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AB RA T 

t t ddnmhh th cornp~titivc and collaborative 

n mn< t:ll banks in the Kenyan market. The study 

1 n pon~~.; was r~.:cl.livcd from 37 commercial banks. 

had their head offices located either within Nairobi city 

re data collection was done within Nairobi city. Two re earch 

Lt in data collection where one was provided with a li t of bank 

\\ ithin '.m 1 ·it~ entre and the other one in the outskirts. 'I he questionnaire were 

d liv £ 'J t all the • mmercial banks specifically to either marketing manager or finance 

manager - thr ugh pers nal deli ery by the research assistants of which s me were referred 

t publi relati n· offi er and business development officers later. A few que tionnaire ' 

were r • j, ed \ ithin three da s; personal telephone calls were mad to the indi idual 

re pondents as a follm up after which the bulk of them were rec i ed in th third w k. 

The ue·tionnaire· \ ere che ked for completene and rele\ anc b for b ing 

data enU') int P . Data analy is \Vas done b) P and pr nt d thr ugh fn.:qu n · 

t bl , m an, 'arian and tandard d iation. 

It \ foun out th t m st mm r ial b nk ~.:r mor tamili r \Vith th omp titi\ ~ 

n th n 

hi 

ti n, 

\ ith 
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AP R 0 E 

tON 

1.1 Background 

, tmtc •y i u plltl 'Ill <>I ur c allocations designed to achieve the goal of the 

1 haml. 1993). "I he strategy a firm implements is an attempt 

u c of the organization to the opportunities found in the 

.. rding to Thompson and Strickland (2003), a company trategy 

e i j,e effort and business approaches that manager employ to plea e 

ucce full and achieve organizational objective . avetti ct a! (2005) 

d tin ~trateg~ -ed on three conditions; namely, that a company d velop and 

impl m n an internall consistent set of goals and functional policie that collectively 

de tine it p ·ition in the market: aligning the firm's strength and weakne c · \ ith ternal 

pp rtunitie and threats: and being centrally concerned ' ith th creation and expl itati n 

of di tin ti\ e ompeten ies. 

tarket p -iti ning a ug_e ted by Kotl r (1997) i th a t of de igning th mpan •· 

o that th } upy a m aningful and di tin t mpctitive p iti n in 

mind . In ord r to ha' mp ny mu t d~.: id 

11 11 

I 



According to Ries and Trout as quot din tier 1 7), positioning tarts with a product, a 

service, a company or a person but m nm" i::- not whnt you do to a product; it 's what 

you do to the mind of the pro pe t ,. h '1 t l))l))l)l)l rromotcd positioning include best 

quality, be. t . ervice , low . t pr ' . nd nwst ·onwnicnt. 

1.1.1 ark· 

tthin a market sector, which has been defined by 

\lL tom ·t lit .,ll ·ct 1 t men ation, and thus positioning is the mediating force or 

m ll\h b ·t" ··nth, lir 1 and 1 ider environment (Atkinson and Wilson 1996). imilarly, 

Wil ·on .1nct illigan l 9'i) observe that positioning is the proce s of de igning an image 

und ' lu ~ d1at ustomers ithin the target segments understand what the c mpany r 

brand .:tand- for in relation to i competitors. Therefore, positioning i a fundamental 

el m nt f me mar 'eting planning process since any decision on po itioning ha direct and 

immediate impli ations for me \1 hole of the marketing mix. In es enc , the marketing mi 

an b - en as the tactical details of the organizations po itioning trateg . Barncrje 

19 9) refer to po itioning as perceptual mapping. H argue that p r pti n inOucn , 

de i ·ion - rna ·ing at both the ubcon ciou and con iou I 

tern for finding a ' ·indO\\' in th 

iti nin li m id ntif) in th gap in th 

umm nz pt o ni he:: m rkt:tin • in ' hi 

1.1.2 iti nin 

firm U) r t 

l . H find p tti ning a · 

h rc::al b ncfit or 

fill in, it. 'I his 

li1 tin i thc.:kc ' l 

nd th iti nin 



r m r · 1 :s ~ment h!l ~ ommon need and similar Individuals or firms in each ub t 

responses to a particular mark tin 

segments of the market a bu in 

hL int'Mm:1til)ll is used to determine which 

n d\ ( mtht p1olitnhly. S~.;gmcntation may either be 

1 hi, . I lJl()Wil d 1-..conomists have long predicted 

' i1h cxpon~.;ntial advancement in technology, 

world b~.;come a reality. Since globalization and 

increasingly imminent, it become imperative for 

iti n them elves in the new world market. They ob erve that 

Geographic, Dcmograph i 

bu-:in • · · 

1 ·hi ·vin • ·tl · th market positioning involves analyzing an indu try to 

d •t ·rmin, 'llut gi~ mar ·e egrnents and then making investments in tho ·e egmcnt that 

\\ill I ·act to in ·re ·ed re urn and overall market share. trategic Market Po ·itioning i · 

th r f r th a ilin of a bu ine s to compete effectively in multiple egmcnt of the 

mark. t. 

1.1.3 The Banking Indu try in Kenya 

.\ ummar: from Pri eWaterHou e Coopers websit how that there arc fort -si. bank 

nd non-bank finan ial in titution in Kenya, tift n micro finan in titution nd fort ·­

i ht for i~n ex han~e bur au . Thirt}-fi of the bank mo t of ''hi h rc small to 

m mm 1z lly o 'n d. few lar _e b n · mo t of whi h arc forci '11- " 11 ·tl 

th u h m lly O\ ned d min h: the in u try. 1. o the m ~or bank 

I B nk. b uity B. nk. 

D) the R ul 



The banks have come together under th 

as a lobby for the banks' intere t an 

issues affecting the banking in b(f 

n. , B nkc-rs Asso iation (KBA), which serves 

. ddrl.'ss~ s issws aiTccting it members. Key 

'n h.l n n in ·lud : changes in the regulatory 

1ht m:lrk 't still continues to be re trictive· 
' 

framework, where liberali~ation 

declining intctt t lllar ~~~ 11 tom r pressure, leading to mergers and 

r nc n·traditional services including the automation of 

H lur , · tHunb ., 1l a mo c towards emphasis on the customer rather than the 

produ ·t: Ill i r n-traditiona1 players, who now offer financial ervices 

produ ·t ·. rh r i poi ed for significant product and market developm nt that 

·hould t • ·ult in fu er c n olidation of the banking sector. 

K 11) a11 Ba11 , more than an ' other business are experiencing evcre challenge a· 

mpetiti n inten it1e- both from the traditional competitors and new form · f c mpetition 

fr m ou ide the e tor. . Iuch of it has to do with the liberaliLation of th c on m that 

allo\\ e\ en no-finan ial institutions to conduct pre iou ly apr erve for bank on! (1 huo, 

1999). Okuto. i ( 1988) note that in banking the grov.th of mark ting awarcn 

ttribut d to in reased ompetition. \\hich re ult d into d clin in th har f th d p it 

mark t a' in_ ban -. avin and loan a 
...... - rcdit uni n ha\~.; b en given the 

uth rit) di' r ify and to r f\ ' 1 that ' cr on [! r d c. lu~iv I ' 

mm rkct - a ituation in ' hi h the buy~.;r h. 

multitu II r . 

