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ABSTRACT 

lt i. in il.\bl • th.u t)r ani1'.at ions have to adopt speedily changing market conditions in 

otd 1 t , ·u .t.1in th ·ir existence. fmproving an innovative management manner is also 

1 quu \.1 r thi adaptation. Pursuing new technologies, trends, and adopting 

tm r em en has become the major rule of the competitiveness. Business entities in the 

current operating environment are under intense pressure to change on how its products, 

process, service delivery to customers and generaJly the way of doing business are done. 

These changes will at least assure the organization of its sustenance in both short and 

long term. 

The objective of the research project was to determine the application of innovation 

strategies in Airtel Kenya. The research design used was a case study of the company 

where an in depth personal interviews with the top and middle level manager in the 

organization was undertaken. The data collection tool wa an interview guide. ntent 

analysis was used to analyze the qualitative primary data which had 

conducting interview and econdary inti rm ti n fr m the rganizati n. 
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The study al m de nmnh r of recommendations which Airtel Kenya should adopt to 

remain m riti ~.;, in th' market. This recommendation included the organization 

all > 1tiu fll( n fl < ur cs to advertising and business development departments of the 

n. ln addition, the organization should endeavor to recruit more staff to 

c mpctitivcness. 

o there are limitations which were highlighted by the researcher where scope and 

depth of the study was limited by time factor and financial resource constraints and 

unwillingness by respondents to give researcher enough time. The researcher came up 

' ith suggestions for further research .Future research might seek the views of multiple 

organization members to reduce the potential for common method variance. It might also 

consider how innovation as newness is related to performance and other internal and 

external factors .It should seek to find out if there is a price to pay for being inn vative. It 

is very important to find out if there is relationship between any of the growth innovati n 

strategies and its related outcomes in tenns of market hare gr wth and whi h 

ritical to achieving an efficient and measurable gr wth f mark t har . 
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llAPTER ONE: INTRODUCTION 

1.1 Background ( f tht: Stud 

lnnov tti m ·t .It~ m .1n business or industry involves aligning your product Jifecycle in 

• 1111 m mth our various research and development activities, An innovation 

used for both physical products or services, however new ideas should 

· me fr m all departments and should feed back into the research and development 

group ' 'hether directly or indirectly using whatever type of idea the company uses. It is 

observed that innovation exist between strategies which are key to the good performance 

of any business or industry (Johnson and Scholes, 1997). 

Business growth strategies can inform idea creation by focusing staff upon certain area 

of particular interest. As a result new ideas could be created to I ok into ways f 

incorporating the ability to apply the effective innovation trategy. It hould be noted that 

when applying innovation strategic there should be con tant stream f inft rmati n and 

ideas between the re arch and d vel pment clcm nt of the c mpany. 1 hi tudy \ ill 

take int c n ·iderati n all innovati n pplied t Airt I Kenya nnd m' th 

int mal and e. t mal f: t rs ting i pli ati n. 

l.l.l nc pt fInn ti n 

Inn riti 1l r utrcm nt l r tl ~rm lh nd pr )fit bilit ul 

tin m mp titi 

t r in 
. 
m• 



Innovation i a m r mpk:. than just intervention. It involves the conversion of new 

knowledg im • pr du t pn) css or scrvi.ce. One of the ways to achieving growth and 

u t tiuin • 1 ·rt 'ttll.lt\( i: to encourage and foster innovative practices and creativity 

int "' tlh "1tl in th institution. Jn additional the organizational structures and culture 

mu 'l ·up rt the innovative practices for them to translate to commercialization 

dg n 2 l ). In numerous fields, something new must be majorly different to be 

inno ati e not an insignificant change. The main aim of innovation is positive change, to 

make something or someone better. Innovation resulting in increased productivity is the 

basic source of increased wealth in an economy. Innovation is a vague concept, attracting 

conflicting and often multiple definitions, and transmitting different things to different 

individuals both in the literature and in institution Luecke et al (2003). Storey (1998) 

proposes that the conceptualizations about the meaning of innovation, is clo ely 

engrossed with what it is for, since, obviously it is not an end in i elf. 

A further cl ification of innovation i a management r rgani7 ti nnl pr 

torey and • ingwood 19 8 pr that lik many u in 

m ment pr s th t r quire rut c a t t and di iplinc. lnno ti n t picall 

m c ti it) but i n t id nti · I t it: inn ti( n in ol tin 1 n th ·n.:, ti 

rn nd in th~. d m in in ' hi h th 

mn ti n ith r llh\: ~.:.,s . 

ti 
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innovation; th first b tk c. s. ry but not sufficient condition for the second (Johnson and 

cholcs, 1 9, . 

in any business or industry involves aligning the product life cycles 

m with their various research and development activities. Oke (200 1) 

ited that the first stage in formulating an innovation strategy is to describe what 

inno~ation means to the institution or the focus areas in terms of innovation. By 

comprehending the drivers of innovation needs, a company can expand its focus areas for 

inno ation. The significance of having an obviously defined innovation strategy directing 

the innovation process was documented by Griffin (1997). The innovation strategy 

should specify how the significance of innovation will be communicated to all the 

employees to attain their buy-in and must openly reflect the significance that 

management places on innovation and the alignment to overall bu ines tratcgy 

ooper, cott and Kleinschmidt, 2002). 

1.1.2 Innovation and trat inkag 

If thing didn't chang , th n y ur c mpany uld k p n d in d n· 

and thcr w uld n n d r tnn uti n. If mark \\en: sl bl 

p mpctit didn't rn up -. ith n ,., pr du l md it 

t hn U1 n uld II ju in did 

I ut 



customers are mpl t 1 · fi kl and competitors are aggressively targeting your share of 

the pie. ' l h t thttt i. n d to manage with the realities of change in mind. 

n how best to prepare future markets and the actions relate to 

innovation mindset. So there is a need to practice innovation as a vital 

·t f corporate or organization strategy. In order to survive and to lead in the market, 

innovation is essential to company's strategy. 

