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ABSTRACT 

The economic reforms in Kenya mad th bu ine,, nvironment· very turbulent and 

affected business p1actic s. 'lh :tu 1 · thll 'I< r' sou dll to document the sector's response 

to the changes in th · bu ·tm• ·. ·n iH 11111 ·nt. 

The Principal ob)~.:ctiv i: l\l let., mi11c the strt~tegic responses and adjustments in strategic 

variables atlopletl by the trm which could be due to changes in the external 

environment. 

Primary data was collected using both the stmctured and unstructured questionnaire to 

gather information. The study was done in Nairobi. A census survey of 3G companies 

was to be done but 26 of them partie ipated out of which 8 were interviewed and the rest 

(18) were administered through "the drop and pick later" technique. The method of data 

analysis is by descriptive statistics as the desired statistical method include tabulation, 

frequencies, percentages, mean scores, variance and standard deviation. 

The study revealed that majority of t 1e firms changed their mission components mainly in 

pmducts/scrvices and technology . · 1ajority of the firms changed the ranking of their 

goals. Growth topped the goals before change occurcd but now it i profitability. 

1<1jority of the firms did not change their long term ol jccli\'c . It wa obsl;r •cd th. t the 

um ar r. ling in a very c mpctllivc cnvit nmcnt •hich ha artcclcd lheit internal 

t ha ur. ·nviron mental chnllgc affected th opc1 i n of th mn th • 

arhbl 

ri 

111 It r 1 



CHAPTl :R ONE: INTRODUCTION 

!.!BACKGROUND 

Cole (1990) states that op n y ·tcm; , tt: tht SL which do interact with their environment, 

011 which they rely for obt·linin' · nti:tl lllputs and for the discharge of their system 

O\llputs. Fit IllS th 't ·futt: ,, ( p ·n tcms must interact with their enviromnent for 

survival as it ~i vcs b ·tt 't p.11t fits resources to those firms that conform to its standard 

and we 'ds away th se that don't. 

Ansoff and .t-.lcDonnell (1990) state that successful environment serving organisations arc 

open systems ami the open property is made necessary by two factors: 

Continued organizational su1 vival depends on its ability to secure rewards from the 

environment which replenish the resources consumed in the conversion process. 

Continued maintenance by the organisation of its social legitimacy . 

They further tate that a major escalation of environmental turbulence means a change 

fmm a familiar world of marketing and production to an unfamiliar world of new 

te ·hnologie . new competitors, new consumer attitudes, new dimensions of social control 

and abo 'c all an unprecedented que~ tioning of the firm' role in society. The pro 1 cct · 

or th 19 0 an· for a continued c 1 alation of turbulence. 

mm nt y tcm 111 v lopin < ountrie r ulatcd cc n mic a 1 ct 

titlon . 

1 111 n t bl ti 
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Accordingly the Kenyan Government wn~ for I to liberali e the economy in 1992 but 

implementation of the reform b ··1n in 19 . with liberalisation of exchange control, 

abolition of licensing and lllllO\ lint 1 ti <:. ontrols (Economic Survey, 1994). This 

change in iovtrtuu ·nt p II 1 ·ned up the economy to intense competition. New 

entrants and innnvali n wa ' itnc ·! ed. 

The environment in which Kenyan firms operate therefore became turbulent in the 1990s 

due to unfamili:1r changes in the bu ;iness environment that exerted heavy pressure on 

organisation to face competition (I co nomic Survey, 1998). 

The changes came up due to the on going economic reforms recommended by the Bretton 

Wood Institutions of the World Ba11k and the International Monetary Fund (IMP). Kenya 

was forced to accept the demands of these institutions as a condition for the disbursement 

or aiel which was uspended in 1991 (Ishrat and Faruqee, 1994). The process of 

liheralisation wa adopted in 1992 and ince then many economic reforms have taken 

place and the programme is still g(ling on. Accordingly, from 1992 onwards, a seri s or 

p ·r i tent , nd dt am a tic change ha en taken place with the birth in 1992 of the 

r ·introdu tion or multi-party politic; and libciali at ion which wa accompanied by 

·on mic uncertainty (I::.conomic urvcy, 19 ). 

h ll n 1 f th m • I 

im II 

th l n 1 mt 
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He observes that local competition h• s mnd compani s change their activities in order to 

survive. He argues that fm the in ut 111 't: mdn.try, the cflccts of libcralisation have been 

indirect . Many compatues hav · t • 11 unabl' to withstanu increased competition. These 

have gone out of l>usin · ·s wd • nt' ' ith them is the Insurance business they held . 

Other compiHlle,· l~t1ve rctren hed employees. Some of these employees were customers 

of the Insurance 1ndu ll)'. lie thus p)ints out that the Insurance sector in Kenya is facing 

decline in premium income and a lot of innovation is required in order to counteract this 

down turn in volume of business. 

Olotch (1999) reported that the number of players in the insurance industry is relatively 

large . There are 38 companies in a~ mall market of about Kshs.20 billion. Moreover, 

the economy has not being performing well with GDP growth rates of below 2%. 

The insurance finn thus reported a decline in premium income. He notes that the 

Republic of South Africa which acco11nts for more than 90% of the premium in Africa 

ha only ( hout half the number of In· urers in Kenya. lie thus ugge t that local 

In urance Comp, ni h uld merge to create hig ler but fewer unit . 

Lil ere li tion led to ti f comt titi n in many ct r of th anomy. '1 h In u1an Acl 

II t I cilitcll ut 

n Ul • 1 
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Tl1e collapse of Kenya National Assman in 1996 which was state owned· opened up tl1e 

doors for serious competition a th p 1 It 1lt 11 held notably parastatals invited 

competition from the imlu 11 • 

'lhc ccouomtr tdotms inK ·n a ha\e created a fundamental shift in the economic 

environment in ' hich finn 1 crate and thus proper strategic response is the way forward 

ror the firm t sur ive in the face of the turbulent environment. 

1. 2 DEFINITION OF STRATEGIC RESPONSE 

Pearce and Robinson ( 1991) define It as the set of decisions and actions that resu t in the 

formulation and implementation of J'lans designed to achieve a firm's objectives. It is 

thus a reaction to what is happening in the environment of organisations . Porter (1980) 

points out that knowledge of the underlying sources of compelttive pressure provides the 

ground work f01 "trategic agenda in action. When firms arc faced by unfamiliar chat g ... ,. 

they hould revise the1r strategies to match the turbulence level (i\nsoff and McDonnell , 

1 !J90) . 

1.. 

anu ·, nd chilfm, n (1 6 d 111' attitud c 11 C pre ion finn I fc lin that 1' fl C( 

run a d to mcthin 

II it tly 0 Jc, ut mu t b 

un 1 t tl ltlll 

II 
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1. 4 ST ATElVlENT 0 F THE PRO H _ ~ l\ I 

The harsh economic condition in K n ·a ha , ·rimL ly affected the profitability and 

market share of compani s (I· Hl Hl ti 'ut , 1999). In 1999, the Gross Domestic 

p1 oduct grew hy a p.dlt ' I. I ' .ml lc' prowth was reported in all sectors of the 

economy ( t:liii :tl Bank nf ·en •;~, 1onthly Economic Review, January, 2000). Many 

sectors or the cnm m • witncs -cd sttff competition following libcralisation. This has 

forced many compamc to adopt ch mges to compete in the new turbulent environment. 

(Fconomic urYt.~Y 1999). 

Tlte bu iness environment in Kenya has drastically changed in the 1990s. The changes 

posed seriou, strategic threat to exi· ting firms. Studies to confirm changes in the 

business enviroument in Kenya in tlte 1990s were done such as Belt (1995) on the dairy 

industry. Chum: (1998) on the food manufacturing industry, Kombo (1997) on motor 

foranchi e holders and Mohamed (1 >95) on effects on reconditioned cars on the motor 

market. 

umerou tudic wc1e done in the western world particularly U A and Bt itain. LcJcal 

ludic ere d ne in the in u1. nee ndu try in Ken 'a but not on rc ponsc lo chan ed 

en •ironment l hi tudy i thcr fnre m ·ant t 111 th oi 1 to tudy ho v in Ulan firm 

iu K ny h th ch; n c in the n ' I nm nt. 

nm nl ch n by I i 11 ri u 

di r nti. ti n, 
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The insurance companies seem howe er t hav not properly responded to the changes 

because of experit;ncing dcclin in pt mium income as observed by Vels (1 999). There is 

also a fall in profitability and HI Ilk ·t llat in the industry as its current contribution to 

the ross J Olllt.:St i · Pwlu 1 ·t.llltls ,\1 { nly three percent instead of the ideal seven to ten 

pen;cnt (lnsunmc1· I ink. J muar ·/rei ruary, 2000). 

Though rinn ate to re p nd strategil ally to environmental changes for their survival, it is 

not clear which strategic re pon cs the insurance companies have used to cope with the 

changed environment. 

The re earch prohlem is therefore to .Jevelop a better understanding of the sector's 

re ponse to the changes in the enviro 1rnent. 

The study will address the following questions:-

!. What are the trategic rcspons~s adopted by Insurance firms in Kenya? 

2. What adju~tments in strategic variables have taken place? 

Th tudy i aim I , t e.tablishin • tl1l tate of strategic rcspon. e by the Insuran mn 

• C llowin li rc li ati n throu h; 

1. l t m1inm th tr tc 1 ic rc p m , nd dju trncnt 111 11 at tc van that 

larm 111 K ny h. l 

th a ttitud n ir nm 1 t • 



-7-

1.6 IMPORTANCE OF TilE SI__ DY 

1. The study will benefit the in. 111 n 't: ·ompnni ·s as it is expected to establish the 

adequacy and or capahilit • t th · tot's r sponsc to the ever changing business 

trends iu thl' hl' · ll Iii ., tli tli n and rlobalisation of business. The findings arc 

thus · Jll'l.: lL' I l 'Uid • th' industry to cope with the changes inorder to survive. 

2. The ludy will a I o benefit iw urancc agents and brokers who are also stakeholders 

in the indu try to apply the c< ncept of strategic response to their organisations. 

3. The study is also expected to ;ontribute to the existing literature in the field so 

that it will be useful to acade111icians for purposes of carrying out further research. 

1. 7 DEFINITlO OF TERl\lS l fSED 

Strategy - A set of decision making 1 ules for guidance of organizational behaviour. 

Environmental tmhulence - A mcasut c of the degree of changeability and predictability of 

a fum' en ironment. 

Pri it ation- 1 licy 1 rocc wh tc a ovctnment rcduc it direct intervention 11 

h 1 in ell 11101 p. rli 'I ti n mpamc 1 I individu I . 

11 lt 11 l I th 1 n • t1 t i I Ill • I f 

n n '"' n n t i it • 
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Industry - A collection of firms that offer , irnilar products or services. 

Competitive advantage - Th uui Ill up 'ttOI position a company develops vis-avis its 

competitors. This anHlunts 11 th · l a is for preferring the company's products and not. 

those of COIUJH:titot · 

Market har - The trength or voic! a firm commands in the market. 

Company Mission - An enduring stateme11t of purpose that distinguishes one company 

from other similar companies. 

Substitutes - Products or services that can perform the same function as other product~ in 

the same industry. 

Relation hip 1arketing - It i trategic orientation adopted by both the buyer and the 

ellcr parties, \ hich represents a cornmitment to long term mutually bcnc~icial 

collaboration. 

It can at o delin d a the pt or creating, maintaining and enhancinp 

J, len r J, tion hip vith cu tom ·r ami thct ta ·ch ldct . 

I 1 nc.l - I ymb I, c ml ir , Li n o th th t h m nin to tlw 
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Brand Personality - The set of huma11 chara teri, tics asso iatcd with a given brand e.g 

gender, age etc . 

Chnngc Rcspon.'t to l'HViwtutWnlll hanp,cs 

clcbrily pok.cs!llan - e of\ ell ~ nown person to endorse products or companies. 

Economic Uncertainty - Unpredictable business euvironment due to unfamiliar changes. 

Retrenchment - Offloading excess employees. 

Market segmentation - The process <,f dividing a potential market into distinct subsets of 

customers with common needs or ch tracteristics and selecting one or more segments to 

target with a distinct marketing mix . 

Positioning tratcgy - A decision to ;tress only certain aspects of the company's brand 

and not other to compliment the co111pany's segmentation strategy and selectiOn of target 

market . 

P1 ·mium - Pri changed I r in uretnc' cc vet 

lh mt m 
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Insurance - The laking away of risks from th person directly concerned by the insurance 

company. 

No Claim 1 iscouut I >L· 'lHillt .111 \ cd f"OJ not claiming during the period of cover which 

is usually om.: yr,u. 

1.8 OVERVlE\Y OF THE PROJECT REPORT 

This research report is divided into five chapters. The first chapter which is the 

introduction gives the background, definition of strategic response, atttitudes, statement of 

the problem, objectives of the stud:', importance of the study, definitions of terms used 

and an overview of the project rep1 1rt. 

