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ABSTRACT

This research project was a case study carried out on Barclays Bank ol Kenya limited 

(BBK ). The study sought to identify the competence-based strategies adopted by the 

hank. The research study sampled a total o f  44 respondents including heads o f key 

departments namely. Human Resources. Administration. Sales and Marketing, Risk 

and Controls. Retail, and Corporate who were based at the bank's Head Office in 

Nairobi. The research study was conducted by collecting primary data using interview 

guides. Being that the data collected was predominantly qualitative, the data was 

analyzed using content analysis. The study found that the bank had put in measures to 

ensure new information and knowledge is easily and effectively moved around the 

organization including feedback, employment o f  1CT and staff trainings and meetings. 

The study concludes that Barclays Bank o f  Kenya Limited has put in various 

competences based strategies .These included an efficient human resource system that 

allowed employees to closely attract with the management on views and 

implementation o f  strategies. The study recommended that that for Barclays Bank of 

Kenya to adequately employ competency based strategy in innovation and 

technology, there is need for an investment in Information Communication 

Technology.
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CHAPTER ONE: INTRODUCTION

1.1 Background to the study

In order to achieve a com petitive advantage, com panies need to pursue 

strategies that build on the existing resources and capabilities of an 

organization (its com petencies) and they need to form ulate strategies that 

build additional resources and  capabilities (develop com petencies). As cited 

in Hamel & Prahalad (1994), superior efficiency enables a com pany to lower 

its costs, superior quality allow s it both to charge a higher price and to lower 

its costs; and superior custom er service lets it charge a higher price. Superior 

innovation can lead to higher prices, particularly in the case o f product 

innovations, or it can lead to lower unit costs, particularly in the case of 

process innovations. D istinctive com petencies are  the unique strengths of a 

com pany. Valuable d istinctive com petencies enable a com pany to earn a 

profit rate that is above the industry average. The distinctive com petencies of 

an organization arise from its resources and capabilities. The source of a 

com petitive advantage is superior value creation. To create superior value, a 

com pany m ust lower its costs, differentiate its products so that it can charge a 

higher price, or do both sim ultaneously (Hamel and Prahalad, 1998).

1.1.1 Strategy

Strategy m ay be defined as the broad program of goals and activities to help a 

com pany achieve success. Strategy is the m atch between organization's 

resources and skills and environm ental opportunities and risks it faces and 

the purposes it w ishes to accom plish (Schendel & Hofer, 1979). This statem ent 

em phasizes that the environm ent is constantly changing and it is im perative 

that organizations have to constantly realign their activities to m atch the new 

environm ental requirem ents by having a strategy which ensures that day to
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day decisions are in line w ith  the long-term pursuits of the organization. 

W ithout a strategy, decisions m ade today could have a negative im pact on 

future results (Bruce & Langdon, 2002) as cited in M urage (2001) study of 

com petitive strategies adopted by m em bers of Kenya Independent Petroleum 

Dealers A ssociation (KIPED A ). A strategy is a long plan of action designed to 

achieve a particular goal, m ost often "w inning" (Thom pson et al, 2007). 

Strategy is differentiated from tactics or im m ediate actions with resources at 

hand by its nature of being extensively prem editated and often practically 

rehearsed. An effective strategy gives a firm  three benefits. First, it is a source 

o f econom ic gain. Second, it provides a fram ew ork for resource allocation. 

And third, it guides the firm 's decisions regarding m anagem ent and 

organization. Strategy m atches the m arket position of the firm to its resources 

and capabilities. M arket position entails both the am ount and type of value 

offered to custom ers and the cost the firm incurs to produce that value. The 

m ore value custom ers receive at a lower cost to the firm, com pared to its 

rivals, the m ore productive the firm.