1.1.3 Telecommunication industry in Kenya 

Telecommunication is the transmission of information, over significant distances, for the 

purpose of communication. In earlier times, telecommunications involved the use of 

visual signals, such as beacons, smoke, semaphore telegraphs, signal flags, and optical 

heliographs, or audio messages via coded drumbeats, lung-blown hom , or sent by loud 

\\histles, for example. In the modern age of electricity and electr nic · 

telecommunications now also include the u e of ele trical device uch a telegraph , 

tel phone and teletype , the u e of radio and microwave c mmuni ti n · · well u 

fiber ptic and their 

Internet. 

I r tl pa d 

iated el ctr nic plu th u 
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h 1\ 

irt I in 



services , a wid r 'e nd b Iter pricing. The only dominance that Celtel has been 

able to m inc. in 't'f ;ll. ri ( m hus been over its corporate clients who are more focused 

on qu tlil ' lh.1n f ( r ulurit . Orange the new market entrant seems to be making more 

h 1 h' 1 iu turin the Kenyan Market achieving its 1,000,000 millionth customer 

within i l m nth· by the implementation of a marketing strategy that is appealing as 

well prO\ i ion of quality services to clients. Orange's strategy has worked so well that 

it has made Safaricom jittery to the point that it is responding to Orange and their 

advertising campaign and has also led to the latest entrant Yu replicating its penetration 

strategy. 

1.1.4 Airtel Kenya 

Airtel is the World's fifth largest mobile operator with 180 million customers. Airtel 

brand replaced Zain in October 2010. In terms of network coverage, Airtel i currently 

number 1 in 10 countries in Africa, and there are, on average 2-3 telec m pcrat r in a 

country. In the continent, Airtel i number 2 after M , and c vcr a p pulati n f 45 

milli n. arli r on, a pric war had characterized Kenya' mobile c mmuni · ti n. 

market in 2 8 t date, foil v ing th market ntry f th • third nd [! urth net\ l rk 

. net Wire! s Kenya K in which Indi ' L ar quir d tak , an 'l lk m 

'eny und r the ran ' ·ith it new m ~ )fity r, Jor,m c ' I de ( m. 

t. II in ' 

min' 

· m. ith 



Airtel is adopting a 1 ' • t mod I like its Indian parent Bharti and is increasingly opting 

to out ourct: n n ft; t u.'in ss but saw it hard over its network functions to Nokia, 

u~t< m ·r. ar and information technology. Airtel sparked a price war 

I 1 ·t ' 1 "' n il Ia h d its tariff's by filly percent prompting its rivals to follow suite in 

wh u h ut u ribcrs monthly budgets by half and slowed the industry's profitability. 

1. R earch Problem 

The ignificance of having an evidently defined new innovation strategy directing the 

mno ation process was recognized by Cooper (2003). Innovation strategy gives a clear 

bearing and concentrates the effort of the entire institution on a common innovation goal. 

According to Shepard and Green (2003) strategic management in the telecommunication 

sector demand that the institutions should have effective systems in place to offset 

unpredictable events that can maintain their operations and reduce the risks implicated 

through innovations. Roehm and temthal(2001) study al o reports that the management 

of high performing companies was tangibly and vi ibly d di ated t new pr duct 

development and unequi ocaJiy ~ rrnulated and c mmunicated th in tituti n' n w 

product d el pment trat g_ . 

ordin oopcr tt and Kl in tnn ati r m r 

tr n n-inn ' ti p~:rh. p du t ) 
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observes that ·st m ti c luntion rarely occurs within organizations. Maldng causal 

l\\ccn tnH:-.tm nt in innovation, and future management performance and 

i c tr·mclydiflicult. 

( mmuni .. i n innovation, practice both incremental and radical innovation. In 

the period of incremental innovation, are interspersed when necessary with radical 

and transformational change. Despite the competitive environment that network providers 

in Kenya are operating in, they have consistently experienced trajectory growth in terms 

of branch net work, number of customer and asset base. It is therefore expected that for 

them to thrive in this competitive environment they must have adopted Innovative 

strategies to respond and adapt to the changes and challenges in their operating 

environment. 

Locally, Gitonga (2003) did a tudy on inno ation pr cs e and the p r iv d r I f the 

E in the telecommunicati n sector. dhiamb carried ut r ' arch n th 

mn ation stratcgie at th tand rd hart r d Bank. f the tudie hu r 

th pplic ti n f mn ati n trnt n p r mlatl r the 

mmuni ti n indu try in K n 'l hi is d 

in u try n ironrn nt h n n ir H\lll nl 

in th 

m t ut .ul 

n i in in l. h i 



in thi light th t the Tt;st;, r ha Sl 'ks to answer the question, what innovation strategies 

doe. its performance? 

'I hi bjcctivcs. 'I hese are; 

. 
t . determine the innovation strategies adopted by Airtel Kenya Ltd 

.. 
II . o determine factors that influence the innovation strategies adopted by Airtel 

Kenya Ltd 

1.4 Value of the Study 

This study is important to the companies in the mobile phone industry as they will be able 

to know for certain what environmental factors play a bigger role in shaping their 

operations. Also it will show how they affect performance in mobile indu try and what 

strategies to use in order to remain competitive. The re ults of this study will al o b 

invaluable to researchers and cholar , as it will form a basis fl r further re carch. Th 

students and academi s will u e thi tudy as a ba i for di n the c mp titi e 

trategic adopted by cellular ph ne c mpanie in Kenya. 

c indu re ul t r the mmuni mmi un Ken \ ill li ) find th 

ult thi tud cry In luuhl it will hl to nuin 

titi nd th mn tion 

ti . indi d t II\ 

in u m1 ll . 



HAPTER TWO: LITERATURE REVIEW 

2.11ntrotlu ·tion 

'lhi h 1pt ., unun.1ri1. th inl(>rmation from the available literature in the same field of 

had • lh tfi ar as covered here arc theoretical review, conceptual framework, 

prl lu l inn ati n, market innovation, process innovation, technology innovation, 

ritiqu fthe existing literature. chapter summary and research gaps . 

... .2 Inno ation strategy 

Inno ation has been conceptualized in a variety of ways in the literature (Kim and 

Mauborgne, 1999). It has been considered as a process, a result, or both, and different 

types of innovation have been distinguished. Daman pour (1996) definition broache the e 

different issues. According to this author innovation is the adoption of an idea r 

behavior, which could be a system, policy, program, device, proce , product or ervicc 

that is new to the adopting organization. Wheelwright and lark ( 1992) uggc ts that 

effective innovation must involve all area of an organizati n with the potential t afli ct 

every di cipline and proce · . Inn vation can be tran fi rrnati nal, radical r incrcm nta\ 

de ndin' on the effect and natur of th chang . ugg . t that inn utions 

do not ha to be brcakthrou 'h r paradigm hifling h ' r Kim and 

m intnin th tor nization hould ri-. r innm th ns. 

