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B RA 

Th obje ti e ofthi tud were t d termin the trategi planning pra ti adopt db 

horticultural e porters in Kenya and to e tabli h th challenge that th horti ultural 

exporter fa e in their trategi planning pra tice . The tud a a de ripti e re earch 

the re earch targeted all firms in the horti ultural indu tr in Ken a that export fr sh 

frui and egetables a ample ize of 50 firm and a re pon e rat f92% v a a hie ed. 

The population of inter t was all firms in the horticultural indu tr in K n a that e port 

fre h frui and egetable 50 companie elected from a li t of horticultural companies 

that export fruit and egetable registered with Horticultural Crops D velopment 

authority as at August 2005. Primar data was collected using questionnaire addre d 

to each respondent and admini tered using the drop and pick method and appointments 

made to ee the respondents where further clarification wa ort. The respondents in the 

study were either chief executive officers or top manager i.e. the re pond nt could be a 

chief executive officer the deputy or a head of department. Thi is because it is these top 

manager who were most familiar with and in olved in the strategy practice in their 

companies. tati tical package on so ial science ( P ) as u d to analyze the data and 

the result pre ented u ing de ripti e statistics like percentage , frequencies mean and 

tandard deviation. 

An interpretation of the findings revealed that strategic planning practice adopted b 

horticultural exporter in Kenya were highly informal and imilar to those proposed in 

strategi management theory and also to tho e reported in I iterature from studies 

conducted in other industrie . A number of factors were found to influence on the 

strategic planning practic of the firms studied uch as company age company size, 

company ownership the calib r of senior management this firms. The e findings agree 

v ith tho e quoted in strategic management theory and literature. 

There is a great deal of congruence between trategic planning as promulgated b 

strategic management theorists and strategic planning practices performed by the 

practitioners in real I ife. 
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HAPTER : I TROD TIO 

1.1 Background 

For a firm to survi e and pro p r a trategy is needed. trategy will be of go d use if it is 

a good strategy and a good strat gy must be planned. E en strategic planning is not 

enough but how the planning is done in order to enable the organization adapt to it 

turbulent en ironment in order to create a fit between the organization and it 

environment. 

trategy i the direction and cope of the organization over the long term hich achieves 

ad antage of the organization through its onfiguration of it resource within the 

changing en ironment to meet the needs of markets and fulfill the e pectations of the 

stakeholders John on and choles 1999)• An organization trategy deal with the 

game plan for moving the company into an attractive business position and building a 

sustainable competitive advantage. A company s actual strategy usually turns out to be 

more or less than the planned strategy as new strategy features are added and others are 

deleted in response to newly emerging environmental conditions. (Thompson and 

trickland 1998). 

trategy may be developed through the rational analytical approach. John on and choles 

(2002) noted that strateg rna be formulated by top management through careful 

analy i and planning and pa sed down through the rganization. trategy may also be 

adapted from people s experiences or it may emerge as a variety of di ersity and 

exploration of ideas in and around the organization. ormality rna be defined as the 

degree of deliberateness in planning. A high degree in deliberateness results in formality 

in planning while a low deliberateness in planning result in informality in planning. The 

formal planning process results in intended trateg while realized strategy is an interplay 

between the intended and the emergent strategy. 

Degree of formality is usual! positi ely correlated v ith the cost omprehen i eness 

accuracy and success of planning. How planning is practiced is an essential component of 

the success of planning. 

- 1 -



1.1.2 eo a' Horticultural ector 

According l JD 2002) in i report Ken a s e elopment hall ng , Ken a' 

horticultural ector is on of th e onom 's fa test growing industri and a count for 

24% of Ken as GDP as well a accounting for 64% of national export earnings. The 

horticultural s tor ranks second behind tea and in e port earnings. This has been 

reflected in yearly expan ion in the sector with increa ed e ports of fruit vegetabl and 

flo er . For purposes of this study horticultural e porter in Kenya were defined a 

companies engaged in exporting fresh fruits and egetable . 

The horticultural industry in Kenya compri es of big horticultural firms as well a small 

out grower farms. The big horticultural firms con ist of finn that are locall owned as 

well other that are foreign owned. The small out grower are u uall famil O\ ned and 

highly dependent on middlemen for marketing their produce. 

French beans and avocados are Kenya's main horticultural exports. Kenya exports a large 

variety of fi·esh fruits and v getables primaril to the UK and mainland Europe which 

are then sold through th large supermarket chains. 

The climate in Kenya is ideal for the growing of horticultural crops and water is easily 

accessible as farm are located next to lakes or have rivers pa sing through them hich 

they harness for irrigation purposes. Thi indu try is labour intensi e and casual labour is 

easily affordable in Kenya thus making it an ideal location. Government re trictions to 

setting up a business in the countr are low since foreign direct in estment is encouraged. 

Demand for Kenyan fresh produce is usually drawn from European countries and since 

the products in the industr are generall similar, the competitive edge is based on 

quality, price variety and adherence to the tandards et b the buyer . 

The main barrier to entr in the industr is the high initial capital in e tment required to 

set up a farm as well as high capital expenditure required in maintaining a cold chain 

from harvest to export and the access to good markets abroad hile the barrier toe it is 

the huge in estments incurred in setting up which i not easily disposable. The ke 

success factors in the industry include good marketing plans and strategies that ensure 

lo\i cost of production the ability to secure a good market position access to capital 

a ailability of water resources compliance with relevant United Kingdom or European 
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nion en ironmental and labour tandards a good ommand and ontr I of air freight 

space and control of marketing channel . 

The horticultural e porters face e eral challenge that hinder their achi ement of the 

abo e outlined ke succe s factor that make it necessary to tudy their trategic planning 

proce e . The ke challenges are a discus ed below. 

The unpredictability of the Ken an weather patterns have led to in fficient use of 

resources with reducing rainfall due to increased deforestation. atural di asters such as 

drought or pests have had a negati e impact on production in this ector. 

Exchange rates fluctuation are another challenge. Export proceeds are dominated in 

foreign currency and the strengthening of the Ken a shilling between the time of billing 

and the time of recei ing the proceeds translates into les proceeds hence foreign 

exchange lo se . 

High production costs that are as a result of high costs of packaging materials seeds and 

fertilizers as well as the escalating price of fuel and security surcharges in Kenya. 

Electricity cost is also ver high compared to other comp ting countries. The poor 

national infrastructure has also led to an increase to the costs. Pr duction costs also 

increase due to expenditure associated with supporting the welfare needs of employees 

such as chools and dispensaries as well as adhering to ministry of health requirements. 

ecuring constant freight space is a major challenge in the Kenyan horticultural industry. 

Air cargo and storage before deliver are key factors in nsuring that the produce gets to 

the market in good time in order to safeguard the shelf life of the produce due to its 

perishable nature. 

The change in merchandising concepts in Europe and the increase in trading block has 

increased global competition and led to a reduction in the demand for Ken an goods. ln 

order for the horticultural exporters to effecti el handle thi challenge it must take more 

than informality in strategic planning practices. 

Local re earch into more re istant strains of crop and higher yielding crop seed as ell 

as compliance methods with EUREPGAP requirements of rna imum residual levels is 

slow due to lack of funding and technical expertise. 
3 



trategic planning d s not howe er end with formulation but th planning pra tice are 

qually important. The e planning practi e b com more important a th indu try 

be orne more and more unpredictable and competiti e. 

1.2 The tatement of the Problem 

The econom of Kenya is ery dependent on agriculture \ hich employs over 75% of the 

a ailable workforce both in the formal and informal sectors. Agriculture as a hare of 

GOP contributes o er 30 percent to the economy and bring in o er 6% of total foreign 

exchange earnings. Agricultural goods are no Kenya' third largest merchandi export 

(Government of Kenya 2004). The horticultural sector is a 31 billion indu try with 10.9 

billion being in the export of fresh fruits and vegetables. (Economic Review 2005). 

The horticultural sector in Kenya is faced with various challenges as mentioned abo e 

such as fluctuating exchange rates unpredictable weather pattern poor infrastructure, 

increa ing fuel price as well as the availability of freight space. Brandenburger and 

alebuff ( 1995) argued that successful strategy was not about playing the game you fmd 

but also about active.ly shaping the game you find. ince organizations are largely 

dependent on the environment within which they operate and this en ironment is highly 

turbulent ith changes in consumer taste and preferences then the organization must 

constantly align and realign its strategies to fit the environment. In order for the industry 

to survive the turbulence in the en ironment they need to emplo effective strategic 

planning practices. 

