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ABSTRACT

The Kenyan banking sector is an important sector in improving the economy of the country.
Over the past years, the banking sector has witnessed phenomenal growth in its asset base
attributed to the increase in deposits and injection of capital as well as retention of profits by
industry players. To maximise on market opportunities, most banks have been flexible and
reacted to the market signals .Competition has been very intense leading to most banks

employing different strategies in order to remain competitive.

The objective of the study was to identify strategic responses of Barclays Bank of Kenya to
competition. The study used a case study design which was suitable in situations where
guestions such as how, why and what are investigated on a certain phenomena to give facts
of the situation as it is, without interference by the researcher. Primary data was collected
using an interview guide to the Chief Executive Officer (CEO) and the function heads at
Barclays bank who totaled to 10. Data collected was then coded to facilitate statistical
analysis. The SPSS (Statistical package for social sciences) was used to analyze the data.
Data was presented through narratives.

From the study, the researcher found that for Barclays bank of Kenya to remain competitive
in the market, it adopted some strategies which were offering wide range of products and
services, engaging highly skilled staff, automation of business processes, avoiding, use of

publicity, outsourcing support, advertisements and also reducing operating staff.
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CHAPTER ONE:
INTRODUCTION
1.1 Background
1.1.1 The concept of strategic responses

Business organizations all over the world, Kenya being not exceptional must not only
compete in terms of sales and profit but also in all other areas. For example, each firm must
have competent and skilled employees, which are often in short supply. An easy solution
would be to increase the wages but this will lead to a bidding war when several competitors
need people with the same skills. Besides competition in product and service, markets force
employers to keep labor costs low. What managers do is that they introduce other benefits
and working conditions in terms of recruitment and retention (Safford, 2005). In terms of
sales and profit, what managers can do is advertise the product to build brand loyalty, select a
less competitive domain, and merge with competition to gain larger market share and also
negotiate a co-operative agreement with the competition (Trigeorgis, 2001). Competition is a
business reality no company or business can escape competition: even the typical monopoly
ultimately meets its match where, for instance, its business stagnates as a result of its own

complacency (Kingori Choto, 2008).

Businesses of all sizes practice some form of strategic management in response to
competition for its survival and sustained profitability. Businesses use strategic management
to formulate as well as implement strategy in order to compete successfully. Lawrence et al
(1967) stressed that strategic management is applied for the purposes of moulding, directing
and relating an organization effectively to its environment. Furthermore, Murray (1988)
considered strategic management as the most critical element of the management of

organizations because it explains success and survival to a large extent.



Much of the research on strategic management that focuses on business strategies,
environment and organizational performance suggests business strategy can influence
organizational performance (Karemu, 1993). Strategic management is a managerial function
that helps corporations identify, analyze, and respond to social and political concerns that can

significantly affect them (Miles & Snow, 1978).
1.1.2 Competition

According to Hunger and Wheelen (1996) the environment consists of variables that form the
context within which the firm exists. As Pearce and Robinson (2000) noted, an environment
can be divided into two main subsets: internal and external environments. They point out that
the internal environment comprises factors such as the organizations competitive capabilities
and both tangible and intangible resources that affect the firm’s abilities to meet its
objectives. These include the organizations’ culture, structure and resources (Hunger and
Wheelen, 1996).

Competition exists when different organizations seek commitments of time and energy from
the same target markets and an organization faces competition when its success depends
upon behavior of other actors who are trying to fulfill similar customer needs. As Porter
(1979) noted, it’s prudent for any firm to understand the underlying sources of competitive
pressure in this industry in order to formulate appropriate strategies to respond. Firms often
respond to such environmental changes through strategic responses and operational responses
(Bartol and Martin, 1998).

Ansoff and Me Donell (1959) view responses as the activities that either the total
organization or its building blocks carries out so as to handle change. According to them, the
role of general management in strategic responses is about setting the right climate (will to

respond), competence (ability to respond) and capacity (volume to respond).



1.1.3 Banking Industry in Kenya

The Kenyan environment has become more complex over time. This has seen the rise and
fall of many firms. The Kenyan banking industry is the most diverse in East Africa with the
Kenya Commercial Bank (KCB) being certainly the largest of all the indigenous banking
companies in Kenya and East Africa as a whole. In addition the number of Kenyans who

have bank accounts has grown tremendously to 4.6 million.

