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ABSTRACT

This study was conducted to investigate the stiategsponses adopted by Kenya
Television Network due to changes in external emmment with particular attention to
broadcast programming. The study probed how chaingeslitics, economic conditions,
social factors, regulatory framework and technoldigve determined the strategic
direction taken in broadcast programming sectianahieve the objectives of the study
a case study was undertaken where by 4 middle leaslagers and a staff in KTN’s
broadcast programming section was taken as thettpagpulation and were involved in
the study. Data was collected through interviewadooted using a semi structured
interview guide. Content analysis was used to @eatiie data and the data in narrative
form in line with emerging salient themes. The gtdound that KTN has responded
relatively well to changes as a result of politiaaluences and regulatory framework
changes. The findings show that KTN has not respdndell to changes in the
environment and that explains its rating among dicaaters in Kenya. KTN has been
unable to respond strategically to technologicalaades, and changes in the society
which are affecting its operations. The study recmnds that there is need for the
owners/management of the media house to have iaatrieview of their operating
environment and adopt proactive measures to respondarious changes affecting

broadcasting especially technological and competitorces.



CHAPTER ONE

INTRODUCTION

1.1 Background of the study

All types of organization are in existence to sethwe different needs of the society. It is
the process of satisfying the needs of the sothety have to ensure that they exist long
enough to be able to retain sustainable benefitshtse who have created them.
Organizations worldwide do not exist in a vacuurheyt operate within a large
environment, which as a result causes major chgdi®r presents great opportunities for
an organization’s overall performance. An undemditagn of the environment in which an

organization is operating is therefore of greatontignce in its choice of strategies.

However organizations over time have realized sahis not guaranteed. Organizations
have to justify their continued existence in socibl their activities Aosa (1998).

External environment refers to factors outsidediganization that influence the way the
organization operates Pearce & Robinson (2005)s kverything that is outside the
organization boundaries that directly impacts oa $liccess of the organization. The
external environment provides the opportunities #neéats for any organization. The
media industry has had numerous opportunities twerpast years, but with increased
competition, threats have being emerging every and/then keeping the industry on its

tops.



The media industry in Kenya is diverse, vibrant ecapidly growing. It is referred to as
the fourth estate. Opportunity presents as avefmresnproving performance for the
organization while a threat carries the potentahtibit the success of the organization.
A good understanding of the two forces is desirablde organization is to remain
relevant and competitive to ensure success in bssinCole (1990) states that open
systems are those which do interact with their mnent on which they rely for

obtaining essential inputs and for the dischargheif systems outputs.

Ansoff and McDonnell (1991) state that successfvirenment serving organizations are
open systems and the open property is made negebgatwo factors, continued
organization survival depends on its ability to wecrewards from the environment
which replenish the resources consumed in convergimcess. An organization
identifies opportunities and threats in the envinent and builds strategies by matching

resources and capabilities to those opportunitiesraducing the threats.

1.1.1 Strategic Responses

Most managers term strategy as their large scatard-oriented plans for interacting
with the competitive environment to achieve the pany’s objectives. A strategy is a
company’s game plan Pearce and Robinson (2005te8tr concerns what a firm is
doing in order to gain a sustainable competitiveaathge Porter (1980). The principal
concern of corporate strategy is identifying theibass areas in which a company should
participate in to maximize its long run profitabjliPearce and Robinson (2005) have

recommended three critical ingredients for the sss®f strategy.



Firstly, a strategy must be consistent with coodsi in the competitive environment.
Secondly, it must take advantage of existing anérgimg opportunities and minimize
the impact of major threats. Finally, a strategystplace realistic requirements on the
firms’ resources. The environment in which organaes operate is constantly changing
with different factors influencing the organizatiorhe general business environment has
become more volatile, unpredictable and very coitipet Coping with the increasingly

competitive environment has called on firms to iréklheir strategies.

Strategic responses according to Pearce and Rob{#805) are the set of decisions and
actions that result in the formulation and impletaéon of plans designed to achieve a
firms objectives. Strategic responses are parbofpetitive strategies that organizations
develop in defining its goals and policies. They sractions to what is happening in the
environment of the organization. Porter (1995) ob=e that the knowledge of the

underlying sources of competitive pressure provilesgroundwork for strategic agenda

in action.

When organizations are faced with unfamiliar chanipey should revise their strategies
to match their turbulence levels Ansoff and McDdh(E991). New technologies, new
competition, new dimensions of social control abdwe all a unique questioning of the
organization’s role in the society define the unfemworld. Organizations must adapt
their strategies to new environment Ansoff and Mol (1991). Changes in external
environment will require new strategies which vinllturn call for reformed organization
capabilities. Strategic responses by companiesatette firm’s internal strengths and the

opportunities faced in the external environment.



1.1.2 Competitive Environment

One of the environmental influences to a busineses from competition. Increased
competition threatens the attractiveness of angtmguoy reducing the profitability of
players. Competition exerts pressure on firms tpioactive and to formulate successful
response strategies in the competitive environnadhin the effort to gain competitive
advantage. Firms that do not respond effectiveipntoeased competition are not likely to

succeed in business.

Competition denotes the existence of firms thatdrgell identical products or services to
the same group of customers. Industry and competidinalyst seek to analyze the
industry’s competitive process to discover the nsoarce of competitive pressure and
how strong each of the forces is Porter (1985) awrpl his strategic options in light of
analyzing the market opportunities and threats, ciwvhform the background of

competitive behaviour. Companies pursue competsivategies to gain a competitive

advantage that allows them to smash rivals anceaeltabove average profitability.

Developing a competitive strategy is essentiallyetigping a broad formula of how a
business is going to compete, what its goals shbaldnd what policies are needed to
carry out these goals. Competitive environment graut of an understanding of the

rules that guide competition.

The strategy should therefore emphasize an impremeno the competitive position of
the firm’s product in the industry. If the firm t® prosper within an industry it must

establish a competitive advantage over its rivalk® known as competitive strategy.



1.1.3 The Media Industry in Kenya

The media industry, made up of the print-newspaperd magazines, electronic-
television and Radio devices used for communicaigoocommonly referred to as the
fourth estate. The media industry in Kenya is deervibrant and is rapidly growing
Collender (2010). It includes five major daily neapers, The Daily Nation, The
Standard Newspaper, The Kenya times, The Star drel people, several weekly
publications such as The East African, Businesskiyeaver twenty FM radio stations
and twelve television stations. The two major neapg&ps with the largest circulation are
the Daily Nation established in 1960 published ly Nation Media Group (NMG) and

the Standard Published by the standard Group Lihastablished in 1902.

The circulation of these two newspapers has doubleélde last decade while sharing 90
per cent of the market. The NMG also owns Nation and Radio and East African-a
regional weekly newspaper with presence in Kenyganda and Tanzania. NMG
currently operates as the largest Media house st &ad Central Africa. The standard

Group also operates Radio Maisha and KTN.