H ayes & U pton (1998) elude that sound strategy form ulation and 

im plem entation will not only help a com pany to meet the challenges of 

com petition but it can also enable a com pany to defend or attack com petitors 

successfully. In so doing, the com panv will survive and prosper in the current 

dynam ic and turbulent environm ent. Strategy helps a firm to keep its 

custom ers by m eeting custom ers' expectations and the changing tastes and 

preferences. Econom ic perform ance is determ ined by how the firm is 

positioned in its m arket and how well the firm defends itself from 

com petition. W ithout a successful m arket position, there is no com petitive 

advantage. Successful positioning is based on the firm's resources and 

capabilities, w hich determ ine key value and cost drivers. A superior position
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is achieved when higher value to the custom er, through better quality or 

stronger technology, tor exam ple, is produced at a lower cost. Once 

established, the position must be defended from other firm s/rivals to prevent 

price com petition from  reducing profitability.

1.1.2 C om petence-Based  Strategy

There are a num ber o f fram ew orks that seek to explain the ways in which 

sustainable com petitive advantage can be achieved, although these can be 

understood in term s o f three fram ew orks given as: know ledge-based strategy, 

generic strategy, hybrid strategy, core com petence / distinctive capability / 

resource-based strategy. T he com petence- o r  resource-based model 

em phasizes that com petitive edge stems from attributes of an organization 

know n as com petences or capabilities w hich distinguish it from its 

com petitors, allow ing it to outperform  them. A ccording to Barney (1991), 

distinctive com petency is unique strength that allow s a com pany to achieve 

superior efficiency, quality, innovation, or custom er responsiveness and 

thereby to create superior value and attain a com petitive advantage.

A firm with a distinctive com petency can differentiate its products or achieve 

substantially low er costs than its rivals. C onsequently, it creates m ore value 

than its rivals and will earn a profit rate substantially above the industry 

average. The distinctive com petencies of an organization arise from  two 

com plem entary sources: its resources and capabilities. The financial, physical, 

hum an, technological and organization assets resource o f the com pany which 

can be divided into tangible resources (land, buildings, plant, and equipm ent) 

and intangible resources (brand nam es, reputation, patents, and technological 

or m arketing know -how ) (Ham el and Prahalad, 1994). To give rise to a 

distinctive com petency, a com pany's resources m ust be both unique and
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valuable. A unique resource is one that no other com pany has. A resource is 

valuable if it is in som e w ay helps create strong dem and for the com pany's 

products. For exam ple, Barclays Business club is valuable because it creates 

strong dem and for is business products (Barclays Bank o f Kenya Annual 

Report, 2007).

C apabilities refer to a com pany's skills at coordinating its resources and 

putting them  to productive use. These skills (H am el and Prahalad, 1998) 

reside in an organization's routines, that is, in the way a com pany makes 

decisions and m anages its internal processes in order to achieve organization 

objectives. M ore generally, a com pany's capabilities are the product of its 

organizational structure and control systems. They specify how and where 

decisions are made w ithin a com pany, the kind o f behaviors the com pany 

rewards, and the com pany's cultural norm s and values. It is im portant to 

keep in mind that capabilities are, by definition, intangible. They reside not 

so much in individual as in the w ay individuals interact, cooperate, and make 

decisions w ithin the context o f an organization.

The distinction betw een resources and capabilities is critical to understanding 

w hat generates a distinctive com petency. Q uinn (1992) argued that, a 

com pany m ay have unique and valuable resources, but unless it has the 

capability to use these resources effectively, it m ay not be able to create or 

sustain a distinctive com petency so long as it has capabilities that no 

com petitor possesses. For exam ple, Barclays is w idely acknow ledged to be 

the most profitable bank in Kenyan. But Barclay's distinctive com petency in 

banking does not com e from any unique and valuable resources. Barclays has 

the same resources (plant, equipm ent, skilled em ployees, and know how) as 

other com m ercial banks. What distinguishes Barclays is its unique capability
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to manage its resources in a highly productive w ay. Specifically, Barclay's 

structure, control system , and culture prom ote efficiency at all levels of the 

com pany (K enya Bankers Association, 2006).