Various studie ha e been done on the strategic planning practices in variou industries in 

Kenya. Sagwa (2002) stud ied strategic planning practices of local pharmaceutical 

manufacturing firms in Ken a harbani (200 1) studied strategic planning practices 

within hotels and restaurants in Nairobi osa ( 1993) stud ied strategy formulation and 

implementation withi n large manufacturing companies Karemu ( 1993) studied the 

retailing sector janja 2002) studied strategic management practices in the agricultural 

sector- the case of statutory boards Bett (2003) studied strategic planning by tea 

manufacturing companies in Ken a while Wahome J (2003) studied strategic 

management practices m flower firms in Kenya. These studies established that 

organizations are now faced with rapid changes in both the external and internal 
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n ironmen and ha e turned to formal rrategic planning pra rice . Whereas holar 

have hown intere t in thi field of tud non ha e tudied the h rticultural e porter in 

K n a. Thi tud therefore aim to fill this oid b etting out toe tabli h the strategic 

planning practices of the horti ultural exporter in Ken a. The tudy aims at an ering 

t\i o re earch question . 

I. What are the strategic planning practice of horticultural exporter in Ken a? 

2. What challenges do horticultural exporters in Kenya face in their strategic 

planning practices? 

1.3 Objective 

I. To determine the strategic planning practices adopted b horticultural e porters in 

Kenya. 

2. To establish the challenges that the horticultural exporters face in their strategic 

planning practices. 

1.4 ignificance of the tudy 

The study will be important to the following users. 

I. The horticultural exporters will be able to use the finding and recommendations 

to develop and improve their strategic planning practices. 

2. cholars academicians and researchers ill also find the study useful for further 

research in various aspects of strategic management. 

3. Other stakeholders in the industry uch as the go ernment will find the results of 

the re earch useful. 

5 



H PTER :LIT RAT v w 
The hapt r i tructured ba ed on the re earch question . It addre e the concept of 

strategy, the Lrategi planning proces the trategic planning practice and i 

challenges. 

2.1 The C ocept of trategy 

nsoff ( 1965) define trategy as the produ t market s ope of a com pan . This refers to a 

decision of what to produce in what market. If the en ironment is table an organization 

can operate without changing it product-market focu . However if the en ironment 

change thi would require change in the organization product-market focus that i its 

strategy. Product-market focus relates to conditions of the external environment which 

have to be incorporated into strategy. Lf the product the company is producing or th 

markets it is serving are not retlecti e of the demands of the external environment then 

the company s efforts are futile. 

Porter (1996) a erts that strategy is creating a fit among company acti ities. The 

success of a trategy depends on doing many things well - not just a fe - and integrating 

them. lf there is no fit among acti ities there is no distinctive strategy and little 

su tainabi lity. The company s acti ities include its effecti e interaction with the 

environment in that these activities are geared towards serving the external environment. 

Peace and Robinson (2002) define trategy a large- cale, future oriented plans for 

int racting with the competitive en ironment to achi ve company objecti e . It i the 

company s game plan . While it does not detail all future de elopment of resources it 

provide the framework for managerial decision . A strategy reflects a company's 

awarenes of how where and when it should compete and for what purposes it should 

compete. The underlying issue of this definition i that the main tbru of strategy is to 

achieve long term sustainabl ad antage over the other competitors of the organization in 

every business in which it parti ipates. It recognizes that competitive ad antage results 

from a thorough understanding ofthe external forces that impact on the organization. 

ccording to Johnson and choles (2002) the term strateg gi es the direction and scope 

of an organization over the long term which achieves ad antage for the organization 
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through i configuration of re urce \! ithin changing en ironment to m et the need of 

the market and fulfill stakehold rs exp ctations. 

Mintzberg at el ( 1988 identifi d five interrelated definition of strateg a a plan, ploy 

pattern, position and a a per pecti e. He doe not argue that one definition should be 

preferred to the others but rather be con idered a alternative or complementar 

approa hes. 

ince re ource are scarce managers mu t decide wh ich alternati e trategies wil l benefit 

the firm most. For any organization to ucceed it will be necessary for top management 

managers and employees to work as a team to achieve the company goal and objecti e . 

2.2 trategic Planning Process 

The strategic planning process invol es en ironmental analysis, a definition of the 

compan vision, mi ion statement and strategy objectives and strategy D rmulation and 

choice. Various scholars have howe er argued that in practice thi process i not well 

defined logical and explicit as models sugge t. Rather the are more unintended 

(Mintzberg 1978) incremental ( indblom, 1979 Quin 1978) and political ( Fahey 198 l ). 

2.2.1 Environmental analy i 

Certo ( 1995) define en ironmental analysis as a formal procedure to monitor the 

organizations en ironment to identify present and future threats and opportunities and to 

as ess critically its own strength and weaknesses. The en ironment refers to both the 

internal and the external en ironment within which the organization operates. Keith et al 

(1998) con Jude that fLrms with sophisticated environmental scanning techniques achieve 

a higher performance than those with less sophisticated s stems. 

Pearce and Robinson (1991) identifies various formal environmental analysis. They 

include Porter's five forces model strategic group anal sis WOT analysis as well as 

political, economic, ocial and technological a pects of the en ironment in relation to the 

external en ironment. Value chain anal si and functional analysi are identified as 

formal internal environmental analysis. 
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The i an acron m for the im rnal trength and ' eaknes es of a bu ine and 

en ironmemal opp rtunitie and threat facing that bu ine . W anal i is a 

stematic identification of the factors and the strategy and the strateg that reflect the 

best match b tween them. It is based on th logic that an ffecti e strategy maximize a 

busine s trengths and opportunities while at the arne time minimizing it weakne 

and threats.(Pearce and Robinson 2002 . 

Th alue chain anal si was de eloped b Michael Porter. A value chain is a systematic 

way of iewing the seri of activities a firm performs to pro ide a product to its 

customers. The alue chain disaggregates a firm into its strategical! relevant activities in 

order to under tand the behavior of a firm s cost and its e. i ting or potential ources of 

differentiation. A firm gains competitive ad antage b performing the e strategically 

important activitie cheaply or better than its competitors. Value chain divides an 

organization into primar and secondary acti ities. Primary activities are those in olved 

in the physical creation of a product marketing and tran fer to the buyer as \J ell as after 

sale support while the secondary activities are those that assist the primar activities by 

providing infrastructure input that allows them to take place on an on going basis. 

2.2.2 Establi bing organization direction 

The main indicators of the direction in which an organization is moving are is its vision 

mission statement and strategic objectives ( erto 1995). Effecti e strategy making 

begins with a concept of what the organization hould and should not do and a vision of 

where the organization seems to be headed. A company s business is defined by what 

need it is trying to satisfy, b which ustomer groups it i targeting and b th 

technologie it ill u e and function it will p rform in ser ing the target market. Man 

succe ful organizations need to change dire tion not to survive but to maintain their 

ucce s. A well articulated strategic ision creates enthusiasm for the future course 

management has charted and po es a challenge that inspires and engages members of the 

organization. Well- worded vision statement give employees a larger sense of purpose­

so that they see themselves as ·building a cathedral rather than laying stones'. 

trategic objectives represent managerial commitment to achieving specific performance 

targets within a specified time frame. tatements of the results a firm seeks to achieve 
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o er a pecified period f time. Objecti e etting needs o be more of a top d wn than a 

bottom up pra tice in ord r to guide lower le el managers and organizational unit 

toward outcomes that upp rt th achievement of overall bu ine s and compan 

objecti e . (Thomp on and trickland 1998 . 

2.2.3 trategic aoaly i and choice 

In this stage strategies that ha e been de eloped in the earli r stages are e aluated for 

uitability using ariou criteria and cho en for implem ntation. Various models hav 

been developed to aid in strategic analysis and choice. These include the BG Growth 

share Matrix and Ansoffs Product - Mission matrix. Literature on rational trategi 

decision making tends to lean more on the use of analytical techniques arguing that they 

tand a better chance of selecting an optimal strategy. 

Keith et al (1998) provides an insight into this concept that managers will still tend to 

use gut feeling and intuition in selecting the strategy of a firm. He argues that small firms 

tend to be less formal in their choices of strategy and that the strong personal it of the 

founder will tend to decrease formality in the decision making process. 

2.3 trategic Planning Practice 

Pearce and Robinson (199 I) define strategic management as that set of decisions and 

actions that result in the formulation and implementation of plans designed to achieve a 

company's objectives. Thompson and trickland ( 1989) define strategy formulation as 

the active management function of establishing organizational direction, setting 

objectives and de ising a managerial game plan for the organization to pursue. Mintzberg 

and Water ( 1985) contend that strategy could be iewed as a panern in a stream of 

decisions. The tv o see strategy as being deliberate or emergent and forming two ends of 

a continuum along which the real world lies. The also lassify strateg as being 

intended realized unrealized and emergent. 