Kenya's state owned KBC, remains the only broadcastth countrywide coverage,
followed by Citizen TV which also targets mass andes. KBC, KTN, NTV, K24,
Citizen TV, Kiss TV and QTV are the biggest freeaio television stations in Kenya in
terms of advertising and viewership. On the othardy Radio Maisha, KBC, KISS FM,
Royal media, Capita FM, Homeboyz Radio, One FMs€lla105, Easy FM and XFM,

are the popular radio stations in Kenya in termksténers and revenue generation.



The latest media wave in Kenya is the Pay TV. Thiedia requires people to pay a
certain premium so as to enjoy their quality sebecof entertainment. The most popular
Pay TV stations in Kenya are DSTV, ZUKU, GO TV aRfde Star times. The media in

Kenya has been very self-confident.

They have played a key role in mediating relatigmsibetween citizens and the state,
shaping the democratic dispensation in the coustiy have transformed how some of
the marginalized people in society access inforomatin issues that shape their lives. The
new Kenyan constitution dated 2010 is more med@ndilly therefore allowing freedom

of expression and freedom of the media.

1.1.4 Kenya Television Network

The Standard Group acquired Kenya Television NetwikiTN, in 1991, 20 years after
its inception the station has grown and extendeddwrasting to most regions in Kenya.
The station targets the viewers in the middle gppleu socio-economic classTN was
the first television station in Kenya to break KBGnonopoly. KTN’s specialty was

‘activism journalism’.

It developed its own aggressive and sophisticaggsnstyle and added a new form of
entertainment to its belt. Since then KTN has remaito be an authoritative, informative

and entertaining station. KTN is one of the fivars of the Standard Group Limited.



The key activities of the Standard Group are tslew broadcasting under the name
KTN, Radio broadcasting under the name Radio Maidisdribution of selected local
and international newspapers, magazines througlPtidisher’s Distribution Services,
PDS. The publishing of the Standard newspaper hadnew county edition and the

latest, online streaming.

Like any other business, KTN has had its challeragest ventured into the business.
Though it was privately owned, KTN struggled to yde independent news coverage

because of excessive political interference witeditorial direction.

The political interference finally forced KTN torteinate its transmission of local news
for over one year between 1993 and 1994. When KiNesl broadcasting in 1990, it
caused a major shift in the role of electronic raeidi Africa. The station caused a stir
when it broadcast news bulletins that did not statth reports about the Head of State as
was common throughout Africa at that time. KTN beeaso popular that there was a

massive spike in television sales country wide.

Over the years, KTN has continued to put publienest first, and has become the voice
of the voiceless. It has become the most trusteds retation as it goes a step further to
shun the government once it has disappointed theicfsi interests, a venture most

television stations shy away from. This however besught many challenges to the
privately owned station, but at the same time gaitiee trust and viewership of its

audiences. Ellis (2000) broadcast programming, Wwhian also be referred to as
scheduling, is the practice of organizing televisghows or radio programs in a daily,

weekly, or season-long schedule.



Modern broadcasters use broadcast automation tdarggchange the scheduling of
their programs to build an audience for a new shietajin that audience, or compete with
other broadcasters' programs Eastman and Fergd8af)( KTN is the home of award

winning programs; it has a wide variety of progra@snin which its vast audience can
identify with. Over the years, KTN has been thealieg television station with a wide

range of entertaining programmes offered to itsienmk. KTN pioneered the industry
with it's highly, educative, entertaining and infoative programmes which kept its

audience glued to the channel of their choice fanyndecades.

Famous old time programmes such as Neighboursgbés on, Fresh Prince of Bell Air,
Sanford and Son among other programme titles andiéa to many of us because there
was not readily available alternative for programgnientertainment. However KTN
diversified and brought to the table other formsenfertainment such as news features

which make most people identify with the televisgiation.

The award winning news features such as; Jicho,Reside story, auto world, cheche za
burudani among others, are informative, educativé authoritative as they keep the
public updated on the most current affairs happemitthin their surroundings. KTN'’s
success can be attributed to professionalism, teamk, creativity and innovation

making it the preferred informative, authoritateamed entertaining television station.



1.2 Research Problem

Strategies applicable in one environment may n@lyapm a different environment as
competitive environmental forces which are espBci@hportant for one organization
may not be the same for anoth@he business environment in Kenya has drastically
changed. The changes have presented serious Etrdwegats to existing firms. Strategic
responses have been necessitated by major envinbanaependency that has occurred
in the media industry. Strategic responses outtmeasures to be taken to improve
performance, increase revenue and retain custashersy organization. The internal and
external environment of any organization is analyaed this includes the emerging
competitive environmental factors. The totalityasfy environment, internal or external,
forms the basis for which organizations formuldteirt strategies. Successful companies

take an outside view of their business.

They recognize that the environment is constantgsenting opportunities and threats
and they must respond to them by continuously manij the environment. Competition
will always present itself in various forms and amgations have to respond in a tactful

manner so as to retain its customers and increxsaues.

Like any other organization, Kenya Television Netkvdhas been operating in an
environment that is believed to be very competitizeoking at the ever changing
external environment; political, economical, sactathnological and legal environment,
we can notice the transformation in the countrywvali as in the media industry. The
broadcast programming of this media house has godertremendous changes with the

introduction of many players in this industry.



Audiences now have a wide variety of programmingonmg to choose from and this
must be a reason for KTN to stand out of the crawd give its audience value for their
time. There are many strategic decisions madeherimmprovement of KTN news, its
broadcasting style, its policies and goals andeth&sategies are always reinforced.
However, broadcast programming strategies have imterduced at KTN but are these

strategies working for the station?

Previous studies have been carried out in relatcstrategic responses by organizations
in Kenya to the changing environmental conditionsd atheir impact on these
organizations. Studies by several authors (Chepkw®003; Goro, 2003; Kinuu, 2007;
Mwimbi, 2008) have found that Kenyan organizatidres/e responded differently to
changing operating environment conditions. Musy(@08) did a study focused on the
strategic responses by Kenya Television Networitstexternal environment. Her study
however left a void as no emphasis were put ondwast programming which is the

pillar of the station.

This is the main revenue earner of the stationvemidkable strategies have to be taken to
ensure the business stays afloat. This study véllplarticular to Kenya Television
Network as strategic management is context seasitihe research problem was
therefore to develop a better understanding of dhganization’s response for its

programming to the changes in the external competihedia environment.

1.3 Research Objectives

The study sought to establish the strategic regsoby Kenya Television Network’s

broadcast programming to the changing competithxérenment.
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1.4 Value of the study

This study will benefit Kenya Television Network &@sis expected to establish the
capability of their responses in the face of insegacompetitive environment and also
identifying forces in the external environment affieg broadcast programming and
possible responses to these forces. The findingex@pected to help Kenya Television
Network identify any strategic gaps in their broastcorogramming strategies and which

they will adapt to counter the threat presentethieycompetitive environment.