1 .~ nt ft h Pr hi m 

n h r tim 

r 

m 



Globalization effect has posed th gr at ~t h !len:;~ . sit on! stiffen the competition that 

already existed in the market. hann n t 11 o . . quotui in Okutoyi ( 1988) note that a a 

result of the growing I v 1 of . nd rnpid ·hnn )c, more and more bank 

t 1 11. nnin 'fl()rts aimed at gaining a comparative 

n t In lo th Comm~.:rcial banks in Kenyan Market 

hav · hud to · ·k > I th u h product development, customer satisfaction and 

c 1dcn cd by increased automation of service and 

cntcrpri e through Visa cards. 

n carried out on strategic marketing ( kutoyi, 1988; Thuo, 1999) 

and '1mp titi\e ·rrate.::ie- in \arious Kenyan industries (Jowi, 2006) but none has 

·p ·it! ·all) O\ ered the i -ue of trategic Market Positioning Practice by the ommercial 

Bank· in Ken) a. For in -ranee. Okutoyi (1988) focuses on the relation hip bet\ cl!n the use 

of trategi marketing and bank performance in Kenya; and how local banks, multinational 

ub idiar\ ban and GO\.emment banks compare in regard to the u c of strat gi 

mark ting \\hile Thuo (1999) e. amine the relation hip marketing tratcg in Kenyan 

bankin_ tor through per eption of banking rvi marketer and th ir attitude tO\Vards 

im c tin~ in relation hip . Thi tud ' ill go b yond ju t find in~ out if nd how u tomer 

re t bli hed to x mine ho\ ' ommcr ial Bank in K nyan 1ark t •nsun.: 

u t in bilit) in th~.: urr nt hi 

L R 

th 

nt 

nd m tith m rk t. 

t nnin th 

mm r i I I 

m titi 

in r 

y, lty )f their 

iti nin 

m titi 



1.4 Significance of the Study 

This study will be of benefit to th fl II in 

a. The Banking lndu::-.tr · 1.: till d: J1 m:lnag mcnt or the commercial banks 

as the level o 

b. 

l''(lllll 

Fmur 

r t '' m: rk 1 sti f'fl.:ns and every bank needs to achieve 

cnnmmg where to place their more in order to maximize their 

rt run or in the long run. 

in establishing how the transition of ommcrcial Bank fr m 

e nat re came about. 



RT 0 

l 

2.1 lntrodu tiou 

'I his C'hapt ., ttvi ·w l '-mr I l aturc on tratcgy, market po~itioning and su tainable 

<.;otnptlitiv · 1 lv 11111 • lfategic marketing positioning practices adopted by 

C\>tlltH ·r ·1 db mk in 1-en 11n mar:kct. 

Strut '<.!Y 

tratt!!l) i..:; a mean of e tablishing the organizational purpose in term · of it I ng term 

obj ti\ e ·. a tion program and resource allocation priorities. ne of the central concern · 

of ·rrateg) i defining the businesses the firm is in or intends to be in. thi pia e ·trateg a · 

the basi for e that addresses issues of growth, diversification and divestment. [here [I re, 

defining a formal trategic planning process is an effective bu ines ·egmentation, "' hich j 

important to trategi positioning (Hax and Majluf, 1996). urth rmor . trateg mbra e 

the overall purpo e of a firm and a unified d finition ha to addre th • c ntr \'cr y 

b t\ n th indu m tru tur -comp titi po itioning paradigm and th res ur - ba cd 

vi \\ of th firm. Figur 2.1 illu trat thi on pl by m rin fl.: on iliati 1\ bt:LWct.:n the 

m rk t- dri\ n and the 

bu in 

bu in 

Th mt ion ptur th two ntral 

an uni 

th brid c b in th mi si n lf th~.: 

h..: 

th 

Fi urc '_ , I : lnt 'r· tion nf f tur .wd Pr Ju t/Murk t - lrh tr th: ,, 



The business scope is defined in t rm f th~ prl ducts tlh.' linn is offering; the election of 

customers to be served and th 

firm is competi11 · utd h >\\ it m lfH . d nami · needs of the market in the most 

cf'fcttivc wa . ,in:u d tur ulcn 1hat is inherent in market dynamic , thi 

tontcm, b 11 • c ·•blc and hort term oriented. The second dimen ion of 

uniqu · or · 1r 

tdvantag ·. Th 

h \ to compete .. , his refers to the development of tho c 

that ill allow the firm to achieve a sustainable competitive 

• m etencie tern from the basic factors of production a well a the 

re ·our· · and capa ilitie that belong exclusively to the firm. 'I he core compctencil! · 

pr 'ide the long-term competitive tanding of the business. 

trateg) i a equence of united e ents which amounts to a coherent pattern of bu<.;incs 

behaviour. Bu ine· trateg) focuses on the relation hip b tw en the firm and its 

environment. A meanin!!ful strategy is not a statem nt of orporate a pirations but it is 

rooted in the di tin ti\e capabilitie of the indi idual firm (Tang and Bauer, 199 -). 1 he 

m ironment i et by the participant ext rna I to th firm that create for e and c. ·en 

pr - urc on th firm among the e. tcmal parti ipant arc ompdilOr 

R ulat rv ther firm • upplic , i tributor , rvi c mp nic . In 

-) t t that trat th ut\\ it nd 

hil th y tr. ·in 

int 

th t th 

lm 



Banks must seek to define their own uniqu pers n, lit with due regard for the strengths 

and weaknesses. He observed that "Th fn nil. b. nk, Th' Family bank" are not enough in 

themselves. The banks mu t re Ilk idtt :)l't':lS or <.:Ompctition involved in the 

organization w pcovid · tt 

'J'homps<>n cl al (2001) u ~ 

rm1 ·t h communicated to all levels of the 

of the entire firm (I Jandscombe, 1982). 

tr~tt gy b management's action plan for running the 

1 n . A company's strategy consists of the competitive 

nwv ·s m i bu ·in· · 11 · ch that managers are employing to grow the busine , attract 

mpete uccessfully, conduct operations and achieve the targeted 

l v 1..:: of orga.nizati nal performance. 

2.3 Iarket Po itioning 

larketing on ept means a market orientation and how it fits within the modern bu me · 

tlnn (Bruning and Lockshin. 1 994). External participants c llecti vcly create fl r e that 

hape the em ironment in which a company has to compete and di tingui h it If. Ihc e 

for e reate a et of d) namics that alter the equilibrium of fore and di I at the tatu 

uo for a ompany. In thi situation the firm creat initiativ lt~.:r th 

dir tion and magnitude ofthe for . Th urn total ofth initiative i th~.: op rati nal 

ton of a om pan} trategy. Through trat gie every mp ny i nst ntly 

kin to h ng th pia) ino field o that it ptimiz d 10 its \\11 

p biliti an_andB u r.l 

p iti nin th n f tin Ut lf num r f unique ili n • tit 

th l ill m rk t 



Strategic Market Positioning entail m . imizin" the 'hnn cs of identifying uccessful 
strategies, thinking beyond th 

that share the same cu tom r 

advantage through th . pro 'i 1 

nt u. itk .. otl~riiP:s and evaluating other bu ine e 
.• ~,; thl s.ltnt 1 hnologics. aining a competitive 
. '' r . htt 1<) ·ustomcrs can be expected to lead to 

n n1ion: I 1 ·nns such a· market-ba ed performance 
tmn} nnd fmancial-bascd performance which include, 
calth creation (Kotler, 1994 ). Day and We ley as 

1994) indicate the necessity of management integrating 
lh · · )lJl • e in o a trategy that maintains and improves the company' 
p 1 ·itt 111 , me and competitors. Specifically, diagonizing and maintaining 
· mp tnh ad\ anta~e i- directl related to information collection and appl icati n. 