R mn t th th mn ,. til n 
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the capability to inn caster lo t than it is to acquire. Furthermore, the 

implement ttion H innl .11 i<)n st rnt '£il!:S requires a supportive organizational structure. 

1~ H'r {l 1 1 (>) and Tidd, Bcssant and Pavitt (200 1) an organization structure 

ruu t h tc upport innovation strategies. This structural issue is important in 

11 'tm Hi n ' here a manager may have an all pervasive jnfluence (Choueke and 

rm tli ng, 1998). Tidd (200 1) suggests that the most innovative organizations tend to be 

tl10 e that develop the most suitable fit between structure, operating contingencies and 

11exibility. 

2.2.1 Innovation Strategies and Performance 

Innovations can be characterized as incremental/radical, first mover/late mover and 

imitative/inventive. The three categories are not mutually exclusive. However, each p int 

to a different feature of innovation and reveals insights not found a readily in th thcr 

two (Berry. 2000). Business is not about lo king at hi torical figure , n r ab ut taking 

omfon from an attractive financial tatcment. It is about idcntif ing the ustainabilit of 

th r venue tr am , the I ng-term c mp titivcn of th ~ mpan ' pr du ts and 

under tandin \\hen.: C\iCI) p nn. , c and making sure that it is addirw .tluc nrri , 

2 R. 
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to flourish in p ak l r~ .mi1:1tion eventually leads to repeated power struggles and 

culture clash·~, '' li ·h nwmh~. rs l)r 1 h~ mainstream organization invariably win. Interest 

irt th ·mu s tt nd · to h cy ·Ileal. 

tor n m hm1 in Kenya, information and communication technology is viewed as 

l Jtentiall ' capable of helping achieve innovative strategy. The high rate at which 

organizations are buying mobile phones, computer hardware and sofiwarc as well as 

u ing the Internet for information and communication i evidence of the increasing 

awareness of information and communication technology in the Kenyan market. The 

business benefits of using information and commumcat10n technology include cfiicicncy 

and attainment of increased returns. 

Porter (19 0) emphasized the use of technology to empower the tirm' capabilities. H 

argued that technology would enable the firm t exc I in th c mp t1tt n. Firm ar' 

r gardcd a a vanguard in th~.: u of in~ rmati n and communicati n te~. hn )l g 

B bako a 200 . In th c nt . t f net\! rk pro id r:-;, th • • d an em nt in t hnol ) , 

p nt new pp rtunity to im r.' t ~.: qu lity in r sp n to ·olatil 

nt n ch n •in ( m1 Hldit i( n . t th mn I d ap.u t It )I\\ ,\d{ pt in • 

Ul l \ th 
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2.2.3 Product Inno ·a t ion. 

lt is not nou h 1 .1 llll ~llll:llll~ in rroduct innovation for its own sake - what some 

.1 "innollation" (Meyer 1996). lt is important to delineate just what 

rc to be improved or radically changed. For this purpose, analysts have 

ccn "core" product features and help provided in evaluating, buying 

Hi u ing the core product. I he amount of help or support provided will depend on the 

n of particular customers. An appropriate premium price can normally be charged for 

upport. upport provides a potentially profitable lever for gaining competitive 

ad antage. It enables a supplier to sell the same core product to different customer groups 

as different offerings (Storey 1998). Different terminologies have been used to categorize 

and describe product development. Cooper et al (2002) for example, embrace two 

distinct activities: old product development, which involve updating and improving 

existing products, and new product development, which mv lve a great r d grc f 

inno ational challen • 

\c rding t dhiamb 2 a pr du t an • di r ntiat d in ari us ways lnu ual 

cu t mer rvi c.: rapid pre duct innO\ ati n 

t·ltus dil 

r nti 1ti n 



strongly attached t th s~.: H1l:orpnrat ·d attributes and this allows the firm to: charge a 

premium pti ~ r i1 Jll dnct , h 'n0 1it from more sales as more buyers choosing the 

'omc attaduxl to the differentiating features resulting in 

111 t it bmnd. 

lnrk t Jnno ations 

lark t inno ation is concerned with improving the mtx of target markets and how 

hosen marke are best served (Kim and Mauborgne, 1 999). Its purpose is to identify 

better ne\ · potential markets; and better (new) ways to serve target markets. Market 

egmentation, which involves dividing a total potential market into smaller more 

manageable parts, is critically important if the aim is to develop the profitability of a 

business to the full. Incomplete market segmentation will result in a less than optimal mix 

of target markets. meaning that revenue , which might have been earned, arc mi read . 

'l he market in which an enterpri e offer~ i pr duct can b a predi tor f the ect f 

inn ative a tivitie:s. tr ngth and w ak.ne of compdit r , d m< nus rni d b 

c nsumcr:-; 1 gal r ulation ·, a " ell gi al, h alth and other .·t· ndards. molL ''' 

ntcrpri to dcYclop produ l takin , into . unt the situ. ti n in parti uhu m. rk t. 

rt l t n lind th h IVin , t( mod if th ir products dd (ll\ t\ 

n t nly hk , ut tan in \ u in .m 

but nt r th 1 in th tnd h m.tin in it . 

n tlt th iti 



and health a ped , ~ ' dl .1s towards complying with legal standards and various 

regulation . 

l'rut· · "In no Mir)n, 

quality function deployment and business proce 

n ( umming, 1998). 1t is a type of innovation, which is not easy, but its 

puq n w \ ell understood. An efficient supplier who keeps working on productivity 

gam can expect, over time, to develop products that offer the same performance at a 

lo\\er cost. Such cost reductions may, or may not, be passed on to customers in the form 

of lower prices. Process innovation is important in both the supply of the core pr duct a 

well as in the support part of any offer. Both components of an offer require quality 

standards to be met and maintained . 