The study will be of interest to the media industigvelopers, investors and policy
makers in the development of policy framework. Falating policies on entertainment,
censorship and increased local content within mbdisses will find this study to be of

interest.

Apart from contributing to the existing literature the field academicians will find it
useful as basis for further research. It is exmgkttegenerate interest in the academic
circles since the area has not been studied befdrégast within Kenya Television

Network.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

The purpose of this chapter is to highlight the kmather scholars and researchers
have done concerning strategic responses, the d¢ivgeenvironment and
broadcast programming. Theoretical and empiricakeres are done leading to a

conceptual framework which is proposed to guidestiney.

2.2 The Concept of Strategy

Strategy is the direction and scope of an orgaiozaiver the long term, which achieves
advantage for the organization through its configjon of resources within a changing
environment and to fulfil stakeholder expectatiosstrategy represents a firm’s game
plan Pearce and Robinson (2005). It reflects tmepamy’s awareness of how to compete
against whom, when, where and for what. Strategynésmatch between organization
resources and skills, the environment opportunaied risks it faces and the purposes it
wishes to accomplish Schendel and Hofer (1971).irdpa strategy therefore enables an
organization to ensure that the operational detssave made with the long term interests

of the organization.

According to Mintzberg (1987), strategy could berseas a plan, ploy, a pattern, a
position and a perspective. As a plan, strateggipe a consciously intended course of

action of an organization.

12



The strategy is designed in advance of actionsiadédveloped purposefully. As a ploy,
strategy is seen as a manoeuvre to outwit competifs a pattern, strategy is seen as a
pattern emerging in a stream of actions. Strategeen as consistency in behaviour and
the strategy develops in the absence of intentidssa position strategy is a means of

locating an organization in its environment.

Strategy as a perspective consists of a positiahaaningrained way of perceiving the
world. It gives an organization identity or a perality. According to Pearce & Robinson
(2005), strategy can be viewed as building a defegminst competitive forces or filing
positions in the industry where forces are weaké&xirter (1985) sees strategy as being
all about competition and trying to gain compettiadvantage. The development of
strategy helps managers identify critical tasks theed to be performed and hence

helping an organizational strategic thrust.

Strategy helps to guide the pattern of responseshinges taking place in their
environment. Strategy enables companies to foceis thsources and efforts, Pearce &
Robinson (2005). Strategy also helps an organizatevelop a competitive advantage in
the market. This in turn enables the organizationottperform the competition
successfully. Strategy has varied definitions stedi above, none can be said to capture
explicitly all the different dimensions of strateghhe aim of any firm should be to
develop a distinctive competence that is greatan ths competitors. Porter (1988)
identifies three generic strategies for achievihg above average performance in an

organization.

13



These are cost leadership, which requires aggeessmstruction of efficient scale
facilities, vigorous pursuit of cost reduction frarperience, high cost control curve and
cost minimization in various functions Porter (198Bifferentiation is to be unique in
ways that are valuable to customers and that casub&ined Pearce and Robinson
(2005) and focus which is identification of a peutar geographical market and coming
up with products for that segment. To be an avepmgrmer a firm has must generally
make a choice amongst them rather than attemptdtmess all of them at once.
According to Hitt and Hoskisson (2000) his colleagwas originally determined that
firms choose from among four generic business $esthtegies to establish and exploit a
competitive advantage within a particular competiti scope: Cost leadership,
differentiation, focused low cost and focused dédfdiation. A fifth generic business
level strategy, the integrated low cost differetndia strategy, has evolved through firm’s

effort to find the most effective ways to expldietr competitive advantage.

None of the five business level strategies is iahy or universally superior to the other.
The effectiveness of each strategy is contingenthenopportunities and threats in a
firm’s external environment and possibilities petted by the firm’s unique resources,
capabilities and core competences. Lack of a predsfinition of strategy can be

attributed to the fact that strategy is a multi eimgional concept in terms of content and
substance which embraces all critical activitiesthad organization providing it with a

sense of unity, direction and purpose, as well aglifating the necessary changes
induced by its environment. However, most authgrea that a strategy gives direction

to the actions and decisions of an organization.

14



2.3 Organization and the External Environment

Pearce and Robinson (2005) define environmentla®madlitions and forces that affect a
firm’s strategic options and define the competitsreiation in the market. The factors
that constitute the external environment are grdupéo three categories depending on
their influence namely, macro, operational and stdufactors. Macro factors are those
that originate beyond a firm’s operating situatemmd they are political/legal, economic
and social. Operating factors are; competitive tpwsi customer profiles, shareholders,
general public, employers, distributors and govemninindustry factors are competitor

rivalry, substitute products, new entrants’ threatgplier's power Porter (1985).

Operating factors influence demand for the firmsducts and resources while industry
factors such as structure determine the industractiveness. Porter (1985) points out
the essence of formulating a competitive strategyrelating the company to its
environment and the key aspects of the firms enwent is in the industry in which it

competes.

Hofer and Schendel (1997) notes that environmenta igritical factor for any
organization’s survival and success. It shouldd®nsas a biosphere in which individual
organizations use over a long term as a commumbyegt in which to be actually

involved.

It is a resource to be managed and to be sharexthiea need to effectively manage the
value chain system and establish collaboratiompeships and to get involved in social
responsibility to enrich this resource and enhacarporate image of the organization.

The extensive understanding of the environmenthvalp a firm define its objectives and

15



develop competitive strategies. An understandinthefenvironment therefore enables a
firm to define its objectives and to develop neratggies that are best suited to cope with

the change presented by the environment.

Ansoff and McDonnell (1991) assert that organizai@re environment serving. They
interact with the environment in such a way thaytlget inputs from the environment,
process them and give back to the environment énfthm of goods and services.
Organizations need the environment while the sam&r@ment needs organizations,

none can exist without the other.

According to Jocelyne and Barbara (2006), orgaimmat are systems comprising
elements of formal organization management andatipeis as well as elements of more
informal aspects of organizational life. The orgational systems themselves are
conceptualized as operating in three types of enunent, These are the temporal,
external and internal environments whose elemenésact with each other to form the

‘triggers’ of change that are significant in bringiabout organizational change.

An organization needs to diagnose its unique pattérfuture challenges, threats and
opportunities and advance its respective respamskese challenges. They continue to
emphasize that strategic responses involve chaimges organization’s behaviour to
assure success in the management of the strategige in line with the demands for the
future environment. This is in line with alignmeoftthe internal capabilities that include

processes, structures and relationships.
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The generic strategic success hypothesis advancecateés that an organization’s
performance is optimum when three conditions atisfgad .The business environment is
rapidly changing, making it imperative for orgarieas to continually adapt their
activities to the change in the environment in otdesucceed. To survive in a dynamic
environment, an organization needs to focus orcuttomers and deal with emerging
challenges Hofer and Schendel (1997). An insighafulysis of a company’s external
and internal environment is a prerequisite for nga@ns to succeed in crafting a strategy
that is an excellent fit with the company’s sitoati is capable of building competitive
advantage, and holds a good prospect for boostimypany performance, the three

criteria of a winning strategy, Thomson & Striclkdbf2008).