Johnson and Scholes (1999) identify three ways in which a deliberate and planned 

managerial intent can be explained in an organization. These are the planning view, the 

command vie\1 and the logical incremental view. 
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In the planning iew. trategies ar propo ed to devel p through a rational and formalized 

equenc of analytical and e aluati e pro edures. hi view has arious advantage 

attributed to it such as providing a tructured mean of analyzing and thinking. the ability 

of the ie to communicate intend d strategy in olving employe in strategy 

de elopment and hence creating a sen e of ownership and also pro iding a means of 

control through which regular re iewing of performance can be et and enhancing 

coordination among the organization. 

The planning vie' however has e era! short comings. trategics are more or less 

implemented through people and hence the cultural as well as political dimensions of the 

people have to be taken into consideration in establishing the strategic planning practices. 

The command vie is where strategy de elops through the direction of an individual or 

group but not necessarily through formal planning. At the very extreme trategy could be 

seen as the product of an autocratic leader who brooks no argument and sees other 

managers as there to implement hi or her decisions. Thi indi idual or group could be 

the owner or co founder or a political appointee of the organization. Chari matic leaders 

are also often seen as central to the strategy of an organization ; their personality or 

reputation may be seen as a positive force and other managers may willingly defer to 

such an individual and see strategy as his or her province. uch organizations are usually 

small enterprises or public sector organizations. 

The logical incremental vie sees strategy to develop through small stepwi e responses 

to a graduall changing environment and sees the idea that strategies can be preset on a 

grand scale through neat logical sequential planning mechanisms as unreali tic. Overall 

logical instrumentalism can be thought of as the deliberate development of strategy by 

learning through doing . 

trategic planning could at o be seen as formal or informal. Formality in strategic 

planning refers to the degree to which participants responsibilitie authority and 

discretion in decision making are specified. (Pearce and Robinson (2002). Formal 

analytical processes are characterized by the u e of analytical tools and methodologies to 

help managers reach a better quality of strategic decisions. Greater formality has been 

positively correlated with corporate success. (Hofer and chendel 1978). 
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The informal approache to strategy are chara terized b xe utiv bargaining and 

negotiation building of coalition and the practice of muddling through Hax and 

Mujluf, 1996 . Informal planning is usual! intuiti e and under the influence of a 

i ionar leader. 

Formal trategic planning u ually produces a trategic do ument plan. This is a 

comprehen ive statement about the organization mission and future direction short term 

and long term performance targets and how management intends to produce the intended 

results to fulfill the mission gi en the organizations situation. (Thompson and trickland 

1989). 

Malik and Basu(l986 report that strategic planner outperform non planner by a wide 

margin in almost all major financial indicators of organizational efficiency. Herol(l972) 

observed that planners were better than non-planners at identifying opportunities setting 

goals and objectives and setting proper strategies and effective tactic to achie them as 

evidenced by higher growth rates and higher operational efficiency ratios. The 

researchers also point out that planners are more aggre sive than non- planners in pursuit 

of business objectives. 

Denning and Lehr ( 1972) argue that the introduction of formal systematic corporate long 

range planning is a managerial respon e to two separate sets of needs of which one is 

strategic. The report a trong positi e relationship between the introduction of long 

range planning and a high rate of technological change size of com pan , capital intensit 

and complexit . Malik and Basu (1986) identify three kinds of plans; strategic plans 

short range plans and operational plan . This appears to be the practice in most 

organizations Kenya being no exception. 

ambudiri and saiyadain (I 978) obser e that long term planning (strategic planning) is 

not well developed in the developing countries. They point out that where formal long 

term planning is under taken it is mainly in larger organizations, most of which are 

subsidiaries of multinational corporations. 

The principle duty of the CEO is often defined as giving long term direction to the firm. 

The CEO is ultimately responsible for the success of the business and therefore its 
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trateg practice . Additionall s are often tr ng willed compan orient d 

indi iduals with a high of elf e teem. u h th ir p r onalitie often pr ent 

them from delegating sub tanti e authority to other in strategic planning practice . The 

b ard of director provide guidance and u ually pia the role of over eers (Pearce and 

Robin on 2002). 

2.4 halleng of trategic planning practice 

Researchers on the challenge facing the trategic planning practice ha e identified 

several challenges. These include pov er and politics external control the predominant 

management tyles and characteristics and the size of the organization. 

Pearce and Robin on 2002) argue that where the dominance of the EO approach 

autocracy the effectiveness of the firms strategic planning practices are likely to be 

greatly dimini hed. The strategic planning practices are strongly influenced by the ability 

of the CEO to provide managers at all levels with the opportunity to play a role in 

determining the strategic posture of the firm. In organizations where the management 

styles involve the participation of employees in the trategy planning and its related 

strategie this challenge is reduced as there is more ownership of b the emplo ee who 

work together to ensure that the practices put in place actual! " ork. 

Gilmore ( 1971) argues that small and medium sized organizations do not have the benefit 

of planning departments or operation research groups. uch firms therefore need a 

simple, practical approach to strategy formulation. 

Thompson and tricldand (1998) also observe that in small m ner managed companies 

strategy is de eloped informall often never being reduced in writing but existing only in 

the entrepr neur s mind and in oral understanding with key subordinates. The large firms 

however tend to develop their strategic plans in annual trategic plannino- cycle complete 

with prescribed procedures the include board management participation. This process 

usually ends up with written strategic plans. 

Keith et al 1998) also share the same iew and assert that becaus of their size small 

firms cannot afford strategic planning staff and personnel that large that large firms 

po ess. In their research they defined small firms as those with less than one hundred 

12 



employee . The al o note that nior managem nt m mall firm usual! mean on 

indi idual and not a group of manager . 

Buchanan and Boddy ( 1992) argue that the political vi w of trat g de elopment and its 

related practices is an outcom of the process of bargaining and negotiating among 

powerful internal and external interest groups. When people in organizati n are rooted 

to different experience the will alwa s seek to protect their iew. and with different 

views come the need to exercis power. 

13 



HAPT R THRE : RE TH DOLO 

3.1 R earch D ign 

Re earch design i the plan ith which th re ear h project i ecut d. The research 

problem po ed was studied u ing the de criptive sample surve study method. Thi 

method a deemed appropriate as the tudy aimed at tudying the horticultural indu tr 

as a wh le in order to dra generalizations regarding the strategic planning practice in 

the industr . 

3.2 Population 

The population of interest as all firms in the horticultural indu try in Kenya that export 

fresh fruits and egetables. 

There were 721 horticultural firms in Kenya exporting fresh produce. Out of these only 

281 firms exported fresh fruits and vegetables a per the records of Horticultural Crops 

De elopment authorit August 2005.(See appendix II) 

3.3 ampling 

The ampling size of this study as 50 companies selected from a list of horticultural 

companies that export fresh fruits and vegetables regi tered with Ho1ticultural Crops 

Development authority a at August 2005 . This li t con tltuted the sampJing frame. The 

units for stud were selected using systematic random sampling. 

3.4 Data Collection 

The study u ed primary data only. 

Primary data was collected using questionnaires addressed to each respondent and 

administered using the drop and pick method and appointments were made to see the 

r pondents where further clarification as sort. The que tionnaire (see Appendix III) 

contained both open and closed ended question . 

he respondents in the study were either chief e ecuti e officers or top manager ie the 

re pondents were either a chief executi e officer the deputy or a head of department. 

This is because it is these top managers ' ho were most familiar ith and in olved in the 

strategy practices in their companies. 
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3. Data naly i 

De riptive tatistic as be used to anal ze the data colle ted. These de cripti e 

tati tics include mean and proportions. ross tabulation wa al o u d to e tabli h inter 

relation hip between variable . 



HAPTER FO R: D AL D I TERP TIO 

4.1 Introduction 

All completed questionnaire wer edited for completene and con i ten before 

analys is. In this chapter the result are presented through table and graph . The 

presentation is in the order ofthe objective . 

A total of 50 companies as targeLed from the sampling frame. T' o que tionnaire were 

however con idered unusable at the editing stage out of the 48 que tionnaires ~that were 

recei ed back thus gi ing a re ponse rate of 92%. Thi compare well with previous 

studied such as Wanjoga (2002) with 82% an.d Gaceri (2003) with 96%. 

4.2 Demographic Profile of the Respondents Organizations 

The demographic profiles of the respondents organizations i.e. ownership numb r of 

years the organization has been in operation presence of a strategic planning department 

number of permanent emplo ees number of temporary employee sales turnover per 

annum export proce sing technology and predominant calib r of the enior management 

staff were analyzed in order to know the general classification of organizations. Finding 

are presented in this section. 

Table 4.1 : Background Information of horticultural exporters in Kenya. 