In the case ot services, which by their very nature rely on per onal intera ti n to achie\>c 

rcsul . the management of pr innovation is a particular! 

ton.: . 19 8). Implementing and d v I ping the inno , tion pr ncr , to 

over m~.: th r si. tanc hangc. '1 h refore, it i · cnt ial that 1 tc na and committed 

the nt:r v to ov~.:r me thi 1orcov r, c:i tin • man,\ •c r 

10 ret th r l) r 1tmiz 1ti ns in t •.ud 
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CH P .R THRKR: RESEAR H METHODOLOGY 

3.1 lntrodu ion 

'I hi ut '.11 i( u Ia ' ·s and phases that will be followed in completing the 

blu pt int lor the collection, measurement and analysis of data. This 

an ( cmll chcmc, plan or structure conceived to aid the researcher in 

the rai cd rc carch question. In this stage, most decisions about how re carch 

\\ill be e. ecuted and how respondents will be approached, as well as when, where and 

ho" the research will be completed. Therefore in this section the re earch identified the 

procedures and techniques that was used in the collection, proce sing and analysi f 

data. pecificall} the following subsections are included; research de ign, data collecti n 

and finally data analysis. 

3.2 R earcb De ign 

rc carch de ign is a program that guide the invc tigat r in the pr c r c llc tin 1 , 

analyzing and intcrpr ting ob crvati n ha a and athmia , 2005). It nllm . 

infcrenc con rning cau I rei ti n and dctinc th d )main f •en ralisabilit . 'I his - . 

ch utiliz I a c ~.:: tud d ~.:ral w '· s of doin' rl:s~.:ur·h 

h th r ( ial r It is ~Ul int ns1 tud ol 1 sin 1\ 

r up in id nt r mmunit 

nin tion t 1 in 
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infonnation and rep rtin the r snlls. This study involved qualitative evidence. As a 

. •. inlll '' shnrp 'n 'cl understanding of innovation strategies applied 

by itt ·1 K '· t uhl t,1 tors that influence those innovation strategies.According to 

hand! r(2003),thc case study places more emphasis on full contextual 

nditions or events thus enabling intensive study of the social units. 

tu ' a very appropriate for this study as it allowed a detailed investigation of a 

ingle subject. 

3.3 Data Collection 

The researcher used primary data obtained through in depth personal interviews with six 

top management team. A questionnaire personally administered by the researcher wa 

used as interview guide during data collection. The interviews involved the interviewer 

asking questions to one respondent in a face to face situation. Primary data wa collected 

u ing self-administered interview guides. The re earcher help d the re p ndent t 

und r tand que. tion " hene er difficulties arose .Top and middl taff inv l t:..d in the 

pr f planning, d vel pm nt, man ement and implcm ntati n r trat 1 ·s ,, c 

infi nnatio~ . 
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personal intervi \\ ·u lik.d to provid~ the best means for gaining greater insight and 

I hl1 111l 

IUU \UIU t 

)nl nt anal 

tu. I 1 ll)hk m p~rtin~ntlo objective of research. 

1 nnal 7cd by usc of content analysis. The information was analyzed 

d tcrminc their usefulness, consistency, credibility and adequacy. The 

technique was used because it assists in making inferences by 

-~"tcmatically and objectively identifying specific messages and then relating them with 

their occurrence trends. The analyzed data sought to establish the extent of the impact [ 

inno ation on the performance ofthe Airtel Kenya, identified if the company has attained 

the goals of innovation. The content analysis was used to analy?e the respondent ' views 

about the application of innovation strategy at Airtel Kenya. imilar studie in the pa t 

li ·e those done by Kandie (200 1) in his study, strategic rc pon es by 'I elk m Kenya Ltd 

in a competitive envir nment u ed thi technique f c ntent analy is t an< ly ·e d ta 

ollc t d from their en e tud . 

Data a or aniz~d for analy i thr u •h r din, th an wcr •i en b. r sp ndcnts in an 

c t rt t or rro \\hich m y h v uccum.:d dmin • d It 1 

n~ 1 r bl m id nti 1 pn pri H .'l h 1 c .tr h 1 
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CIIAPT R 0 R: DA A ANAl.¥, lS, RESULTS AND DISCUSSION 

4.1 I ntrod u ·ti '" 

' I hl· obi · ti , I th . tod were to determine lhe innovation strategies and factors that 

inllu ·n ~ lh 11111 \ ati n tratcgics adopted by Airtel Kenya limited. This chapter presents 

th ·data anal) ~j , results and discussion of the same. The interviewees comprised the top 

and middle level managers of Airtel ltd with a bias in those staff engaged in the 

development of new products and recruitment of the staff engaged in the process. In total, 

the researcher interviewed six respondents, all of whom had been earmarked to be 

interviewed. 

4.2 Innovation strategies Adopted by Airtel Kenya 

An inno ative firm is generally distinguished in its abili ty to inn vate, initiate change, 

and rapidly react to change flexibly and adroitly. A firm pursuing an inn vntt n-ba ·cd 

trategy accumulate ific capabil itie , which di ti ngui h the firm fr m it c mp tito rs 

nd en ble it to fa the ariability of the environment. Ilene . it is impcrati e th t lor a 

mn to bl: u tainnblc in th urr nt nyan omp titi e murk t, and m )r so a 
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In addition, the ne d f ustt mer~ ha " been changing at the same time and to meet 

the c exp~:ctati Ih, m ih: 1 r()\ td~ rs ar' r ·inventing themselves into a flexible dynamic 

uk ot •mtiz lli 111 l I lilt ~ nd and IIJcicnl, low cost processor at the back. 

ltl I nl in i ted that the financial resources was crucial for any organization to 

h' m titi and they highlighted the financial position of the company as the most 

tm~ rtant fa tor for adoption of an innovation strategy. They highlighted that failure by 

the c mpan~ to compete effectively previously with the other mobile c mpanies was 

brought by resource constraint which hinders its innovations, however currently a large 

part of the company's budget has been assigned to innovation planned m the strategic 

goal plans and some to the unpredictable environmental changes. Although the company 

innovated the mobile money transfer service, it comes late when other c mpanic · had 

launched their until the roll out had been d n . 