The competitive environment of a business is thet ph a company's external
environment that consists of other firms tryingwon customers in the same market
Porter (1985). It is the segment of the industrgt tincludes all immediate rivals.
Competitiveness is essentially the ability of anfito compete against other firms. Every

industry faces a wide variety of competitors.

Competitors can be grouped into three namely; doempetitors, they provide products
or services that are similar to yours. Secondlgirect competitors are classified as those
competitors who provide dissimilar products or sms. Thirdly, differentiation, this

entails creating an element of one’s businessctbrapetitors cannot imitate.
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Lastly technology, technological innovation affectise competitive environment,
hindering those who do not adapt to the currenhgea presented by the ever changing
external environment. A firm’'s competition may chanovertime in terms of their
characteristics, strategies and strategic focustawmvironmental factors that affect the

structure of the industry Guiltinan and Paul (1994)

Companies pursue competitive strategies to gailompetitive advantage that allows
them to outperform rivals and achieve above averpgditability. Developing a

competitive strategy is fundamentally developingraad formula of how a business is
going to compete, what its goals should be and \pbéities are needed to carry out
these goals. Competitive environment grows outrofuaderstanding of the rules that

guide competition Lowes et al. (1994).

The strategy should therefore emphasize an impremeno the competitive position of
the firm’s product in the industry. If the firm t® prosper within an industry it must
establish a competitive advantage over its conmgstitlt focuses on improving the
competitive position of a company’s products andrzises within the specific market

segment that they do or its business serves Whaalkiunger (1996).

One of the environmental influences to a busineses from competition. Increased
competition threatens the attractiveness of anstmguoy reducing the profitability of
players Lowes et al. (1994). Competition exertsguee on firms to be proactive and to
formulate successful response strategies in thepebtive environment, all in the effort

to gain competitive advantage and be the markdelea
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Firms that do not respond effectively to increaseshpetition are not likely to succeed in
business Porter (1985). Competition denotes thstenge of firms that try to sell
identical products or services to the same grougusfomers. A firm’s competition may
change overtime in terms of their characterisiceducts, services and strategies due to
environmental factors that affect the structure tbe industry (Glueck (1978).
Competitive analysts seek to analyze the industtgispetitive process to discover the

main source of competitive pressure and how steaadp of the forces is.

2.4 Strategic Responses

Strategic responses according to Pearce and Rob{#805) are the set of decisions and
actions that result in the formulation and impletaéon of plans designed to achieve a
firms objectives. Strategic responses are parbofpetitive strategies that organizations
develop in defining the goals and policies. They @actions to what is happening in the

environment of the organization.

Porter (1985) observes that the knowledge of theetlying sources of competitive
pressure provides the groundwork for strategic dgen action. When organizations are
faced with unfamiliar changes they should reviggrtbtrategies to match their turbulence
levels Ansoff and McDonnell (1991). New technol@gienew competition new
dimensions of social control and above all an ucgulented questioning of the
organization role in the society define the unfamilworld. Organizations must adapt

their strategies to new environment Ansoff and Meall (1991).
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Changes in external environment will require nerategies which will in turn call for
reformed organization capability. Pearce and Ralin@005) assert that the degree of
competitiveness is manifested not only in othery@ia but rather other competitive

forces that go well beyond the established comisiara particular industry.

Porter (1985) identifies five forces that affece ttules of competition embodied in the
entry of new competitors, the threat of substitutee bargaining power of supplier and
the rivalry among the existing competitors. Orgatians are environment dependent. No
organization can exist without the environmenttfeg survival and they have to scan the
environment in an effort of budding trends and c¢tods that would eventually affect

the industry and adapt to them Such scanning im#ktudying and interpreting social
political economic and technological events socasléntify trend that could eventually

affect the industry.

Environmental scanning enables the manager to becmware of developments that
could pose new opportunities and threats to tharoegtion Thompson and Strickland
(2008). Failure to do this leads to serious stiatggoblem characterized by mal
adjustment of organization output and demands @fettiternal environment Ansoff and
McDonnell (1991). Organizations exist in the comtek complex environment. Most
writers categorize the external environment intmot, macro, industry and operating
environment. Most organizations have little or mdluence or no control over the

economic, social, political, technological and egital factors.
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The environment changes can be relatively stableudnulent and environment forces
differ in importance from one organization to aresthnd overtime their importance may

change. Strategic managers are often put to tasletermining what responses to take

towards different environment changes.

These responses can either be operational or gitrate both. Strategic decisions are
likely to affect the operational decisions. An argation strategy cannot succeed if the
operation aspects of the organization are notne ivith the strategy (Porter, 1985).
Organizations that have successfully managed chhage been able to link strategic

change with operational change and every aspedirgdnization in relation to the

dynamic external environment.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter highlights the research methodology Will be employed for the study.
Research methodology is more than a set of skills; a way of thinking: examining
critically the various aspects of one’s researchis Ichapter will include the research

design, data collection and data analysis.

3.2 Research Design

Research design is considered as a blue printefeearch. According to Yin (1998),
research design refers to the way the study isnpldand conducted, the procedures and
techniqgues employed to answer the research proldemquestion. The study was
conducted through a case study. This was apprepiiatthat it gave a detailed
investigation of a single subject and it involvedamplete observation of the social unit
emphasizing in depth rather than breadth analy§i$\N, being a major player in the
media industry, can be considered important in tstdeding the challenges of increase

competition in the industry and the responses ¢th sompetition.
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3.3 Population

The study population comprised of middle level ngera in KTN’'s broadcast
programming section. The respondents’ main conagatr is broadcast programming.
Each respondent has being in the media industrg famimum of four years. This gives
the respondents diverse knowledge of the said.topic

These were senior producer and programmer, semomagiion producer, senior
presentation editor, senior commercial producerapcesentation editor.

As the whole population was small and accessilkdestindy conducted a census. The

study thus had five key respondents.

3.4 Data Collection

The purpose of data collection was to obtain infation to keep on record, to make
decisions about important issues, to pass infoonadh to others. This study relied on

primary data which was largely qualitative in natur

The data was collected through interview which wasducted using a semi structured

interview guide. The interview guide was structuirethree sections.

The first section sought background informatiorina respondents. The second part was
tailored to find out the impact of the changing @atitive environment to Kenya
Television Network’s broadcast programming. Thedlpart sought information aimed
at establishing the specific responses that Kengdevision Network’s broadcast

programming has undertaken.
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Appointments were booked and the participants geninterview guide for preparation.
On the appointed day the interview were conductethb researcher who took notes as
the interview progressed. The researcher was alsledak clarifications on various issues.

The interview took duration of 20 to 30 minutes.

3.5 Data Analysis

Data analysis is the process of inspecting, clegnmnsforming and modelling data with
the goal of highlighting useful information, sugtieg conclusions and supporting

decision making. The collected data was analya@ujithe content analysis technique.