Chapter two, tile I iterature review, proviclcs the necessary literature relevant to the subject 

matter of the sludy. It covers the -,ignificance of the external environment in the 

management of' organisations, an < vervicw of Kenya's economic performance, an 

overview of liheralisation, nature llf economic reforms, structural adjustment 

programmes, SAPS in Kenya, Po: tmortem of the economic liberalisation programme, 

Strategi to u c in · hanged envimnmcnt . conceptual framework of the r search and 

umrnary of the literature tcvicw. 

hi h i Ute r an h m th olo y c vcr th 1 e rch d i n, th 

p 1 u1 li n, ll mpl 
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Chapter four is <~bout analysis and f nding.. lt iv s perception of competition, changes 

in company miss ions, goals, obj ti ',, :tr, t 'li~s and plans in response to competition 

and ajdustmcnt s of .s tt atc •k v 11 i.tbh . 

Chapter five which i: Ill l.tst con i~ ts of conclusions and recommendations . It gives the 

ummat')' or te Tltrch finding . conclusions, recommendations, limitations of the study and 

uggcst ions for further re earch . 
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CHAPTER TW_Q;_ J..ITERATUR E REVIE'W 

MANA 

IRONMENT IN THE 

pen y lems a1e tho e fim1 \ hich do interact with their enviromnent, on which they 

rely for obtaining e entia! inputs a1 d for the discharge of their outputs. The inputs 

include people materials infonnation and finance. These inputs are organised and 

activated so as to convert human sk lls and raw materials into products, services and other 

outputs which are discharged into tl 1e environment. For this purpose, closed systems on 

the other hand are completely self s11pporting and thus do not interact with their 

environment (Cole, 1990). 

Pearce and Robinson (1991) arguin1 on the same line state that a host of external factors 

in11uence a fitm's choice of dircctioll and action, and ultimately, its organisational 

st1 ucture and internal proces e . Tht y argued that these factors which constitute the 

c tern a I environment I all into tTmol •. industry and operating environment. The remote 

environment compri e~ factors that nriginate beyond, and usually irrc pecti ·e of, any 

in le trm' 01 ·rat in ituation con et nin economic, political , t chnolo ical and 

tor . ccord in 'I y tlu nv i 1< nment pt 

in l finn 

mns with OJ portuniti -. 

rt ny m c nin ul rc i1 
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The nature and degree of competition in an imlu. try hinge on five forces which are threat 

of new entrants, the bargai11ing p \\ 'r f u, tom r., the bargaining power of suppliers, 

tht: threat of substitute p1 odu ·t H ; , i cs and the jockeying for position among current 

contestants. According!', It • 1.11 li :h ~tJ atcgic agenda for dealing with these contending 

currents ami to !'.WW t1 "I it•! them a company must understand how they work in its 

industry and h '' the' affect the co111pany in its particular situation (Porter, 1979). 

He further argue<; that _in the fight fc•r market share, competition is not manifested only in 

the other players, rather competition is an industry is rooted in its underlying economics, 

and competitive rorces exist that go well beyond the established combatants in a particula1 

industry. Whatever the collective strength of the players, the corporate strategists goal is 

to find a position in the industry wh :re his or her company can best defend itself against 

these forces or can influence them ill its favour. He therefore observes U1at the industry 

characteristics stmngly influence the alignment options available to the firm. 

ariou other scholars also observed that firms are environment dependant and that 

change_ in the environment rcprescms opportunity and threat to the firm . 

DJUcker (195 ), Chandler (1962), Andrews (1971) and Porter (1980) P arce and 

R bin n 1 91) con ur on the fact hat mn a pen y tcm mt: cnvironm Itt 

p nd nl. uch Druc · ·1 )' nn I llclle • 

n II p han I 

. I utlin d th p1 

int 
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The writings of J\nsoff (1965) and Andrew (197 1) 011 the need for organisations to 

interact with their environment wet\' in:tmtnL ntal in tri gering off the adoption of 

corpor<lt e planni11g by bustne · · I inn· I l'llll • th nvironmcnt became turbulent in the 

early 1970s. 

The CSStllCC r rllnnulating COm) ctit ivc strategy is relating a company to its environment. 

A lthough lh' reil·vant cn\'irtJnmcnt i , very broad, encompassing social as well as 

economic l'orces . the key aspect oft 'le firm's environment is the industry in which it 

compete . Industry structUJ e guides the strategies available to the firm (Porter , 1980). 

Bennet (1977) a1gues that the culturill, political , economic, technical and legal 

frameworks within which orga nisatit ns operate are today liable to rapid and far reaching 

change. New products are introduct d, new markets and competitors regularly emerge. 

lie further add that a change in an) one of an organisation's environments can create 

difficulties . 

in c 1 2 th rc h, 1 ccn a nc or pet i t nt , n I dtamatic chan 'C that to · place in 

t 

nt 

Cl•>r of the c n my rem, in d ul lucd tht u•h ut 

n I coup! d w1th 111 r tru tm I 

urth r 

Ut ) , 1 
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In 1999, the real Gross Domcsti< Pn due (GDP) gr w by 1.4% in the twelve months to 

October, 1999 compared with 1.8% 111 I , .. % in 1998 and 1997 respectively. The slow 

growth was virtually in all sector of lhl: ~ ·onomy. Finance, insurance and real estate 

SCI vices for l'Xillllplt: aH: l'Stuu 11nl In h:t • 'JOwn by 2.9% in the twelve months to 

October. 1999, tnlllpill ·d with 7.11. in 1996, 5.3% in 1997 and 3.2% in '1998. 

The continued dt·prc l'd perfonn~n1 e of the economy is attributed to several structural 

factors which continue to discourag1 · investment, including dilapidated infrastructure, 

I 

inefficient provision of public scrvi1 es and incidences of insecurity . These conditions have 

led to high cost~ of production and distribution which inturn make domestic goods and 

services less competitive. (Central I lank of Kenya- monthly Economic Review Jan . 

2000). 

An examination of the performanc1 of the Kenyan economy reveals a worrying picture. 

Today the situation in Kenya can probably be described as one of economic crisi~ and this 

ha been the case for so met imc. 'J he economic problems experienced include 

unt:wourabk c ·tcmal balances and high external indebtedness. capital flight, high 

inflation , n I i11terc t rate . fall in private investment and low per capita incomcc. 

P vcrty i '•ide pr ad and the inh rna! market has I en hrinkin (Vets. 1999) . 

f enh n cd tntc urc I J\dju tmcnt l·acility (I· 'AI·) in 1997 futthcr 

pr d th c n m . 
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The exchange rate went up and rea1 hed a r orcl high to exchange at Kshs.75.7 to the US 

dollar in Septcntbcr, 1999 rio\\'' •r, it str n 11h n ·d t~gainst the US dollar in December, 

because or positive sentimeut: h !I · 1 tl · about the likely resumption of the suspended 

donor funding :111<1 a wsh tn <II It a I f01ci 111 currency by exchange holders to avoid losses 

as the shill in!' t'11tlh ·r ·tr 11 'lhcn 

(Central Banl r l-em·a. 111< nthl T conomic Review January, 2000). 

The above Review reports stratcgie~ by the government to contain the situation as 

follow :-

To reverse the low down in econo1nic growth, the government stepped up, in recenl 

months, the pace of structural and< conomic reforms to increase investor confidence. The 

government has also put in place m :asures to streamline procurement of goods and 

services, contain expenditures and l alancc the budget. 

It further reports that other measun s underway to spur economic growth include the civil 

crvice rationalintion programme, lhc ongoing repair of the country's rot~ds, the 

ongoing rc tr ucturing of the po·;ts a td telecommunications , ub- ector and the cxpe ted 

pr i •ati ation of some para tatals. 'I h sc mea urc together with the teforms implemented 

in the o p sitiH:Iy impa t on c onomi rowth by th • 

h I of th y ( r 2 0. 

) lltl d It lh l un I m r ·t i n 
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J {e further states that US total pr 1 liums form 12% of the GDP but in Africa, that type of 

relationship bet ween insurance premium .. lt1d 1DP has not been attained and that there is 

need to build t11e insur.1n t' iulu It '· 

Our market cann H ' U t.1in the nu111ber of' insurance firms that are currently licensed to do 

business. The number f player ; re too many ( 38 companies) in small market of about 

K h .20 lillio11. Further, the depressed economy led to a decline in premium incomes. 

Thi calls for serious trategic response to survive the turbulent environment. Due to the 

poor pro, pects of growth and the 'icticious claims that currently rocked the industry, the 

in urance companies face a dikmn ta unless they cope up with the realities of the changed 

hu iness environment that has affet ted other sectors of the economy such as the banking 

and dairy industry among others (< llotch, 1999) . 

. 2.3 A OVERVIEW OF Ll_lJEitALISATlO 

I o,con mic performance in many AI rican countrie began deteriorating in 1970s. Per 

capita in ome tagnatcd and all sec tors of the economy \'ere affected by mid 1 <) Os. 

'ympt m of the mal i were evident almo t c eJywhcrc. 'I he return on World Ban · 

roj t w re much lo\ r in Africa than in othct 1c ion . ·1 he main f, 

r lh ta nation ;m I tl clin th dju tm nt 1 ·ri 1 were p r 

min 1 t r n , nd 1 u I t i n o 

l d 

ni t 11 
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government monopolies reduced co npctition so vital for increasing productivity (World 

B~nk, 1994) . Kenya was among tlr' ountri·s affected and thus economic. reforms were 

rc·quircd. 

An examination nl till' p ·rl( rll\.lllC(. of the Kenyan economy reveals that it has stagnated. 

oon a fler imkpcndcnce in 1963, tire economy grew very respectably. This upward trend 

cuntinued throu!~hout the 1960 and 1970s reaching the peak in the 1976177 cofl'ee boom 

Thereafter the economy shnwed signs of weaking and for most of the 1980s and 1990s, 

the economy wa either stagnant or declining . Today the situation in Kenya can be 

de cribed as one of economic crisis and this has been the case for sometinie. Poverty is 

widespread and the internal market has been shrinking. The poor state of economic 

affairs could not be allowed to co!ll inue . Radical action was required to turn around the 

economy and re-;tore economic growth. The policy action chosen was that of economic 

liheralisation ( cl 1999) . 

2.4 

J:.con mic refonn can be broadly d fined as the introduction of policy shirt in the 

mana cmcnt of a c untry' cc nom' that te ult in a free mar ct based ystcm. 

tl • 1 

1r m n African c< untri . 

h th in m 

I ly hi h 1 d 

Ju m 

c · o stabl en •tr nm nt on llllC 

untri . In th I w r wth 

hi h. fl n 



-19-

Yels (1999) argues that the maj( r 1 n t n c. plainiiP the poor performance of young 

economics was too mu h di1 1 nn1 nt involvcme11t in resource allocation. The only 

way out of I his p1 obi 'Ill is I • 1 • l11cirw the role of government in resource· allocation and 

empowe1 iu' indtv• lu.lls .111 I ompanics to make economic decisions. 

The above ..,ign.tled in Kenya the strengthening of the market system by providing 

incentives to producers, restoration of price decontrols, restoration of competition and 

privati ation. \ ith privatisation, the government reduces its direct intervention in 

business firms and allows for mon participation of private companies and individuals . 

l oJfective Jiberalisation is thus inteJtded to allow competition in the economy. The key to 

the ongoing reforms is to create a ·:ompetitive business environment which led to 

efficiency gains in the economy. F Jr libcralisation to work, it must be accompanied by 

privatisation (\els, 1999) . 

I [e continues w point out that economic liberali ation programme entails moving a' ay 

from g vernment interventionism 1 >w;uds a more free market competitive economic 

y tcm. Lib rali ati n ohj ctivc include:-

p 111 tin role 0 the f I j a iC c on my 

I Cl itUJ 

Ill ill 

ll Ill 
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Institutional development and ci' il ( rvicc reform have to be undertaken if the economic 

liberalisation programmes must work. lt im olvc, shifting away from administered 

COJitrols towards mechanisms tlw! up1 011 m.ulct based activity. 

2.ll. l Slnu:lural 

" lt1I lura! Adjustment" i the name given to a set of "free market" economic reforms 

imposed on developing countries by the Bretton Woods institutions as a condition for 

receipt of loans (World Bank Report 1994). 

They are designed to improve a country's foreign investment climate by eliminating trade 

and investment regulations, to boost foreign exchange earnings by promoting exports a11d 

to reduce government deficits through cuts in spending. 

The Bretton Wood In. titutions argUt· that AP are nece sary to bring a developing 

country from crisis to economic rcc( very and growth . Economic growth driven by 

private ector Foreign in\'estmcnt i ;een as the key to development. 

. 2 .. 2 

' ny h o • ·r th f, y ' in pi m nt d ' ri n mi r ~ nn un r th AI S 

rc ull 111 

t in tm n in th 
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* Exchange and trade regimes 

* Money rcl"orms 

* Parastatal reforms 

* J>ril: dccontn>ls 

* h , cal reCurms 

* i vil scrv ice reform 

* Political rdorm 

2.4 .3 Postmortem of the Economic Libcralisation Pro2rmnme 

Vels (1999) points out that the result of the liberalisation programme have so far been 

mixed. On the positive side, it enabled Kenyas access to a variety of products. Input 

restrictions and foreign exchange controls were removed. Increased local competition 

has forced companies to improve therr activities inorder to survive. 

lie however, point out that though liberalisation brought benefits, serious conccr n still 

re111ains . Firstly the Kenyan economy is ~till performing poorly and the local markets 

· continue to !11 ink. Implement in' a libcralisation pro rammc while such conditior . a1 • 

pr vail in I ad tn imp10vcd OlliJ ctilion for a ery mall market. 'I hi h happened in 

Kenya with th · foil win on qucn • : 

mJ ni rc' in lin u1 1 lay r lc of hu 111 • ·rhu hrin in th 1 

tor. 

tl r tn( 111 in • t 1 1 h\ urin Ul\ti j 
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* ::lome multinationals that previous! had mmmfa turing facilities in Kenya have 

preferred to liquidate them and in t a maintain low involvement marketing operations 

here. 