-- nc of ~rategi po itioning is to choose activitie that are different fr m ri al . 
om titi\e trate~. i about being different which mean delib rately ch ing a different 

et of a ti\ itie- to deli\ er a unique mix of value ('V1intzb rg t al, 2002). nc of the maj r 
n em- that ha to be pre ent in an} effort leading tO\\·ard th tratcgtc p iti ning f th 

firm h to do \\ ith th degre to whi h th rganization h llcngcd 
dcmandin::: ~ al trat gi int nt nvi ion a d ircd I ition and tabli~hc he 
rit ri an tratc rj int nt I o en omp ~ n 

an 

n the 

ltnp tit r 

Ill' 



Figure 2.2 is a model of the elem nt of trat _i m. n. o~m nt to show the key influences on 
the present and future well b in o n r . nt. . lil)l1 . l'h ~nvironmcnt creates opportunities 

r . ni. . til)n . nd th' ~xpcctation of takeholder . 

Ji igurc 2.2: od I ch, t 1, It\( nt ( f. t rat •gi • Management 

Position 

Directions 

and . fethods 

Managing 

Change 

Resources and 

ompetences 

Strategy 

into action 

nabling OrganiLing 

ur e: John on and chol 2002; ploring orporate trat g ·. 6'~ dition Prenti llalllnc. Pg 17 

on th 

liti al 

ontc.·t in •hi h lhc org ni:t tion . ist whi h ma • b a 
nomi , cnvtr nm nt I nd l g 1 

ic ot n 

1\\ 
b. lh ir ultur l liti innu n th 

I 



Figure 2.3: Boston Con ulting r up B .. ) model 

MiU" t tit~ ' 
Ct hwth 

I ~ti 

C,)uc~11 0n marks 

al>h oow Dogs 

Sour ·~: r a ·e 'a d Robi on. 2002; Strategic Management: t rategy Formulation and hnplement:ltl n. .u Edition Richard D. Irwin Inc. Pg 280 

Th ·tars repre ent the best long run opportunities of the firm's portfolio and thus require ub ·tantial reime tment to maintain and expand their dominant position. The cash cows repre ent ·trong position and minimal reinvestment requirements for growth and generate 
h in ex e of their needs. They remain the current foundation of th ir corporate portfolio . The que tion marks ~ ith rapid growth and le s ca h generation bu ine e may opt to repo ition the re ources more effective! in other portfolio . Th dog repr ent aturated mature market \\ ith inten e competition and IO\ profit margin and a uch 

houtd b di t= t d. hown in figur~ 2.4. ~ m d l u multiple fa t r · t a . indu try ttr ti en and bu in tr ngth . 

ur 2..&: , n r I .l tri • ) m d I 

- In 

B 



Business strength fact r in lud "': R 1< ti L: market share, profit margins, ability to compete 

on prices and qual it , t...n "I dn, of cu tamers and market, competitive strengths and 

weaknesses und t • ·hn I gi al apability. Industry attractiveness factors include: Market 

size and 1Wwth rat . indu tr profit margins, competitive intensity, seasonality, cyclical 

cconomi · or · al . te hnology social, environmental, legal and human impacts. 

2.4 u ·tainable Competitive Advantage 

Competiti e Ad antage results from offering superior value to customers through lower 

prices than competitors' equivalent benefits and unique benefits that more than offset a 

higher price (Ansoff, 1965). In addition, value addition to customers is an essential element 

of sustainable competitive advantage. Therefore, for a resource to be a potential source of 

permanent competitive advantage it must enable the creation of value, the firm needs to 

implement strategies that improve its efficiency and effectiveness by meeting the needs of 

customers. The inability of competitors to duplicate resource endowments is a central 

element of sustainable competitive advantage. According to Hax and Majluf (1996), the 

strategic posture of the firm is a se of pragmatic requirements developed at the corporate 

level to guide the formulation of corporate, business and functional strategies. It is 

expressed through the formulation of corporate strategic thrusts and corporate performance 

objectives. 

Corporate strategic thrusts constitute a powerful mechani m for translating the broad sense 

of direction the organization wants to follow into a practical set of instruction to all ke 

manag r invol ed in the strategic proce s. trategic thru t are the primary i ue the firm 

ha to addr in the hort term to e tabli h a healthy comp titive po ition in th k 
mark t · h' 111 w tch it parttctpate . orporate p rformanc objecti ar quantitati 

indi . tor of th o rail p rforman f the firm ' hi h ar pr d minantl) I in 
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From a resource-based view, th r our ~ f . 1irm must have certain attributes like 
valuable, scarce and difficult to imit t m 1 kr 1 :-. ho ld th ' pot ntial for sustainability. In 
recent developments, Hill and J n h. l ()hS rv d that the four factors that build 

up rHH nic i ~;n cy, quality, innovation and 
i · hicvcd when the cost of basic factors of 

t I m, nagcmcnt and technological know-how is lower 
utput . 'I he quality of output is what determines how 

lll a rue. Innovation is the act of creating new products or 
product and process innovation. Product innovation is the 

that are new to the world or have superior attribute to the 
inno ation is the development of a new proces for producing 

pr du 't- and deli\ ering them to customers. 

and . ustain comp titiv 

cu tomcr rcspou i v ·u 

produttton u ·h 

tlmn th · b ·n ·tit 

much b ·n ·lit th 

T a hi \ e uperior re ponsi eness to customers, a company must be able to do better job 
than ompetitor of identifying and satisfying its cu tomer ' need . Additionally, 
u tainability of ompetiti e ad antage depend on barri r to imitation, capability of 
omp titor and the gen ral d) nami m of th industry en ironment. \t1intzberg et al (2002) 

ob r\ that a there are trad ofr with ther 

th 

in "hat not to do in omp ttn ,, M r o, tr tcgi fit 
i fund m ntal to b th mp titi\1.: advant g nd ust ina btl It • of 
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' h n it i hi 

an 



According to renowned scholar , advant - r • tin~ !'('SOur cs mu t meet four conditions, 
namely, value, rareness, inimit- bilit.. nd nt rH,ubstitutability, and these overlap with 
strategic industry factor (Kotl ·r, 1 
whether a firm' pro ttabilit ' 

tit 1 I< < 8) ()\)::; 'rvcs that po itioning determines 
th industry average. A firm that positions 

unfavorable and 
l modest. l·igurc 2.5 illustrates that competitive 

r di crcntiation. 'ost Advantage and differentiation stem 

J.'i ur .... ·: P rt r· eneric ompetitive Strategies model 
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According to Miruka (2000) tat th, t th r ' lS~ of managing competition is outlined not 
merely by defining its broad r b' • 1Hi .'<).\\:.;,both short term and long term but also 

\l~ h obj ctivcs. 'ontcmporary management 
in ompctition effectively, which are; cost 
strategy. Sources of cost advantage include: 

by evolving an cf e ti 

thinking rcco )nit 

St)Uf • 

mli1:cd machines, specialized employees, economies of 
to factors of production and technological software. 

fun ·tion . timing. l a i n. product mix. links with other firms and reputation (Barney, 
19 ). Th mp.: n et al _OOi) note that a competitive strategy concerns the peci fie 0 f managl;!ment'- game plan for competing successfully and securing a competitive advantage 
O\er ri\al-. The~ outlined fi e distinct competitive strategy approache a hown in figure 
-.6 and ea h ·take- out a different market position. 