This involves a set of procedures for collecting anganizing non structured information
into a standardized format (Kothari, 1990). Théhtegue enabled inferences to be made
through systematic and objective identificatiorspécific messages and then relating the
trends. This type of analysis has been used inlaimstudies in the past by Mwimbi
(2008), Gumo (2008), and Musyoka (2008) among sthEne analysis brought out the
salient themes and patterns on strategic respgnsesn place by KTN’s broadcast

programming section.
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CHAPTER FOUR

DATA ANALYSIS, RESULTS AND DICUSSIONS

4.1 Introduction

The study sought to investigate strategic respoadepted by Kenya Television Network
due to the changing competitive environment withrtipalar attention to broadcast
programming. This chapter presents the data aisadysl interpretation, the data is presented
as per the study’s objectives. Five interviews wareducted with middle level managers in
KTN’s creative service department, with focus oa broadcast programming section. The

findings presented are based on the feedback eot&iom the interviews.

4.2 Profiles of the Key Informants

The research instruments were designed in a wagpltect background information on the
participants in terms of gender and work experiefidee information was sought so as to
give a glimpse of the background of the respondantk their suitability as the sources of

data for the study. Table 4.1 show the profilethefkey respondents.
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Table 4.1: Respondents’ Profiles

Key Respondent Designation Gender  Work Experience
Senior producer and programmer Male 8 years
Senior Promo Producer Male 6 years
Senior Presentation Editor Female 5 years
Senior Commercial producer Male 6 years
Presentation Editor Female 4 years

The results show that the respondents were draam lioth genders because there were two
female and three male and all have also been wpaditK TN for at least four years. In total,
the researcher interviewed five respondents outhef intended six respondents. This

represented 83.3% response rate.

All the respondents interviewed had university @egrand three of them had postgraduate
degrees in media relations. This indicates thatr¢spondents were well placed and capable
of articulating issues surrounding the strategispomses adopted by the broadcast

programming department towards changing the comngegnvironment.

4.3 Changes in External Environment Affecting Broadast Programming

In this section the study sought to find out théurea of changes experienced by KTN'’s
broadcast programming section which have had argean the strategic direction of the
department. The changes are grouped into four caésg namely political, economic

conditions, legal and regulatory framework, teclggland competition.
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4.3.1 Changes in political arena affecting KTN Brodcast programming

The study found that there were several politicdluences on broadcast programming
offered by KTN. The respondents indicated KTN waened by shareholders who had
interests in the political landscape of Kenya a@mastthis had a direct impact on the KTN'’s

broadcast programming as the owners were direffdgtad by political changes.

The respondents indicated that with the post @eatiolence experienced in 2007/2008 after
the disputed General Election has had an effecthennature and form of broadcast
programming at KTN. The post election violence hasessitated for an increase in airing of
peaceful messages, images reminding Kenyans of warespired and a call to ensure it does

not happen again through short commercials andnrdtve documentaries.

The post election violence also has had an effek{TtN's programming because the media
was accused of having played a part in fuellingtiedence or not doing enough to make
sure the violence was contained in time and didleatl to the consequences that were

experienced.

This has led to passing of various laws whichaaneed at ensuring that media players play
their positive role to the maximum and curb anyateg role that by lead or facilitate
violence or political instability. Devolution is ather political change that has had an effect
on the operations of KTN broadcast programming.h\Wite passing of a constitution in
2010, Kenya is in the process of transiting intdexolved system of governance. This has

led to a situation where KTN has to cover storied iafomercials from all the counties.
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The counties are now a key determinant in the patnd form of broadcasts with KTN

striving to cover all counties fairly. The ongoipglitical campaigns also have had an effect
on the broadcast programming operations at KTN. rEéspondents indicated that KTN has
to ensure that it gives fair coverage of all pgvaats in the political arena. The respondents
indicated that KTN has to ensure it is presentanous political meetings and broadcast

those where national issues were addressed sardsrto the people of Kenya objectively.

4.3.2 Changes in Economic Conditions affecting KTIBroadcast

programming

The respondents also indicated that there had die@rges in the economic conditions which
have had a bearing on the broadcast programmingatopes. One of the economic issues
which have had an impact on broadcast programnsitigei fluctuation of the exchange rate.
The exchange rate between Kenya shilling and therahternational currencies has had an

effect on the broadcast programming functions aNKT

This is because KTN relies on a number of foreigsggpammes and thus the depreciation of
the programmes such as soap operas, movies and masian effect on KTN broadcast
programming. The respondents indicated that fluminaof the shilling also affected the
importation of foreign programmes, acquisition afcdl programmes and acquiring

programming material in general.
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The respondents also indicated that the registecetiomic growth has had an effect on
broadcast programming as the emergence of powetedato demands for high quality
adverts. The respondents indicated that the adeestare now demanding that the adverts be

of very high quality.

The economic growth has also ensured that more &enhave access to Television sets.
This has affected KTN’s broadcast programming &sit to air programmes which appeal to

various categories of Kenyans in terms of contedtguality.

4.3.3 Social Changes affecting KTN Broadcast programing

The Kenyan society which is the main target audiemas registered several social changes
which have had an effect on broadcast programmngTN. One is the rise of a middle
class who have certain tastes. The demands ofjtbigp are dynamic and diverse and the

respondents indicated that this group of audies¢®rd very to please.

There has also been rise of young groups which hax@ce in the social media and is not
relying on conventional media for news. These gsorgly on conventional media such as

twitter, facebook, yahoo and You Tube.

The rise of this group have ready access to brgakews in the entertainment world, the
latest release in movies and programmes even biferderoadcasts shows them on TV. This
makes KTN’s programmes to be outdated to its marget audience, making the social
changes affecting the TV station be a hard nutaolcin terms of formulating programming

strategies.
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4.3.4 Legal and Regulatory Framework Changes affeicig KTN Broadcast

programming

KTN being a media player in Kenya has had to baer@hwith a number of changes in the
legal and regulatory framework. The respondenticatdd among the notable changes were
the Kenya Communications (Amendment) Bill and bteagion the Amendment Act, 2008.
The Act mainly establishes the Media Council of ¥@nlt describes its membership,
functions and powers. Within the Council, a ComuieiCommission is established which

deals with filed complaints against media entities.

The respondents indicated that the establishmef@oaimunication Commission of Kenya
has also had a role in the directive which hasahtedt impact on KTN'’s programming. KTN
must ensure it broadcasts at least 60% of localeodncurrently the station is at 40% local
content. This becomes a major challenge becauseisguor quality local content which
will sit well with the KTN'’s target audience is nah easy venture but KTN has to embark on

this or face legal consequences.