Owner hip 

Frequenc Percent 

Pri ate compan 37 80.43 

Public compan 6 13.04 

Jointly private! and government owned 3 6.52 

Number of years the Company has been in Operation 

I - 10 years II 23.91 

II -20 years 6 13.04 

2 1-30 years 9 19.57 

Above 30 year 20 43.48 
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Table 4.1 Continued ... .. 

Presence of a trategic Plannina Department 

Yes 10 21.74 

No 36 78.26 

Number of Permanent Employee 

0-25 13 28.26 

26-50 14 30.43 

51-75 6 13.04 

76- 100 9 19.57 

Over 100 4 8.69 

Number of Temporary Employees 

0- 100 20 43.45 

100-200 15 32.61 

200-300 5 10.87 

300-400 3 6.52 

0 er400 3 6.52 

Sales Turnover per Annum 

Less than 25 million 5 10.87 

26-50 Million 7 15.22 

51-75 Million 1- 32.61 

76-100 Million 8 17.39 

0 er I 00 Million 11 21.74 

E port Proces ina Technology 

Using simple manually operated machines ll 23 .91 

Using el ctrically motorized machines 28 60.87 

Using computerized, automated machines 7 15.22 

Predominant Caliber of the Senior Management Staff 

No technical and management training 13 28.26 

T ecbnical specialist with no management 

training but with on the job training 9 19.57 

Technical specialist with management training 

14 30.43 



Table 4.1 Continued .. ... 

1 Professional managers with business and 

management training 10 _).74 

Total 46 100 

Source: re earch data 

4.3 trategic Planning Practices 

The stud sought lo determine the strategic planning practices of the horticultural 

exporters in Kenya. The results are presented in the tables below. 

43.1 Analysi of the Environment 

Table 4.2: How information is collected. 

Method used 

Search for information from both verbal and written 

sources 

Competitor spying 

Forecasting 

Use of formal tudies 

Total 

Source: research data 

Frequency Percent 

26 56.52 

8 17.39 

3 6.52 

9 19.57 

46 100 

Table 4._ indi at s that close to 57% of the companie studied search for information on 

arious aspects ofth business environment using both verbal and written sources. about 

_Q% us formal studies while another 17% use competitor pying. Howev r forecasting 

is only used by close to 7% of the firms. This is in agreement with the findings by Jaunch 

and Glueck 1998) that tirms can use both formal and informal ources in analyzing the 

environment. 

The study also sort to determine who was responsible for collecting infonnation on 

various aspects of the business environment as presented in the table below. 
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Table 4.3: Respon ibility for collecting information 

Who Frequeoc Percent 

The corporate planning department 3 6.52 

The market research/Marketing 

department 25 54.35 

All departments 3 6.52 

Market research company 4 8.70 

Hired consultant 4 8.70 

A specifically designate individual 3 6.52 

Noone 4 8.70 

Total 46 100 

Source: research data 

In table 4.3 close to 54% of the firms studied the market research or marketing 

department has the responsibility for collecting information on various aspects of the 

business en ironment. 

Table 4.4 and 4.5 below sort to establish whether horticultural exporters carry out 

competitor analysis and the approaches u ed to analyze competitor performance 

respective! y. 

Table 4.4: Competitor Analysis 

Frequency Percent 

Yes 31 67.39 

No 10 21.74 

No response 5 10.87 

Total 46 100 

Source: re earch data 

It is observed from the above Table 4.4 that 67.39% of the firms reported to carry out 

competitor analysis probably because competition wa considered a key factor in their 

strategic planning. 
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Table 4.5: Approache used to anal ze competitor performance 

F requenc Percent 

Absolute sale turnover 8 17.39 

Market share analy is 18 39. 13 

Price comparison 5 10.87 

Cost analysis 4 8.70 

Non respon e II 23 .91 

Total 46 100 

Source: research data 

The most popular approache used in analyzing competitor performance according to 

Table 4.5 were market share analysis (39%) and absolute ales turno er ( 17%). 

4.3.2 Corporate Vi ion Mi sion and trategic Objective 

Table 4.6: Presence of a mission statement 

Frequeoc Percent 

Yes a written one 14 30.43 

Yes, an unwri tten one 25 54.35 

!Non 7 15.22 

Total 46 100 

Source: research data 

From the findings close to 30% of the companies reported as ha ing a written mission 

statement 54% reported as ha ing anum ritten mis ion statement. The rest ( 15%) did 

have a mission statement. Thi indicates that most of the firm had anum: itten mission 

statement. (Table 4.6) 

Table 4.7: Nature of trategic Planning 

ature Frequency Percent 

No strategic planning 6 13.04 

Formal strategic planning 14 30.43 

Informal strategic planning 26 56.52 

Total 46 100 

Source: research data 
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rom the results in table 4.7 it i evidenced that 57% ofth firm ha e inti rmal trategi 

planning 13% ha e no strategic planning while onl 30% have formal trategic planning. 

This agrees with Mitzberg (1985) who sees strategic planning to be a continuum from 

informal to formal. 

Table 4.8 : Planning horizon 

Frequency Percent 

Less than 3 years II 23.91 

3-5 year 27 58.70 

Over five years 8 17.39 

Total 46 100 

Source: research data 

The predominant planning horizon is between 3-5 years as practiced by 59% of the 

companies studied. This period could be mainly preferred because it allows management 

to project into a foreseeable future. Only 17.39% of the respondents had a planning 

horizon of over 5 years. (Table 4.8) 

Table 4. 9: Frequency of revision of strategic plans 

Frequency Percent 

Annuall 13 28.26 

2- 3 years 9 19.57 

Abo e4 years 6 13.04 

As frequently as required 18 39.13 

Total 46 100 

Source: research data 

An annual re ision of the strategic plans is adopted by close to 28% of the firm 20% 

revi e their strategic plan 2- 3 ear 13% abo e 4 years while 39% re ise the strategic 

plan a frequently as required. Table 4.9 indicates that most of the firms revi e their 

strategic plans annually and as frequent! as required. This could be because such a 
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yearl re iew ensur that th strategic plans are till rele ant to th 

firm. (Table 4.9 

Table 4.10: Responsibility for strategic Planning in the Organization 

Frequency Percent 

Board of Di rectors 19 41.30 

Chief Executive Officer II 23.91 

Senior Managers 6 13.04 

Consultant 9 19.57 . 
Non response I 2.17 

Total 46 100 

Source: research data 

of the 

In Table 4.10 above 75% of the firms, either the board of directors (41 %) or the chief 

executive officer (24%) is responsible for trategic planning. This could because they 

constitute the apex of the company hence are respon ible the strategic steering of the 

company. 

Table 4.11: Techniques used in trategic planning 

Technique Frequency Percent 

Brainstorming and focus groups 24 52. 17 

Mathematical methods like trend extrapolation 

regression 16 34.78 

Non response 6 13.04 

Total 46 100 

Source: research data 

Brainstorming and focus groups as a technique in strategic planning is employed by 52% 

of the fLrms, mathematical methods like trend extrapolation regression is employed by 

35% of the firms while 13% of the firms did not indicate the technique employed. The 

findings indicate brainstorming and focus groups (52%) as the main technique used in 

strategic planning. (Table 4.11). 
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Tabl 4.12: teps undertaken in strategic planning proce s b organization 

Step Frequ nc Perc nt 

Anal sis of the external environment I I 24.29 

Analysis of internal organizational en ironment I I 24.29 

Defining or re i ing the compan 's mi sion statement 

and strategic objecti e 12 27.14 

De eloping strategies to achieve the strategic 

objectives of the company 4 8.57 

Choosing the appropriate trategy 8 15.71 

Total 46 100 

Source: research data 

The above findings (Table 4.12 indicate the major step undertaken in strategic planning 

process by organizations. De.fining or revising the compan 's mission tatement and 

strategic objectives is undertaken by 27.14% ofthe respondents and onl 8.57% of the 

respondents undertake developing strategies to achieve the strategic bjecti es of the 

company. 

The tables below present the resu lts of the features that characterize the strategic planning 

process as well as the constituencies to which the strategy is communicated and the too ls 

used in strategic planning process. 

Table 4.13: Features that characterize the strategi planning process 

Frequency Percent 

Formal meetings 13 28.26 

Informal planning interactions 26 56.53 

Time-tables for plan preparations 2 4.35 

Clearly assigned responsibilities for planning 5 10.86 

Have a planning department - -
Source: research data 

From the findings close to 28% of the firms studied characterized their strategic planning 

process as fo rmal 57% characterized ha ing informal planning interactions whi le 4% 

characterize the strategic planning proce s as u ing time tables for plan preparations. This 
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shows that a greater proportion of th firm tudied use informal appr a he in th ir 

strategic planning practices. (Table 4. 13) 

Table 4.14: onstituencies to which strategy is communicated 

Con tituent Frequency Percent 

Internally in the organization 26 56.52 

Externally to the relevant 

co nstituencies 7 15.22 

Both internally and externally 13 28.26 

Total 46 100 

Source: research data 

Table 4. 14 indicates that most of the companies are observed to ommunicate their 

strategy internally, 28.26% communicate both internally and externally wh ile 15.22% 

communicate externally to the relevant consti tuencies. 