Second, not all tilt; kt:y pt • u,nliti n: for introducing I he market system in Kenya have 

been met. 

Third, there i · a 1 t of c nfu ion in ~ome of the liberalised sectors of the economy such 

a the dairy, coff1·c and tea. The co11fusion is more to do with how liberalisation is being 

implemented and not Iiberalisation pcrse. 

lie further points out that in a liberal 1sed economy, individuals and corporations 

Undertake active economic activity wltilc the government ensures good governance. 

There is low level of governance in t l1e country. Patronage is common and this tends to 

counteracts the benefits associated wi b fair competition. 

Vel (1999) further argues that though the insurance industry is still regulated by the 

government, Iiberalisation has had set ious indirect impact on the indu tly. Companies 

that failed to with:tand increased con1petition in the kenyan market died and thi inturn 

affected the indu try as it led to low husincs volume. What's more, though the collap.c 

o Kenya 1 'ational A~ urancr 'ompa11y dented the image of the Kenyan ln tuancc 

indu try, it r ultc in 1ca ed comJ ct1tion for the hug overnment an I para tala[ 

pr 1 1ti it cove1 d itc I into th 111 rkct. 
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2.5 STRATEGrES TO USE IN CHANGED ENVIRONMENTS 

The period of late 1960s and early 1 •no. "itnc. sed increased adoption of strategic 

planning as the period was charat:t 'II t: I I r ·IMiv •ly stable and 

growth business <·nvit'OJIIllL'nt. In !IH I c 70s (especia lly 1973) the business situation 

radically changed. Th~t was in~.:tc:t.cd environmental turbulence . The great stability 

and prcc.lictabilit ' that charartcrbed the earlier period was gone with the advent of the 

energy crisis . ontinucd economic !'rowth prospect either slowed down or disappeared 

all together . It was therefore necess; ry that these processes be modified or adapted in 

order to cope witlt the now tu rbulent business environment. The character of planning 

had to change from what it had been in the past to reflect current business circumstances 

(Taylor, 1986). 

Hall (1980) made similar ob-;ervation in his study of how large manufacturing firms in 

America were affected by turbulent c x:ternal environment. There was widespread 

instability and marginal profrtability. The strategies used in the stable environment of the 

1 9C!Os malfunctioned Organisations were thus moving toward the sclecti?n of a narrow 

range of strategic choices to counter 1 he effect of the turbulent environment. 

Peter and Waterman (1982) critici c I stratcgrc mana 'Cmcnt practice that tended to J 

hi hly dl 1 tic, I rational and rigid. '!hey c,Jie<.l for rcatcr nc ihility whi h could imurn 

nh nee and inn nti n. ·r h y uc 11 1 e 

ullur thi could r • tly 

) uh I i 11 t) 

in • r 1 11 
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Competitive pressures are forcing c< rp rat ions to adopt new flexible strategies and 

structures. Many of these ar famili11r: a ·quisitions and clivcstures aimed at more focused 

combination of busin s, a tivltir:, ll'ductions in management staff and increased use of 

performance lHlSl'U reward, (I a11ter, 1989). 

Porter (1979) pointed out that once having assessed the forces affecting competition in an 

industry and their underlying causes the corporate strategist can identify the company's 

strengths and weaknesses. The crucial strengths and weaknesses from strategic stand 

point are the company's posture vis· a-vis the underlying causes of each force. Where 

does it stand against substitutes? A1 ainst the sources of entry barriers? 

Aaker (1996) arguing on compelitiv1 : strengths and weaknesses states that statements of 

what the company or its brands shm ld stand for and its program to customers is a 

stralegic decision in every sense. I1 ~ goes on to state that brands need to be selecting 

markets and building assets for the I uturc, rather than just engaging in tactical programs 

that address only the problems or thl' moment. lie adds that the objective or a brand 

strategy is to create a business that 1 :;sonates with cu tamers , that avoids competitor 

strengths and exploit their wcakncss~ ·s, and that exploits its own strengths and neutral ises 

its wcakne es. 

St1 tc y can b huildin defcn ain t the competitive force , nd find in 1 

p ition in the i1 du tty 'here the lurcc , r t. Kn •led of th mp. ny' 
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capabilities and of the causes of the ·amp titive forces will highlight the areas where the 

company should confront comp tit ion and where it should avoid. If the company is low 

cost producer, it may h >) c.; I · nl ront powerful buyers while it takes care to sell them 

only product nol vulnewt lC' to c·ompetilion from substitutes (Porter, 1979). 

Aaker (1996) a ~rt that positioning involves a decision to stress only certain aspects of a 

company's brand and not others. He further argues that the key in positioning strategy is 

that the customer must have a clear Idea of what the brand stands for in the product 

category and that a brand cannot be :harply and distinctly positioned if it tries to be 

everything to everyone. This explai11s that the building of brand name is a strategic thrust 

that cannot be avoided in turbulent environment. 

A brand that captures your mind gai11s behaviour and a brand that captures your heart 

gains commitment. Brand personality is the set of human characteristics associated with a 

given brand . Thus it includes such l haracteristics as gender, age and socio economic 

class as well as such classic human personality traits as warmth, concern and 

. sentimentality. Product related characteristic can be primary drivers of a brand 

personality. Even the product clas. c m affect the per onality. A bank or in urance 

company for exalllplc will tend to a :.ume a tereotypical personality of competent, 

eriou , ma culine, old , nd upper cia s (Aaker. 1996) . 
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The use of clusters arc critical to comp tit ion and hence is strategy to help companies 

ckarly define wl1o their a tual t mp 'I itors arc. lusters are geographicaJ·concentrations 

or interconnect d compani s and in~ titutions in a particular field. Modern competition 

depends on pr tluctivit ' . not on ac •;ss to inputs or the scale of individual enterprises. 

Productivity r sts on h \ cornpanie; compete, not on the particular fields they compete in 

. (Porter. 199 ). 

· Porter (1980) points out three genel tc strategies for competitive positioning a firm adopts 

with respect to ils competitors which are cost leadership, differenliation ancl focus. 

Cost Leadership 

He points out that with this strategy . a firm seeks to be the lowest cost producer of a 

pt oduct or service. It can provide ~ ufficient value to command prices ncar the industry 

· average and hence can achieve abO\ e average profits. Cost leadership can also be 

achieved through sourcing input from cheaper suppliers and this helps reduce costs of 

cu tamer sen icc delays and minimi •:ing errors. 

Diff rcntiation Stratr~ 

lie argues that t•1day' marl·cts arc 1 haractcri cd by homogcnou good. and crviccs and 

diffcrenti ti n hdp olvc urh a pt •lblcm. A mn using thi tt. tcgy seek to 

diffcrcnti, te it that nr hi hly , lucd h • cu tomet 

'1li h lp lhc Jtm c mm, n p1cmi un 1 ri arn · to llC I I lilt • 'l h 

f rin o th linn i 1 r iv d in lu tr ·id thin uni u . 
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Superior services available all the tint cr ate, uniqueness. Pirms should therefore 

. distance their products or scr vices rn n11 those or their competitors on the allribute valued 

by customers and the soun.:' r ddhcntiation should be hard for competitors to imitate . 

k..Qcus Strate , 

This strategy aims at a narrow mark< t segment, product category or certain buyers . This 

helps firms narrow U1eir operations !1> speci fic markets and thus achieve competitive 

advantage . Focu<; therefore helps fi1 ms to direct their strategic plans to align themselves 

to the environment. Apart from POJ er's generic strategies, other strategic options are 

· available to firms faced by turbulent business environment. These include :-

(a) Pricing 

This is a short lived strategy but can work for a short time to boost sales when prices arc 

revised downwards to attract custom1 rs. However Aaker (1996) observes that the 

pressure to compete on price direct!) affects the motivation to build brands. 

Porter (J 980) states that price wars hill an industry where firms are engaged m offensive 

and defensive moves that will mean a move will touch off widespread warfare. 

In lll'an c companies in Kenya have the habit of matching their premium with tho, e of 

lh ir c 1111 clitor . Olotch ( 1 1>99) nOll that the trend that i c, pcricnccd in th Joe. 1 

in ur, n c m, rkct i COIIlJ tit i< n < n rates. I Ie ar u that with d clinin int •tc t t, l tl • 1 

111.\ll i lc hiltly of 111 COil\l 'Ill llll hl un \ r vet" train . ll • 1 int ut 

th l Kl) h dr. n th tt nti not th m ml , to 

u u h om( titi n mi1•ht nn ut un rtun 1 I •, n t mu h 1 r 

Ill hi d. 
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(h) Focus on Powerful Custonters 

There is need for compani ·s t undL:tstand their changing market place and customers anu 

lite need to provid om1 llt! Vt' aluc . Companies lhal were powerful in the 1970s such 

as General Motor ar · t day sttugr ling lo remain profitable because they failed at 

marketing . In the 1990s many co111panies have acknowledged the crilical importance of 

being customer oriented . Customers pay atlention to after sales services, knowledge and 

re ponsiveness of employees (Kotl< r, 1997) . 

Arguing on the same line Drury (1996) states that to compele in today's environment, 

companies ought to become more 1:ustomer driven and make customer satisfaction an 

overriding priority . Customers aw demanding over improving levels of service, 

reliability, deli very and choice of Innovative new products . 

(c) Need to Improve Ou<~fu f Products or Services 

Kanuk and chiffman (I 996) state that customers often judge the quality of a product 01 

service on the basis of a variety or information cues which arc intrin ic or extrin ic that 

they a ociate ith them . lntrinsi ; cue concern the phy ical chara teri tics and tl.c 

c ·trin ic in Jude pri c, b1 and ima1•e and promotional me ag . 



-29-

Customer satisfaction is the ultimate mcasur of quality . Most companies tend to 

measure this after the event with th m , t ammon method being to monitor and analyse 

the number of letters of ·ompl int i\ltd commendation. Other companies adopt a more 

Pro-active appronch ami sur ' thei1 customers on regular basis to ascertain customers 

perception f servic quality (Drury, 1996) . 

l1:oblem of Services 

Kotler (1997), Kanuk and Schiffman (1996) concur on the fact that it is more difficul t for 

customers to evaluate the quality of !.ervices than the quality of products which is due to 

the general nature of services. The !:haracteristics which makes them hard to design their 

marketing programs arc that they arc intangible , inseparable, perishable and variable. 

To overcome the fact that consumen, are unable to compare services side by side as they 

do with products , consumers rely on extrinsic cues to evaluate service quality (Kanuk and 

Schiffman 1996) . Accordingly, in e taluating insurance service for example, the quality 

of the premise , examining room fUJ nis hi ngs, pleasantnc s of the secretaries and 

frh.:nd line shO\ n by the tafr al l contribute to the customers overall evaluation of se vic, 

qual ity. 

1 hey urther talc that since cr ices arc variable, marketer try to landardizc their 

e1 vice in order to provide con i tc1 cy of quality. 'I he down iz of crvicc 

diz tion nfortun tcly, i th lo of cu tomiz d . rvic th t many u t m r 
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(d) Relatiow;hip Marke0m' h ~ 

Building relatiouship marketing invtll ' a process of atlracting and keeping customers. 

On attracting potential ·ustomt'l. , til· company tries to convert them into repeat 

customers which ar · in tum · 11\'~IIed into loyal customers who become advocates by 

praising the co111pany and encouraging others to buy from it. Smart marketers try to 

build long term "win-\ in" relal ions hip with customers which is accomplished by 

delivering high quality good se1 vice to them overtime (Kotler, 1997) . He further argues 

that relationship marketing helps cui down on transaction costs and time as transactions 

are routinized . 

Relationship marketing and effectiVl' resolution of customer problems are closely linked 

in terms of their mutual interest in· customer satisfaction, trust and commitment (Achrol 

1991, Morgan and Hunt 1994) . 

Dwyer et al (19H7), Parasuraman aJtd Berry (1991) state that complaint handling 

strategies are important particularly in managing customer relations in service business. 

Challenges in managing quality combined with important role played by c~stomers in the 

service production proce s and cvidt nee that customers loyalty drive profitability, make 

complaint handling a critical moment of truth in maintaining and developing these 

relation hip . 

( 
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They further point out that r cntl . I ad in ompanics from different parts of the world 

have formed strategic alii nne:·, I . I en 'then their ability to serve whole continental areas 

and move toward more I l al mark·~t participation. Thus by joining forces in producing 

component , a t•mbliug 111< del and marketing their products, companies can realise -.:ost 

savings not achievable with their ov. n small volumes. 