1.1.3 T h e K enyan B an king  Industry

The Banking industry in Kenya is governed by the C om panies Act, the 

Banking Act, the C entral Bank of Kenya Act and the various prudential 

guidelines issued by the Central Bank of Kenya (CBK). The hanking sector 

w as liberalized in 1995 and exchange controls lifted. The CBK, w hich falls 

under the M inister for Finance's docket, is responsible for form ulating and 

im plem enting m onetary policy and fostering the liquidity, solvency and 

proper functioning of the financial system. The C BK  publishes inform ation on 

K enya's com m ercial banks and non-banking financial institutions, interest 

rates and oth er publications and guidelines. The banks have com e together 

under the Kenya Bankers A ssociation (KBA), w hich serves as a lobby for the 

banks' interests and also addresses issues affecting m em ber institutions 

(Central Bank Annual Report, 2007).

As at Decem ber 2008 there w ere forty-six banking and non-banking financial 

institutions, fifteen m icro finance institutions and one hundred and nine 

foreign exchange bureaus. Thirty-five of the banks, m ost of which are small to 

m edium  sized, are locally-ow ned. The industry is dom inated by a few large 

banks most o f which are foreign-owned, though som e are partially locally- 

ow ned. Six o f the m ajor banks are listed on the N airobi Stock Exchange. The 

com m ercial banks and non-banking financial institutions offer corporate and 

retail banking services but a sm all number, m ainly com prising the larger 

banks, offer other services including investm ent banking (Barclays Bank of 

Kenya Annual Report, 2007).
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Players in this sector have experienced increased com petition over the last 

few years resulting from  increased innovations am ong the players and new 

entrants into the market. Key issues affecting the banking industry in Kenya 

are: changes in the regulatory fram ew ork, where liberalization exists but the 

m arket still continues to be restrictive; declining interest m argins due to 

custom er pressure, leading to mergers and reorganizations; increased 

dem and for non-traditional services including the autom ation o f a large 

num ber of services and a m ove towards em phasis on the custom er rather 

than the product; and introduction of non-traditional players, who now  offer 

financial services products for exam ple, Safaricom 's M-Pesa service (Barclays 

Bank of K enya Annual Report, 2008).

The banking sector is poised for significant product and m arket developm ent 

that should result in further consolidation o f the banking sector. 

Pricew aterhouse C oopers is involved with the C BK  and a num ber of the 

m ajor players; and has also advised both the N airobi Stock Exchange and 

C apital M arkets Authority on various projects including drafting a disclosure 

fram ew ork and listing rules, and the introduction o f the C entral Depository 

Schem e (Central Bank Annual Report, 2006).

The traditional picture o f the Kenyan banking sector is of international banks 

like Standard Chartered and Barclays Bank com peting for large com m ercial 

custom ers and high net worth individuals, w ith state-ow ned or formerly 

state-ow ned national banks vying for the same m arket, while also providing 

som e services to less w ealthy individuals. However, this picture has begun to 

change som ew hat as a result o f tw o entirely different developm ents that have 

been enabled by the process o f the piecemeal financial services deregulation 

that is taking place across the country -the cross-border expansion o f African
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national banks and the em ergence of m icro-lending (Central Bank Annual 

Report, 2006). The process o f  regional integration in several areas has 

prompted several banks to invest in branches countryw ide and in 

neighboring states (M arket Intelligence, 2006: pg. 5). The industry, as a whole, 

has continued the process of grow th and reform; and  is changing as a result of 

financial reform s taking place not only in the cou ntry  but across the globe. 

The Kenyan banking sector is currently served by over 54 banks and out of 

these, five com m ercial banks led by the Barclays Bank and the Standard 

Chartered Bank, control 70% o f the banking m arket in the country (Central 

Bank Annual Report, 2007).