Table 4. I 5: ools used in strategic plann ing 

F requency Percent 

SWOT Analysis 26 56.52 

Strategic gap anal sis 7 15.22 

PE T analy is II 23 .91 

Portfolio Matrices 2 4.35 

Total 46 100 

Source: research data 

s is observed from Table 4.15 56.52% of the firms use WOT analysis in their strategic 

planning. This is probably because it is a well- known tool among t many managers in 

Ken ya and that is relatively easy to use. 23 .91% mentioned PEST analysis as the tool 

used in strategic planning. 
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4.3.3 trategic oaly i and hoic 

nder th is section the study sort to e tabli h the ariou approache used in electing the 

appropriate strategy and the company alues that guid the horticultural e porters in their 

strategy choice. 

Table 4.16: Approaches used in selecting appropriate strategy 

Approach Frequency Percent 

Using intuition and gut feel 22 47.83 

Using rational and analytical decision making 

processes 14 30.43 

Through the process of negotiation with ke 

stakeholders 5 10.87 

Non response 5 10.87 

Total 46 100 

Source: research data 

The results suggest that most fi rms (47.83%) use intu ition and gut feeli ng wh ile 30.43% 

use rational and analytical decision making processes. Howe er negotiation with key 

stakeholders is employed b I 0.87%.(Table 4. 16) 

Table 4.1 7: Company values 

Value Frequency Percent 

1423 15 32.61 

1,3 4 2 9 19.57 

1432 6 13.04 

2413 8 17.39 

Non Response 8 17.39 

Total 46 100 

Source: research data 

KEY: I - Quality 

Ethics 

2 - Corporate lmage 3 - Customer atisfaction 4 - Business 
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ln Table4.17.qualit i ranked er highly by 65% ofthere pond nt. hi c uldbe 

b cause of tringent quality concern b consumer of horticultural pr du ts that ha e 

forced horticultural firms to consider it in their strategy. 

4.4 Challenge Faced In trategic Planning Practic 

This section was aimed at determining the challenges fac d by th horticultural exporter 

in their trategic planning practices. The e are compan ize compan age compan 

o ner hip and management characteristic uch as th predominant calib r of the enior 

management staff. 

Table 4.18: umber of Permanent mployees * Pre ence of a strategic Planning 

Department 

Pre ence of a 

strat gic Planning 

Department 

Number of Permanent 

Employees ompany size Yes 0 

0 -25 Small 13 

26 -50 3 II 

51-75 Medium 6 

76 - 100 4 5 

Over 100 Large J 3 

T tal 8 38 

Source: re earch 

Total 

13 

14 

6 

9 

4 

46 

The result in Table 4.18 indicate that non of the size companies had a strategic planning 

department will only 15% of medium size companies had a strategic planning 

department while 38% of large sized companies had strategic planning departments. 

Gi I more ( 1971 ) noted that small sized companies do not have the befit of planning 

department and such firms therefore need a simple, practical approach to strategy 

formulation . 
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Table 4.19: ge of the com pan and nature of strategi planning 

Formal I Informal No 

umber of years the ompany Ia ificati o trategic trate ic trategic 

ba been in Operation by age planning planning planning TOTAL 

I - 10 year Young 18% 73% 9% 

11 -20 years Middle age 33% 67% 0 

21-30 year Old 67% 3"% 0 

Above 30 ears Very Old 60% 30% 10 

Source: re earch data 

The above Table 4.19 indicates that mo t young companies (73% had informal strategic 

planning (67%) of middle age companies had informal strategic planning 67% of old 

companies had formal strategic planning and 60% of very old companies bad had formal 

strategic planning. 

Table: 4 .20: Compan ownership and nature of trategic planning 

Nature of trategic planning 

No strategic Formal strategi Informal strategic 

Owner hip planning planning planning Total 

Pri ate compan 16% 38% 46% 100 

Publ ic company - 58% 42% 100 

Jo intly privately and 

government owned - 52% 48% 100 

Source: research data 

Close to 46% private companies had informal strategic planning 38% had formal 

strategic planning while 16% had no strategic planning. For public companies, close to 

58% had formal strategic planning while jointly owned companies 48% had informal 

strategic planning. (Table 4.20) 
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Table: 4.21: a tiber of senior management and tool u ed in trategic planning 

SWOT Strategic PEST P rtfolio 

enior management caliber aJ i gap anal i anal I Matric 

No technical and management 

training 7.7% 92.3% 

Technical specialist ith no 

management training 33% II % 56% 

Technical specialist with 

management training 35.7% 7.14% 50% 7.16% 

Professional managers with busine s 

and management training 20% 12% 58% 10% 

Source: research data 

Companies whose senior managers have no technical and management training mo tty 

use PEST analysis (92.3%) while a few use WOT anal is (7 .7%). Companies whose 

managers are techn ical special ist with no management training mostly u e PE T analysis 

(56%) and SWOT analysi s (33%) while a few use trategic gap analysis ( 11 %). For those 

companies whose management are technical specialist with management training mostly 

u e PE T analysis (50%) and WOT analysis (35.7%). However trategic gap analysi 

and portfolio matrices are also used to a small extent 7.14% and 7.16% respectively. On 

the other hand companie whose management are professional managers with business 

and management training mostly use PE T analysis (58%) and WOT anal sis (20%). 

Strategic gap analysi and Portfolio Matrices are also used to a small extent 12% and 

I 0% respectively. This suggest that PE T analysis is mostly employed by all manager 

irre pective of their nature of training. This could because PE T anal sis i easier to use 

a compared to the other methods. Table 4.21 
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CHAPT R Fl 0 L 

5.0 Introduction 

In thi last chapter of the report the results are ummarized di cus ed and the conclu ion 

drawn. The chapter also presents limitation of the tud , recommendation for further 

research and recommendations for policy and practice. 

5.1 ummary Discu sion And onclu ion . 

5.1.1 trategic Planning Practice . 

The pre entation here is done in the order of the objecti es of the research. The first 

research objective sought to determine the strategic planning practices of horticultural 

exporters in Kenya. The results how that the following practices in strategic planning are 

used by horticultural exporters in Kenya. 

ln about 57% of the companies tudied search for information on various a pects ofthe 

business environment u ing both verbal and written sources 20% use formal studies, 

17% use competitor spying. Howe er forecasting is only used b 7% of the firm . This 

in much agreement' ith the findings by Jaunch and Glueck ( 1998) that firm can use 

both formal and informal sources in analyzing the environment. Certo and Peter ( 1993) 

cite numerous sources of information that managers can use like journals report 

professional meetings, conferences employees and c nsultant . 

Jn 54% of the firms studied the market research or marketing department has the 

respon ibility for collecting information on various a pects of the busines environment. 

It is obser ed from the above that 67% of the firms reported to carry out competitor 

analysis probably because competition was considered a ke factor in their strategic 

planning. 

The most popular approaches used in anal zing competitor performance were market 

share analysis (39%) and absolute sales turnover ( 17%). ompetitor analysis is important 

in helping a firm to identify its position in the market, relative to its business rivals. 

There are several ways of doing competitor analysis like relati e market share or relative 

price position (Koch 1995). 
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From the findings 54% of the ompanies rep rted a ha ing an unwritt n mi ion 

tatem nt 30% reported a ha ing a written mi ion tatement whil th re t (15%) did 

ha e a mis ion tatement. It would ha e been more d irable if all the ompanie had a 

written mission statement to which all stakeholder could a il refi r a to kn w 

precise! the purpose of the firms busine s. 

A e idenced from the results about 57% of the firms ha informal trategic planning 

t3% have no strategic planning while only 30% have formal strategic planning This 

agrees with Mitzberg (1985) ho see strategic planning to be a continuum from 

informal to formal. This re eal that informal strategic planning is favored by most firms. 

Thomp on and trickJand ( 1998) also obser e that in mall owner managed companie 

strategy is developed informally often never being reduced in writing but existing only in 

the entrepreneur s mind and in oral understanding ith key ubordinates. The large firm 

however tend to develop their strategic plan in annual trategic planning cycle, complete 

with pre cribed procedures the include board managem nt participation. This pro ss 

u ually ends up with written strategic plans. 