.l rket 

Figure 2.6: Five Generic Competitive trategie 
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A focu ed strategy or market niche trategy ba ed on low costs concentrating on a narrow 

cu tomer segment and out competing rival by having lower cost and based on 

differentiation, concentrating on narrow customer segment and out-competing rivals by 

offering customized attributes. Thompson et al (2007) note that companies form strategic 

alliances and partnerships to complement their own strategic initiatives and strengthen their 

competitiveness in domestic and international markets. Strategic cooperation is much 

favored where technological developments are occurring at a fast pace along many 

different paths and where advance in one technology spill over to affect others. Barney 

(1997) indicates that companies can also obtain competitive advantage through cooperative 

strategies. Some may be illegal (e.g. explicit collusion, tacit collusion) while others are 

legal (e.g. joint ventures, licensing agreement, distribution agreements, supply contracts.) 

2.6 Factors Influencing Choice of Strategy 

Cost advantage will result in above average performance only if the firm can sustain it. 

Improving relative cost position in unsustainable ways may allow a firm to maintain cost 

parity or proximity but affirm attempting to achieve cost leadership strategy must also 

develop sustainable sources of cost advantage. Some drivers may be: scale mobility barrier 

and the cost of replicating scale is often high for competitors, interrelationships with sister 

business units may force competitors to diversify in order to match a cost advantage 

(Porter, 1998). Linkages are often difficult for a firm to detect and require coordination 

across organizational lines with independent suppliers and channels. 

Proprietary learning is difficult to achieve in practice but also hard for competitors to catch 

up. Policy choices to create proprietary product process technology, replicating product 

innovations or new production process poses great difficulties to competitors. Target 

problem is the business situation the strategist hopes to resolve. The challenge of interest is 

how to position a firm in an industry that is novel either to managers or the firm itself. For 

a firm to position itself, it must make a vast array of detailed choices about how to develop, 

design, produce, sell, deliver and service products. 

17 



The choices incur costs and generate buyer value thus shape the economic success of the 

firm (Porter, 1991). Gavetti and Rivikin (2005) observe that the heart of a company's 

strategy is what it chooses to do and not to do . The quality of the thinking that goes into 

such choices is a key driver of the quality and success of a company's strategy. It further 

states that reasoning by analogy plays a role in strategic decision-making. Faced with 

unfamiliar problem or opportunity, senior managers draw lessons from a previous similar 

situation. 

A particular strategic choice involves looking at dominant coalition which means the 

greatest influence, perceptions of the management, segmentation, scanning activities and 

the fi rm ' s dynamic constraints (Miles and Snow, 1978). According to Porter (1998), 

differentiation is more sustainable under the following conditions: the firm 's sources of 

uniqueness involve barriers in linkages, interrelationships, and first mover advantages; the 

firm has a cost advantage in differentiating; sources of differentiation are multiple and a 

firm creates switching costs at the same time it differentiates. Sustainability of a focus 

strategy against competitors is determined by sustainability against broadly targeted 

competitors, mobility barriers and sustainability against segment substitution. Pearce and 

Robinson (2002) observe that simultaneous assessment of the external environment and 

company profile enabled a firm to identify a range of possibly attractive interactive 

opportunities, which are possible avenues for investment. This results to a selection process 

of a strategic choice that matches a combination of long-term objectives and grand strategy 

that will optimally position the company to achieve its mission. Among the criteria used in 

assessing strategic choice alternatives include: Role of past strategy, degree of the firm's 

external dependence, attitudes towards risk, internal political considerations, timing and 

competitive reaction. 

2.7 Challenges Posed By Competition 

Many multinational companies are learning that they must collaborate to compete. They 

can create the highest value for customers and stakeholders by selectively sharing and 

trading control, costs, capital, access to markets, information and technology with 

competitors and suppliers alike. 

18 



Formation of alliances has brought about both uphoria o r the potential of such 

arrangements to meet the intensify ing demand of global competition as well as 

di appointment over the challenges inherent in their implementation (Mintzberg et al , 

2002). These challenges include among others partner opportunism organizational 

challenges, partner dependency, decision paralysis evolving environment, greater 

inflexibility in vertical relations, cultural incompatibility and static strategic position. 

Kotler (1 993) notes that the sustainability of a generic strategy requires that a firm 

possesses some barriers that make imitation of a strategy difficult. Since barriers to 

imitation are never insurmountable, however, it is usually necessary for a firm to offer a 

moving target to its competitors by investing in order to continually improve its position. 

ot every firm will find many opportunities for differentiating its offer and gaining 

competitive advantage. Some companies will find minor advantages that are easily copied 

by competitors and thus highly perishable. Therefore, they should keep identifying new 

potential advantages and introduce them one by one to keep competitors off balance. A 

firm can have differentiation along various lines, product, services, personnel and image. 

According to Morris (1982) keen competition between the banks is keeping prices down 

and emphasizing the need to minimize costs. Therefore, sophisticated use of Information 

Technology is required to meet the changing customers ' needs. Quinton (1982) observes 

that multinational customers expect speedy responses to their requests, which can often 

involve demands for new products. This requires adaptability of organizational structure, 

which allows decisions to be made prudently and swiftly. The banks must strive to 

corporate banking, professional people in middle market, small businesses as well as 

individuals. In meeting these needs, Commercial Banks face the danger of taking excessive 

risks, too many services to meet too little viable demands. Therefore, the bankers will need 

to become increasingly specialized which requires sufficient training resources. 

2.8 Summary 

ustainable competitive advantage would only be achieved if there was a strategy in place 

and this literature review study covered various positioning strategies that would be 

adopted by the commercial banks in order to remain in business given the stiff competition. 
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These strategies range from co t lead r hip in broad target of lower costs to focus 

differentiation in narrow targ t differ'ntintion advantages. Some commercial banks may 

also choose to blend low r sts "ith di ffl;rcntiation to give the best prices for high quality 

products. Th trat g th t ·1 mm 'rcial bank decides to adopt at any particular time will 

highly d pend on thr int rnal and t:xternal factors prevailing at the time, the outlook of 

th ir product · in th mar et and the business strength. 



H PTER THREE 

RE EAR II METHODOLOGY 

3.1 Introduction 

Thi chapter fo ·u , , nth nature of the research study, the target population and how data 

wa collected. iven the tudy was a qualitative census; the research was carried out 

through a de cripti e de ign. The study involved a detailed analysis of strategic market 

po itioning practices by all the commercial banks in the Kenyan market. Two research 

assistants were hired to drop and collect the questionnaires. 

3.2 Research Design 

The research study was carried out through a descriptive design being a qualitative in 

nature. The study involved a detailed analysis of strategic market positioning practices by 

all the commercial banks fully operational in Kenyan market as at January 2008. 

3.3 Study Population 

The nature of the research study was a census as the population of interest was all the 44 

Commercial Banks in Kenya which were li sted by Central Bank of Kenya as operational. 

Two Commercial Banks that were under CBK's statutory management were excluded from 

the study. The respondents included Marketi ng Managers, Business Development Officer 

and Public Relations Officers in Finance and Marketing Department . 