The Banking Industry in Kenya is governed by the Companies Act, the Banking Act, the
Central Bank of Kenya Act and the various prudential guidelines issued by the Central bank
of Kenya (CBK) .The banking sector was liberalised in 1995 and exchange controls lifted.
The CBK, which falls under the Minister for Finance’s docket, is responsible for formulating
and implementing monetary policy and fostering the liquidity, solvency and proper
functioning of the financial system. The CBK publishes information on Kenya’s commercial
banks and non banking financial institutions, interest rates and other publications and

guidelines.

The industry has faced several issues such as changes in the regulatory framework, declining
interest margins due to customer pressure, increased demand for non -traditional services

and introduction of non-traditional players, who now offer financial services products.

The Kenyan banking industry is very competitive and is evident by the erratic changes being
adopted by various banks. Key changes in the banking sector has led to its growth and these
include; more financial institutions because of the passed laws ( building society act ) and

deeper tracking of banking costs by Central Bank of Kenya so as educate customers on

banking costs.



1.1.4 Barclays Bank of Kenya Limited

Barclays has operated in Kenya for over 90 years. Financial Strength coupled with extensive
local and international resources have positioned Barclays Bank of Kenya as a foremost
provider of financial services. Barclays has established an extensive network of over 115
outlets with 234 ATMs spread across the country. The bank’s financial performance over the
years has built confidence among stakeholders, with a reputation as one of the leading blue
chip companies on the Nairobi Stock Exchange. Barclays bank which is a multinational bank
incorporated in the UK (United Kingdom) has grown to be the dominant bank institution in

Kenya. It has its network spanning all over Kenya.

To survive in the current competitive industry, all firms including banks must adopt strategic
response management to the competitive environment in which they operate in, as a means of
performance improvement. It is upon this background that this study is formulated to study
how strategic responses to competitive environment are adopted by Barclays bank without

contravening The Banking Act of Kenya which all banks must abide with.

Barclays bank has been in Kenya for over 90 years and has been going from strength to
strength. This implies that it has been able to tackle competitive challenges effectively for it

to be and remain competitive.

1.2 Statement of the Problem

Given the current uncertainty and surprising environmental turbulence in the global context,
especially in Kenya, there is a need to institutionalize flexibility and dynamism in planning
and implementation of projects. No longer can any enterprise depend on historical trends or
projected trend without critically observing, analyzing and evaluating “surprising events and

issues” which affect the known trend-be it external or internal (David, 2003).



The Kenyan banking sector is an important sector in improving the economy of the country.
Over the past years, the banking sector has witnessed phenomenal growth in its asset base
attributed to the increase in deposits and injection of capital as well as retention of profits by
industry players. To maximise on market opportunities, most banks have been flexible and
reacted to the market signals .Competition has been very intense leading to most banks

employing different strategies in order to remain competitive.

With the onset of global market competition facilitated by e-commerce, “things” are
changing pretty fast - occasionally changes taking place in the opposite direction of the
known trend or of the projected trend (Thompson et al, 2007). Information is now
transmitted worldwide within seconds. In a discontinuous and surprise environmental
turbulence, management process should be flexible, dynamic and entrepreneurial so as to

allow timely response to novel and unexpected strategic issues.

In Kenya, various studies have been conducted on how firms respond to different challenges
Kombo (1997) studied strategic responses by firms facing changed environmental conditions
where he focused on the motor vehicle franchise holders in Kenya. Lengopito (2004) studied
strategic responses to increased competition in the healthcare industry and Kandie (2005)

studied strategic responses adopted by Telkom Kenya Ltd in a Competitive Environment.

The researcher is unaware of any study on the strategic responses employed by banks in
Kenya and this is why the study needs to be conducted since strategic responses employed in

one industry need not be the same in another industry.



The issue at hand is the various competitive strategies adopted by Barclays bank in its bid to
successfully compete with other big and well networked indigenous banks like Kenya
Commercial Bank and multinational banks such as Standard Chartered bank. The bank
competes intensively amongst other powerful bigger firms and is likely to be adopter of
strategic management practices for both its survival and profitability. An example of

strategies it has adopted is intensive marketing and sales drives all over the country.