The predominant planning horizon is bet een 3- 5 years as practiced by about 59% of 

the companies studied. Considering the environmental circumstances in which the firm 

operate this time horizon is considered appropriate since it allows for pr dictability of 

the future a well as room to change the trateg to en ur that it is relevant to the 

environmental conditions facing the firm. 

An annual re ision of the strategic plan i adopted b 28% of the firms· this could be 

because u h a early review ensures that the strategic plans are still r levant to the 

cir umstances ofthe firm. 

In 75% of the firms either the board of directors (41 %) or the chief executive officer 

(24%) is responsible for strategic planning. This could because they constitute the apex of 

the compan hence are responsible the strategic teering of the company. This finding is 

expected because both the directors and the chief executi e officer constitute the 

strategic apex of an organization from here trategic direction and polic is set. 

(Mintzberg 1883 
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Mot ofthe companies are observed to communicate their strategy internal ly, 28.26% 

communicate both internal I and e ternall while 15.22% ommunicate externall to th 

r le ant con tituencies. 

The researcher observed that 56.52% of the firms use W anal sis in their strategic 

planning. Thi is probably because it is a ell- kno" n tool among t many managers in 

Kenya and that i relatively eas to use. 23.91% mentioned P T analysi a the tool 

used in strategic planning. 

There ults suggest that most firms (47.83%) use intuition and gut feeling in th ir 

strategic planning practices while 30.43% use rational and analytical techniques. 

However negation with key stakeholders is employed by I 0.87% of the population under 

study. This suggests that the horticultural exporters tend to lean towards informality in 

their strategic planning practice . 

Quality is ranked very highl by 65% of the respondent . This could be becau e of 

stringent quality concerns by con umers of horticultural product that ha e forced 

horticultural exporter to adopt this in their strategy. 

The study has revealed that most of the firms are privately owned and are small in ize 

and medium sized companies. Because of thi they predominantly employ informal 

approaches to strategic planning even though both formal and informal approache can 

still be identified amongst the companies studied. trategic planning i mostly the 

responsibility of the board of directors and the chief executive officers who in most cases 

are the owners and the founder of the businesses. The approaches used in strategy 

formulation by majority of the firms studied are simpli tic in approach, employing less 

sophisticated methods. 

The most frequent tasks observed in strategic planning proces was observed to be 

anal sis of the internal environm nt anal is of the external en ironment defining or 

re ision of the corporate vision mission and strategic objectives de eloping strategies 

and choos ing the appropriate strategy. Amongst the firms studied strategy is largely 

internally communicated and rarely communicated to external parties. 
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5.1.2 Challenge Faced In trategic Planning Practice . 

The econd research objecti e ought to determine the challenge fa ed by horticultural 

exporters in their trategic planning practices. 

The challenges which were found to influence the trategic planning pra tice ofthe 

companies studied are company size age and ownership. Larger companie tended to 

have either planning departments or a strategic planning function and were found to 

employ more formal approaches to trategi planning as compared to the smaller 

companies. The younger companies had a less formal approach to trategic planning a 

compared to the older companies bile privately O\i ned companies had ami ture of 

formal or informal approache to strategic planning. Publi companie embraced formal 

approaches to strategic planning practice . 

5.2 Limitations of the tudy 

The main limitation in the study was that most of the organizations were reluctant to 

provide information. This may be due to the fa t that the companies concerned were 

pri ately owned and the respondents could not pro ide the information as it was the 

company secret. The researcher wa of the iew that perhaps the questionnaires should 

ha e been administered personally in the form of an interview o as to get more 

information as well as gain the confidence ofthe respondents. There earcher wa also of 

the view that perhaps getting an insight into the implementation policies and practices 

would have shed more insight on the strategic planning practi es and their related 

challenges. 

5.3 Recommendation for Further Research 

Strategy planning in an organization is not an end in itself but how these plans are then 

executed to achieve the de ired goa ls and objectives. Other aspects of strategic 

management like strategy implementation and strategy control can also be researched 

into so as to obtain further insight about strategic management in this industry. 
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5.4 Recommendation for Polic a nd Practice 

Horticultural export rs in Ken a are op rating under increased global competition and 

this calls for them to impro e their strategic planning pra tice . It is no long r efficient 

and effective to have informal planning practices and the horti ultural exporter mu t 

endea or to formalize their strategic planning pra tices in order to maintain their 

competiti e edge in the turbulent en ironment in which they operate. 
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APPENDIX I : LETTER OF TROD TIO 

UNIVER ITY OF AffiOBI 

FACULTY OF COMMERCE 

MBA PROGRAMME-LOWER KABETE AMP 

Tel: 

P.O.Box 30197 

airobi Kenya. 

DATE ......... ... ....................... . 

TO WHOM IT MAY CONCERN 

The bearer of this letter ............................................ . 

Registration o ....... ...... .. ...... .. .... ..... .. .. ................. ... ... . 

Is a Master of Business Administration student at the University of Nairobi. 

he is conducting a urvey to establish the trategic planning practices in the 

horticultural industr in Kenya. This information is purel for academic 

purposes and a copy of the findings will be availed to you upon reque t. 

Any information received wiiJ be treated with strict onfidentiality and at 

no point will your name or that of your organization be mentioned in the final 

report. 

Your cooperation will be high I appreciated. 

Thank you. 

Dr Martin Ogutu. 
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APPENDIX II: LIST OF HORTI ULT RAL OMP IE EXPORTI 
FRE H FRUITS AND VEGETABLE A PER HORTI L T L ROP 

DEVELOPMENT A TBORITY- A T 2005 

1. AAA Growers Ltd 
2. Africa Vegetable Company 
3. Afrifresh Conveyor Ltd 
4. Afro Euro Exports Ltd 
5. Afro Merchants Enterprises 
6. Agrimond/ Agriworld Kenya 
7. Agwatta Trading Company 
8. A-H Connection Limited 
9. Altamayuz 
I 0. Aleggs Aberdare Horticulture 
11. Alfa hine Del ight. 
12. All Fresh Produce 
13. Adpa Enterprise 
14. Ansa Horticultural Contractual Limited 
IS. Anste Food Limited 
16. Anthem Enterprises 
17. A AB lnvestment Limited 
18. A venue Fresh Produce 
19. Bandarini hipchandlers 
20. Bankem Investments 
21. B-Bros Enterprises 
22. Belt Cargo ervice xport Limited. 
23. Brenor nterprises 
24. Buchero Enterprises 
25. Bura Tana Golden Mangoes And Fruits 
26. Buy And Sale Enterprise . 
27. all Africa Limited 
28. ape Suppliers Limited 
29. Cargo line Express Ltd 

0. ebit Cargo 
3 I . el bration Exporters 
32. eltic Investment 
33. Chakacha Product Limited 
34. hanna Exporter Ltd 
35 . hesire Oaks 
36. Cinnabar Green Ltd 
37. Creek Enterprises Limited 
38. Daniel Mwagona hem hipchandler 
39. Danka lnvestement 
40. Dekok Enterprises 
41. Devillmport nd port Agencies 
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42. Depeniel Link 
43. Dorcken Agencies Co. Ltd 
44. Eat frican Growers 
45. East West Veg Limited 
46. Ebb Ways Trading 
47. Edfam Green Valley Exporters 
48. Elburgon tores Limited 
49. Eldofora urseries 
SO. Eldoville 
51. Elgonot Enterprises 
52. Emar Flower And Horticultural Produce Ltd 
53. Enda Air Ltd 
54. Eponi Enterprises 
55. Equitorial ut Processor Ltd 
56. Equitorial ut Processors Ltd 
57. Erikema Company Limited 
58. Everest Enterprises Ltd 
59. Exotic Greens 
60. Exotimex Supplies 
61. xtropica (K) Ltd 
62. arm Gate Exotics 
63. armland Express 
64. Fasihi Africana Enerpri es 
65. Fisher Vegpro Limited 
66. Floraline Fresh Produce 
67. Flower Time 
68. Flour Hill Ltd 
69. our Technical Services 
70. Frabec Farm Produce 
71. Frace Exporters Limited 
72. ranc Janku 
73. rankJine Cargo ervic s 
74. Fresh Pak Exporters Ltd 
75 . Freshly Flown (Kenya 
76. Frigoken Limited 
77. Fruitveg Enterprises 
78. Garden Deligts 
79. Gataya Investments 
80. Geosan Horticultural Produce 
81. Gerkins Exporters & Importers 
82. Gichugu Horticultural Exporters 
83. Gichuku Horticultural Exporters 
84. Gilmar resh Produce Limited 
85. Global Parcel ervices Ltd 
86. Golden Rose Ltd 
87. Green olden Enterprises 
88. Green Hill Growers 
89. Green Yentur s 
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90. Greenfield Investment Ltd 
91. Greengold Enterprises 
92. Greenlands Agro Producer Ltd 
93. Greens Produce Enterprises 
94. Grescia Enerprises 
95 . Hansi Exporters 
96. Harmony Food (K) Ltd 
97. Hillside Green Growers And Exporters 
98. Hirsch Import & Export Ltd 
99. Homefresh Horticulture Export Ltd 
100. Homegrown (Kenya) Limited 
10 l. Horizon (K) Exporters Ltd 
102. Horizon Fresh Produce 
l 03. Horizon Kenya Express Ltd 
104. Horticom Africa 
105. Horticultural Exporters 
l 06. Horticultural Farmers & Exporters 
1 07. Ideal Produce Ltd 
108. ljit Export Agency 
109. Imma Flowes Center 
110. Implex Traders 
111. lndu-Garm (EPZ) Ltd 
112. Interfresh (K) Ltd 
113. Intersec Horticultural Enerprises 
114. lnterveg Exports Ltd 
115. lnworld Exporters 
116. Jakal Services 
117. Jemna Ltd 
118. Jonrocks Enterprises 
119. Joshan Air Cargo Ltd 
120. Josmart Farm Growers 
12 1. Justel Fruits 
122. Kamakazi Enerpri es 
123. Kamfresh Enetrprises 
124. Kandia Fresh Produce upplie Ltd 
125. Karibu Shipchandlers 
126. Karsons Enerprises Ltd 
127. Kasambuli Fresh Fruits & Vegetables 
128. Kaurengeni Horticultural Farm 
129. Kazach Growers & Exporter 
130. Kitt Ltd 
13 1. Kemanche Enerpri es 
132. Kenndy (K) Ltd 
133. K nor Import & Export Co. td 
134. Kenshade Training Agencies 
135. Kenya Fresh Produce Exporters 
136. Kenya Horticultural Exporter 
J37. Kenya ut Company Exporters 
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l38. Kenya Organic Farmer soc1at1on 