The respondents also indicated that there have rfegemations which the media players have
felt were an affront to media freedom. These reguia and the threat of libel and
defamation suits have also had an impact on KTNadicast programming. Satirical
programs are common among KTN’s audience, but theome of such programmes bring
many law suits to a station. As funny as the pnograay be, some political leaders feel as

thou their privacy is being invaded thus the lawssui
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4.3.5 Technological Changes affecting KTN Broadcagtrogramming

Like other broadcasters globally, the respondeatschthat in the past one decade KTN has
been under pressure from new digital servicesudioy domestic multi channel, free to air
TV stations, subscription channels, internationatlellite and internet protocol services.
According to the respondents KTN has been faceld shanges such as diffusion of social

media as well as emergence of new broadcast progiragrequipment and technologies.

The respondents also indicated that KTN has beé&ttal by CCK’'s requirement for
migration to digital broadcasting. The respondamdgcated that digital broadcasting requires
equipment for KTN to be able to realize the utii@aa of digital rather than analogue
waveforms to carry broadcasts over assigned radoguéncy bands. Such equipments will
enable sound and picture quality to be processecirehically and converted into digital
format. This format is then transmitted and recotece by appropriate receivers or set-top
boxes into sound and TV programmes. The responditsaated that the migration process

to Digital Terrestrial Television (DTT) is an exiwve undertaking for the station.

4.3.6 Changes Brought About By Competition Affectig KTN Broadcast

programming

The media industry in Kenya has seen increased efitiop in the past one decade. The
respondents indicated that competitors such as NKBG, KISS TV, K24, Citizen TV and
the new entry China Central Television (CCTV) hhagl a great impact on the broadcasting
operations and performance of KTN programming. Téspondents indicated that KTN

having been a pioneer private TV stations in Kelmys borne the brunt of competition.
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KTN in the recent past has been turned as a tiaigmound for all levels of staff in the
broadcasting industry. The respondents indicated thost of the prominent individual

players in the TV business in Kenya have at onatgw@d a stint at the station.

The respondents listed a number of TV editors, ntepsy producers, and anchors of KTN
during the 1990s who the stations has lost to attegions over the years. The list included
Catherine Kasavuli, Jacqueline Thom and Raphaal Wijo had also reported on the first
multiparty elections in Zambia. Fayaz Qureishi layM. Manyasi, and Charles Wachira who
covered the refugee crises in the region. Thereevaéso Christine Nguku, Mercy Oburu,
CNN Anchor Zain Verjee, Robert Ochieng, Patricissf&ngu, Annette Kanana-Bazira, who
produced an interfaith show on Sundays, Ruth MiNjaroge Mwaura, Isaiah Kabira, Jeff
Koinange, as well as the editors Sammy Masara, Alskeimbu, Mike Roles and Herman

lgambi.

The respondents indicated that KTN staff in itdyegears included Joseph Warungu who
became the head of BBC's Africa Service. The redgots noted that another KTN alumnus
is Dan Kashagama, the founder of the African Uatfmn Front, who originally covered the

Somalia desk at KTN.

Kathleen Openda, was for a long time during hertstt KTN the most popular broadcast
personality in East and Central Africa. The resmos indicated that competition has

largely affected the ability of KTN to hire andaet competent and qualified employees.
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The respondents indicated that KTN has recently éaemplary employees such as John
Allan Namu, Robert Soi and Mohamed Ali who haverbpeotal in the stations successes
and their investigative programs being most popalemoss the country. Apart from the
presenters other technical staff such as camesap&and technicians has been poached and

this has had an adverse effect on the performaini€&N’s broadcast programming.

4.4 Strategic Responses of KTN to Changes in the Hironment

In this section the study sought to find out thratsigic responses adopted by KTN in order to
take advantage of opportunities emerging from th@nges and/or mitigate against adverse

effects brought about by the changes in the opgra&invironment.

4.4.1 Strategic Responses to Changes in the Pobllid\rena

The respondents indicated that since its incepidN has strived to ensure balance and
fairness in political reporting and this has matesurvive even times when there was
repression of the media in Kenya. The respondewtisated that KTN was established at a
very opportune moment as it was in the middle ef iiultiparty democracy movement in
Africa, and it became the first TV station to giveices to the subversives, dissidents and
opposition politicians. The respondents furtherigated that KTN covered the most
controversial events that included the volatileitmal chaos of the transition period from

dictatorial single-party state systems to multipa@mocracy in the early 1990s.
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The respondents noted that the station has hadatedistaff members who during the 1990s
even endured being tear gassed alongside the dipposiminaries in Africa’'s transition to
democracy. The respondents further indicated thEll Kvas also the first station to send
reporters into Somalia after the fall of the Siaa® regime. The respondents stressed that
the station actively sought to cover stories in thet of Africa, an attitude that was

uncommon for TV stations in Africa at the time.

4.4.2 Strategic Responses to Social changes

Respondents indicated that lifestyle of the rismgidle class has led to KTN to add
programs which appeal to this group. This includesgrammes which relate to electronic
gadgets, motoring real estate among other issueseiffitertainment has also been tailored to

ensure it meets the demands of the new audiendesmieves with time.

The respondents indicated that in 2007, KTN augetkits efforts to target the youth market
launching Str8up hosted by a team of Christine,aLidndrew, Anjlee, Grace, Myra,
Jonathan and Yolanda. The program takes commaemts fivitter and facebook and uses
such comments and request to improve the prograniime.programme also offers teen
celebrities a chance to interact with their fartse program also sorts to connect its audience

with the most current international entertainmesws.
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4.4.3 Strategic Responses to Changes in Economicndaions

The respondents indicated that a number of inigstihave been put in place to respond to
changes in economic conditions. First the manageimas hired experts in the advertising
department to ensure that the adverts producedfdmgh quality and that they appeal to the

audience while passing the message intended kgdthestisers.

Respondents indicated that KTN introduced Busifv#sskly, Business Focus and Financial
Markets Live, weekly business programs completéh vifterviews and analyses. These
programmes are termed to be informative, educadiveé authoritative. The station also
became the first local channel to run live traddaga from the Nairobi Stock Exchange in

late May 2009. These two trends have been pickdaygther TV stations.

Secondly the respondents indicated that KTN hasredtinto negotiations with producers of
movies and soap operas to ensure that they getdaffie deals while procuring these
programmes. The TV station has also invested inldhal and regional entertainment to

ensure it meets the 60% local content at an affidedeost.

The station has also been looking into the interedt the employees through salary
increments which are meant to motivate the empyedine with inflation. The station has
also been improving the working conditions forataployees having moved its offices to a

new ultra modern building along Mombasa Road.
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4.4.4 Strategic Responses to Legal and Regulatoryamework Changes

The respondents indicated that the station hagjasd changes brought about by changes in
the regulatory framework well. They indicated tkia@ TV station has been able to comply
with most of the regulations through cooperatiorihwthe regulators, Media Council of

Kenya, CCK as well as the Ministry of InformationdaCommunications.

Respondents also indicated that KTN is trying tsuee it meets the 60% local content
requirement through various interventions. KTN hawested heavily in the local
entertainment industry to ensure production of é@snmealities and music programs which
can be aired by the station. The respondents aldicated that the station has also been
working towards ensuring that it will be able togmate to digital transmission platform
before the deadline set out by the Ministry of Camioation and Information. This will
ensure the TV station has differentiated conterditan the many channels it will acquire

with the migration to digital transmission.