In turbulent en ir nment where change an happen at any level in an dimension, a 

ri id tru tur an n:pn.: ~.:nt a m ~or handicap in the qu\: t lor urvi al. Sur i a\ an t. k 

pi nl 'with Ut • 1\ ~ urvt al rcttuires that stm tur ,_ 

ith th nm nt. ln irt 1 K ny th Ill lh It it 
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activities of the organiz. tiL n . ~ it allnwul th~ participation of all employees and training 

in order to b· inn vtth .lllllnsutilll thnt th~r~ wa· a clear structure of the roles to be 

m It ll', 'I h r ·spond~nls highlighted that their company develops 

11 ·ui tthl n tru tur , op~raling contingencies and flexibility thus being 

itu ulV tl iv • 

l h • re nden indicated that Airtel Kenya has realized that innovation is an essential 

c nditi n of the organizations progress and a critical element in the competitive truggle 

of the enterprises. The respondents did indicate that the company's management has 

alwa)s tried to continuously foster and maintain an innovation culture as a t p strategic 

priority, where all the employees are provided with incentives to be innovative in the 

work process. The business developments manager observed that ' with the b nefit · that 

a mpan~ true inno ation, there simply i not a time when inn ation hould n t be at 

th t p of enior management' "t -d ' li ·t'. 'I hi thcreti r rein( rc d the s riousncss in 

p 

hi h th comp ny mana lCment t kt= the inn ation procc s. '1 ht= n.: carchcr idcntilicd 

ur main t p of inno ation that tak pia· at irt I Ken a as Pr du ·t inn ) ation, 

mn 11111 d or niz tion tl innov ti m. 
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A product innovation i · the intrl luction or a good or service that is new or significantly 

improved with rc p · t t h.lt.ll'tnisti ·s or intended u ·es. The respondents observed 

that th · • i111pw' m m 111 1:1 l. th~. form of technical specifications, new components 

u 

ut d oltwarc, user friendliness or other functional characteristics. 

n utilize new knowledge or technologies, or can be based on new 

mbinati ns of existing knowledge or technologies. The company has 

undertaken a deliberate step to reshape its product innovation to suit the needs and 

·uitubilit~ of the market. The business development team develops all the products after 

market re earch which helps in identifying the opportunities existing in the market and 

hm, the arne can be exploited to meet the requirement of the market and al o boa<;t the 

income of the organization. According to the re pondents, the above process has enabled 

the organization to build a current product range of over eighteen products. The product 

mix de eloped o far ha helped the organizati n t remain th e ond with a current 

m rk t hare of 16% of the total ub cribcr in Ken a V tth this support, the firm hn • 
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have enough credit for th . m~ ~ ith th u to me service, one subscriber can sent 

airtime from 011 ph 

product 11 tbl 

hi /ltc1 pltllll II 

. tllthd phon, l'nr free. On the other hand Koba kredo 

to I ~ - advan ·etl credit:; to be paid when the person loads 

pre duct · have hecn received positively in the market as is 

I \)run )rg niz ti n to have a successful business strategy, human resource funct ion mu t 

e a ke_ c mp nent. Employee's performance in an organization is directly related with 

the le\ el of -upport and generally welfare activities the organization has put in place . The 

re pondents pointed out that in the case of Airtel Kenya, several measure have been 

made b: the organization to improve the welfare of the staff including maternity and 

paternity leave that has been initiated to give the paren a humble time with the new 

born. It wa pointed out that for the last fi e year ; Airtel Kenya has been able to run the 

\\elln ·s program for employee to en ure that they improve n the w rk life balances. 

l e rc pondent at o pointed out th t the organiz tion ha put in place discussion and 

training program on i ucs aflccting their life such as healthy catin' habits, c ·r •ts s 

lik lllV Ai pid mic . 
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delivery, to increase qualit), r t) produc or deliver new or significantly improved 

products. A low.co t r 1 h..hk rship strat gy is c iTccti vcly implemented when the 

, s .11\d m:1rl< ·L~ a comparable product more efficiently than its 

C(Jt npl"titot . I h linn tthl have access to raw materials or superior proprietary 

t 'l.:hn(JI 1 ~..,. "hi h h lp t 1 wer costs. The respondents concurred that in the case of 

irt ·1. it· blln t increase and maintain its market share has been from the effort it has 

put in updating and modifying its processes of offering the services. The organization 

being a technologically based company and relying majorly on IT is forced by the change 

in technology to also change. The company has been able to achieve the strategy by 

charging the lmvest rate across the networks and at the same time its charges for the hort 

message ervice are among the cheapest. The company at the same time has outsourced 

some of its services like customer care, mast installation and maintenance, security and 

cleaning ervices since they do not have a co t advantage. Whi le striving t stay co t

competiti e i a sound and prudent bu ine s practi c, br akthrough innovnti n is the 

ingl be ·t ' ay t leapfr g mpditi n, mov ahead the indu ·try p· k, and m t 

imp 11 nt. fl:atc nc\\ way to bol ter profit margins and fud future camings stn.:ams. If it 

i d n ri ht inno ti n can b' an or niz ti ns m st p \ rful · mp titi \\ apon. 
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market by the consumers. In tht: , :~.: l)r Airt 'I Kenya, it has been able to increase its 

market share rec ntl thr u h inrh '.lti ll\~~ss through which the firm has received full 

support fiotu th top mm• llllllll of th or 1 ani:~.ation. 

11tl'l K ·m 1 i K n · e nd largc:;t mobile telephone operator and it prides itself at 

b ·ing total mmuni ati n solution provider. Its aim is to become the best company in 

Africa. ln rder to achie e this, a strong focus has been placed on quality of ervicc to its 

cu tomers as ' ell as developing products that meet customer's requirements. The firm 

"ill continue implementing best practices based on the parent company of Airtcl Kenya 

vast international experience. In terms of its business operations, the finn has been able to 

ke p pace ' ith the global mobile telecommunication cenario by having tratcgic 

bu ine s as ociation; associations which add value to the global mobile 

t I ~ommunication initiative and which help m meeting dynamic challenges or the 

modem m bile telecommunication world. 'I hi tratcgic as o iati n with the leaders rn 

m bil t lcphony ha cn:ah.:d a niche in thl: Kl:nyan market toda . 'I hl.!rl.! arc man 

that. Ct; quot~.:d e ·plainin • th' grO\\lh of irtcl but the on· most hi 1hli •htcd is th' 

nd m ti ' ti n f kc.. individual in ludin thl.! nu lity and 

nin ti n lor initi llin • th ' inn ) ation. 
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they are pursuing. The strategi h, \l: hdpc·d th m also to achieve the objectives which 

they also desired to achi v . 