139. Kimar Import & Export Co. Ltd 

140. King Growers Ventures Exporters & Importer 

141. K-Pac (K) Labchey Enterprises 

142. Leomac Traders (K) Limited 

143. Liki Ri er Farm 

144. Little Farm Exotics 

145. Longonot Horticultural Ltd 

146. Lucas Mwanili Enterprises 

147. Lucillle Limited 

148. Lydia joki David 

149. M.A. ShariffEnerprise 

150. Makindi Growers 7 Packers Ltd 

151 . Marustal Enterprise 

152. Matsingberg tearing & Forwarding Co, Ltd 

153. MayfieJs Growers And Exporters 

154. Mboga Tuu Ltd 

155. Meadow Veg And Fruits (K) Ltd 

156. Megatrend upplies 

157. Megaveg Fresh 

158. Melano Products Limited 

159. Memijota Expoerters Limited 

160. Mizuri Grower Ltd 

161. Modex Enerprises 

I 62. Mona Fresh Eg Ltd 

I 63. Morning Dew Co. Ltd 

164. Mt. Kenya Vegetables Enterprises 

165. Mubaraka Trading 

166. Mugoya Vegetables hop Limited 

167. Muiltiflora Grower 

168. Mukethi Kirua General Merchants 

169. Multi Flora 

170. Multi Impex Veg 

171 . Mu aka Farm Produce 

172. Muthaga Agencies 

173. Mwabo Agricultural Farm 

174. Mweiga Plains arm Ltd 

175. Myner Exports Ltd 

176. aen Rech Ltd 

177. amini investment Ltd 

178. ature Best Limited 

179. icola Farm Limited 

180. i le Bank Agency 

181 . jambiflora 

182. jawan Enterprises 

183. orthern Star General Exports 

1 84. yaeri General Agencies. 

185. Oceanic Bunkering & Oil Product Ltd 
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186. Oddysis Trading Company 
187. Oak Fresh Exporters 
188. Ole irikon Fruits & Vegetable 
189. Olturuto Farm 
190. Oostine ommission Agenc 
191. Org Fresh (K) Limited 
192. Organic Foods 
193. Palfour Enterprises 
194. Pantreck 
195. Passepartout Enterprise Ltd. 
196. Pentagon Exotics Ltd. 
197. Perishable Express Limited 
198. Philgate Limited 
199. Phyama Fresh Produce Ltd. 
200. Pinnacle Products 
201. Premiun Veg. Ltd. 
202. Prompt Horticulture (K) Ltd. 
203. Prosper Fresh Produce 
204. Queens Produce 
205. Reap Horticultural Exporters 
206. Regent Park Exotics 
207. Ripelax Enterprises 
208. Ri erside xporters Limited 
209. Rob co Distributors Ltd. 
210. Rophil Fresh Produce 
211. Rosegate xporters 
212. Rosema Investments 
213. Royal Intertrade Ltd. 
214. Rozzika Garden Centre Ltd. 
215. Ruvem Enterpises 
216. Sacco Fresh Ltd. 
217. afari Horticulture Limited 
218. Sulpter Merchants 
219. Sam Veg & Fruits Ltd. 
220. amakab Mixed Fruits & Veg. 
221. arnrock Investments Ltd 
222. Sarnste Fresh Kenya Limited 
223. awa Harvest Ltd. 
224. can African Exporter (K) Ltd. 
225. See You Centre Agencies 
226. election Fruits Enterprises 
227. halimar Flowers 
228. ian Exports Kenya Ltd. 
229. Signet Forwarders Co. Ltd. 
230. il ermine International o. Ltd. 
231. imba Nut Products 
232. now White Produce imited 
233. olid Veg. Exports 
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234. olomon Supplies Agencie 
235. Somwa Fresh Fruits & Exports 
236. overeign Horticulture Produce Limited 
237. peed Birds Food upplier 
238. peed Fresh Ltd. 
239. tephil Enterprises 
240. tone Bridge Enterprise 
241. uefrank In estment 
242. ugutek Enterprises 
243. Summer Foods Limited 
244. ummit Air Express Ltd. 
245. unberr Kenya Ltd. 
246. unfresh Farm Produce 
247. unland Horticultural Enterprises 
_48. unny Fields Ltd. 
249. Sunripe ( 1976) Ltd. 
250. Sunste Baobab Ltd. 
251. Super Florowing Fresh 
252. uper Gibs Ltd. 
253. Super Veg. Limited 
254. Tabasamu Investments 
255. Tanar Foods Limited 
256. Tanya Roses Limited 
257. The Fresh Approach Limited 
258. Thika Exporters 2003 Ltd. 
259. Thika Fresh Hort. Ltd. 
260. Thorn Apple Investments 
261. Trans Hemisphere Cargo ervices 
262. Tremgen Growers 
263. Tropical Greenpacks Limited 
264. Typomi:x uppliers 
265. Ukulima East Africa Limited 
266. Uplands Growns 
267. Veg. Centre Limited 
268. Veg. Flow Limited 
269. Vegline 
270. Vegpro (K) Ltd. 
271. Vert Fresh Ltd. 
272. Vitacress (K) Ltd. 
273. amu Investments Ltd. 
274. Won Investments 
275. Wagash Enterprises 
276. Widespan Growers and xporters Ltd. 
277. Wilham (K) Ltd. 
278. Wilkel General Agencies 
279. Winter fresh Ltd. 
280. Women With A Vision 
281. Woodland Fresh 
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APPENDIX Ill: Q E TIO JRE 

is questionnaire seeks to establish strategic planning practices within the horticultural 
Kenya. The information obtained will be treated in utmo t onfidence and u ed for 
I)' academic purposes. Your as i tance in completing this questionnaire will be highly 
preciated. 

e questionnaire is in two parts A and B. 
art A consists of questions aimed at obtaining general information about your 
rganization 
art B eeks information on the strategic planning practices of our firm . 

)ate -------

PART A: BACKGROUND INFORMATION . 

. Ownership (Please tick the appropriate one) 
0 Pri ate company 
0 Pub I ic company 
0 Jointl privately and go ernment owned 

Questionnaire o .. ______ _ 

0 Other (Please Specif ) ....... . ........................................................... . 

-·How many years has the company been in operation? 

------------~ e~s 

3. Do you have a strategic planning department? (tick) 
0 Yes 
0 0 

4. Hov. many employees do you ha e? (Please tick accordingly). 

Permanent 
0-25 
26-50 
51 -75 
76-100 
Over 100 

Tempor~y 

0-100 
100-200 
200-300 
300-400 
Over400 

- . What is your sales turno er per annum? 
C Less than 25 million 
0 26-50 Million 
0 51-75 Million 
0 76-100 Million 
0 0 er 100 Million 
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6.Ho 
0 

ould ou categorize our export proc ing technology? 
U ing imple manual! op rated machine 

0 U ing electrically motorized rna hine 
0 Using computerized automated machine 
0 ther Please pecify) .............. ... ......... ....... . . . .. . .. .... ....... .. ... . . 