4.4.5 Strategic Responses to Technological Changes

The respondents indicated that KTN has respondetedbnological advances but not
satisfactorily. KTN has adopted the online platfsrand has several platforms running
online. In response to technological advances #spandents indicated that KTN has
developed a web service, six digital radio chanrtalge digital television channels, a video
on demand or ‘catch up’ service and mobile appNKdalso trying to have their presences
felt in the social media as it has a facebook (Ayipe IV) and twitter accounts (Appendix V)

which are regularly updated with the most instaws and latest program updates.
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The respondents also indicated that KTN was thet fllV channel in Kenya to start
streaming content online via U-stream. The charstedams on their official website
http://www.ktnkenya.tv/ which made the broadcaserfirst channel in the country to make
the leap. Due to legal loopholes, KTN only stredotsl content to avoid legal actions from

the foreign suppliers.

The respondents indicated that the online platfaaneskey in updating the news website in
real time and dispatching mobile phone telephorgaking news update faster than its
predecessor. The station has been able to actsvihntough employing a team whose job is

specifically online dissemination of news and pergrupdates.

Respondents also indicated that the station hasies in the latest technology and has also
bought the presenters gadgets such as iPads tonhilp delivery of news. The station has
also ensured that the camera persons have latgptents for various program productions,
events and functions. The respondents noted tblan&éogy has revolutionised the way news

and programs are produced and consumed.

The respondents however noted that KTN has not laédan to adopt the fundamentally
important broadcasting equipment which are vital tire broadcasting business. The
respondents indicated that the station uses aaliseet unlike its competitors who are using

state of the art broadcasting equipment.
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4.4.6 Strategic Responses to Changes brought abdayt Competition

The respondents indicated that KTN has continuobglgn working to ensuring that it
matches up to the onslaught of the fierce competibeing witnessed in the broadcasting
industry. The respondents indicated that the statias sought to improve it internal
processes and procedures, hiring new staff, amahegr onterventions. The respondents
further indicated that KTN has despite increasedmetition from new entrants, the station's
news brand has stood out.

The station relaunched in December 2008, changmdogo and introducing a robotic
telehead. The slogan also changed to Always KTk fiour Channel, Your Choice. This
was later changed to the slogan, KTN, your infoimeatauthoritative and entertaining

channel.

4.5 Discussion of Findings

The results obtained by the study show that KTNadsroadcaster has not succeeded in
proactively responding to the changes in the eateznvironment. This is evident from the
advertising revenues KTN has recorded for the pastyears. The revenue has significantly
declined compared to earlier years and other mealiges in this industry.

This in return has affected the ratings of KTN. éting to research done by Synovate,
guarter three 2011, there is a decrease in the aupfbaudience who watch KTN. KTN is
rated as the third most watched local free to ¥irstation in the country at 13% after Citizen
TV and NTV. This research is based on the prograsnaieed by KTN, its timing and is

compared to other media station.
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KTN has a long way to go in ensuring that its sigat responses are effective in matching up
to the adverse effects of the changes in extemat@ment. KTN needs to improve on its
equipment so as to ensure the TV station reaches w@wers than it is currently. KTN is at

62% weekly reach in Nairobi which happens to bel#ingest target audience in the urban

viewer.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter gives a short synopsis of the studincludes a section presenting a summary of

findings, conclusion and recommendations propogeitid study.

5.2 Summary of Findings

The study also found that KTN has been at the eeasftpolitical repression over the years since
the 1990s and this has affected it operations. \\étjard to political changes the study found
that the post election violence has had a greatetin the direction of broadcast programming
at KTN. The study found that the station has bd®e & navigate through the turbulent political

changes by ensuring balanced, fair reporting atitbaitative programming content.

The study found that there have been a numberafozic changes which have had an effect
on KTN’s broadcast programming including econonriovwgh and rise of firms in private and
public sectors which have strict advertising densanthe study found that to navigate the
economic changes KTN has hired qualified staff Bodght equipment to ensure the adverts
appeal to target audiences as well as satisfyiagativertising firmsin addition, KTN has put
large economic focus on the production of localgpaoaming content by outsourcing various

local producers and directors to steer this project
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The study found that there have been social chanbeh have seen rise of a middle class and a
young generation audience which has diverse clarsiits and is making demands on the
broadcaster and also has access to social medgastlily found that KTN has responded by
adopting technology with its presence on social imé@ing felt as well as integrating online

platforms in its programming.

The study found that there were a number of legdlragulatory framework changes including
the enactment of the Media Act, requirement of @0&&al content and ensure curbing of hate
speech in broadcast programming. The study fouad KN has responded to changes in the
legal and regulatory framework by cooperating whk regulatory institutions, integration of

technology and investment in the local entertainnregtustry.

The study found that there were a number of teduichl shifts which have affected the

broadcaster’s operations and performance includdwgnt of social media, ongoing migration to
digital transmission and emergence of new broadcastquipment and tools. The study found
that KTN has been pioneering adoption of variowhnelogical advances in the broadcasting
sector in Kenya especially integration of onlinatfurms, introduction of NSE live feed,

integration of social media during live programmiagd iPads for the employees. The study
however found that KTN still lags behind in the ption of core broadcasting technology as it

still relies on virtual broadcast set instead ofihg a set of the art physical broadcast set.

The study also found that KTN has greatly beencéfi by competitive forces especially with
regard to poaching of employees as well as eatittggthe advertising share. KTN has not been
able to authoritatively respond to the competifiweces as it continues to lose out even in the

course of undertaking this study.
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5.3 Conclusion

The study found that KTN has responded relativell wio changes as a result of political
influences, economic condition changes and regyldtamework changes through improving
various internal processes. KTN has been unableespond strategically to technological

advances, and changes in the society which aretiaifeits operations.

The external environment will continue posing vasachallenges to the existence of KTN’s
broadcast programming. To some extent the pasbapprto responding to changes in external
environment may not be used to demonstrate thé@yabil the media house to handle future
changes. Overall the findings show that KTN has responded well to changes in the

environment and that explains its rating among dcaaters in Kenya.

5.4 Limitations of the Study

The study had three limitations. The study focus@g on the broadcasting programming
department of KTN. Despite the fact that broadogsis the core business of KTN this limits the
generalization of the findings on other departmentsin KTN or other media houses. This
narrowed the study thus limited results. A new gtstdbuld be done so as to represent other

departments within the Standard Group Limited anparticular KTN.

The study relied solely on employees of KTN’s peogming department to obtain changes that
take place in its external environment. This kifdeliance is prone to some level of subjectivity
as employees will want to portray their departnmaamd media house as having been successful in

responding to all changes in KTN’s external envinemt.
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The study was also limited to five broad factord #rus may have overlooked other factors
which have a role to play in broadcast programnaing which would have had a bearing on the

current study if they were included.