Kujawa and Grosse (1992) concurred with the above arguments and pointed out that 

alliances have become very popular vehicles for pursuing domestic and international 

business among large international contractors during the late 1980s and early 1990s. 

They further argued that strategic ·alliances are formed when each partner has a weakness 

in its own ability to carry out a specific business activity and the partner firm can 

compensate for that weakness but vc ry often the weakness that leads a company to join in 

strategic alliance is availability of capital. 

Prahalad and Colleagues ( 1989) suggested that it is cmcial that firms not view alliances as 

passive opportunities to benefit from their partners' skills nor act as passive recipients of 

the results of those skills; rather, firms shot!Id treat alliances as opportunities to actually 

learn tho e skills. The implicatio~ i; that the firm that is able to learn the mo t from its 

alii, nee partner while the alliance i!, in progrc i the one that benefit in the Ion 1 n. 

In th ir tudy th y conclud d that a 1najor <Jet rminant of how mu h , comp, ny gain 

fr m n IIi nee 

lh.t in v ry c 

n ri 
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· A firm's behaviour within an al11nnc1· is conditioned by its position in markets that may 

have little to do with that patti ul. r nlli. nc'. J\n important reason for the disappointment 

of some firms wilh all ian , is 111 ·ir poor understanding of the strategic dynamics within 

such partn rships (Uam ·1. 1') L) . 

The competitive t~spect of alliances result due to the fact that each firm needs access to 

the other firm's know-how for tlle cc mmon benefit of all. Each firm also attempts to use 

its partner's skills for private gains a 1d of the possibility that greater benefits accrue to 

the firm that learns faster than its pa1 tner (Khanna et al, 1998). 

Kujawa and Grosse (1993) state lbat l.he 1980s and early 1990s saw a virtual explosion in 

the number of strategic alliances . This is due to the pressure of international competition. 

The challenges of global competition thus Jed to conceiving and implementing of overall 

strategies for competing globally . Tl 1e concept of strategic alliances therefore began to 

own a place in the Kenyan market and touched on some sectors of the economy. 

(f) 

Pandey (1999) tate that a merger i said to occur when two or more companies combint.: 

Into one company . n or more com panic may merge \ ith an cxi ting company or they 

may m r orm a n w company . 

I 
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He further points out that business Cl>mbinations which may take the form of mergers, 

acquisitions and lake overs arc imp t nt features of' corporate stmctural changes. They 

· have played an important r >I' in th' ' t •mal growth of a number of leading companies 

the world ov r. ll furlh 1 tall' th 1t mc1gers take place because they are strategic 

decision leading to m~• imif.ation of a company's growth by enhancing its production and 

marketing operation . They became popular in recent times because of enhanced 

competition, breaking of trade barriers and globalisation of business as a number of 

economies are being deregulated and integrated with other economies . Mergers thus help 

overcome the problem of slow growth and profitability in one's own industry. 

Arguing on the same line Kujawa and Grosse (1992) state that when mergers and 

acquisitions take place, newly formed competitors often share up previous industry 

structures. This is because retrenclUltent takes place and the economic position of the 

new company increases thus commaJ ,ding a big voice in the market. 

2 6 CO CEPTUAL FRAME!_VO RK OF THE RESEARCH 

A firm's management system is a critical factor in its responsivene s to environmental 

. changes. Accordingly, the managers monitor the environment to a se s the impact of the 

imminent challenge on the firms and do what i nece ary to avert the impact. I·urther, 

b cau c of the ever increa ing turbull nee in the environment, organi ation were forced to 

bccom more r pon ivc. 'I he mn h ull tim m, tch th ir tr, tegi with lh 

turhul n 1 v 1 in th nvironnwnt. hi en ure mtinuity An ft nd 

cD nn 11, 1 

I 
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For organisations to be successful! they must interact with their environment as the 

environment giws better part of iL 1 . nurc to those that conform to its standards. 

Thus, organisations should av lid '' 111i match between the requirements of the 

environment and what itt ff·r to It l ole, 1990) . 

The insurance companies in Kenya are facing great challenges most of which is blamed 

on cut throat con tpetition from withi 11 the traditional competitors. The situation has 

further been aggrevated by new competi tors that do some of the businesses that were 

previously synonimous with insurance companies. These include health covers and 

pension schemes which are now also done by other sectors . This followed liberalisation 

of the economy and the situation has been made worse by the dwindling economy. 

Liberalisation affected many sectors 1 >f the economy directly and others indirectly. The 

changed environment affected busine ;s practices and made firms to be more competitive. 

The profitability of a firm is optimizt:d when its strategic behaviour is al igned with its 

environment. When turbulence is in its extreme form, familiarity of events is 

di conti nous and rapidity of change i ; faster than response . The visibility of the future is 

also unpredictable surpri es (An of; nd Sullivan, 1993) . They further argued that firms 

houlcl adopt strategic aggressivenes which call for creativity and eck novel change. 

\ hen th cnvir umental condition cit 111 •c . mn ate c. p ctcd to Jc pond to the chan • 

Y d ptin '• nou di let nti tim, tl.dcrhip,l u 

, r arch n d v lopm n • 10 r cl · m nt, ti n, p itionin uat 

n lh 
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Attracting new customers is much m•>r . pen IV than maintaining existing ones. This 

is l>ecausc transartions hav he 11 .mutini;. d with loyal customers and relationship 

established (Kotkr, 1997). .lk<'L I 96) arguing on the same line points out that loyal 

customer cnhan ~s revenues and grr tly contribute to brand building. 

However, insurauce finn in Keuya I ocus more of their efforts and resources on attracting 

new customers. This is the wro11g strategic orientation as stated by the above authors. 

Efforts should be geared towards loy.tl customers.· This strategic thrust should be taken 

seriously by the insurance firms in K ~nya. Thus the firms should use relationship 

marketing str:ategies in the compctiti\ e environment in order to create and maintain 

relationship with customers. 

The capacity of the insurance firms iJL Kenya has seriously been affected following 

changes in the business envirnment ill Kenya. In this study, strategic responses act as the 

dependent variable and the changed environment due to liberalisation as th.e independent 

variable . Therefore this research is < fa two variable and therefore high level. 

'I h finn are c. 1 cctcd to react tn the change by u · ing the necessary trategies to curtail 

th negative impa ·t of the turbulent rwironment. 

internal dim n ion of the c mp: ni he 'C t b r i 1 to match lh rc tuircm nt of 

turbul nt I , I. m rt out of thi , p11 w r 

th tt nti n th 

ry. 

I 
I 
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, 2. 7 SUMl\1ARY OF TilE Ll TERATURE REVIE'V 

Firms must choose survival trategi . in turbulent business environments and raise their 

intL:rnal capacity to match th · I· l ( r llll bulcncc as turbulence in its extreme form wipes 

out organisations out I th mud ct pia c (Ansoff and McDonnell, 1990). 

Changes occurred in the business en ironment in Kenya due to the economic reforms 

Which affected business practices . The changes led to turbulence in the business 

envirom11ent. Studies were done to 1 on firm the changes. Bett (1995) in her study on the 

dairy industry observed that the indu ;try faced turbulent environement due to 

libcralisation. The firms responded l 'Y adjusting their marketing mix variables to cope 

with the change. Strategic decisions were also made on differentiation, brand name, 

product range, market segmentation and competitor analysis. 

Mohamed (1995) reported that the nntor industry faced stiff competition due to 

emironmental changes. He observed that the importation of reconditioned cars affe~ted 

the marketing mi variables of the fi1 ms as they were forced to adjust these variables to 

cope with the change. 

Kombo (1997) abo reported that the lurbulcnt bu inc environment affected the motor 

industry a they , rere forced to a Jju I their stlategies to remain competitive. He ob crvcd 

that the motor fran hi c holders laced stiff competition which forced them to adju t their 

hu 

Ill t1 r tl • u ur n 

·ny h 

h 

t c ntl I . 

d in th 1 , tl tu 

n n iuz 
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CHAPTER THREE: Tl lE HE EAR II 'METHODOLOGY 

This chapter contain th l<'p. n ·~.at in the execution of the study to fulfil the study 

Objectives. '(he step: l'Onsi:l f th following:-

* The res ·arch de ign 

* The population of study 

* The sample Frame 

* Data collection instntment 

* Procedures in data collection 

* Methods of data analysis 

3.1 RESEARCH DESIGN 

The research was an exploratory study. It was meant to establish the strategic responses 

and adjustments in strategic variable~ adopted by the insurance firms in Kenya following 

the changes in the busine s t.:nvit onment after liberalisation which led to stiff competition 

among the playe1 s. 

Day (1990) states that explorato1y re ·earch is u ed to eek in ight· into the general tatutc 

of th pr hlcm and the relevant •ari;1bk that need to be con idcrcd. 

hurchill (1991 con ur 

When th obj eli 

C I pt . 

• in in i ht into i I, ri 1 '\I i n t 
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3.2 THE POPULATION 

Tile population of this study con i t• r all th' In urancc Companies in Kenya which were 

cs talishcd before 1996 and wlli h '"' r' in full operation by 29th February, 2000. A list 

of such companir, was )l ta in ·d fmt n the Commissioner of Insurance and consists of 36 

Insurance ompnnie . Ther arc 38 In urance Companies but two were established after 

1996. 

The year 1996 was chosen because the effects of liberalisation started biting the Industry 

during this time. Stiff competition i ; perceived to have occured following· the collapse of 

the state owned Kenya Nation Assur.mce Company in 1996 (Economic Survey, ] 997 . 

This resulted exit of the portfolio .it lteld into the market as the government relaxed its 

control on parastatals which are now free to place their business with Insurance 

Companies of their choice. 

3.3 THE SAJ\1PLE 

A census survey was to be conducted. All tho c firms established before 1996 and in full 

Operation were to be included in the 'ample frame and all were to be tudied. However, 

only 26 out of the targeted 36 companies participated in the study. The participant 

repre ent 72.2 percent which is larg1: enough to ba c conclu ions on. 

3. J STR L\IE. I 

ln· tudy u d ptimcry data. 'I he q11e tionn. ir " divid d imo lluc pan. 

P R'l 0 ith tratc d pt d y th In Ut n um in ,. n • . 

, R •ith ju tm nt m 

In ·111 RLL d 11 ith attttu ·u'd 

I 
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Both the stmctuntl and unstructural que tions were used. The basic data collection 

method was through "the drop and p k tat r t hniquc" for those without time and 

personal interviews for tho, c whn hn J t inu:, to r~duce the non-response ra~e. 

In each of th' contpnnie·. 11c cnio1 Manager who h;:ts been in the industry for the last 7 

Years was contacted. Such Manager could be the Managing Director, Chief Executive, 

Gelleral Manager, Technical Manage ·, Marketing Manager or Underwriting Manager . 

The reseacher chose 7 years because this is the period of the 1990s when the economy 

. experienced pervasive changes due to the liberalisation and globalisation of business. The 

researcher wishes to find out and document the strategic responses and adjustments in 

strategic variables adopted by the insurance sector in Kenya following liberalisation. 

Accordingly, seven years captures th< period before and after Iiberalisation. 

3.5 DATA ANALYSIS 

Data was analysed using descriptive 1-itatistics - percentages, frequencies, tables, mean 

scores, standard deviation and the va1 iance. 

· PART ONE was analysed using tablt s, frequencies, percentages and the mean where 

applicable. 

PART 1 \V e ami ned adjustment 111ade in strategic variable using a 5 point scale 

fl ·- Incrca cd igni 1cantly. 5 = Dc~·rca ed ignificantly). 'I hen th mean, th vari, nee 

nd the tc nd, rd deviation wa COillfllted u in pr d he t e eel. 

P H'l J lllU..I• d , It with auitud 5 p int , l. ( l-

1r nm nt . 
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The mean, the variance and the standard deviation were also computed using spread sheet 

excel. Tables are meant to display tit infonn;~ti n collected in form of frequencies, 

. percentages, mc:m scores, the v:ui·ut • ;tml the tandard deviation. 

Prcqucncics gives the tally of lhr tt: 1 onscs. 

The mean score gives the aJjustmenls made in strategic variables in response to 

competition. The variance is used to control variability and is the square of the standard 

deviation (Lucey, T. 1996) 

The standard deviation is the typical deviation lying somewhere between the smallest and 

the largest deviation and assesses the reliability of the average of the data as it measures 

the deviation from the mean score (Wannacott, T. H. and Wannacott R. J. 1990 and 

Lucey, T. 1996) 
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This chapter deals with dntn nuat ·~L :tnd in I •rpr tat ion of the research Lindings. The data 

in this study was sutnmttl'l/ ·d .ulciJ H'Sl:ntcd 111 form of tables, frequencies, percentages, 

m ems, varinncc an 1.-lnnd,ud de\ i; ti on. It documents wbether the firms have chunged 

their rni~siow, goats. ohjcc!J\C5, slJ atcgies and plans in response to competition. It also 

document adjustments mude in va rious strategic variables and attitude of !inns towards 

trategic response to changes in th( business environment. 