3.4 Data Collection 

Qualitati e pri mary data was the on! ource of data through a If con tru ted 

que tionnair to all the 44 commercial bank· u ing "drop and pick !at r" m thod. ata , a 

oil t d within 1 airobi city entre in e all the mm r ial bank had their h d ffi 

ithcr '''thin 'airobi ity ntrc or in it out kirt . Two r ar h a i tant \\cr hired to 

i t in droppin and oil tion o th qu~.:sti nn ir~.: 

within ity ~.:ntr nd pr ' i d~.:d '' ith It t of 

nd thdr ph) i I I > nd th thc.:r imil r li. t but 



3.5 Data Analysis 

Data was analyzed u ing d ripti\ t, tisti at two levels. Univariate Analysis for the 

scaled question , whi h in h 'd d t 'rmining the distribution using frequency tables, the 

central tendancy usin 1 th' mt:an and di persion using variance and standard deviation. 

Level two wus Multivariate naly i for the open ended questions which involved cluster 

analy i , initiall ' t put imilar tatements together and then factor analysis to determine the 

frequenc f o currence of the clustered statements. 



H PTERFOUR 

4.1 Introduction 

Thi chupt 'r pr · nt · an anal i of data using descriptive statistics at two levels. Level one 

wa Univariate nal i for the scaled questions, which involved determining the 

di tribution u ing frequenc tables, the central tendancy using the mean and dispersion 

u ing variance and tandard deviation. Level two was Multivariate Analysis for the open 

ended questions \: hich involved cluster analysis initially to put similar statements together 

and then factor analysis to determine the frequency of occurrence of the clustered 

statements. The analyzed data was presented in Frequency tables. The SPSS statistical 

computer package was used in the analysis. 

4.2 Banks' Profile 

The respondents were asked to indicate if their banks were foreign or locally owned and the 

results were as shown in Table 4.1 

Table 4.1: Nature of ownership 

Response Count %Count 

Foreign 19 51 

Local 18 49 1 
Total 37 100 

5 I 01o of th re pendent indicated that their bank· wer foreign O\\-n d \ hi! 490,0 wer 

outlined a locally own d. Furth r. the re pondent \\ere a ked t gi th nature f th 

foreign own r hip and the re pon wa a indi at d in Tab! 4.2 



Table 4.2: Foreign Owner hip tructurc 

Structure of foreign o"ne1-..hip Count %Count 

Wholly owned ~ubsidi.tr~ 15 79 
Pnrti lly wn ·d subsidiar) 2 11 
A ocint • 1 5 
Other · I 5 

Totnl 19 100 

The foreign owned banks were 79% wholly owned subsidiaries and 11% partially owned 

subsidiaries. 

All the banks were required to indicate the location of their head office and the results were 

as presented in Table 4.3 

Table 4.3: Head Office location 

Head Office Location Count %Count 

Within airobi 36 97 

Outside 1airobi 0 0 

Outside Kenya 1 3 

Total 37 100 

Regardle s of the nature of owner hip, 97% of the bank had their head offic lo at d 

within airobi and none out ide airobi. 

It \\a found out that all th omm rcial banks that re p nded had adopt d a trat gi plan 

ac ording to th re p nd nt and it wa th r for ar to find out h , oft n th 

trat gic plan '' r revie\\ed and th r ult wer indi at d in abl 44 



Table 4.4: Strategic plan review 

Count % Count 

Annually 20 54 

Lc s than 5 yc 1rs 12 32 
Every 5 yc 1r · 5 14 

Total 
37 100 

Annual re ie\ i more popular among the banks as 54% confirmed this while 14% 

review every 5 ears. The respondents were asked to indicate their job titles as the target 

population was departmental managers in Finance, Marketing and Strategic Management 

departments. Respondents ' profile was as shown in Table 4.5 

Table 4.5: Respondents' Response Profile 

Job Title Frequency %Frequency 

Marketing Manager 23 62 

Business Development Officer 10 27 

Public Relations Officer 4 I 

Total 37 100 

Expected Response 44 

Response Rate(%) 84% 

The re pondent m thi urvey \ ere 62°/o Marketing Manager , 27% Bu in 

De elopm nt Officer and I% Public R lation fficer from th ariou omm rcial 

Bank in Ken)a. A total of 44 que tionnair \\ r admini t r d through "dr p and pi !... 

!at r" m thod and follow up made through t lephon all to th parti ular re p nd nt f 

\\hi h "7 \\ere n.: ei ed a compl t and I a in omplcte. 

4 per cnt \\a re liz d \ hi h wa n adcqu tc amp! to cstim tc the..: 

p r m l for analy i purp 



4.3 Definition of Strategic Market Positioning 

The respondents were a k d to d rib~ th onccpt of Strategic Market Positioning from 

their own under tanding. bl -+. sht' ' the rc ults of the responses. 

Table 4.6: Respondent. ·' und r tanding of the concept 

Respon ·c Frequency %Frequency 

Identification of market egment 18 37 

Provisi n of ati fuctor ervices 18 37 

Undertaking different trade activities 3 6 

Creation of good image to customers 7 14 

Being a product leader in differentiation 3 6 

Total 49 100 

Table 4.6 shows that 37% of the banks defined Strategic Market Positioning as 

identification of market segment another 37% as provision of satisfactory services to the 

customers while the rest viewed it as being a product leader in differentiation 
' 

undertaking different trade activities and creating a good image to customers. Multiple 

responses were received where the respondents viewed strategic market positioning in 

several but different ways and indicated all of them in the responses. 

4.4 Competitive and CoJJaborative Market Positioning Strategie 

4.4.1 Competitive Strategies 

In the analy is of the strategie u ed by commercial bank in the Kenyan market to 

continuous!) po ition them elve the re pondent v ere r que ted to rank comp titi 

trategie in term of importance in their bank . Th r ult are a hO\: n in Table 4.7 



Table 4. 7: Ranking of the Competitive trntcgics 

Br·ond Best-cost Focused low Focused 
Strategy Cost Lradu,hip diffcrcntintion J>rovider cost differentiation 

II, % 0/o % 0/o 
Cvun{ 'ounl ount ount Count Count Count Count Count Count 

Not Important 0 0 0 0 0 0 2 5 0 

Lc s imp rtunt 6 I 3 5 14 6 16 3 
Imp rtnnt L 32 13 35 9 24 10 27 7 

V cry lmportunt I 35 9 24 13 35 11 30 9 

Extrem ly imp rtant 10 27 14 38 10 27 8 22 16 

Total 37 100 37 100 37 100 37 100 35 

As shown in Table 4.7, focused and broad and differentiation were considered extremely 

important by 46% and 38% of the respondents respectively, followed by cost leadership 

and best cost provider at 27% while Focused low cost was presented as less important. 

Table 4.8 shows the general outlook of the competitive strategies to give a finer picture of 

the results. 

Table 4.8: General outlook of the Competitive Strategies 

Standard 

Strategy Mean Variance Deviation 

Cost Leadership 3.84 0.806 0.898 

Broad Differentiation 3.97 0.860 0.928 

Best Cost Provider 3.76 1.023 1.0 II 

Focused Low Cost 3.46 1.366 1.169 

Focu ed Differentiation 4.09 1.022 1.0 II 

Tab! 4.8 hov. that all comp ti ti trategie w re high! r gard d a th ir m an i 

about 4 in e. c ption of fo u d IO\v co t \\hi h wa 3.46. L w alu of th arian e and 

th tandard d tation in t leader hip and broad differ ntiation 

ommcr i 1 bank pre em:d br d tar 'd in the mark t pp cd to n rrow t rg~.:t, 

b rro \in fr m p rt r' m d I in fi :1ur. 2.-. h u d di cr nti ti n md in th~.: 

m I rom the jJ, c 

t pr vi r i bl nd I th 

ith n . 