5.5 Recommendations

The study makes some recommendations. Firstly, iKiedagement needs to conduct a SWOT
analysis to be able to understand the environnrenthich it is operating better. This will give

the media house a better position to tackle thepeditive media industry.

KTN also needs to conduct a customer satisfactioney as well a work environment audit to
be able to review its strategic plan with full imfeation. The formulated strategic plan should be

drawn largely from the responses of the customesesyithus making KTN a people’s channel.

There is need for KTN to enhance the strategieslwhave been able to address changes in the
competitive environment and review those whichrareeffectively addressing issues arising out
of changes in the competitive environment. KTN dtddhink of differentiating themselves from
other stations and have out of the box strategleshwvill eventually give KTN a strategic edge

compared to its competitors.

5.6 Suggestions for Further Research

The study identified possible areas for furtheeaesh. Further in depth studies need to be
conducted to find how each of the identified affgeérformance of the broadcasters in Kenya.
This can improve strategy formation in the Kenyaadia industry. Further in depth studies also
need to be conducted to find out which strategipoases have been effective in addressing the

changes experienced in the operating environment.
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Those strategic responses can be used to buigbaroand better media industry in Kenya.
Future studies also need to get views and peraeptrom other players in the broadcasting
sector such as audiences and advertisers. Thisas@ngreat insights for broadcasters,

advertisers, policy makers and the government.

There is also need to conduct a comparative statlyden Kenyan media houses. This will be of
great importance to know how each media house nelgmb to changes in the dynamic

environment.

5.7 Implications of the Research on Policy and Préice

The study findings are a call to action for polityakers and practitioners in the broadcasting
sector. The study finds that politics is a key driwf the direction of Kenya’'s broadcasters.
Given the violence witnessed after the 2007 GenElattion where the broadcasters stood
accused there is need for adoption either volugtarias requirement of regulatory framework

to guide the conduct of broadcasters in times tdtiliy.

The study also finds that technology is radicalkgring the nature of broadcasting in Kenya.
There is need for practitioners and policy makertake note of these shifts to ensure that such
tools as social media are used optimally and witke lharm to all stakeholders. This would

involve consultation on copyright issues, hate spegsues among others.
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APPENDICES

Appendix I: Introduction Letter

UNIVERSITY oF RO
SCHOOL OF BUSINESS
MBA PROGRAM VIE

il
Telephone: 020-2059162 P.O. Box 30197
Telegrams: “Varsity”, Nairobi Nairobi, Kenya
Telex: 22095 Varsity

DA“I”IE..P..’..Z.!.Q/.@Q?Q

TO WHOM IT MAY CONCERN
The bearer of this letter N‘?LWQHJMWW/VJV“
Registration NoDfﬂjé}?‘:}g/gmD

is a bona fide continuing student in the Master of Business Administration (MBA) degres
program in this University.

He/she is required to submit as part of his/her coursework assessment a research project
report on a management problem. We would like the students to do their projects on real
problems affecting firms in Kenya. We would, thereifore, appreciate your assistance to
enable him/her collect data in your organization.

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

Thank you. \S“NERS#T}! P

s")‘#ﬂm & i
O Bt

MBA ADMINISTRATOR
MBA OFFICE, AMBANK HOUSE
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Appendix II: Interview Guide

PART A: GENERAL INFORMATION

1. Gender of respondent
() Female ( ) Male

2. Please indicate your position/ title in the company

3. How many years have you worked in the company

PART B: CHANGES IN THE COMPETITIVE EXTERNAL ENVIRON MENT
AFFECTING BROADCAST PROGRAMMING AT KTN

1. Describe briefly the changes experienced in théigall arena which have affected

KTN’s broadcast programming over the years
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2. Describe briefly the economic changes which tedfexted KTN'’s broadcast programming
over the years

a) Economic growth

b) Advertisers

3. Describe briefly the changes experienced irstdwoal front which have affected the KTN

broadcasts

4. Describe briefly the legal and regulatory framewchanges which have affected the KTN
broadcasts over the years

a) Laws put in place
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5. Describe briefly the changes experienced inrteldgical arena which have affected the KTN
broadcasts

a) Broadcast technology

6. Changes brought about by competition affecting K& bfoadcast programming

PART C: STRATEGIC RESPONSES OF KENYA TELEVISION NETWORK

7. Describe briefly strategic responses adoptedKbM to respond to the economic changes
which have affected the KTN broadcasts over thesyea

a) Economic growth



9. Describe briefly strategic responses adopteld iy to respond to the changes experienced in

the social front which have affected the KTN braetqrogramming

10. Describe briefly strategic responses adopteldTiy to respond to the legal and regulatory
framework changes which have affected the KTN braatiprogramming over the years

a) Laws put in place
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11. Describe briefly strategic responses adopteldTiy to respond to the changes experienced
in technological arena which have affected the Kofbadcast programming

a) Broadcast technology
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Appendix III: Confirmation Letter

STANDARD
\ G ROU I:) THE STANDARD GROUP LIMITED

bringing your world to you. The Standard Group Centre, Mombasa Roz:
P. O. Box 30080, Nairobi, GPC - 00100

Tel: 3222111, 2227122, 2242650, 2242642
Fax: 2214467, 2243323, 2229218

Mobile: 0722 204 112 /113, 0733 600 58¢ /27
Email: info@standardmedia.co.ke

Website: www.standardmedia.co ke

10™ October 2012.

To whom it may concern,

REF: STELLA NJOKI NDIRANGU - RESEARCH

The above matter refers.

Stella works in the Creative Services department in the capacity of a Senior Presentation
Editor.

She carried out her research on Strategic Responses by Kenya Television Network’s
Broadcast Programming to the changing competitive environment in Programming
section.

Yours Faithfully,
THE STANDARD GROUP LIMITED
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Appendix IV: KTN’'s Facebook account page excerpt

facebook Search for people, places and things

3 "'L C—
‘ f o CHAGUO LAKS

LN ) PR~ S 51&:.&:&
@KTNKenya Livestream: www.ktnkenya.tv

i

KTN Kenya | v Liked | | Message # ~ |

207,306 wanapenda * 17,922 wanaongea loahusu hii
TV Network S
Follow us on Twitter! @KTNKenya Website: | fl_ 20?k |?|
v kimkenya, tv Email news@standardmedia.co. ke =
Kuhusu Picha ‘YouTube Most Popular News Likes
‘ind: broadc ¥ Net ¥ Previous & Highlightall [~| Match case (L% Reached end of page, continued from top
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Following
Followers
Favorites

Lists
.
Tweet to KTN

online @standardmedia.co ke

b~
facebook. Cﬁmlkmk@ﬂfﬂ

twitter.com/kinkenya TWEETS

115,27 1

¥ Follow

) Watch KTN Live

www. ktnkenya.tv

Expand

KTN kT
@ Woman wants Olympic champion #Ezekielkembol charged with
sexual assault. bit Iy/SIBXOE

Cunand

¥l Similar to KTN
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