There is a need therefore to formulate a study among the large banks specifically to
understand; What competitive strategies do big banks employ to be and remain competitive?
What are the factors that influence choice of such strategies? Is there any relationship

between strategic response management to competitive environment and performance in
these institutions?

1.3 Objective of the Study

The objective of the study was to identify strategic responses of Barclays Bank of Kenya to
competition.

1.4 Significance of the Study

The study will promote Barclays Bank’s Managers strategic thinking in response to

competition when addressing the issues affecting their customers and survival of the
institution.

Other organizations will get the understanding of how Barclays bank has managed to be
competitive even when other banks were falling and how it has consistently retained its
position as a leading bank in Kenya.



In the academic field it will form a basis upon which further research on issues in strategic
response to competitive environment may it be in banks and even other sectors of economy

firms.



CHAPTER TWO:

LITERATURE REVIEW

2.1 Concept of Strategy

A strategy is a long term plan of action designed to achieve a particular goal, most often
"winning" (Thompson et al, 2007). Strategy is differentiated from tactics or immediate
actions with resources at hand by its nature of being extensively premeditated, and often
practically rehearsed. Strategy is a deliberate search for a plan of action that will develop a
business's competitive advantage and compound it. For any company, the search is an
iterative process that begins with recognition of where you are now and what you have now.
Your most dangerous competitors are those that are most like you. The differences between a
firm and its competitors are the basis of its advantage. If a firm is in business and is self-
supporting, then it already has some kind of advantage, no matter how small or subtle. The
objective is to enlarge the scope of the advantage, which can only happen at some other
firm's expense (Clayton, C., 1997).

Strategic response to competitive environment is the art and science of formulating,
implementing and evaluating cross-functional decisions that will enable an organization to
achieve its objectives amid the competitors’ existence. It is the process of specifying the
organization's objectives, developing policies and plans to achieve these objectives, and
allocating resources to implement the policies and plans to achieve the organization's
objectives. Strategic management comes in handy which combine the activities of the various
functional areas of a business to achieve organizational objectives. It is the highest level of
managerial activity, usually formulated by the Board of directors and performed by the
organizations Chief Executive Officer (CEO) and executive team. Strategic management

provides overall direction’ to the enterprise and is closely related to the field of Organization
Studies (Treacy & Wiersema, 1993).



“Strategic management is an ongoing process that assesses the business and the industries in
which the company is involved; assesses its competitors and sets goals and strategies to meet
all existing and potential competitors; and then reassesses each strategy annually or quarterly
to determine how it has been implemented and whether it has succeeded or needs
replacement by a new strategy to meet changed circumstances, new technology, new
competitors, a new economic environment., or a new social, financial, or political
environment.” (Lamb, 1984).

Strategic management is a combination of three main processes namely; Strategy
formulation, Strategy implementation and Strategy evaluation. Strategy development is a
multidimensional process that must involve rational analysis and intuition, experience, and
emotion. But, whether strategy formulation is formal or informal, whether strategies are
deliberate or emergent, there can be little doubt as to the importance of systematic analysis as
a vital input into the strategy process. Without analysis, the process of strategy formulation,
particularly at the senior management level, is likely to be chaotic with no basis for
comparing and evaluating alternatives. Moreover, critical decisions become susceptible to the
whims and preferences of individual managers, to contemporary fads, and to wishful thinking
(Henry, 1978).

According to Collis et al (1995) concepts, theories, and analytic frameworks are not
alternatives or substitutes for experience, commitment, and creativity. But they do provide
useful frames for organizing and assessing the vast amount of information available on the
firm and its environment and for guiding decisions, and may even act to stimulate rather than

repress creativity and innovation.



The benefit of strategy is not just offering simplification and consistency to decision making,
but the identification of strategy as the commonality and unity of all the enterprises decisions
also permits the application of powerful analytical tools to help companies create and redirect
their strategies. Strategy can help the firm establish long term direction in its development
and behavior (Gary & Prahalad, 1993).