1.1.4 Barclays Bank o f Kenya Lim ited.

Barclays Bank o f Kenya Lim ited (BBK), a provider of financial services, 

opened its doors in 1916 and has operated continuously for 91 years. The 

Bank provides in its ow n nam e and through its subsidiaries a range of 

financial and related services. Barclays Kenya is currently the largest business 

unit in the Barclays Africa fam ily in terms of contribution to profit and size of 

operations. In  Kenya, it is the largest bank by asset value, m ajority-ow ned by 

Britain's Barclays Bank. It boasts of a balance sheet worth over US$ 1 billion 

which is equivalent to about 10% of the country's GDP. The bank is the 

m arket leader in the retail segm ent and is aggressively grow ing its corporate 

business w ith num erous world class financial services products (Central Bank 

Annual R eport, 2007).

Barclays is a large, diverse organization and is split up into a num ber of 

customers facing and support functions. Retail Banking, Local Business 

Banking, C orporate banking and M erchant banking are the bank's key 

customer facing functions, w hilst its support functions: Service Delivery

7



(O perations), Human Resources, Risk m anagem ent, Finance, Treasury, 

C om m unications, M arketing provide the back up that enables it to deliver 

outstanding service (Bank Supervision Annual Report, 2006).

The bank's plan in 2007 was to  use its retained profits to fund its plan to 

increase its num ber of branches across the country, with the Queensway 

house branch in N airobi being the largest. The Ksh. 2 billion expansion 

program m e is yielding results. It opened an additional 45 branches last year, 

bringing its total local branch netw ork to 107. All the outlets are com puter 

linked m aking it possible for custom ers to access their accounts from  any 

branch as if it were their ow n home branch for all their cash and cheque 

transactions. In addition it has 215 ATM s spread across the country, the 

largest num ber by any bank in Kenya. The bank's financial perform ance over 

the years has built confidence among the 48,000 shareholders, with a 

reputation as one of the leading blue chip com panies on the N airobi Stock 

Exchange w here it was listed in 1986. Its shares are  som e o f the m ost sought 

after and are popular with both institutional and retail custom ers. Currently 

Barclays Kenya has a staff com plim ent of over 3300 perm anent em ployees of 

which 2300 are distributed in the 45 Nairobi branches (Barclays Bank of 

Kenya Annual Report, 2008).

Tine bank pioneered the concept of unsecured retail lending in Kenya where it 

currently holds a m arket share o f over 30%. C ustom er deposits in 2006 rose 

by 15 percent to 93.8 billion (w hich represents 17% m arket share of total 

industry deposits) while loans grew  by 13 percent to 73.9 billion. Barclays 

m ade a pretax profit o f 5.42 billion shillings in 2005 and paid 2.9 billion 

shillings total dividends. In 2006, the bank actually made m ore earnings and 

posted pretax profits that rose 19 percent to 6.48 billion Kenya shillings

8



($93.37 m illion). This has further grown to Ksh 7.09 billion ($100 m illion) for 

2007 (Barclays Bank of Kenya A nnual Report, 2008).

Barclays Kenya was recognized as east A frica's most respected financial 

services com pany in a 2007 survey by business consultancy Pricewaterhouse 

Coopers, and nam ed Best bank in Kenya by G lobal Finance m agazine. The 

corporate and local business m arket segm ents are  the m ain drivers of the 

bank's lending initiatives (Barclays Bank Annual R eport, 2008). BBK lays great 

em phasis on stringent cost m anagem ent in its operations; hence its operating 

expenses w itnessed a 12% decline in the third quarter of 2006 to KES 6.20 

Billion. Som e o f the challenges that the bank is currently  facing in the Kenyan 

m arket environm ent include stiff com petition, security  situation, rising crime 

and fraud in the country, lack o f a credit reference bureau and central bank 

plans to control bank charges. These, am ong other factors, would affect the 

bank's business going forw ard.