4.3 Fa(·tor. i•lOu ·u ·u, • uu11n .\tiC n ·t at •gics adopted by Airtel Kenya 

DL:spit · th • ~~ · 1t 1 1 th. t ha · been taken by Aittel in developing new products, 

·. r' ni ali nal tructurc as wei I as in its human resource facet, the respondents 

id~ulili d a num er of challenges that faces the organization in implementing these 

mn vation . 

4.3.1 Technological factor 

The respondents pointed out that the rate at which technological change is taking place 

world\ ide, Airtel Kenya has to change its level of technology in conformity with the 

changes in technology that is introduced into the market. They recognized that with the 

number of mobile subs~ribers increasing e ery year it ha become challenging to ke p 

pace and pro ide a system that is free of problem. In orne c s, the cu t m r have 

~,., itnc ed ·y tern failure, cong tion du to high numbt.:r of u tomt.:r \ ho m cd t tht.: 

c mpan ' · n t\ · rk after intr ducing nc' pr uct r sab )tag b oth r mobil 

111p ni . Thi problem h an . n b~ • u c in 1bilit ' f th >p ' ith the hi th 

n ted that at on p >int in tim Hnp,m · 

urrcnt n nin ntinu 
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of business operation at irt l h bt'~:n ch:m•)in ) quite fa t and in some cases brought 

challenges in trying to om \\hh tlk rll.llb, 'lh' respondents did observe that though the 

company ha tr i ·d to, pit · th .1 ,j.,' l quipm •nt with new ones, the replacement cost to 

the or •aniz 1tion h 1 lJ , lm t every year. When new technological innovation is 

int rodm:\.·d. lh · 1lu 1111 hin and equipment arc rendered redundant and hence the need 

lodi p1··th·m II . 

4.3.2 Political factors 

The r pondents highlighted that the competition in the industry have recently narrowed 

do\\n to Airtel and Safaricom which the government have stake on it. Thi has lead to 

fa\ouriti m from the government towards the company which wa quoted in the tock 

market recently and its shares have performed poorly and in order to protect investor , 

the go\ernment has re ulted to initiating policie which ~ ill gi c the c mpany an edge 

over thcr c mpctitor ·. 

Th 

n 

r gulation b the government on the need to in orm the 

mmunic ti )OS indu t rcgulat r ( ornmunication:; ornrni sion or Kenya) or th~.: 
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4.3.3 Economic Factor 

The slow growth rat· of th · K ·n . n <)nom l(w the last several years has had an impact 

on the ntt ·of itt ·I iuih produ ts . 'J he respondents did indicate that despite 

Ait'lt.:l ~o·ltan •in • h 111 I I time ovct the years, the new owners have taken steps to 

rt.·va,np th tlmp Ill) b .. in'e ting more resources to the company in order to increase its 

markd ·lw · '' hi~h the ha e been able to achieve despite many economic challenges 

which is aiT'ctmg the customers thus having an impact also on the company's pro fi t . 

The ken_ an int1ation rate has equally changed over the Ia t few years especially in the 

early _QQ8-_Q 11. As a result the customers have been impacted negatively due to the 

ero ion of their purchasing power which leads to a slow level of purcha. es of the 

company' products. In addition, with most of the company' equipment being purcha ·ed 

from out Ide the country the fluctuating high exchange rate which has been witncs-;cd 

r~cently and inflation rate has lead changing c ·t f purchasing this quipment. In 

ddition. with the company being aftl:cted b the pre ailing c. change and inflation rate 

conditi n, it\ a:s n table to recruit and r tain skilled employees aft ·r n t b •in, offl:r ·d 

c m titi · remun r tion. 
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prices one month before will ha at tul llr- innovation process of the firm to the 

competitors. These rcquir m 111 h.1 l d, nlt n blow to the speed and timing of 

implementation h •t•r · m.tkin • tlw ~ 1 .mintion lose some of the market to competitors. 

llw l'O tllp ·titlH · h tv· n ~ u d for cfully on the need of the regulator and government 

lo chc ·k on lh , 1 ra ti ' tabu c by some companies which have huge capital base due to 

unUur murk t pra tice which saw the calling rates slashed by up to 50%. The 

re pondents argued that the rates were unsustainable to them but in order to be relevant in 

the market they had to reduce their rates also and these has lead again to the increase of 

calling rates b some companies recently. Hence it is for these competitors to tailor their 

products to the needs of the customers and not j ust sit in waiting for the regulators 

intervention to capture this market. The company has at the same time responded to the 

high I el of competition by employing different strategies uch as offering a wide range 

of ervices to be able to capture more cu tomer , inten ive taff training ha a! o b en 

adopted to equip the employee \ ith the much n cd d kill n n w d lopmcnt in the 

mark t and to impr e n rvicc deli cry to th cu ·t m r . . 
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the new management had to rea· ur th l:Ush nk.rs thnllhc company is still U1e choice by 

introduction of competitiv pr lu t-.. A 111m's strut~gic pursuit of growth through the 

development of new pwdu 1 s brings a wealth of rewards to companies -

grualcr pn>IH 
. 

IIIII 'Ill. 1 • c.d earnings streams, higher stock prices, etc . 

Unltnluutl ·I . u I ·v I I un rtainty accompanies innovation, and the degree of risk is 

olleu ·uch thm lop management talk about innovation but do not actually adopt it as a 

critical comp nent f their culture or make it a top priority and inevitably organizations 

lail to allo ate adequate resources- human and financial - to support innovation. 

The as et base of the company has increased over the years especially since the 

acquisition of the company and these has led to total overhaul of the company with the 

latest being the acquisition of a piece of land in which the parent company intend to 

build an ultra modem building in which it will act as the head office of the ompany's 

operations on Africa. 