Table 1: Companies years of esttt blishment 

PERIOD FREQUENCY PERCENTAGE 
Before 1980 18 69.23 

l9RO - 1990 
--1-

7 26.92 

1991- 1994 I 3.84 

After 1994 - -
TOTAL 26 100 

As shown in t<lble 1 above, a total uf26 companies participated in the study. The 

response represents 72.2 percent ol the total companies sampled. The turn up is good 

enough to represent those that raile J tn participate in the study. Out of the .26 

respondents that participated, H wei e interviewed and the rest (I 8) filled the questionnaire 

through "the drop and p1cl latn" t1 chnique. 

1 he tudy focu . e on those cmnpatlies that were c tablished before changes occurred in 

the bu ine s envir nmcnt in Kenya following libcrnli ation. ·r hose that \\CJc established 

before 19 wcr stu i d n this i lh time tif c 1111 tition is 1 cr eivc Ito h, Vl: 

ccurr cl in th in uran indu:,tr y. But ' can b . pl 

c t bli h by 1 0. 



BUSINESS 
PRA TICED 

Li rc -----·1-
0cucral ---

Both -----
TOTAL ---·-----' 
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( . 01~ FIRM PERCENTAGE 

2 7.69 
5 19.23 
19 73.07 
26 100 

1\s table 2 shows. out of the 26 contpanies, 2 of them representing 7.69 percent practice 

life, 5 of them representing 19.23 percent practice general business and the majority, 19 

in total representing 73.07 percent practice both life and general. 

The respondents were flllibcr asked to state the year they started both busitiesses. 

Only 5 companies out of the l 1J thnt practice both, opted to do them together during the 

time of the changed business envimnment. The rest started practicing both before this 

period. The 5 respondents had dif1 ~rent reasons to practice both businesses. Three of 

them stated th<1t the reason wa~; to divcrsi fy risks. One respondent stated that the reason 

was to penetrate into new mad ets ;~nd one stated that the reason was because of having 

merged with a company that pt acti1·ed life business. 

The findings therefore rcvc<~l that practicing both businesses is not exclusively reaction to 

the changed environment. Th prndire wns synonymou · with the insurance industry 

even for thl' bu i11es envinll1111t nt in Kenya b came turbulent in the 1990 ·. 
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4.1 PERCEPTION OF COMPJ TITIO 

Table 3: Distribution of firms in to I heir prrcrnlion of competition 

-
LEVE:L OF 
~OMPETITON 

(cUEQlJEN 'Y PERCENTAGE --

15 57.69 -Very llig_h __ 
I l 42.31 - 0 0 ·-J·nirl;' llig_h ___ -t 

___ Ncglinibk __ _ 
- -tilers ----...::....:. 

TOT L ___ ._.:::._:::._ ------ -- 26 100 

As shown in tables J above 57.69 percent of the firms perceive competition to be very 

high, whereas the rest perceive it 1o be fairly high. One respondent who stated that 

competition is very high, argued tltat there is unethical undercutting of rates that is 

damaging the industry. 

The respondents were fUJ thcr pres ~nted with some variables from which the study sought 

to find out what they thought led t J the change in recent years. The findings are 

displayed in table 4 below. 

Table 4: Di tl'ibution of firn~ to factor that arc perceived to have led to l'h an gr 

-
_ FREQ E y PER fc:NTA ,E -

3 14.3 
10 47.6 
6 2 6 
2 9.5 --

-
21 lOj) 
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As shown (sec table '0, 47.6 pcrccr 1t ofth firms that perceive competition to be 

very high attribute it to economic lq r s. ion, 28.6 percent attribute it to liberalisation, 

14.3 percent to technology an It . I' •rc 'Ill tole 1<11 fnctors. The study thus reveals that 

the effect or lihernlis.tlion rllupl ·d ith economic depression has seriously affected the 

insurance imluslr '· 

Otbcr factors that were pointed out to be affecting the companies are low business 

volume, unethical underrating ofrCites, too many players, power play and the need to 

meet varied customer needs. 

4.2 CHANGES IN C01V£PANIE.' i MISSIONS, GOALS, OBJECTIVES, 

STRATEGIES AND PLANS IN RESPONSE TO COMPETITION 

In line with how the companie:> view the level of competition they face, the study sought 

to document changes made in the above issues. 

4.2.1 Company Mission~ 

The respondents were asked to indicate if competition has led to change in the company 

mission components given in table 5 nnd to explain the reasons for change if any, 

in recent years. ·r he following r~su lt were obtained. 
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]'able 5: Distribution of finns into whether change, occurred in the compan:y 

tnission in r~onsc to con..!JJCfitioJ 

WJTifnmn­
CHANGES 
OCCURRED 
IN MIS JON 
COl\1-
l'ONENT' 

C :om puny 

J.l~ 
hodt'-Jc-t/-ct-·v icc 

"Provided 
Principal 
C 'ustomer 
Market 
Technology 

YFS 
-

NO 

8 

2 

3 

2 

-
ABSTENSION TOTAL 

3 26 

2 26 

4 26 

2 26 --

As shown in tahle 5 above, majnrity of the firms have changed their mission components 

as a result of co111petition. 

Accordingly, 15 companies rcprese1 ting 57.70 percent changed their company imngc. 

22 companies representing 84.61 pe cent have changed their products/services. 19 

companies rcpn:senting 73.07 pcrce11t have changed their customer primary market. 22 

companies representing 84.6 t percent have changed their technology. Further the least 

change has occurred in con1pany im tgc. 

Issues, which came to light, me that those firms that changed their piOducts did so to 

diversify ri ks. There is also need to capture new markets so as to meet changing 

Cll'"l 111 r 11 d . ·1 he com1 :mic al! o cited that chan 7C in technology wa nee s itnt d 

y, d , nc m nt in tc hn In y. \ •hie h fore d firm to Uf lat th ir t chnolo ,i 

c mp titiv • nd n me fficicnt 1cc . h firm th l ' r int rvi ' d 1 
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though company image is important, this hn not b en of great coacern as ~ompared to 

the other mission components . 

4.2 .2 Goals 

The study sought to t·stal li~h "hcthcr the insurance companies changed the order of their 

goals in the pcriotls !>'[on· .mel aftr r changes occurred in the business environment in 

Kenya. The following re~.ults wen obtained. 

Table 6: Distribution of firms in I o whether changes occurred in the order of their 
- --

goals 

r CHANGE IN ORDER OF 
GOALS -- --- ------
Goals changed ___ _ 

Goals did not change 
Non-Committal 

r-:T=-o-=-T_A_L __ ----

FREQUENCY PERCENTAGE 

13 50 
10 38.46 
3 11 .54 

26 100 

As shown in t:1ble 6, 50% of there ;pondcnts indicated that the order of their 

goals changed, 38.46 percent did not change the order of their goals and 11 .54 percent 

were non-committal. 

The study revl'aled that before changes occurred in the business environm~nt, growth 

ranked first in the order or gonls followed by profitability but after changes occmrcd in 

the hu inc s e11vironmcnt. profitability mnkcd first followed by public image. 

tu ly ou •Ill t c ta li h' •h 111 r th · firm he chan • ·d th ir bu in objrcti\' Ill 

th 1 t 7 yc. r. . J·m th r th 1 p n nt w r pr nt I ith num r of obj ·ti , 
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from which the study sought tfl csl tbli h the ·ten I of their importance to the companies . 

The following results were oblaim· I. 

As shown in t:1blc 7 h ·lovv. mnj1 lir ' nflh ·fi rms (80.7G percent) have not changed their 

main objcctiw oCpwlitabilit · ,mel or growth in the last 7 years. However, few firms 

(19 .23) percent indicated !hat they have changed their main objective in the last 7 years. 

Table 7: Distribution of firm_Q!I change of main objective 

YES -3= FREQUENCY PERCENTAGE 

-~--'-g-T_A_L ______ -3 5 80.76 
21 19.23 
26 100 

The study further sought lhc cxtenl to which the objectives are important t? the 

companies. Tlte result is di spbye<1 in table 8 as follows:-

Table 8: Distribution of firm'i on the importance they attach to objectives 

-----.- ·----.-----
Object- ] .Criti- 2.I111p01-

1vc cally tanf 

important 

-----
Profit- 21 5 

8 15 

--
7 19 

----
23 

~--18 

II 

3.Neither 4.Not S.Not at 
important important all impor-
nor un- taut 
important 

- - -

1 2 -

- - -

- - -

I I -
1 I -

Total 

26 

26 

26 

26 

26 

26 

-
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As shown in th~ table 8, 21 firms n presenting 0.77 percent said profitability is 

critically important and only 5 repn cntin' 19.21 p rccnt said profitability is important 

to the companic~s studied. J\s lot ttl:ttl ·t sitar~, 8 firms representing 30.77 percent said 

1narket shan; is criticully tlllJl 11l'1lll 15 of' them representing 57.67 percent .regarcl market 

share to b' impmtnnl. C JH' of them representing 3.H5 percent took a neutni] stand 

whereas the rc11wining 2 r<'prescntiltg 7.69 percent regard it as not important. 

J\s for technology, 7 of the co111pan •es representing 26.9 percent regard it as critically 

important whereas the remnining 1 c, representing 73 percent regard it as important. 

J\s for customer satisfaction, n !inns representing 88.46 percent, regard it as critically 

important and the remaining 3 repn senting 11.5 percent as important. 

The training of employees objectiv< showed that 6 firms representing 23 percent regard it 

as critically important, 18 o[ them r :prescntiug 69.2 percent regard it as important 

whereas the remaining 2 rC"prescnting J 5.3 percent said that they regard it as neither 

important nor unimportant and not important respectively. 

Finally, as for competitive position. 13 firms representing 50 percent regard it as 

nitically impo1tant. II fir111s rcpre :nting 42.3 percent regard it as impollant whereas the 

1cnwining 2 rcpre enting I-. 1 crclnl regard it a neither import<nt nor unimportant and 

not important r · p clively. 

Furth r th m .m core o each of th c ' rinbl 'lculat I and rank t in 1 t r of 

lh ir im1 rt< n ' o thl! ll\l Ill c ; ~:11! ' ·- u t Ill I ti C ti n 1.11 Pr fitnbiht 
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1.19, Competitive Position 1.61 ,Technolog nn !market share each with 1.73 and 

t;mployce trainmg 1.88. 

The study furtl1t..:r sought to lind t ul "I! ·tiler the companies prepare long term plans in 

response to cotllpl'liti )(l, I111W i1111 01 tant the plans arc to the companies and the frequency 

with which suclt plan: are prcp.ucd 1 he results arc presented in tables 9, 10 and 11. 

The fiudings me that there bas been a change in long term planning (1 00 percent). 

llowever these findings seem to co1tfirm that the firms have different strategic 

orientation as some prepare annual (57.69 percent) plans. Also 7.69 percent prepare semi 

annual plans. A good number of tlte firms therefore have short planning periods. Such 

plans are very important for operational control. However. few firms (23 percent) have 

long term planning horizon of up to 5 years. further 11.54 percent of the firms have their 

plans prepared up to 3 yems. Thu~ 57.69 percent follow cumual plcu1s and 34.54 percent 

collectively have up to 3 and 5 years planning horizon. Those with annual and semi 

annual plans seem to apply strategrc thinking as long term plans are hard to follow in a 

changed em ironment. Eppink ct al (1976) argues that in view of the environmental 

uncertaint) 

there is tendcn ·y to shorten the pi aiming horizon . Those that follow 3 to 5) cars follow 

common bu inc . practice :~ used in stal~le environments which cannot be applied in the 

Kcny, n ituation t day. 

onduct of lonc·l<'rnl ll: lL. 