1.2 Statem ent o f the Problem

Success in tod ay 's global, interconnected econom y spring from the fast and 

efficient exchange of inform ation. Sustainable com petitive advantage is no 

longer rooted in physical assets and financial capital, but in effective 

channeling o f intellectual capital. In researches d on e in the developed world 

(Spender; 1996, Hamel and Prahalad; 1990; W enerfelt; 1984), a firm's 

resources consist o f all assets tangible and intangible, human and non human 

that are possessed and controlled by the firm, and that perm it it to devise and 

apply value enhancing strategies.
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Hamel and Prahalad (1990) explicitly recognize the profound linkages 

between a com pany's core com petencies, its core products and its ability to 

profitably position itself in the ever changing m arket place. Spender (1986) 

contends that a firm 's know ledge and its capability  to create exclusive 

know ledge are at the centre o f the theory of the firm . Grant (1996) suggested 

that know ledge is the significant com petitive asset that a firm possesses. In 

the resource-based view (W enerfelt, 1984; Barney, 1986, 1991; Ham el and 

Prahalad, 1990), know ledge is seen as a strategic asset with the potential to be 

a source of sustainable com petitive advantage for the organization. Several 

researches that have been conducted on com petitive strategies adopted by 

organizations' in Kenya show  that firms adop t different and unique 

strategies. O m ond i (2006) carried out a study on  com petitive strategies 

adopted by airlines in Kenya and found that airlines sought to add value to 

their products through differentiated custom er service. M urage (2001) 

analyzed the com petitive strategies in the petroleum  industry and found that 

service stations use differentiation as a m ethod o f obtaining com petitive 

advantage over other service stations. Com panies that deal with petroleum 

products establish branded service stations and are only supplied by the 

firm's tankers.

Gathoga (2001) focused on com petitive strategies adopted by com m ercial 

banks in Kenya. The study revealed that banks in Kenya use various 

strategies in ord er to remain com petitive, and that these strategies are unique 

in each context. He recom m ended that a further research on com petency 

strategies adopted by com m ercial banks be undertaken. There is little and /or 

scanty research done on com petence-based strategies adopted by com m ercial 

banks in Kenya yet these strategies are what m ake each individual bank 

unique from the other; and are therefore used to earn an edge over rivals. This
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is particularly im portant since there is a general agreem ent that know ledge 

m anagem ent represent the m ost im portant com petitive advantage for 

organizations (D rucker, 1993; Quinn, 1992; Stew art, 1997). T his study 

therefore seeks to explore the com petence-based strategies adopted by 

Barclays Banks of Kenya to generate a sustainable com petitive advantage in 

the Kenyan banking industry w here it is seen as the m arket leader (Central 

Bank Annual Report, 2007).

1.3 Research O b jectiv e

To identify the com petence-based strategies adopted by Barclays Bank of 

Kenya.

1.4 Im portance o f the Study

This study is aim ed at evaluating the effectiveness of com petence-based 

strategies adopted in today's business organizations for com petitive 

advantage. T his research will therefore provide an insight into the various 

com petence-based strategies applied by organizations, and their effectiveness 

in creating com petitive advantage. Further, the research findings will provide 

recom m endations as well as reference to Barclays Bank's policy m akers and 

m anagers on how  these strategies can best be developed and im plem ented for 

sustainable com petitive advantage. The findings and recom m endations will 

also be useful to other com m ercial banks in the Kenyan banking industry. 

Significantly, the research will contribute literature to the relevant ventures 

for future researchers and academ icians. The study will also highlight other 

areas and topics that need further research studying.

l l
......