... 7 
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20 
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Focused differentiation was far from th m an with a higher standard deviation as most 

respondents were con ervati\ ab ut u 'of thc; tratcgy in the Kenyan market. 

4.4.2 oopcrativ • tr:H gi : 

The rc pendent \ r · p;k d if th~.; had been involved in cooperative strategies such as 

m rgcr and u qui ·iti n · in th pa t and it was fo und that 59% of the banks had never 

been involv d in c p rati e arrangements while only 41% of the population had used 

cooperativ trategie for market positioning. Not withstanding their previous 

involvement, the re pondents were asked to rank cooperative strategies in terms of future 

considerations and their response was as shown in Table 4.9 

Table 4.9: Ranking of the Cooperative Strategies 

JOIOt 

Importance merging acquisition venture 
Distribution Supply 

Licensing contracts 

% •;. contracts 

Count count Count %count Coun t %count Count 
% 

count Count co unt Count 
9 I 3 2 6 3 9 Not important 3 4 12 4 

Less important 3 9 3 9 7 22 8 24 8 24 5 
Important 10 30 II 34 14 44 10 30 7 21 13 
Very Important 9 27 13 41 8 25 9 28 13 40 9 
Extremely important 8 25 4 13 I 3 3 9 I 3 I 
Total 33 100 32 100 32 100 33 100 33 100 32 

From the general outlook, 30% of the respondents ranked mergers as important, 27% 

very important and 25% extremely important. Acquisitions were ranked a very 

important by 41% of the respondent and important by 34%. Joint venture were iewed 

as important b)' 44% and 25% wer of the opinion they were er important. Di tribution 

contract \ ere embraced a er important b 40%, Lie n ing a imp rtant and er 

important by 30% and 28% r uppl contract een a imp rtant b 41% 

of th re p ndent . Though the r pond nt \ · r willing to mbra all op rati 

trat gi merg r , a qui ition and joint\ ntur \\t=r mor pr fi rabl a illu tratl.!d in 

rabl 4.10. 

% 
count 

13 
16 
41 
27 
3 

100 



Table 4.10: Ranking of the Cooperative trategics 

I :Standard 

Strategy Mean Variance Deviation 

Mergers 3.500 0.950 0.903 
Acquisitions 2.970 0.933 0.870 
Joint venture 3.281 0.940 0.970 
Licensing 3.030 1.242 1.114 
Distribution contracts 2.967 1.241 1.114 
Supply contracts 2.938 1.025 1.012 

Table 4.10 repre ents the mean, vanance and standard deviation for the various 

cooperative strategies as ranked by the respondents. Mergers were ranked very important 

with a mean of 3.50 Joint ventures, licensing, acquisitions, Distribution and Supply 

contracts as important with a mean of 3.28, 3.03 and 2.970, 2.967 and 2.94 respectively. 

Generally, the respondents considered all the cooperative strategies important but from 

the standard deviation, mergers, acquisitions and joint ventures were more preferable as 

their standard deviation from the mean were lower. 

4.4.3 Market Positioning Practices and Criteria 

Positioning practice plays a major role in ensuring a sustainable competitive strategy. 

Therefore, respondents were asked to choose among three practices the one that was 

practiced by their banks and the results were as presented in Table 4.11. 

Table 4.11: Market Positioning Practice 

StrateJzy Count 

Reduced price for high quality servic 9 

'niqu product in th market 21 

Sening a particular segment in the market 9 

Total 39 

hO\\n in T bl 4.11. the mo t ommonl) u · d p itioning pra ti 

o th r pendent i uniquc produ t . 2_% quot d rcdu cd pri 

p rticul r 

%Count 

23 

54 

23 

100 

rding t -4% 

for hi h qu lit 

m rk t. I urth~.:r 

in I iii tim u d in 

iti nin .I_, 



Table 4.12: Market Positioning Criteria 

Chl\\ilicntinn of Products Resource Allocation 

Industry 

Importance Markl't Shllrl' Growth •·ate Attractiveness Business Strength 

·uunt • ount count %count count %count count %count 
Less importunt 1 0 0 I 3 0 0 
Important 19 3 8 7 19 6 16 
Yer lmpmtuut J() 43 25 68 12 32 18 49 
Extremely importulll 12 33 9 24 17 46 13 35 
Total 37 100 37 100 37 100 37 100 

Table 4.12 shows that 92% of the banks considered growth rate as either very important 

or extremely important in classification of products while 76% referred to market share at 

the same level of importance. Similarly, as the criteria for positioning 84% of the banks 

confirmed their preference for business strength as either very important or extremely 

important in resource allocation to products and 76% considered industry attractiveness 

at the same level of importance. 

4.4.4 Factors Influencing Choice of Positioning Strategy 

In choosing the positioning strategy in the market, commercial banks consider various 

factors. This is largely because the market is highly dynamic and requires that all factors 

are put into consideration. Respondents were asked to rank variou factors in term of 

their importance in influencing the positioning strategy adopted by the commercial bank 

Table 4.1 3 how the re ult of the re pon e. 

Table 4.13: Ranking of the Factor Influencing hoice of Po itioning trategy 

Import n t 



Table 4.13 shows that competitive rea tion' a ranked as extremely important by 53% of 

the respondents while degr of th firm' xtcrnal dependence, timing, role of past 

strategy and attitude towards ri 1.. \\l:r rank d ccond, third, fourth and fifth respectively. 

Internal political considerations " r' \: 11 to have no impact or less impact by 54% of the 

respondent . This nc<.: ·ssit l •d u I er look at competition as a major challenge among the 

bank under chall ·ng · f trategic market positioning. 

4.5 Benefits and hallenge of trategic Market Positioning 

4.5.1 Benefits 

The respondents were asked to outline the benefits they enjoy from placing themselves 

strategically in the market. Multiple responses were received as there was no limit to this 

question which was open ended. In the analysis, cluster analysis method was applied at 

level one to group the multiple responses and then factor analysis at level two to determine 

the frequency of the clustered responses. Table 4.14 illustrates the responses as they were 

presented. 

Table 4.14: Benefits of Strategic Market Positioning 

Benefits Count %Count 

Identification of market niche 17 15 

Product specification 8 8 

Increased sales 18 17 

Increased customer loyalty 21 20 

Increased business opportunities 19 18 

Ri k hedging 8 8 

Time management 7 7 

Ability to react to comp titor influence 7 7 

Total lOS 100 

lncrca d u tomer loyalty wa fronted a th b t b n fit r 

follow d by in rc cd bu inc opp rtunitie 

idcntilic ti n of mark t ni he at I-%. 'I h ornmcr ial bank 

benefit indi t 

d by 20% of th bank. 

at 17% nd 

crnt:d to h -.: div r ificd 



4.5.2 Challenges 

Multiple responses in regard to th h lll::ng , fa cd by the commercial banks in market 

positioning were received . imilnr • nal sis to the one used in analyzing the benefits was 

adopted where, elu t r 'ln tl -;j • m thod wa · applied to group the multiple responses and 

then factor analysi to d ·t ·rmin the frequency of the clustered responses. Table 4.15 

illu tratc the r' ·pon · ·. 