The in rea in th number of mobile and d ta pro id r in the ountr \ ith the h;vcl r 

c mp titi n that h me " ith it. ha m· de th ret nti( n mpl c s a k 

r · nizati n ob"t:: ti\~o:, 'I It • rd ntion ot mplo)~.:~.: m 1fari om maJor 

ri rity in th that l r lime th h m,: t d h of r lUr . in th 
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The respondents pointed out that J ind k. t n :1 has introduced various innovative 

strategies aimed at attra tin 

employee en ~ag ' I ll :ut ·u1 · 

consu lt in • 'lllllp Ill • tu ' 

cl'll.·diw ·n '•' '1.'111 ·ut \)I mpl 

nl rc uinin.' tmpl<) <.:'s. One such initiative is the 

tn' <' 1s ani ·d out every year by a group of IIR 

I o f engagement or employees as they argue that 

leads to increased productivity and revenue and 

low~:r l:mploy~ · lUl111\ r. 1 he re ul ts of the survey arc normally deliberated exhaustively 

b the management and an) recommendation made implemented to improve the results. 

4.4 Di cu ion 

The 'tud e tabli hed that the structure which has been adopted by the company support· 

innovati\enes as it links operating contingencies and flexibility and these was in tandem 

~ ith what torey ( 1998) had suggested that effective innovation mu t involve all areas f 

an organization with the potential to affect every discipline and procc . 'I hi therefore 

indicat that for effecti e inno ation in the organization, the wh I rganiz ti n has to 

be involved . lnnovation in an organization o urs a a rc ult of employ c training in 

order t build thdr apa it. th • r suit indicat that th sam was achi cd in th 

mpan 

n r ul indi t th t th rnpan h un · n v· ri{ u 11m) nion Ill to m tin 
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CHAPTER FIVR: SUM 

5.1 Introduction 

From the analysi 1111 I , lwm 

5.2 ~ummary 

R • '0 CLl lSION AND RECOMMENDATIONS 

lh tul tmunary, conclusion, recommendations, 

for further research was reached. Summary was 

Under research objecti e one, study shows that the innovation strategies which the 

ompany has adopt d \\as the benefits of havmg suffic ient financial resources as the c 

wa the greate t challenge which the previous company (Zain) faced when they were 

comp ting \\ith the market leader Safaricom which had the backing of the government 

and the other shareholder, Vodafone. The lessons learnt meant that the c mpany need to 

have the re ource in order to be inno ative \ hich \ ill then lead to cu tomer attraction. 

I he anal) i indicate that the company d velop a ·uitablc fit b tween structur ', 

opcrnting contingencies and flc. ibility thu upporting inno ati cm:ss. 'I he structur • 

\ hich th comp n ha adopted highlighted s bcin' '( d as it controls th a ti iti •s 

of th r nizati n nd b v. in' th p rticip. tion of all th crnplo. ~.: ll 0 

l t 
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needs and suitability of the mark t. llw bu~inl~Ss d 'V 'lopmcnt team develops all the 

products after market rc ·ar .h ''hi h hd1 ttl tdlnt i r ing the opportunities existing in the 

murkct and how th · 1111 111 t r h ih d to tn ·tth • requirement of the market and also 

boast tlu: im·out · l>l th 

~crvkc: lhnt m · ·t th · n 

ti n. 'I h organi~:ation has come up with products and 

. iti market and has been differentiated and tailored to 

thcsl.: mark ·t ·. In additi n. the orgamzation has recognized the importance of availing 

enough re · urc · to the implementation process especially the human resource. 

ontinuou training and de elopment programs have been initiated to help in building 

capacity of the e employees to face the different challenges coming from the busines 

em ironment. 

The findings e tablished that the company has used the competitive strategic in rder to 

be able to compete with other companies in the indu try. The company ha u ed the cost 

leader hip trat gy by en uring that they maintain all their c t at l wcr level. a 

po iblc by charging the lo,,e t rate aero th n twork and at th . arne tim tts harge· 

f r the hort m 

d 

im 

rvic arc am ng th hcapc. t. 'I h mpany at th sam tim has 

hi h th y do not hav lthou •h th 
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In order to achieve focus strat g , th mp n adopted the strategy of market 

penetration and development and t lh "'· m~. ttm<., c) I C ring more products to the market. 

Despite th · ~real .-t ·p · th · th.u h 1 1 ~·n htkcn by J\irtcl in developing new products, 

pw<.: ·sses, ot, 11ti11li 1n II tU turc a well as in its human resource facet, under the 

second r ~s ·;.m:h )bJ • th ". the rganization has identified a number of challenges that 

fucc, lh • organizati n in implementing these innovations. 

The e challenge as listed by the respondents include; technological, economical, social, 

political and legal factors. Airtel Kenya being technologically based, it has had to change 

it le el of technology of offering services almost every year in conformity with the new 

technology that will have been introduced in the market. They recognized that with the 

number of mobile subscribers increasing every year, it has become challenging to keep 

pace and pro ide a system thar is free of problem. As a result, the cost of repla ingold 

machinery and di po ing off of this equipment h proved t be exp n iv t the 

organization. 

5.3 onclu i n 
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organization structure to support th mn ti n business and good leadership and 

management system. 

Currently, the COiltpaui • It 

the C(1tllpuny '\lndu ' lin· 

n tt ~· 1h ir ompctitivcncss through innovation. To be in 

ti work with innovation is necessary to adopt and 

itnpll-mcnt m imwvuti m tr teg . The main effort of business should be to create an 

inno uti c c rpm·ute culture. It should be noted that the corporate culture significantly 

atTect" the development of inno ative strategies, as well as its implementation. Creating 

an inno\ation trateg) will require a change in the organizational structure of the 

compan . On the other hand, it should be noted that the innovation strategy, if successful, 

i not onl plan to be implemented. It has symbolic value. It is something that provides 

information to staff about where the company is going with innovations, what motivates 

mployees, what is the meaning of their work. In this sense the innovation strategy is a 

particular culture. 

A a re ult in the case of irtel Kenya, the organization h uld c ntinu b ing proa tive 

m it · mn at ion rc p fr m the n fit f being a mark t lead r. '[ h 

org niz ti n h uld c ntinue im ting mor tn n: ar h. inn .. ti n f n ' pr du t md 

rccruitm tt o m rc quatifi d t 11 to niz·ni n h •r ·m r h i thts if •ro\ th. 
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5.4 Recommendations 

J\ firm 's competitive advanta' . n ~ ht.llnld thnm lh a number of ways but perhaps 

the most influ ·uti dol th ·m til i · •inin • u rnp 'lttlv advantage through innovations. As 

a result , irtd ·hllllld l.' ll!ll ill\1 

descrws in ord ·r ll) l · 

roduct and process innovation the priority it 

th hallcnges of the current business environment. 