7. Which of the following best de cribes the predominant calib r of the enior 
management staff From Head of departments to the .E. ) in your organization? 

0 o technical and management training 
0 Technical specialist ith no management training but with on-the-job e perience. 
0 Technical specialist with management training 
0 Professional manager v ith busine sand management training 
0 Other (Please 

specify) ... . . ... .. .. ... ....... . .... . .... . . . . .. . . ....................... . .......... . ........... . 

PARTB: TRATEGIC PLAN lNG PRACTICES 

I. Do ou have ami ion statement? 

0 Yes a written one 
0 Yes an unwritten one 
0 0 

2. Plea e indicate belo the nature of your trategic planning 
0 o strategic planning 
0 ·ormal strategic planning 
0 Informal trategi planning 
0 Other (Please specify) .. .. .. ......... . . ... .. .. .. ... . .......... . . . . . .. ... .. .......... . ... . 

3. indicate the year when strategic planning was first deve.loped in your organization 

4. What is the time horizon of your plans? 
0 Les than 3 ear 
0 3-5 years 
0 Over five years 

5. How often do you re ise your strategi plan ? 
. ...... . . .......... . . . .. . times ever . . . . . . . . . . . . . . . . . . .. ears. 

6. Who is responsible for strategic planning in your organization? 
0 Board of Directors 
0 Chief Executive Officer 
0 enior Managers 
0 Consultant 
0 Other (Please specify) ..... . ..................................... .... . ..... . 
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7. tate an three of your long-term corporate objecti es 
a ................................................ ··· ········· ······ ······· 

b . .... . .............. .. ............... ... .. ........... ............... .. ... . 

c ... . ..................... ......................... ... ..................... . 

8. Which of the following do ou use in your trategic planning 
0 brain tormjng and focu groups. 
0 Mathematical method like trend e trapolation regres ion anal sis and 

simulations. 
0 Other (Please 

specify) .................... .. ........... .... .... . ............... . ...... ..... ... .. . 

9. Which of the folio ing steps do ou undertake in strategic planning proces in your 
organization? Tick all those that you undertake). 

0 Analy is ofthe external en ironment 
0 Analysis of internal organizational en ironment 
0 Defining or revising the company s mis ion statement and strategic objecti es 
0 Developing strategies to achieve the strategic objecti es of the company 
0 Choosing the appropriate strategy 
D Other (Please specify .... .. ...... ................... . ......... .... ...... ... .......... . . . 

I 0. When you ha e a strategy, to which of the following do ou communicate; 
0 Internally in the organization 
0 Externally to the relevant constituencies (Financers, ustomers, Business 

partner ) 
o Both intemall and externally 

ll.Who undertakes en ironmental canning and anal 
0 A specially assigned department 
0 A hired con ultant 
0 Market research companies 
0 Jndividual departmental heads 
0 Other ( Please 

for our company? 

specify) ........ ........... ......... . .... .......... .. ...... . ..... . ... .. ....... . . 

12. Indicate in the boxes provided by numbering appropriately the order in hich you 
perform the various tasks of the strategic planning process indicated below. 

0 Analysis of the external environment 
0 Analysis ofthe internal organizational environment 
0 Defining or revising the company s mission statement and strategic objectives 
0 Developing strategies to achieve the strategic objective of the company choosing 

the appropriate strategy 
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13. What is the nature of your company s obje ti es? 
0 Les than 3 years 
0 3-5 year 
0 More than 5 ears 

14. Who participates in setting these objecti e ? 
0 Board of Directors 
0 Chief Executive fficer 
0 enior managers 
0 Consultants 
0 Others Please specif ) .... .......... .. ......... .. ...... ... .............. . ..... . ... ... ....... . 

15. Indicate whether the following features characterize our planning process. (Tick all 
tho e that apply) 

0 Formal meetings 
0 Informal planning interactions 
0 Tim -tables for plan preparations 
0 Clearly as igned responsibilities for planning 
0 Have a planning department 
0 Other (Please 

specifY) ........ . ... . .................................. . ....... .. ... .. ......... . . . .... .. 

16. Indicate the extent to which information on the following i considered in the 
planning process. Use a 5 point scale where: I= not at all & 5= very great extent. ircle 
accordingly. 

(i) Political and legal de elopments 2 3 4 5 
(ii) General economic trends 2 3 4 5 
(iii) Competjtors 2 3 4 5 
(iv) Market trends 2 3 4 5 
(v) Technological changes 2 "' 4 5 .) 

(vi) ocial and cultural trends 2 3 4 5 
(vii) Organization s internal re ources 2 3 4 5 

17. How do you collect information on the various a pects of our business environment? 
0 Search for information from both verbal and written ource 
0 Competitor sp ing 
0 Forecasting 
0 Use of formal studies 
0 Others (Please 

specifY) ....... .. . . . .. . .... . ........... . . .... .. .... ... . ... . ... . .... .. .. ..... . .... . 

18. Who is in charge ofthi activity (in 17 above)? Please tick or add accordingly. 
0 The corporate planning department 
0 The market research/Marketing department 
0 All departments 
0 Market research company 
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0 Hired consultant 
0 A spe ificall designate indi idual 
0 oone 
0 Others Plea e pecif ) ........................................................ . 

19. a) Do you carry out any form of competitor anal si ? 
0 Yes 
0 0 

b) If so what approache are us d by your firm to anal ze competitor performance? 
0 Ab olute sale turnover 
0 Market share analy i 
0 Price compari ons 
0 o t analysi 
0 trategic group analysi . (Analysis of bu iness ri al firms with imilar 

competi6 e approaches and market po ition ). 
0 Others(Piea e 

pecify) .. . ....................... . ........ . ..... . ..... . ·················· ···· · ·· · ·· · ·· 

20. Please rate the extent to hich you consider the following forces have influenced the 
horticultural industry in Ken a. Where: I= no extent at all and 5= ver great extent 

1. Threat of new entrants 
11. Threat of substitute products 

iii. Bargaining power of suppliers 
1 • Bargaining power of buyers 

Degr e of rivalry among the 
vi. Others (Please specify) 

2 
2 
2 
2 
2 
2 

3 
3 
3 
3 
3 
3 

4 
4 
4 
4 
4 
4 

5 
5 
5 
5 
5 
5 

21 . Indicate the extent to which each of the following factors have influenced your corporate 
strategy. Where 1 = no extent at all and 5= very great extent 

i. Government 1 2 3 4 5 
ii. Competitors 1 2 3 4 5 

iii. Regional markets 1 2 3 4 5 
iv. Globalization 1 2 3 4 5 
v. Customers & consumer pressure groups.1 2 3 4 5 

VI. Others (Please specify) I 2 3 4 5 

22. What business if an ha our compan diversified into InC incorporation? 

23. There are various approaches to selecting an appropriate strategy once strategic 
options ha e been developed. Which of the approaches below best describes the approach 
used by our company? 

0 Using intuition and gut feel 
0 Using rational and analyti al decision making proces es 
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0 Through the proce of negotiation with ke takeholder The Board, 
Management Financiers) 

0 Other (Plea e 
pecify) ... . ... . ... . .......... . .. .. ... .. . . .. . ..... . . .. ... .. . . . . ... . . .... . .. . . . . . .. .... . .. . 

24. Which of the following tools do ou u e in strategic p lanning? Plea e tick 
accordingly 

0 WOT analysis (Analysis of strengths Weakne s pportuniti and Threat 
0 trategic gap analysis 
0 PEST analysis (Analysis ofPolitical economic, ocial and Technological factors) 
0 Portfolio Matrices (B G, General Electric Ansofrs Market/Product etc) 
0 Others (Please pecify) 

25. To what extent do you consider our busine sen ironment to be turbulent 
Where: I =not turbulent and 5= very turbulent. Please circle accordingly. 

2 3 4 5 

26. What is the scope of your business? 
0 Local (within the country) 
0 Regional (with in Africa) 
D Global (across continents) 

27. Indicate in order of importance how your company values the following 
0 Quality 
0 Corporate image 
0 Customer satisfaction 
0 Business ethics 

28. Tick the challenges ou face in your strategic planning practices. 
0 Power and politic 
0 External control 
0 Predominant management styles 
0 ize of the organization 
0 Other (Please specify) .............. . ............. . .......... . ...... .. .. . 

Filled by _____ _ ____ _ 

Designation _______ __ _ 

THANK YO VERY MUCH FOR YO R CO-OPERA TIO . 
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