Table 4.15: Challenge of Strategic Market Positioning 

Challenges Count %Count 

Good will oftop management 5 5 

High cost of the initiative 22 21 

Competitor reaction 25 24 

Legislative Restrictions 13 12 

Economic and political instability 19 18 

Timing of strategy implementation 10 10 

Incompetent Human resource 11 10 

Total 105 100 

As presented in Table 4.15, competitor reaction was the highest ranked at 24%; High co t 

of initiative came second at 21%, followed by economic and political stability at 18%. 

Goodwill of the top management was not outline as a real challenge among most of the 

banks. 

Given the empha i accorded to competiti e reaction an analy i wa done to find out th 

e tent to which competition po ed a threat to comm rcial bank . It \ a found out that 95o/
0 

of th commer ial bank con idered omp tition a major thr at in the K n an mark t and 

to find ut ju t v. h nt \ re a k d to rat th ir 

c mp titor in t rm t imp rtan and th n:: ult " rea pr nt d in abl 4.16 



Table 4.16: Major Competitors 

llmportance Other Banks Non-bank other factors 
% 0/o 

Count o/o count Count count Count count 
Not Important 0 0 I 3 4 12 
Less Important 0 0 4 H 7 21 
Import 1111 4 11 10 29 13 38 
Very Important 10 27 14 40 8 24 
l·:xtrcmcly import-till 23 62 6 17 2 5 
Totul 37 100 35 100 34 100 

Refer to the Table 4. 16 \ here commercial banks considered their counterparts extremely 

important giving figures at 62% while non-financial institutions were considered very 

important at 40%. Other factors like Sacco's and M-Pesa that are involved in transfer of 

cash were considered only important at 38%. 

4.6 Summary 

Data analysis was carried out after the questionnaires were checked for completeness and 

relevance. Closed questions were analyzed from the Iikert scale while the open ended 

questions were clustered, coded then factor analysis done to determine the frequency of 

occurrence determined. Presentation of the analyzed data was done in frequency tables. 

The mean, variance and standard deviation were calculated where necessary to give a clear 

picture of the analyzed data. 
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SUMMARY, 0 t 10 A D RE OMMENDATIONS 

5.1 Summary 

The tudy cam' up with · v ral h. finding which are worth mentioning as follows: 

Foremo t, it wu ' found ut that ompetitive strategies were more popular than cooperative 

Strategie . Among the c mpetiti e strategies most commercial banks preferred a blend of 

cost leader hip and broad differentiation. Deducing from Porter's Generic competitive 

strategies model figure 2.5, commercial banks therefore apply this model through adoption 

of a broad target competitive scope pegged on lower costs and differentiation as 

competitive advantages. Similarly, the Five Generic competitive strategies model in figure 

2.6 is popular through provision of the banks positioning themselves as the best cost 

providers. Most commercial banks are conservative on narrow focus and cooperative 

strategies as less than half the population of the commercial banks has undertaken these 

strategies. Of the cooperative strategies, commercial banks are more likely to undertake 

mergers, acquisitions and distribution agreements in future than they would joint venture, 

licensing and supply contracts. 

Secondly, most commercial banks opt for unique products in the market a the market 

positioning practice as opposed to reduced price for high quality and erving a particular 

egment in the market. In choice of po itioning criteria mo t commercial bank u e growth 

rate of the product in cia ification of product and bu ine trength in re ourc all cation 

to the ariou product . mong the factor that influ nc choic of po itioning trat g , 

comp titi e rea tion n a . ·tr m I imp rtant fl lim d b timing and attitude 

towards ri k. 

!·in lly, omm r ial b nk enjoy various b~ncfit 

th mark t f the m t hi hl) \ 

d bu in rtuniti tion m rk t ni hl· . 



Competition from other banks and n n fin IF'i . I ins1i tntions is rega rded as the most 

challenging reality by the comm r ial nk.~ tlkr tt)mp titors like the acco's and M-

Pesa are also seen as a threat . h r kn:c in, lnd ; high cost of initiative, economic 

and political instability, 'J imin { mr '1 nt human resource. 

5.2 Coudusi(JU 

ft llow : 

First. ·t1Hlltl -r ·i l 1::> nk in en,... a had more preference for competitive strategic like co t 

1 ·ud ·rshir. bnad ditT remiarion and best cost provider than cooperative trategic uch a 

mel'g r· . .1 ·qui·iti n and joint \entures in market positioning. In pursuit of the competitive 

·trnlegie ·. m ·t ommer ial banks had a broad target which involved u c b th c ·t 

leader hip and broad differentiation in order to successfully position them elve . 

e ondl). strategi planning in commercial banks was extremely important in market 

po itioning as all the banks that responded had a strategic plan in pia . Additi nail 

market grm\th rate of products and busine s strength w r th main rit ria for pr du 

cia ification and re our e allo ation re pe tively. 

La tl ·. in making d i ion regardin mark t p iti ning str legit: . . b nk 

int mal and . t mal f< t r among "hi h rc role of past trat ';. 

ompetit r r tion n timin_. om tit 
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Focused differentiation should al o b n iderc:d . s it I 'nds to egmentation which i a 

form of market positioning. More mmc:t ul hnnks should eliminate inherent risks in 

market positioning by hiring omp t m h m. n 11. ~<)tllu .. 

The . tudy did not •tv 

commtr ·i d lnuk 111 

murk ·t p 1 Ill 111111' nct 

· rvic indu..;tn · like 1 ran 

indu ·tr). 

nal.. i of the benefits of and challenges faced by 

market po itioning. Therefore, the researcher make 

n the challenges faced by commercial banks in trategic 

!hat ari e out of strategic market po itioning in other 

n industry. Mobile Communication industry and ho pitality 
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APP 

Appendix 1 : Letter to the Re pon nh 

Scptcm bcr 1, 2008 

MA Bu mes . niversity of Nairobi 

P .. Bo 7_ 0!-0 -00. 'airobi 

0 ar ir !adam. 

RE: REQUE T FOR RE EARCH DATA 

I am a p tgraduate student in the school of Business, University of airobi pur uing 

laster of Bu ine s Administration in Strategic Management. 

In partial fulfillment of the course. I am conducting a research tudy titled •· trategic 

Market Positioning Practices b Commercial Banks in Kenya'. I kindly requ t for our 

a i tance in completing the attached questionnaire oone t po ible and to th b t of 

your knO\\ ledge. The que tionnaire i in four part . Part i Ba kground data; Part 

omp trtr\ trat gie and Pra ti ; Part . a tor influ n ing hoi of trateg and 

Part . B nefit and hall ng of trat gi l\ arkct Po itr nrng . 

he informau n •iv n 1 pur I for a demi 

\\ill b h ld in tri t onfid n ~.: . Your 

apprc i ted. Than · ) u 

• in r I) 

J ddt t h \ mhu u 

nd I " i h t as urc ·ou that it 

nd n ' ill b hi •hi) 

I) . ' · :\l. ' hill) ( kl 

tur 

l n 



Appendix 2: Research In trument 

This Questionnaire is aRe earch In trum m t r . n . :hkmi r search tudy to be an wered 

by Departmental Manager in ith t. rJ..:d1n•1 M l· inancd, trategic Management 

Departments. I kindly r·qu · t fi> sbt, "' ltl ompl•ting the que tionnaire below, a 

1 of your knowledge. The information given is 

purely lbr II(; II kud · p111 p 1 

coop ·nti\m will b ·hi 'hi .atcd. Thank you 

TIO J AIRE 

P RT : 'KB 

l) \\ hat i- the name of) our Bank? 