For the :ucc '!' ·lui im lementation of innovation strategy it is essential to avoid more 

potential problem·. In ufficient de elopment of an innovative program it is a common 

problem in implementing inno ative strategies in the enterprise. It is recommended that 

managers hould not rely too much on technology. That the company to be able t 

uc e fully implement an innovation strategy must have a sufficient basis for inn vative 

proce e . inno ative capacity, innovative resources and information flow . It can b 

recommend d to bu ine s manager that they ought to focu for detailed analy i of the 

current ituati n in bu in and to under tand the r le of techn I gy in implementing th 

innov tion strat gy. It i al o ne ary to map innovati e p t ntial and orrc tl 

th innovati c r quin.:mcnts to pr p rly et e alu ti n · tern and a t f rul • . 
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necessary to ensure staff awareness during f th.: di ncrcnt step of the implementation of 

innovation strategy. 

It is rccomm~ndcd that itt ·I lh ul t (' nt inu ·n aging in advertisement campaign to 

populuril'.l: it: prodll ~ I b •u it 1 t und that sometimes its clients do not know of all 

th • product~ . Thi · will h ·I in h lding back customers from moving to the competitors 

and also muk, lh organization not to be considered to be more concerned with profits 

<Uld not intere ·ted ' ·ith reducing its prices of offering better services. The organization 

hould al ·o be able to deliver the same services and products to its customers but at a 

lower cost (Cost leadership) and also be able to differentiate its products. 

5.5 Limitations of study 

The study depended on interviews and discussions with top and middle management staff 

ofthe organization. It would have been good to obtain the views of those being served by 

the rganization or other takeholders in the firm .The cop and depth f tudy wa al 

limited by time fa t r and fin n ial r our con traint . Thi put 

imm n c tim~.: pr :ure. 

nu.mntcr pr blcm " ith the rc p ndcnt unwillin •nc gi c 

' ' lime pH mptl du • t their ·oh natur . me c )U)d •h thi 

li ttl nn ti n ul l n t b rriv t . Ill kjn t I limit 
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5.6 Suggestions for further resear h 

Future research should end ·a c t 1\\l Sl)ll\~ . <)('the limitations of this study. The 

researcher rei icd on a I ~\V 1 · 1 nt h .tddt :-;s an organization-level question, future 

wscmch tni •.hi mult ipl organintion members to reduce the potential 

for l~omnwn m ·thl)d v 1ri 111 . T·utur rc carch might also consider how innovation as 

nc\ ness is l\.•\,lll'd t 1 p ·rt 1nnan e and other internal and external factors. Is there a price 

to pay for b ·ing the m ·t inno ative? Or can a firm focus on the newness aspect of 

innovation \\ithout jeopardizing profitability? The innovation-performance relation hip 

might a1 o be te ted ' ith regard to potential contingencies. 

A 'tudy to e tablish any relationships between any of the growth innovation strategies 

and its related outcomes in terms of market share growth is nece sary ,and sh uld be 

extt=nded to determine the optimal combinations of the trategie ,tactic and a tivitic 

int ct. Which et are critical to achieving an efficient and measurable growth f market 

hare and the idea membe of ea h t hould I 'O be tudied. 
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Appendix I : Interview Guide 

1. IN NOV TION, TH \ I I· CH, 

i. E ·plu111 wlt.lt inn mi n ... tratcgies Airtel Kenya Ltd has adopted in the fo llowing 

arcus. 

l. financial · ..................... ..... ............................................................................ . 

ll. rganizational structure ........................................................... . 

Ill. Technology .. . ...................................................................... . 

IV. Customer care ........................................................................ . 

Product ............................................................................... . 

VI. Human resources .................................................................... . 

VII. n other (plea e pecify_ ................................................................... ......... . 

a) E. plain h w irtel Kenya Ltd has u ed the foll wing generic c mp titivc 

stratc)c to gain the inno ative advantage. 

I. 'l ·t lc dcr hip ........ . ....... . ..... . .. ... ..... .. ................ . .. ...... ........ .. . . 

II . [)i cr nti Lion . . ....... . .. .. ... . ... . . . ...................................... . ........ . 

b th 



2. FACTORS INFLUENCI I 0' A lON TRA Tl~GJES 

a) I !ave changes in the follm' in 

of the strate •ics at itt ·I ~ ·u ,1' 

r .111 ·t d th' adoption and implementation 

. I . hxp a1n ...................................................................................... .. 

ll. Political facto · 

E. plain ...................................................... ................................ . 

Ill. Economic factors 

Explain .................................. . .................................. . ................ . 

I . ocial factors 

Explain ......................................... . ........................................... . . 

Legal fa tor 

E.·plain ........... ............ . .......... ............ ............................... ......... . 

. . . . . . . . .. . . . . . . . . .. . . . . . . . . . . . . . . .. . . . . . . . .. . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
b) h t n.: th d b Airtel Ken '• in th ppli 1ti n of inn \ tti n 

I ······················· ...••...•.....•..............•.........•........................... 

II .••.••..•••••••••...•••••••••••.•••...•....•.••.•••.••••.•••..•••...•....•••....•.•..•••.. 

. 
lit ..••.•••.......•.•..••••..••...•..••••••••..•••.•••••••••.••••••••.••••••.•••. 



c) Explain the successes of th 

Company in term o : 

I. Custorm:t h 1 • .......... .. 

II. Pwlit tbilit\' .............. . 

ti n sll\lk•li ~s adopted by the Airtel Kenya Ltd 

Ill . · · 'l ,~, · , ......................................... .. ......................... · · · · · · · · · · · · · · · 

I . l ~ tnplo)e' r·tenti n ...... ..... .. .. ................... . .... . .............. . . . .. . ........ . 

Brand image ...... . ... . ...................................................... . 

d) :\.plain the Ainel Kenya Ltd ' s future in terms of innovation 

What are orne of the areas that Airtel Kenya Ltd has not applied the innovation strategy? 