Equally important, a strategy serves as a vehicle for achieving consistent decision making
across different departments and individuals. Hamel & Prahalad (1989) views organizations
as composed of many individuals all of whom are engaged in making decisions that must be
coordinated. For strategy to provide such coordination requires that the strategy process acts
as a communication mechanism within the firm. Such a role is increasingly recognized in the
strategic planning processes of large companies. The shift of responsibility of strategic
planning from corporate planning departments to line managers and the increased emphasis
on discussion the businesses and the corporate headquarters (as opposed to the formal
approval of written plans) are part of this increased emphasis on strategic planning as a

process for achieving coordination and consensus within companies (Buzzell & Gale, 1989).

Hrebiniak (2005) argues that increasing, strategic planning processes are becoming part of
companies knowledge management systems: as management becomes increasingly
concerned with how companies create, store, transfer, and deploy knowledge assets, so
strategic planning becomes an integral part of how deeply-embedded understanding of
businesses and their environments become transferred between business units, divisional, and
corporate levels and how the knowledge of many different managers and functional experts

becomes integrated within strategy.

10



Strategy is forward looking. A fundamental concern is what the firm (or the individual or the
organization more generally) wants to be in the future. Such a view is often made explicit in
a statement of company vision. The purpose of such goal setting is not just to establish a
direction to guide the formulation of strategy, but also to set aspirations for the company that
can create the motivation for outstanding performance. Hamel and Prahalad (1989) argue that
a critical ingredient in the strategies of outstandingly successful companies is what they term
“strategic intent*—an obsession with achieving leadership within the field of endeavor.
Business strategy, which refers to the aggregated operational strategies of single business
firm or that of an SBU in a diversified corporation, refers to the way in which a firm

competes in its chosen arena.

Michael (1980) views corporate strategy, as the overarching strategy of the diversified firm.
Such corporate strategy answers the questions of "in which businesses should we compete?"
and "how does being in one business add to the competitive advantage of another portfolio

firm, as well as the competitive advantage of the corporation as a whole?"

Since the turn of the millennium, there has been a tendency in some firms to revert to a
simpler strategic structure. This is being driven by information technology. It is felt that
knowledge management systems should be used to share information and create common

goals. Strategic divisions are thought to hamper this process (Trigeorgis, 2001).

2.2 Competitive strategies

Today's dynamic markets and technologies have called into question the sustainability of
competitive advantage. Under pressure to improve productivity, quality, and speed, managers
have embraced tools such as TQM (Total Quality Management), benchmarking, and
reengineering (Safford, 2005). Dramatic operational improvements have resulted, but rarely

have these gains translated into sustainable profitability. And gradually, the tools have taken

n
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the place of strategy. Njau (2000) argues that as managers push to improve on all fronts, they
move further away from viable competitive positions. Porter (1980) argues that operational
effectiveness, although necessary to superior performance, is not sufficient, because its
techniques are easy to imitate. In contrast, the essence of strategy is choosing a unigque and

valuable position rooted in systems of activities that are much more difficult to match.

Hitt et al (1997) holds that a winning competitive strategy is always founded on consistently
understanding and predicting changing market conditions and customer needs. The goal of
much of business strategy is to achieve a sustainable competitive advantage. A competitive
advantage exists when the firm is able to deliver the same benefits as competitors but at a
lower cost (cost advantage), or deliver benefits that exceed those of competing products
(differentiation advantage). Thus, a competitive advantage enables the firm to create superior

value for its customers and superior profits for itself (Kombo, 1997).

Cost and differentiation advantages are known as positional advantages since they describe
the firm's position in the industry as a leader in either cost or differentiation. A resource-
based view emphasizes that a firm utilizes its resources and capabilities to create a

competitive advantage that ultimately results in superior value creation.