1.. 

y 

-----~2 ~------t------~~------~ Ill 



-50-

Table 10: l!ill.l.Orlance of long-let n_pl:mning 

l•JU: tJI•:N 'Y 
Very lJI!Q_Ortanl ___ _ 16 -
Not !m JOrlant at nil 

~,;.;.
._ __ 0 ---

~ecessary ____ _ J --
Important ______ _ 5 

Others 0 

Non- ommittul 2 
-------t-

TOTAL 26 

Table 11: Frequency of l!l!!.[_lcrn plans 

FREQUENCY 

~Semi annually ----·-f--

Annually ·-t--

2-3 years --f--

3-5 years ·-f--.-

Never prepare(_:_[ -----t--

1-0thers 
TOTAL 
~~~~--------~-

4.2.4 Strategic Options 

2 
15 
3 
6 
0 
0 

26 

--
- PERCENTAGE 

61 .SJ 
0 

11 .54 
] 9.23 

0 
7.69 
100 

PERCENTAGE 
7.69 
57.69 
11.54 
23.07 

0 
() 

100 

fhe study sourht to find out which of Porters strategies the companies follow: 

The results are presented in table 1.~ below:-

FHE y P •R ENTAYE 
7 26.92 

·-

13 50 -
6 23.07 

26 100 --

hO\\Il in ta le 12. 50 1 Clccnt ol the c mpnm folio\ dif c1entintion. tr, tc y 26.92 

[i cu tr t • y. 

cc t in I , dlfl~ r nti. i(ln t1 d 
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The study further sottght lo eslnbli :h th~: . lrnkgics the companies followed before 

libcralisalion. Thir!<:cn (IJ) nl'lh~ ( 1111 ~nics representing 50 percent remained non­

committal, which nwun~ I hey ar' 1 ot sure of any strategy which was in place. 

Strat gics thai were said lobe used by the remaining ones are use of inter mecliaries to 

enhance sales, quality ·en icc and Jrovision of new products. One of the respondents 

argued that before the period of liberalisation, the company used pursuit strategy to track 

the market leader but now they are the market leader because of differentiating 

themselves from close competitors . One of the respondents argued that th~y used foctiS 

strategy before but now u<;e diffen ntiation strategy to stand the stiff competition. 

One of the respondents argued thai they used focus strategy before but now they use 

differentiation strategy to stand thL stiff competition. 

4.2.5 Chaugc Procc Patterns 

1 he respondents were presented "lth various variables from which the study sought to 

establish the variables that changed most and the c. ·tent of change in each. The results 

arc pre. en ted in table 13: 

It is inter ting to note that only 2. i 1 rccnt e. "I ric need change in tratcgi · 

llianc •ith 1.2 p rccnt in igniflc, nt ch, n and 1.2 I rccnt in mod rc t dum 

in th I, t four ( y , 1 • 
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Table 13: Vadablcs that chan • II mo~t 

Fnq IICII(')' 

Technology = 
Products 

us to mer 

ment 
Mer ers 
Strategic 
Alliances 
Com eti tion 
Others 
TOTAL 

19 
I 
l 

7 

2 

19 

79 

-
l'll ( :tg Significant 

-- chang_~ . ~ 17.72 
17.7 10.12 
-
22.8 10.12 

-
8.9 1.26 

- -
2.5 1.26 

24 16.45 
- -

100 -

Moderate Constant 
change 

6.32 -
6.32 1.26 
10.12 2.52 

5.06 2.52 

- -
1.26 -

7.59 -
- -
- -

As shown in table 13 above, 2,~ pe1 cent of the companies experienced greatest change in 

both competition and technology VI ith the former having experienced 16.45 percent in 

significant change and 7.59 pcrcen in moderate change and the latter 17.72 percent in 

significant change and 6.32 percen t in moderate change. 

This was closely followed by customer satisfaction which experienced 22.8 percent 

change of whid1 I 0.12 percent oc< urred in both significant and moderate change and 

2.52 percent , ith no change (constant). Products c. ·pcricnced 17.72 percent cJumgc of 

which 10.12 percent occuncd in significant change. 6.32 percent in moderate change and 

1.26 perc nt c. p ricnc d no chan ' :. 

Retr n hm nt c ·1 ricnc d X.9 1 n cnt h, ng rccnt in niticant han 'C 

1 d -.52 p rc nt · n h n . I hu th 

-
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!.3 A!1}USTMENTS OF STRATEG_I _ VARIABLE __ 

ijorctcr lo understand how the co111pani ·s :tt :tte 1 i ally responded to tbc changes in the business 

~Vironment and more so to sut vi\'· th · •fleet or increased competition , the i"esearchcr posed some 

tra tcgic variables to llw tCS{Wndcnts which required them to indicate the level of adjustmeuts that have 

lkcn .place for each of the va riabi<'s. A I il ert scale was used to measure the level of adjustment 

nde rtakcn with 1 representing the highest level and 5 representing the lowest level. The mean, !.be 

ariance and the standard deviation were then computed. 

he researcher perceived the strategic variil blcs posed to be the major ones necessary for use in changed 

~Viro nments . This section therefore deals with the ana lysis and inteqJretation of the variables. 

djustmcnt of 1 is taken to mean ~;igniricat t, 2 to be moderate and the rest to be least change in 

~US( 111e11t. 

toduct Strategies 

~: Adju tmcn t!'i on Product/ ITVi< ~\.) tn1tc 'ic 

~============p==----=~~==~
~=======,~=======r========

~ 

P< pulation I an Varianc' ! ndard 1 
Deviation 

55 ----r-2 .-1-15-3-85--t-0-.-4 2-6-15_3_8_5 --1f--O-. G-) 280 G -1 
-------r~~-----r-~.-~ ------~----o-91~

1 

tr, i in n I m ti •ati n h ., m n ut .ll \' hich 

dJu tm nt h I Ul td d •• ti n h l( ru lm nt 11 i ht 
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Ve increased significa11tly or moderately s n c th . tand <ml dcvifltion could be adjusted on either side of 

Inean . 1\s for rccluclion in cust1>111cr c 111plainls, som adjustments have been ·made but on a low scale 

lbc level of adjustmc11t reads a 111 ·au s' 1 or about 2.'16. Tile same has standard deviation of about 1. 

ling the standard dev iation on ·itlt 'l. 1dc tadding or deducting) of the mean, adjustment could have beer: 

de significantly or with least h <Hli!C. 

St ratcgies 

~ AdjustmeHts on Pricing Strategies 

hieing Strategies No. of Pop ulation Mean Variance Standar d 
firms Deviatio 11 

~ore usc of No claim 26 69 2.653846 0 .95538462 0.97743' 7781 
IScount (NCD) 
'----= 
~etnium Reduction 011 26 54 2.076923 0. 71384615 0.84489· ~1G7 

~nodation !5 latching premiums 26 

~e competitor 

1.730769 0.60461538 0. 777571 )18 

Shown in table 15, p1 icing <;tralegies on l'remium reduction on accommodation and matching premium 

close competitors have been adjusted \.\ ith a mean score of about 2.07 and 1. 73 respectively. 

'ever, the strategy ol matching premium; has been adjusted more indicating that price war is 1, 1 .~;, nt 

indu tty . 'I he . tudy reveal that though attempt have been made to inc rea c the usc of " 0 cla:m 

Unt", , lju tment. 111 , d with a llll.:ill1 c >r of 2.G5 i in i nific. nt a the mean i very close 1 lhl.: 

• nt lev I f . ith lc n lar I tl vinti n f, b ut 0. 7, adju tmcnt c uld h, •c me let. t ·I t ~.: ·n 11 • 

·md 0. 77 fo1 p1 mium 1 lu ti n 11 

Ill I ti n r n h n 

r 1 r th I 1 n I lh I tl I . 



-55-

~n Stratceics 

~16 : Ad justmrnt!l_!>t.!J>romotion , tt .1teci . 

-
tulation Mean Variance Standaq 

Deviatio 

2.153846 0.93538462 0. 96715: 

l n t 
).84 1 56 

26 2.576923 0.33384615 0.57779< 

__ I 
~214 ~. 67 

On1 the above table, tl1e strategy of increa ie in advertising expense has a mean score of approximately 2 

'ich means the firms have moderately inc1 eased the use of advertising in response to competition. 

IVever, trade exhibitions has a mean scor·~ of about 2.57 which means the firms have not changed much 

ir promotion strategies by using exhibitions. Standard deviation of about 0.96 and 0.57 for increase iu 

renising expense and trade exhibitions re.• pectively could mean significant increase and least ad.iustment 

the former and moderate increa:;e and Je 1st adjustment for the latter. 

lriJmtion trategics 

~ Adju tments on DistribiJjiou_trateci~ 

trategics Potmlation 1\1 , n 

26 61 

26 49 

2 

h1 m n th. t tl fu n h n 

0.75 

, tandard 
D vi, lion 

1.093336•16 

0.7656068 8 
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~orr. bra;iChes has a mean score or about 2 34 indicating that adjustments made in opening of more 

ranches is also interpreted to be moderate . Standard deviation of about 0.76 and 0.87 and 1.09 for more 

!e of brokers/agents, more s;lles tt.:am and opening ot· more branches places all of these strategies on 

igni ficam or least level of adjustment with the magnitude of least adjustment occurring more in the latter. 

41!UJowcr Strat~~Peopl<1 

~8: Adjustments on :Manpower Strategies (Staff Dcvelopnment) 

~========;==----
"ranpower Strategies No. of 1· 'opulation Mean 

firms 

6 1. 769231 
~--------------------+-- --4-

~electiou of qualified staff 26 4 

l 1.961538 ~llhaucing cariug attitude 
~r staff 

26 

9 1.884615 
~--------------+--
Confidence building in 
~llstomcrs 
~-:=-=-=====:·------==-· -

26 

Variance 

0.50461538 

0.35846154 

0.18615385 

Stand a 
Deviati 

0 .7103( 

0.5987 

rd l 
on I 
)2854] 

l6576l 

0.4314: 
i5197 ~ 11 

~ shown in table 18 above, all the str8tcgit:s have a mean score of approximately 2 which are intcqJrcted 

ll1ean the firms have moderately increased the 11se of these strategies. Further standard deviation of 

10ut _0 . 71 and 0.43 for selection of qualifil c1 staff and confidence building in customers respectively places 

~ ll stments made for the strategies on signi l"icant or moderate level of increase. However standard 

:viation of about 0 .59 could place adjustm t~nt level for enl1ancing caring attitude. of staff on significant 

tel or least adjustment level. 
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~cal Evidence Stn1tegies 

~ 19: Adjus1ments_ on Physical Evidr ncc Strategies 

-
'opulation .Mean Variance Stand~rd j Deviation 

·2 2 0.88 0.938083 152 
-

Rechtction in waiting time 26 ~ 
~ ===========·---· 

Is show11 in table 19 above, reduction in v, ailing time has a mean score of 2. This is interpreted to mean 

~at the firms have moderately increased th1:ir ability to offer fast services. Standard deviation of about 

-93 could place adjustment levels on signil"icant or least change . 

I 
-tQcess --= 
\ 

~: Adjustments on Firms' l'ro.~ess~tegie~ 

~ ·--
~1'0\esscs ~ P1 

iast Service Delivery-~n,_· 
~1putcrised record~---· 

>pulation 

) 

I 

Mean 

1.730769 

1.538462 

Variance Standard 
Deviation 

0.36461538 0.6038:\3905 

0.33846154 0.581 774474 

's shown in the above I able, fast .service ddivery and the use of computerised records have mean scores of 

~Out 1. 73 and 1. 53 respectively. II means that though the firms have made moderate adjustments in both, 

le change has occurred more in the use of computerised records. Further standard deviation of nbout 
'-

·60 and 0.58 for fast service delivery and computerised records respectively places adjustment levels ror 

lth ~tratcgies on significant or moderate Jc vel. 
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~ 
~: Adjustmrnts on Resem~h Stral~i 

~ 
Res care h Area 

-. -="""' 

No. of l'OJ 
fir Ills 

_:; 

1ulafion Mean Variance Stan dar 
Deviatio 

·.- ,, 
d I 
n l 

Identification of 
·- 2 

customer needs 

2 .038462 0.27846154 0.52769 
----~ , 

4ss II 
) 

'------ ---
Research on attitudes 2 59 2.26923 1 0.44461538 0.66679! ~ 859 

towards 
~t·oducts/serviccs 

Information on 
totnpeti tors: 
~ 
1
' New Products 26 49 1.884615 0.42615385 0 .65280 -

~ 
I' 26 45 1• Strategic Plans 1.730769 0 .36461538 0.60383 

-
i'• 26 53 ~Promotion plans 
""""--

2.038462 0.35846154 0 .59871 

s shown in the above I able, all the strategies on research have approximately mean scores of 2. This is 

erpreted to mean thai the firms have moderately increased the use of these strategies in respon~;c to 

111petition. However , information on ne\" products and strategic plans with mean scores o[ l.88 and 

3 respectively have been adjusted more than the others. 

lng the standard devi 11 tion, information on new products and strategic plans are interpr ted to llavc the lr 

. tmcut level · on significant or modcratl level. The rest arc interpreted to have been adjusted 011 

leratc level or solllc vhat with h.:a ·t adju .tmcnt with the latter affecting rc carch on attitudes tow< r s 

m rc !han tile other . 



@llil§.silkation Strate ~ies 

~: Adjustmcnls on ])emassification Stratceies 

-
Demassification Stral cgics No of pulation 

firms 
'---·-----
~Ycn t Sponsorship -------- I 

Use of rclcbri ty ~ 

1Pokcsnmn 
~~====================:==== 

Mean Variance 

-
2.576923 0.41384615 

3 0 

Stand(l, rd 
ion Deviat 

--
0 .6433 08755 

0 

1! shown in table abovL:, the tratcgy of e' ent sponsorship with a mean score or about 2.57 is interpreted 

~ lllean that the l'irms )tave made :;light adjustments. All the companies that were asked the event that t1 cy 