_) Kindl) indi ate )Our Job Title 

") \\'hen was the Bank established? 

4) }OUr Bank foreign owned? 

DYe 

D ,'o 

If) . an \ er Qu tion C) and (6) 

\\ t i tht: n tur of O\\ nt:r hip? (PI ~.: ti k in th appropri tt.: ho. 

D 
D 

D 
D 

D 

\\holly own~..:d ub idi ry 

P ni lly own~.: l • • idi ry 

B n h 

---·····-···-----------.-·-·-

• In 

D 
D 



7) How many branches do you have in .K n. ' ·. 

8) Where is your bank's Head (I I as' lick in the appropriate box) 

D 
Within 

D • ire bi 

l Yl i Kenya 

t> RT B: OLLABORATJVE STRATEGIES AND 

P& TI E 

) D · ) ur Bank ha e a trategic Plan? 

DYes 

D 'o 

Ifyes. answer Question (10) and (11) 

1 O) How often is the Strategic plan reviewed? (Plea e tick in the appropriat bo ) 

II) I 

12 H \ im 

D Annually 

D Le s than 5 year 

D E el) 5 )ear 

D 0 - year r 

plan n::vi w a ntr liz~.:d fonn of r~.: I \\ 

y D 
D 

pi nnin in) 

1 im rt nt 

.. l im rt nt 

1'1nl 

ur B ·? 

D 
D 
D 
D 
D 

PI ti · in th ppr pri t 



13) At what level is strategic plannin J nC' 111 our Bonk (Plea c tick m the 

appropriate box) 

a) Operational 

b) Bu int 

C) ( OIJ>" 1l 

L 

lm 

. 
tm 

rtant 

1'1 n how the management appreciates employees' 

1 c . (Please tick in the appropriate box) 

D 
rtant D 

D 
4) ef) Important D 
-) Extremel., Important D 

1 -) Briefl) de ribe the oncept of trategic .Market Po itioning a you und r tand it 

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------



16) How important is strategic mar- t oiti nin•' in yonr Bank? (Please tick in the 

appropriate box) 

1) Not itnp<mar t 

2) i111p l\ I I 

Important 

D 
D 
D 
D 
D 

17) PI a· ran!.. in term of importance in your bank, the following competitive 

·trategie ·. (Please tick in the appropriate box) 

E. ·tremel) 

Important 

trateg) 

Co't Leader hip 

Broad ditler ntiation 

B t- t prO\id r 

d lo' o t 

hi h m h 

D 
D 
D 

CJ 

• ot Less 

Important Important 

2 

D D 

D D 

D D 
D D 
D CJ 

iti ) ur 

R 

h r 

Very 

important Important 

3 

D 
D 

CJ 

D 
D 

pt . 

u lit 

m r t 

4 

D 
D 

CJ 
D 
D 

m nt in th m r 

5 

D 
D 

CJ 

D 
D 



19) Has your bank ever been inv h m Of L rnt iv strategic uch as mergers, 

acquisitions etc 

Ye 

No 
D 
D 

atcgics below in terms of importance 

ot Less Very 

Important Important Important Important 

trat g~ 2 3 4 

lergers D D D D 

cqui 'itions D D D D 
Joint venture D D D D 
Li ensing Agreement D D D D 
Di tribution Agreement CJ D D D 

uppl) contract D CJ D D 
Other 

p if)--------------------------------------------------------------

P RTC: 

21 

ppr pri t b . 

D 
D 
D 

D 

n •ir nm m 1 r tht: I 

Extremely 

Important 

5 

D 

D 
D 

D 
D 

D 



22) Does your Bank carry out a \ OT An, 1~ sis·. 

Yes 

No 

D 
D 

23) I low itnportaut i 

bo ) 

in your Bank? (Please tick in the appropriate 

I) 

_ L tmp nant 

:) lm rtam 

4) Yer: Important 

- E. tremel} Important 

D 
D 
D 
D 
D 

_4) How often i WOT Anal sis done in your Bank 

PI 

PI 

Continuous! 

Weekly 

Month! 

Quarter!) 

emt nnuall 

nnually 

th 

b 

D 

D 
D 
D 
D 
CJ 

tor b I ,., in ti no 

lm rt nt lm n nt lm n nt Imp rt 1t lm n nt 

r 

CJ 

CJ 

CJ 

CJ 

CJ 

CJ 

CJ 

CJ 

CJ 

CJ 



26) Please rate the factors below in t rm f impDrtnn ' in your product resource 

allocation (Please tick in th appr 

t I l s~ Very Extremely 

lmptHI: Ill Important Important Important 

Factor 2 3 4 5 

lndu ·t r ' l(J I. h 1 D D D D 

D D D D D 

_7) Pl u · rank. the f llo ing factors in terms of importance in influencing choice of 

p ·iti ning -rrateg) Please tick in the appropriate box) 

Factor 

Role of past strateg) 

Degre ofthe firm's 

xternal dependenc 

ttitud tm ard ri k 

Intern I politi I 

n id rati n 

imin 

m titi R ti n 

p \R D: 

titi n 

. ot Less Very xtremely 

Important Important Important Important Important 

D 
D 

CJ 

D 

D 
D 

D 
D 

2 

D 
D 

D 

CJ 

D 
D 

ur 

3 

D 
D 

CJ 

CJ 

D 
D 

4 5 

D D 
D CJ 

CJ D 

CJ CJ 

D D 
D D 



29) Who do you consider your maj r mpdit :w~\'. R:mk 111 term of importance 

(Please tick in the appropriat b 

Very xtremely 

Imp rt nt lm < r1. n1 Important Important Important 

2 3 4 5 

)(h ·t b lllk D D D D D 

01\ t mk linun inl D D D D D 
in.:tituti 111 · 

th r· 
~ D D D D 

(e.g. ceo .. p~ ramid schemes, 

merr) go round etc) 

pee it)----------------------

30) Kind!) li t the benefits obtained from strategic Market Positioning practice m 

your bank 

------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------

,., I Kin ly li t th t: f: d in implt:mentin tht: trat i markt:t p it ion in , 

in) ur Bank 

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

~~----------------------------------------------------------------------------------------

h nk u f, r u hm • 



Appendix 3: List of Commercial nk.\ 

I fnhih Bank Ltd 

27 Imperial Bank Ltd 

28 Housing Finance 

29 Investment and Mortgages Bank 

30 Kenya Commercial Bank Ltd 

6 31 K-Rep Bank Ltd 

7 32 Middle East Bank Ltd 

8 ational Bank of Kenya Ltd 

9 City Finan e Bank Ltd ational Industrial Credit Bank Ltd 

L 0 Commercial Bank of Africa Ltd Oriental Commercial Bank Ltd 

11 Con olidated Bank of Kenya Ltd 36 Paramount - Univer al Bank Ltd 

Cooperative Bank of Ken a Ltd 37 Prime Bank Ltd 

Credit Bank Ltd 38 ration 

14 Oe\elopment Bank of Kenya Ltd 39 

15 Diamond Tru t Bank Ken}a Ltd 40 nya Ltd 

16 td 

17 