2.3 Competitive strategy models
2.3.1 Ansoff Growth Strategies: Product/Market Matrix

The Ansoff (1957) Product-Market Growth Matrix is a marketing tool created by Igor
Ansoff. The matrix allows managers to consider ways to grow the business via existing
and/or new products, in existing and/or new markets - there are four possible product/market
combinations. This matrix helps companies decide what course of action should be taken
given current performance. The matrix consists of four strategies: i) Market penetration
(existing markets, existing products): Market penetration occurs when a company

12



enters/penetrates a market with current products. The best way to achieve this is by gaining
competitors' customers (part of their market share). Other ways include attracting non-users
of your product or convincing current clients to use more of your product/service, with
advertising or other promotions; ii) Product development (existing markets, new products): A
firm with a market for its current products might embark on a strategy of developing other
products catering to the same market. Frequently, when a firm creates new products, it can
gain new customers for these products. Hence, new product development can be a crucial
business development strategy for firms to stay competitive; iii) Market development (new
markets, existing products): An established product in the marketplace can be tweaked or
targeted to a different customer segment, as a strategy to earn more revenue for the firm; iv)
Diversification results in the company entering new markets where it had no presence before.
It usually requires new skills, new techniques, and new facilities. As a result it almost

invariably leads to physical and organizational changes in the structure of the business which
represent a distinct break with past business experience.

The matrix illustrates, in particular, that the element of risk increases the further the strategy
moves away from known quantities - the existing product and the existing market. Thus,
product development (requiring, in effect, a new product) and market extension (a new
market) typically involve a greater risk than 'penetration’ (existing product and existing
market); and diversification (new product and new market) generally carries the greatest risk
of line, for this reason, amongst others, most marketing activity revolves around penetration.
Grant (2000) argues that the Ansoff Matrix, despite its fame, is usually of limited value -

although it does always offer a useful reminder of the options which are open.

2.3.2 Porter’s generic Strategies

Porter (1980) has described a category scheme consisting of three general types of strategies
that are commonly used by businesses. These three generic strategies are defined along two

dimensions: strategic scope and strategic strength. Strategic scope is a demand-side

13



dimension and looks at the size and composition of the market a firm intends to target.
Strategic strength is a supply-side dimension and looks at the strength or core competency of

the firm. In particular he identified two competencies that he felt were most important:
product differentiation and product cost.

2.3.2.1 Cost Leadership Strategy

This strategy emphasizes efficiency. By producing high volumes of standardized products,
the firm hopes to take advantage of economies of scale and experience curve effects. The
product is often a basic no-frills product that is produced at a relatively low cost and made
available to a very large customer base. Maintaining this strategy requires a continuous
search for cost reductions in all aspects of the business. The associated distribution strategy is
to obtain the most extensive distribution possible. Promotional strategy often involves trying
to make a virtue out of low cost product features. For example Equity Bank has taken

advantage of economies of scale to grow their market share.

To be successful, this strategy usually requires a considerable market share advantage or
preferential access to raw materials, components, labour, or some other important input.
Without one or more of these advantages, the strategy can easily be mimicked by
competitors. Successful implementation also benefits from; Process engineering skills,
Products designed for ease of manufacture, Sustained access to inexpensive capital, Close

supervision of labour, Tight cost control and Incentives based on quantitative targets.

14



2.3.2.2 Differentiation Strategy

Differentiation involves creating a product that is perceived as unique. The unique features or
benefits should provide superior value for the customer if this strategy is to be successful.
Because customers see the product as unrivaled and unequaled, the price elasticity of demand
tends to be reduced and customers tend to be more brand loyal. This can provide
considerable insulation from competition. However there are usually additional costs

associated with the differentiating product features and this could require a premium pricing
strategy.

To maintain this strategy the firm should have: strong research and development skills,
strong product engineering skills, strong creativity skills, good cooperation with distribution
channels, strong marketing skills, incentives based on subjective measures, be able to
communicate the importance of the differentiating product characteristics, stress continuous

improvement and innovation and attract highly skilled and creative people

2.3.2.3 Focus Strategy

In this strategy the firm concentrates on a selected few target markets. It is also called a focus
strategy or niche strategy. It is hoped that by focusing your marketing efforts on one or two
narrow market segments and tailoring your marketing mix to these specialized markets, you
can better meet the needs of that target market. The firm typically looks to gain a competitive
advantage through effectiveness rather than efficiency. It is most suitable for relatively small
firms but can be used by any company. As a focus strategy it may be used to select targets

that are less vulnerable to substitutes or where a competition is weakest to earn above-

average return on investments.