lons~r, mentioned golr. 

~e use of celebrity spokesman with a mean score of 3 means that no change has taken place. The 

1ention of all the companies was drawn to this strategy and all of them said that such strategy has never 

·en us eel by them. 

ing the standard deviation, the adjustment for event ponsorship could fall between moderate anu l~ast 

nge whereas for the celebrity spokc~man, there is no change at all . 

i\1 an 

1.7 
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!shown in table 23, all the strategies excrpt seeking for ign markets, have mean scores about 2 which 

e interpreted to mean 1 bat the firm s have mod r;1t ly r . p )ndecl to competition and thus made some 

~ins tmenl s. The stralCJ'.Y of seeking or f)Jt :i 1 11 matk ·t. with a mean score of about 2.53 is interpreted to 

tan that the firms mad~,; n d if ibk rllilt\ lt'' • 

ling the standard deviation, r cu on. pecific segments could fall on significant or somewhat least 

JUs tmenl level. Positioning strategies and relationship marketing are interpreted t.o me::\11 that adjustmeui. 

1els fall on ignificant or moderate adjust! 1ent levels whereas seeking of foreign markets lies bel \·ccn 

erate and least adjustment level . 

~tructure 

~24: Adjustments made in Cost C011 trols 

~ 
-o t control strategies No of Pop 

firms 
ulation l\1can Variance Standard 

Deviation 
r 

--
~Ret rcnchmcnt 26 73 

·Insurance 26 61 

~r cost control 26 ~5 
-

2.807692 0.88153846 0.938902797 
-

2.346154 1.19538462 1.09333h46 

1.730769 1.08461538 1.04144H695 ~I 

1ll the t.tble above. taff retrenl;hment with a mean core of 2.80 i interpreted to mean that 

n hmcnt j on a vci)' low . calc and ha thu. not got the altt:ntion of the firms scriou ly. 

c -in Utan c and othet c t c ntr I with nt pro. im, t ly m an or·. ot ate 

chan · ll.\ t, k l pl th u h Ill 

' lh.t i 

h. I I 
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!ing the standard deviation , the s1ratcgy or staff retrenchment could fall on moderate level or least 

~ange. Co-insurance could fall on signific mt or len. t adjtt tmcnt level whereas the strategy of other cost 

10tro ts could be placed on signifit ant or m l 'rat lt.:v ' I r adjustment. 

~ 
hiffercntiation No. of Po pulation Mean Variance Stand a ~· d ----,.1 
tategics firms 
"- f-

Dcviati on 

'illphasis on corporate 26 53 
licnts 

2.038462 0.27846154 0.5276' )455 

-
~ 

~1t services 26 44 
""'=:::::: 

1.692308 0.22153846 0.4706' 78724 

0111 table 25, the strategies of emphasis 011 corporate clients and offering consis tent services have n,ean 

Jres of approximately 2 , which arc interpreted to mean that the firms have moderately adjusted them in 

Ponse to competition. But the strategy oi consistent services has been adjusted more than tbc othc··. 

lng. the standard deviation the adjustment ror emphasis on corporate clients could fall on moderate cr 

·Cwhat least adjustment level whereas tha i of consistent services could fall on significant or moderate 

I of adju tmcnl. 
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~26: ATTITUJ>ES TOWARDS STRATEGIC RESPONSE TO CHANGED BUSINESS 

~IRONMENT 
----~-=========r=========~====-====== 

opul. t ion Mean Variance Standard 
Deviation L 

·:-

No of l' 

firms 
- 1-

!.Reaction to 21 ,• 

lenviro11.mental changes 

7 0.57T/94214 1.423077 0.33384615 

helps firms copr with the 
requirements of the 
enviromncnt 

- ---------+----------~----------+------------

2.Non response to 26 ~ 5 1. 730769 0.60461538 0.77757018 

~nviromnental change is 
dangerous to firms' 
survival 
'-.... --------+----------~-----------1-----------

3.'fherc is no need for 26 J 12 4.307692 0. 78153846 0 .88404664 

finns to know their 
competitors 

-------+----------~---------+-----------

4.lnsurance companies in 26 4 

kenya should cooperate 

1 0.643308755 1.576923 0.41384615 

an1ong themselves ---·There is no need for 26 1 13 1.017538508 4.346154 1.03538462 

strategic planning 

6. tratcgies guide our 26 4 8 1.846154 1.27666667 1.1204391U4 

1llcces in the future 

·Responding to the 26 4 1.615385 0.75 0.8.52146611 

'rnironment is a health 
1ay to ensure con tin uit · 
~10vation ·=~ · ==================~========~~-=-=-~====~ 

hown in the above table. the tc~pondc11ts ha\'e a positive attitude toward, strategic rcspm.se to change 

the bu in s cnvir mncnt. hey are in :1grccmcnt with tho c tatcment that they were cxpccll. 1 to agree 

th and di agrc d ith tho c that th y we1c cxpc ted to di agree. 

y tr n ly 1t th t 1 tin CJ\Vll h lp lh Ill ith th • r \\.lit 11 nl 

1r nm nt m • n I ... m nt th t n n 1 n rirOJn 1\l t 
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1
! dangerous to firms' survival (mean 1. 7J) and that insurance companies in Kenya should co-operate 

lJnong tltemselvcs (mean 1.57) . They also agreed that , tratcgics guide their success in the future (mean 

1.84) and that responding to the ettvwmm !Ill i. a healthy way to ensure continuity and innovation (mean 

1.61) . 

they strongly disagreed with the statements that there is no need for firms to know their compe(itors 

illean 4. 30) and that there is no ueed for ·;trategic planning (mean 4. 34). 

Using the standard deviation for each of tile statements, the study confirms that the firms have pos itive 

lttitude towards respouding to changed bu:;iness environn1ents. 
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CJIAPTER 5: .CONGJ.,llSION AND RE 01\tllVlENDATIONS 

5. I Introdt1cf ion 

This chapter deals wtlh a , ummary of the research findings, conclusions, 

recommemlation of\\ hal the firms should do, limitations of the study and 

suggestio11s for further resear :h. 

5. I .1 Research Findings 

Following the changed busin< ss environment, the Insurance firms are operating in 

h igiJ ly completi1 ive envirnm1l•;nt as 57.69 percent of them indicated that they face 

stiff competition whereas the rest ( 42.31 percent) indicated that they face fairly 

high competition. 

The study also reveals th;tt m 1jority of the firms changed their mission components 

with the 1110 t change having llCcurcd in product or crvices provided and 

technology ea h rcpn!scnling 4.61 percent. 

1 he tudy 1 I o reveal {I that in the turbulent environment. 50 percent of the 1 ll'lll 

their { al . Bcft 1c the nviJonmcnt hanag d gro vth topped in th 

order r.m · ul a Ler ch, 111 . pr 

pu lie im., 
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The study further reveals that majority (80. 76 percent) of firms have not changed 

their long term business objective, in the la t seven years. 

Majority of the firms (88 4 pt r ~nt r' )ani customer satis!'action as critically 

important and 80.77 pertTIIt ' '~ ':lrd pmfitability as critically important. 

The study further revealed that all the firms changed their longterm planning. 

However, 57.69 percent of th1: firms indicated their longterm planning to be for 

one year and 7.59 percent senti annually wheareas 23 percent use 3-5 years and 

11.54 percent use 2-3 years. fhis period of planning is necessary in stable and 

familiar environment as lite m magement practices and business behaviour in such 

a situation are only reactive and extra polative. The study shows that most firms 

follow differentiation strategy . It also reveals that variables that changed most arc 

technology, competition, cust(lmcr satisfaction and products. 

The study reveals that the inst ranee firms have made adjustments of the strategic 

variables but mainly moclnate ly. The mean scores reveals that all of the 

adjustments were moderately made but the standard deviation catcnng for possible 

error puts most adjustments bt tween significant and moderate levels on one hand 

and betwcrn ignificant and lc tst adjustments on the other. Thi is interpreted to 

mean th t mo. t ~dju tment lean toward the moderate level. The mo t adju ted 

tr, te i f delivery) strategic . 

'l he trm ivcn me , ll nti n t rc ·, rch , n I vari bl th, t 'a in d 

h n p du t t 

oth r r 

lllJ tit r 

h \' rt 
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Other stralegies that got some attention are matching premiums with close 

competitors, selection of qual ifi ed tnff, more us of brokers/agents and cost 

controls. IIowcvcr all tht -. e ~t rill gies ha v ' a mean score of about 2 meaning 

moderate itdju~>tment lwv t·tkc· n 1 Ia c 

The findings or thi stud I further indicate that most of the firms have full 

understanding or strategic res1 'onse to changed environments which is measured by 

their positive attitudes. However, the response which the firms adopted as 

measured hy their adjustment Jf strategic variables seem to contradict their 

positive attitude towards change as adjustments are only on moderate scale 

reflected by the mean scores. This could indicate that reaction to environmental 

changes is not taken seriously by the firms . 

The study thus reveal s that thl insurance have not properly adjusted to the change. 

It is no wc, ndcr then that they arc in cri sis. 

'I he study reveals that t h~,; fi m ts arc in favour of the need to respond to the 

chan e in the en ir llmcnt. ' majority o them regard long term plan as 

imp rtant. ·ifty even 1 CJ ccnl of the I 11111 reparc their plan on annu. 1 ba i 

tu1 buh nt en vir nm nt 

f tr t~ 'i thin in mn . 

en t ha 



-67-

However, 34.5 percent of th ~m have their long term planning period between up to 

3 years and 5years. Thi" pl:1nning horiz n i. c mmon business practices in stable 

business environm uts. Study tlon hy Lppink ct al (1976) shows that there is 

need to ~hortc11 th<..: plannin 1 h ri .nn in the face of environmental uncertainity. 

Therel'on· this stml• 1s c1 n i .tent with tile above . This is because it is unlikely 

that a revi ion of .t1atcgic plan at fixed intervals is a calculated choice. As such 

as a firm' enviro1m1cnt becomes more turbulent, more frequent revisions are 

called for. Caeldrics and Dierdonk (1988) disagree with this but Ansoff and 

McDonnell (1990) concur with it. 

The firms made moderate adjustment in their strategic variables inorcler to cope up 

with the increased competiti•m. The firms ought to be aware of the changes in the 

environment to keep track of opportunitites and threats. Further to be successful, 

they must fully interact with the environment (Cole, 1990). It is therefore 

necessary for the firms to b(· pro active rather than being reactive. 

In the face of turbulent environment, firms should re pond to the change by using 

variou Mrategies .uch as di fferentition, focus, advertising, marketing, brand 

building, tratcgic allia11ce md mergers among other . I·urther, strategies 

fonnul ted mu t b impliuH ntcd to r alizc the objcc ivcs of the linn . 

1 he tmly r c led that th mn veri k d the imponan o trate i II ian 

tor l hin th · 

!ill tt nti n 
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A promotion strategy that is i10portant in today nvironment but which is never 

known to I he industry is the u ;e of well kn wn pt;L ons (celebrity spokesman) to 

endorse their companies. 

5.3 Rccomul«;ndatio!.,lli 

First for t11e firm to adopt fie xibility in their pla1ming, t.he companies should 

apply strategic thinking to ·ser"e the prupose of strategic planning while paying 

attention to the need for serious implementation of the strategies . 

Secondly, the insurance firms should recognise and use the three different levels of 

strategic platming levels wlliclt are the corporate, business and functional level 

with each serving its purpose. They should develop appropriate strategies at each 

level and develop these strater ies into an intergrated whole and then introduce and 

apply app1opriatc strategic respon es inorder for them to be competitive in the 

turbulent environment. 

Third, the firms hould make u c of strategic alliances as a solution to their wea~· 

finan ial po ition. Hnns hould look for local and international alliance . 

I· unh th ·r i n d for mer1 er t l cri u ly applied in th indu try to h. vc 

man ial n comp:mic ' the e n mic p iti n o th n v comp n 

hi r 

ut r c mp ni 
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Fifth, th<' firms should start using celebrity spok sman to endorse their companies 

to boost their images, profit• and t liff r'ntiatc themselves. This not only hvosts 

revenue but helps b1 amlin' th · Hnt .tn and thu s command a big voice in market. 

Sixth , companies should tak1 event sponsorship seriously to enhance their image 

