………………………………………………………………

………………………………………………………………………………………………

……………… 

Section C: Challenges faced by banks in extending branch networks  

15) In your view to what extent are these challenges faced by your bank in extending 

branch network to shopping malls? 

    (Please tick the relevant box for each) 

NOTE: 1 = Not at all, 2 = little extent, 3 = Moderate extent, 4 = Great extent, 5 = 

Very great exten 

Challenges faced by your bank Use the key above 

1 2 3 4 5 

Technology ☐ ☐ ☐ ☐ ☐ 

Operating Cost ☐ ☐ ☐ ☐ ☐ 

Structural Challenge ☐ ☐ ☐ ☐ ☐ 
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Government Regulations ☐ ☐ ☐ ☐ ☐ 

Security ☐ ☐ ☐ ☐ ☐ 

Competition in the industry ☐ ☐ ☐ ☐ ☐ 

Extended  operating Hours ☐ ☐ ☐ ☐ ☐ 

Political and legal environment  ☐ ☐ ☐ ☐ ☐ 

Economic environment  ☐ ☐ ☐ ☐ ☐ 

Global environment  ☐ ☐ ☐ ☐ ☐ 

Entry new banks in the market  ☐ ☐ ☐ ☐ ☐ 

Bargaining power of customers  ☐ ☐ ☐ ☐ ☐ 

Rivalry among banks  ☐ ☐ ☐ ☐ ☐ 

Our bank structure  ☐ ☐ ☐ ☐ ☐ 

Our bank culture  ☐ ☐ ☐ ☐ ☐ 

Our bank ownership  ☐ ☐ ☐ ☐ ☐ 

   

Other challenges faced by your bank (please name them) 

……………………………………………………………………………………………… 

             

                                            

  Thank you for taking part in the survey.  
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APPENDIX II:  LIST  OF COMMERCIAL BANKS WITH BRANCH 

NETWORKS WITHIN SHOPPING MALLS IN NAIROBI 

1. Standard Chartered Bank  

2.       Kenya Commercial Bank  

3.       Commercial Bank Of Africa  

4. Co-Operative Bank  

5. National Bank Of Kenya  

6. Oriental Commercial Bank  

7. Bank Of Africa Kenya  

8. Barclays Bank Limited  

9. National Industrial Credit Bank  

10. Diamond Trust Bank  

11. CfC Stanbic Holdings Limited  
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