Several commentators have questioned the use of generic strategies claiming they lack
specificity, lack flexibility, and are limiting. In many cases trying to apply generic strategies

is like trying to fit a round peg into one of three square holes: You might get the peg into one
of the holes, but it will not be a good fit.

In particular, Millar (1992) questions the notion of being "caught in the middle". He claims
that there is a viable middle ground between strategies. Many companies, for example, have
entered a market as a niche player and gradually expanded. According to Baden-Fuller and
Stopford (1992) the most successful companies are the ones that can resolve what they call

"the dilemma of opposites".

2.4 Grand Strategies

Firms may respond to increased competition by entering new markets with similar products.
These could be markets they are currently not serving, or new geographical markets. Market
entry strategies may include acquisitions, strategic alliance and joint ventures. Firms may
also react to competitive forces by developing new products. This will be aimed at reducing
risks through diversification as a means of responding towards competitive forces could be
related or unrelated. Related diversification may take the form of vertical or horizontal
integration. In the face of increased competition this has the benefit of cost reduction,
defensive market power, and offensive market power. Backward integration takes a firm
closer to suppliers while forward integration moves it closer to its customers. Forward

diversification may involve acquisitions of businesses not within the current product and
market scope (Pearce and Robinson, 1997).

Bernard (1938) and Simon (1957) recognized that firms on their own cannot create resources
and capabilities needed to prosper and grow; they identified collaboration as a viable way of

combining resources in business opportunities. As argued by Harrigan (1985) strategic

16



alliances are more likely to succeed when players possesses complementary assets and thus a
firm will seek knowledge it considers lacking but vital for the fulfillment of its strategic
objectives. A firm will furthermore need to posses knowledge base in the same area, since
only such similarity will allow' an understanding of the intricacies of the new knowledge as

well as of its applicability to the firms unique circumstances (Coher and Levintal, 1990).

Differentiation is used by firms as a response technique to increased competition by firms. A
firm can also result to creating entry, mobility and substitute barriers to strategic groups.
Such barriers can be in the form of differentiation that makes it difficult to imitate products
(Shushil, 1990).

Firms can also respond to competition by collaborating with other players in the industry.
Such collaborations take the form of strategic alliances, mergers and acquisitions, licensing,
franchising among others. Schollei (1999) argues that in order to fortify a firm's position
against predators from abroad, it is important to collaborate. Collaboration also reduces the

cost of differentiation and enhances competitive advantage (Morrison and Lee, 1990).
2.5 Competitive Strategies and Challenges Facing Firms

Implementation of competitive strategies can lead to certain challenges which may hinder the
effectiveness of firms in utilization of strategies identified and employed. Newman and
Colleagues (1989) identify three types of competitive strategies challenges; that they may
hamper a firm's ability to grasp new opportunities, they require massive amounts of
resources, and the regulatory issues imposed by the government and the ability of company

owners and managers. Other challenges may arise from structural and economic barriers
inherent in the industry.
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Box and Watts (2000) argue that the real challenge in implementation of a generic strategy is
in recognizing all support activities and putting them in place correctly. According to
Thompson et al (2007) the most important fits are between strategy and organization
capabilities, between strategy and reward structures, between strategy and internal support
systems and between strategy and organization culture. Fitting the organization internal
practices to what is needed for strategic success helps unite the organization behind the

accomplishment of a strategy.

Nyokabi (2001) found out the challenges facing the Kenyan Independent Petroleum Dealers
Association (KIPDA) to include low customer confidence, negative publicity, stiff
competition from established outlets, insufficient funds for advertising, having few outlets,
increased overheads, fluctuating prices and low sales. Overall the competitive strategies most
utilized were identified as looking for reliable suppliers, using suppliers who deliver first and

serving all customers.

Karanja (2002) found out that the most popular type if competitive strategy was employed by
real estate firms was on the basis of differentiation. The study further found out the major
challenges facing these firms to be the rising level of interest rates and inflation. These
studies points out those local firms apply competitive strategies that are unique and sector

specific; hence, cannot be generalized.



CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Research Design

A research design is defined as the arrangement of conditions for collection and analysis of
data in a manner that aims to combine relevance to purpose with the economy in procedure
(Mugenda and Mugenda, 2003). The study used a case study design which is suitable in
situations where questions such as how, why and what are investigated on a certain
phenomena to give facts of the situation as it is, without interference by the researcher. This
design is where background, development, current conditions and environmental interactions
of one or more individuals, groups, communities, businesses or institutions is observed,
recorded and analyzed for stages of patterns in relation to internal and external influences.
This design was considered appropriate since only Barclays bank of Kenya was used for the
study on how it dealt with challenges from competition. It was also appropriate because an

in-depth and comprehensive inquiry was required to be conducted to have in-depth

description of the subject under study.

3.2 Data Collection
3.2.1 Types of data

Mugenda and Mugenda (2003) notes that there are two types of data: primary and secondary.
Primary data is facts, assumptions or premises obtained directly from the field. Secondary
data is applied to facts, assumptions and premises contained in documentary sources. Both of
these sources were used for the study. Secondary data was used in review of literature while

primary data was collected from the field.



3.2.2 Data collection tools

Primary data was collected using an interview guide to the Chief Executive Officer (CEO)
and the function heads at Barclays bank. The interview guide was designed to collect general
information and provide answers to the research questions. The interview guide contained
both open and closed ended questions. The interview guide was divided into two sections; A
and B. Section A addressed the general information about the respondents and the company

while Section B addressed the main issues in order to seek responses to the research

questions.

3.2.3 Respondents

The target population for the study was the Chief Executive Officer (CEO) and the Heads of
Functions in the Head Office. The study targeted these employees since in deciding what
response to adopt in a given competitive situation; it is these employees who were fully
involved from start to finish. Other employees are usually involved in the implementation
stage. The Chief Executive Officer and the Heads of Function are therefore believed that they

will give the required information for the purposes of this study. The Chief Executive and the

Head of Functions numbered about 10.

3.2.4 Data Collection Procedure

The interview guide was administered by face to face interview. The researcher visited the
interviewees in their work stations. Since the Head of Functions and the Chief Executive

Officer (CEO) were all based at the head Office (Barclays Plaza), the exercise took 3 days.
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3.3 Data Analysis

Data analysis is the whole process, which started immediately after data collection and ended
with the interpretation and processing of results (Mugenda and Mugenda, 2003). Before
processing the data, the interview guide was checked for completeness and consistency. This
ensured the interview guide was completed as required (Nachmias, 1996). The data was then
cross-tabulated. After tabulation, the data was then coded to facilitate statistical analysis. The
SPSS (Statistical package for social sciences) was used to analyze the data. Data was

presented through narratives.
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CHAPTER FOUR

DATA ANALYSIS AND FINDINGS

4.1 Introduction

This chapter outlines the analysis of the data obtained and the finding of the study. It
analyses the data in line with the research objective which is identification of strategic
responses of Barclays Bank of Kenya Limited to competition. To achieve the objective of the
study, the interview guide was broken down into two sections; general information and
specific information. General information sought to find information on the interviewee and
the bank’s general information while the specific information sought to find data on the

strategies employed by the bank so as to stem competition.

4.2 Response Rate

The study targeted ten interviewees who are the CEO of Barclays bank of Kenya and other
nine Heads of Functions in the same bank. This was aimed at eliminating duplicity of data
obtained had more interviewees been contacted. The response rate was 100% since all of the

ten interviewees responded satisfactorily to the interview and the data obtained was analyzed
as shown below.

4.3 General Information

From the interview conducted, apart form the CEO of the company, the other interviewees
consisted of heads of product development and marketing, customer service, information

technology, human resource management, finance, operations, retail banking, corporate
banking and procurement services.
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Seven of the interviewees had been in their department for more than five years and three of
them for less than 5 years. Averagely, there are twenty employees in a single department

save for retail and corporate banking where there are 200 and 100 employees respectively.

4.4 Specific Information

Data obtained from the interview found that Barclays bank of Kenya’s has a mission and a
vision which is to the best retail and commercial bank for every customer, market,product
and time and is formulated at the corporate level by the company’s principals while in the
country amended to suite the Kenyan context by the board of directors. The study found that
Barclays bank’s mission and vision is reviewed on a five years basis to avoid interruption of

the company’s normal operations and minor amendments are done on annual basis by the
board of directors.