and sale~ and build close tie~. \ ith the public to create awareness. 

Finally, i'irms should imprO\ e their serv ice deli very process and establish strong 

relationship with customers. This can mostly be done with serious commitment in 

their relationship with custbtners and offer of qualifty services. This enhances 

customer confidence so I bat they remain loyal to the company. 

5.4 Limitations of the Sf udy 

* Full participation of all the <.ompanie targeted would have produc~d a more 

reliable tcsult a it is impos~1blc to predict how they would have responded . Some 

companies out rightly reruscd to p.trticipate in the study and some had lillie time 

though they were willing. 11 was not therefore pos ible to push the latter harder 

becau t: of time constraint. 

'J h il1c, lly on com etition. 'I here nr other 

nvir nmcnlc l a to1 uch , e on mic f ct r that mi ht h • riou ly al cl \ 

ration r th mn . 
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* Out of 1 he 26 firms that pa1 ticipated in the study, only 8 of them were interviewed 

"The drop and pick later tedmiquc " might hav given room to manipulate 

5.5 

* 

informal ion to safe guard tlt~ir ' l 111'1 I 'ntially in the face of cut throat competition 

among 1 he aln.:ady ton 1111111 l Ia 1..:1 •. 

Despite these limit.tlin the tudy adds value to the strategic vision of the insurance 

industry. 

Suggest ions for furthrr rr'iearch 

A study should be carried (JUt to investigate the state of relationship marketing 

strategy in the Kenyan Insu ranee Industry. 

* The study generally reveals that the firms have only moderately adjusted their 

strategic variable. . A stud~· should be carried out to establish what hindered thcrn 

from adjusting signil'icantly to the changes in the business environment in Kenya. 
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APPENDIX 1 

ill fESTIONNA IRE 

P UT N •, 

CO lPA Y J\11 ION 

1° When did your comp.ul' 1it,uf peratJons in Kenya? ------------------

20 What businc do y u praclio;? (Tick as appropriate) 

Life Insurance 

General lllsurance 

Both 

) 

) 

) 

Others (Specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 ° 0 0 0 0 0 ° 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
0 0 0 0 0 0 0 0 0 0 0 0 0 

•••••••• •••••••••••• 0. 0. 0 •••••• 0 • •••••••• 0 ••• • 0. 0 ••••••••••••••••••••••••••••••••••••• 0 0 ••••••• 0 ••••••• 

3 0 If both; 

a) When did you opt to do them? (Please stale the year) 

• 0 •••••••••••••••••••••••••••• 0 •••••••••••• 0 ••••••••• ••• 0. 0 • • ••• 0 0 • •• 0 • ••• 0 •• 0. 

b) Wlty did you opt to dn them? (Tick as appropriate) 

To penetrate into new market ( ) 

To diYersify 1 isks ( ) 

Othe1s (specify) ............ 0 ••••••••••••••••• 0 ••• 0 • 0 0 0 0. 0. 0. 0. 0 •• 0. 0. 0 0 0. 0 0 0. 
0 0 

• • • 

0

• 

0 

··· ························ ······································· ········ ·· ... ..... ······ 

D cril c 1he competition yout company now face (I ic · one) 

c) 

) 

.... . .. 

( 

) 

.......... 

. .. ·············· ······ 
. ... .. ... .. 
.............. 



If very high, what do you tl1ink has led to the change in recent years? (Tick as 

appropriate) 

Technology 

Economic depression 

Liberalisation 

Political/legal factors 

Others (specify) ............ . 

( ) 

) 

) 

( ) 

5. Please indicate whether con petition has led to a change in each of the following 

company mission . (Tick a; appropiate) 

Company image Yes ( ) No ( ) 

Product/Services provided . Yes ( ) No ( ) 

Primary customer market Yes ( ) No ( ) 

Technology Yes ( ) No ( ) 

Please explain the reasons ft>r change in recent years if any 

• 0. 0. 0 •••••••••••••••••••••• 0 ••••••••••••••••••••••• 0 •••••••••• 0 ••• 0 ••••••••••••• 0 •• 0 • ••• 0 ••••••• • ••••• 

6. Rank the following goals in >rder of importance (from the mo t to the least 

important) to your company before and after IJberalisatton. 

urvival GrO\\'lh Profitability * Public Image 

B·f re lib I,li ali n ...... .. ................................................ .. 

t r It ·r, li ali n .......................... .. ························ 

7 I Ul Ill Ill ti ' · ch. n d in th I l j k I ) 



8. If yes: 

a) What was your old objective? ............ ...................................... .. 

b) What is your new obJective? .................... ................................. . 

9. Among tile following object I v s, tl 'as' indicate the extent of importance to your 

company (Tick as appropdat ~ 111 the relevant hox) 

--

l. ritica lly 2.1111 portant 3.Neither 4.Not S.Not at all ' I 

Important Important Important Important 
nor un-
important 

J>ROFIT-
ADILITY 

MARKET 
SHARE 

TECH-
NO LOGY 

CUSTO-
MER 

" 
SA TIS-
FACTION 

TRAINING 
EMPLOY-
EES 

COl\1PETI-
TIVE 
l'O ITION 

-

10. Ran~· the following strawgic option inordcr of import. nee (from the most to the 

lea t imp' rt, nt) to ymu com lany to curtail the effects of competition. 

Kc pin c t lo~ 

PJ 

J ( cu 

) 

( ) 

( ) 

-
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11. What strategies were you usinr before liberalisation (Ple~se name them) 

••••••••• 0 •• 0 •••• 0 •• ••••••• 0 ••• • • •• •••• •• • •• • ••••••••••••• 0 • •• 0 0. 0 ••••••••• 0 •••••••• •••••••• 

PLANNING 

12. Has there been a change in long term planning in your company in response to 

competition? Yes/No (Tick one) 

If yes, bow important are such plans to the future success of your company? 

(Tick as appropriate) 

Very Important ( ) 

Not Important at all ( ) 

Necessary ( ) 

Important ( ) 

Others (Specify) ....... .. ... ,. ......................... ... ........... , ............. ............ . 

13. How often are long term plans prepareu in yam company? (Tick as appropriate) 

Semi-annually ( ) 

Annually ( ) 

2-3 years ( ) 

3-5 years ( ) 

Never prepared ( ) 

Others (specify) .................. . .................................................. . ...... . .. . 

0 ••• • •••••• 0 •••••• • ••••• •••••• ••••• •• • ••••••••••••••••• ••• •••••••• ' \ '. 0 •••••••• 0. 0 ••••••••• 0 •• 0 •• ••• • 

CHANGE 

14. In which of the following area~ . has change been experienced most in your 

company in the last 4 years. ('fick as approppriate) 

Technology 

Products 

Customer satisfaction nrofile 

( ) 

( ) 

( ) 



Retrenchment 

Mergers 

Strategic alliances 

Competil ion 

Others (specify) .... .......... . 

( ) 

( ) 

( ) 

( ) 

••• • • •••••• •• • • • •• • • • • • • 0 • • • •••• 0 •• 0 ••• 0 •• 0 •• 0 •••• 0 ••••••••••••• 

15. State the ext ·nt or chanr. ' i11 each area . (Tick as appropriate in the relevant box) 

-
l.lN- 2 .I CREA- 3.NEI- 4.DECRE S.DECREA-

REASED ~ ED TIIER AS-ED SED 

lGNIFlC- INCREAS- SIGN!-

ANTLY ED NOR FICANTLY 

DECREAS-
ED 

Technology 

Products 

Customer 
Satisfaction 

Retrenchment 

Mergers 

Strategic 
Alliances 

Competition 

Others (Specify) 

' 



PART TWO 

Kindly fill in as ;tppropriate by placing a tick in the appropriate box 

A 

PRODUCT 
SUPPORT 
SERVICES 

*Employee 
training and 
motivation 

* Reduction in 
customer 
complaints 

B 

PRICE 

* More use of 
No Claim dis-
counts (NCD) 

*Premium 
reduction on 

accornmodat ion 

* Matching 
premium 
with clo c 

I cornpetilot 

y 

.I~ 

'HI 
I-
( ' I I) 

,. 

VARIABLES 

3.NEI- 4.DE-
TilER CREASED 

INCREAS-
ED NOR 
DE-
CREASED 

S.DE-
CREASED 
SIGNIFI-
CANTLY 

I 



* Trade exhi­
bitions 

D 

DISTRI­
BUTION 

* Opened IUOI c 
branches 

* More use ol 
brokers and 
agents 

* More sales 
team 

E 
l\1ANPOVVEH. 
(People) 

* Selection of 
qualified staff 

* Enhancing 
caring attitude 
of staff 

* Confidence 
building in 
customers 

F 

PHY ICAL 
~VIDE 1CE 

* Reduction in 
wailinl! time 

G 

PRO 

. 
~-~ 

_I 

' 

~ 

J 
-

·-

-

·-

I 
.I 
I 

·-

..... 



I-I i . 
RESEARCH 

* Identification 
of customer 
needs 

* Research on 
Attitudes 
towards 
products/ 
services 

* Information 
on competitor : 
New Products 

Strategic Plans 

Promotion Plans 

I 

DEMASSI-
FICATION 

* Event spon-
sorships eg 
sports 

*Use of 
celebrity 
spokesman 

J 

lARK ~ TJ 'G 
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K 

COST 
STRUCTURE 

* Staff 
retrenchment 

-
* Co-insurance 

1- -
* Other cost 
controls 

-
L 

DIFFEREN-
TIATION IN 
SERVICES 

* Emphasis on 
corporate 
clients 

-
* Consistent 
services 



, ... 

PART THREE 

Tick as appropriate in the relevant b< ,x 

1. Reaction to 
environmental 
changes hdps 
firms cope with 
the requirements 
of U1e 
environment 

2. Non respon e 
to environmental 
change is 
dangerous to 
firms survival 

3. There is no 
need for firms to 
know their 
competitors 

4. Insurance 
Companies in 
Kenya should co­
operate among 
themselves 

5. There i no 
need for strategic 
planning 

6. Strategic 
'Uide our u ce 
in the future 

l.STRON- 2 
GLY 

A JREE 

RFl\. .Ngl-
TIT ER 
AGREE 
NOR DIS-
AGREE 

.... 

4.DIS- S.STRON-
AGREE GLY DIS-

AGREE 
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APPENDIX II 

UNIVERSITY OF NAIROBI 
FACULTY OF COMMERCE 

MBA PI ~OGRAMME - LOWER KABETE CAMPUS 

--~~· ·-
Tclcphnnc 7121601 l 118 
Tc lcgn11m "Vnr 11 ... Nu1111b1 
Tt·lcx: 220'15 Vtm ll\ 

-
-- -= =-=-=--= 

DATE: :.._ ?{- 4-- ~ )..ODC) 

-·-· FWDa-.. Mill 

TO WHOM IT MAY CONCERN 

-·--· P.O. Box 30 197 
Nairobi, Kenya 

The bearer of this lette r: .. A IJ.D.0. . ~J-:-:.fJ. !!J .... 0/111)/l_ .. ~'!:/{;/ !:< !i 
Registration No: .... l)./0.f/Pj7f.-~(~.c; .7 ................................... . 
is a Master of 13usines ~; & Administration student of the University of Nairobi . 

He/~~ is required t< J submit as part. of his/Re-F coursework assessment a 

research project 1 eport on some management problem. We would like the 

students to do their prc•jects on real problems affecting firms in Kenya . We would, . 
therefore , appreciate il you assist him/J:+9f. by allowing him/fte.f to collect data in 

your organization for the research. 

01 
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APPENDIX Ill 

l\IP IE A, AT 29TH FEBRUARY, 2000 

----- ----= 
1. America Life lnsuntn 'l: ( l, J td 

--
2. Apollo lnsuran ·c t). Ltd. 

3. Blucshicld In urancc Co . J .td. 

4. British American In til anct · Co . Ltd . 

5. Cannon Assurance Co . Lt< I. 

6. Concord Insurance Co. Ltt I. 

7. Co-operative Insurance Co 0 Ltd . 

8. Corporate Insurance Co. I td 0 

9. Fidelity Insurance Co. Ltd 

10. First Assurance Co . Lid. 

11. Gateway Insurance Co. Ltt l. 

12. Geminia Insurance Co. Ltt l. 

13. General Acci . Insurance C 0. Ltd. 

14. Heritage A.l.I. Insurance Co. Ltd. 

15. Insurance Company or Ea~ t Africa Ltd. 

16. Intra-Africa As urance Co Ltd. 

17. lnvc co A surancc Co. Ltl I. 

1 Jubilee In urance Co. Ltd. 

19. Kenindi, A ·urancc Co. L td. 

20. 1" enyc lliance Insurance 0. Ltd . 

21. en c Ori nt In urancc Ct I. Ltd. 

22. I ·c tar ln urcn c 0. Ltt I. 

Li nor K nyc In urance ( 'o. Ltd. 
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24. Madison Insurance Co. Ll d. 
' 

25. Mercantile Life & GenA: ;surance Co. 

Ltd 

26. Monarch Insurance Co . L td 

- -
27. Old Mutual Life i\ssuram e t 1 td . 

-
28. OccidL·ntal l nsma nn: o. I td . 

-
29. Pan i\ !"rica lnsuram: ' o. ltd. 

30. Pho 'nix or Easl 1\Jnca ' ' , . Co . Ltd. 

31. Pioneer Assurance Co . Lt J . 
~ 

32. Royal Insurance Co. Ltd. 

JJ. Stallion In urance Co . Ltl I. 

34. Standard Assurance Co. I td. 

35. Tausi Assurance Co. Ltd. 

36. Tridenl Insurance Co . Ltd 

37. UAP Provincial Insurance Co. Ltd. 

38. United Insurance Co. Ltd 
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APPENDIX IV 

LIST OF INSUR AN E_ TUDIED 

--·--

1. Amcric:an Life Insurance (' 
---

2. Blucshicld Ins. () Lid . 
- ·- -- --

3. British Amctican In:. I tel . 
------

4. Cann011 Assurance o. Ltd 

5. Corporal In . Co . Lld . 

6. Co-operative Ins. Co . Ltd 

7,. Fidelity Ins . Co . Ltd. 

8. First Assurance Co . Ltd. 

9. Gatew:1y Ins. Co. Ltd . 

10. Geminia Ins. Co . Ltd. 

11 . General Accident Ins. Co. Ltd. 

12. Heritage A.I.I. Ins . Co. l td . 

13. Insurance Co. of E. A. Lt d 

14 Intra Africa Assura nee Co . Ltd. 

15 . Jubilee Ins. Co. Ltd. 

16 . Kenindia Assurance Co. L td . 

17 . Kenya Alliance Ins Co. I td . 

18 . Madison Ins. Co. I tel 

19 . Occidental In . Co. Ltd . 

20. Old Mutual Life As urancc 0. Ltd. 

21. Pan AI rica Ins. Co. Ltd. 

22. Phocni · of l·nst Africa A 
Ltd. 

23 . Pi 11 Cl ur. nee 0 . Ltc I. 

2 l I d td uran ' . L l . 

t IIi n In . . I d. 

I r •in i I In I .( 
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