The study also sought to find out the factors that cause the alteration of the company’s
mission and vision. According to the data obtained from the interview, economical changes
were found to have caused the alteration of the company’s mission and vision to a very great
extent. Other factors that caused the alteration of the company’s mission and vision were

competitors' actions, management policies, physical environmental changes and social
cultural factors.

From the interview, the researcher found that Barclays bank adopted some strategies so as to
remain competitive in the market. These strategies were; offering a wide range of products
and services, engaging highly skilled staff and training them so as to cope up with the rapidly
changing technology, automation of business processes such as ATMs (Automated Teller

Machines) and SMS (Short Messaging System) banking, use of publicity, outsourcing
support, advertisements and also reducing operating staff.
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In the process of implementing competitive strategies at Barclays bank, the study found that
there were some challenges faced. These challenges included: technology which was the
biggest challenge. Other challenges included; high cost of maintaining quality service,
increased number of competitors, constant changes in customer needs, attracting large
number of customers, huge financial requirements, unpredictable government policies,
imitation from other companies and rapid changes in interest rates. From the study, all the
respondents felt that adoption of competitive strategies was of value to the firm since it is the

benchmark upon which the company’s operations are done and without it the company has

no future.
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Summary of the Findings

This chapter presents the summary, conclusions and the recommendations from the findings.
The study was based on the objectives of the study which was to identify the strategic
responses of Barclays bank of Kenya to competition. From the study, the researcher found
that Barclays bank had a formal documented mission and vision which was reviewed after
every five years. According to the study, the factors that caused the alteration of the
company’s mission and vision were economic changes, competitors' actions, management

policies, physical environmental changes and cultural factors.

In order to remain competitive in the market. Barclays bank adopted some strategies which
included offering wide range of products and services, engaging highly skilled staff,
automation of business processes, use of publicity, outsourcing support, advertisements and
also reducing operating staff. The challenges faced by Barclays Bank in the process of
implementing these competitive strategies were inadequate technology, high cost of
maintaining quality service, increased number of competitors, constant changes in customer
needs, attracting a large number of customers, huge financial requirements, unpredictable
government policies, imitation from other companies and rapid changes in interest rates. The
study further found that adoption of competitive strategies was of value to the firm since it is

the benchmark upon which the company’s operations are done and without it the company

has no future.
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5.2 Conclusions

From the study, the researcher concluded for Barclays bank of Kenya to remain competitive
in the market, it adopted some strategies which were offering wide range of products and
services, engaging highly skilled staff, automation of business processes, use of publicity,

outsourcing support, advertisements and also reducing operating staff despite the challenges
being faced.

5.3 Recommendations

The study further recommended that for Barclays bank of Kenya to successfully respond to
the competition in the market, it should train its staff on the latest technology, so that they
can be able to change with the changes in technology. The study also concluded that the
company should reduce its operating staff as much as possible so as to avoid unnecessary
salaries. The company should also be able to imitate a core competent strategy by a

competing firm in order to remain competitive.

It was also recommended that top management should also support the implementation of
strategies in the company, discuss the measure of performance critically and also improve it
in order to remain competitive in the market. The bank should also be able to adapt to

technology quickly so as to remain competitive in the turbulent banking environment.
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APPENDIX
Appendix I: Interview Guide

Section A: General information

1. Department/ Section that you are Based............cccceovvivniiiiciiininnenns
2. Position held inthe organization.........cccccoooviiiiinicin e
3. How long have you been in the department?..........ccccoovviirrnnene

4. How many employees are there in your department?..........cc.cooe.e.

Section B: specific information

7. (i) Does your organization have a formal documented mission and vision statements?

Yes ()

No ()

(if) If Yes in 7(i) above, please indicate those that were involved in the formulation of

the company’s mission and vision.
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8. How often are the missions and vision statements reviewed?

9. Please indicate the factors that cause the alteration of the company’s mission and

vision?

10. What are the strategies that are adopted by your organization to remain competitive in

the market?

11. What are the challenges you face when implementing competitive strategies?
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12. In your own opinion, is adoption of competitive strategies of any value to the firm?

Yes ()

No ( )

Thank you for your responses
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