1.5 Scope o f Study

This research study aim s at identifying the com petence-based strategies 

adopted by Barclays Bank of Kenya Lim ited. Prim ary data w as collected from 

the bank’s m anagers and heads of departm ents who w ere perm anent 

m em bers of staff with a m inim um  of 3 years continued em ploym ent with the 

bank, and are based at the bank's Head Office in N airobi.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Strategy and C om petition

Today's com panies face their toughest com petition ever. To survive, a 

com pany has to win custom ers and outperform  com petitors, often by moving 

a product and selling philosophy to a custom er and m arketing philosophy 

(Porter and M ontgom ery, 1991). W inning com panies in today's m arket place 

have becom e adept at developing and im plem enting strategies for building 

custom ers, not m erely building products. Today, the focus is shifting towards 

relationship m arketing. The new  view is that m arketing is the science and art 

of finding, retaining and grow ing custom ers; and in so doing the firm earns a 

com petitive advantage: an advantage over com petitors gained by offering 

consum ers greater value, either through low er prices or by providing more 

benefits that justify higher prices. Com petitive strategy com es into play in two 

areas of the m arketing plan. First, in assessing the current m arket situation, 

businesses m ust identify their com petitors and learn m ore about each rival's 

strengths and w eaknesses. Second, they have to use com petitive intelligence 

and analysis to shape their overall com petitive strategy, which is supported 

by the m arketing mix.

Thom pson & Strickland (1993) have propounded that strategy provides better 

guidance to the organization, m akes m anagers alert to w inds o f change, 

opportunities and threats presented bv the changing environm ent. It is 

im portant that strengths, w eaknesses, opportunities and threats (SWOT) 

analysis be conducted. It also provides a rationale to evaluate com peting 

decisions a m anager makes. Finally, strategy helps create more proactive 

m anagem ent posture than reactive and defensive postures. A ggressive 

pursuit of a creative strategy can propel a firm into a leadership position. In
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order to prepare an effective m arketing strategy, a com pany m ust consider its 

com petitors as well as its custom ers. It m ust continuously analyze 

com petitors and develop com petitive m arketing strategies that position it 

effectively against com petitors and give it the stron gest possible com petitive 

advantage. C om petitive analysis first involves identifying the com pany's 

m ajor com petitors. The com pany then assesses com petitors' objectives, 

strategies, strengths and w eaknesses and reaction patterns. U sing this 

inform ation, it can select com petitors to attack or avoid. Next, having 

identified and assessed its main com petitors, the com pany m ust decide how it 

w ants to deliver value to target custom ers and fashion a broad com petitive 

strategy by w hich it can gain com petitive advantage.

To prepare an effective and com petitive m arketing strategy, a  com pany must 

study its com petitors as well as its actual and potential custom ers (Bruce and 

Langdon, 2002). Com panies need to identify com petitors' strategies, 

objectives, strengths, w eakness, and reaction patterns. They also need to 

know  how to design an effective com petitive intelligence system . A 

com pany's closest com petitors are those seeking to satisfy the same custom ers 

and needs and m aking sim ilar offers. A com pany should also pay attention 

to talent com petitors, w ho may offer new or other w ays to satisfy the same 

needs. A com pany should identify com petitors by using both industry and 

m arket based analyses. C om petitive intelligence needs to be collected, 

interpreted, and dissem inated continuously. M anagers should be able to 

receive timely inform ation about com petitors. M anagers need to conduct a 

custom er value analysis to reveal the com pany's strengths and w eaknesses 

relative to com petitors. The aim  o f this analysis is to determ ine the benefits 

custom ers w ant and how  they perceive the relative value o f com petitors' 

offer.
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According to K otler (2002), a m arket leader has the largest m arket share in the 

relevant product m arket. To rem ain dom inant, the leader looks for ways to 

expand total m arket dem and, attem pts to protect its current m arket share, 

and perhaps tries to increase its m arket share. A m arket challenger attacks 

the m arket leader and other com petitors in an aggressive bid for m ore market 

share. C hallengers can choose from  five types of general attack; challengers 

m ust also choose specific strategies: discount prices, product cheaper goods, 

innovate in products or distribution, im prove services, reduce m anufacturing 

costs, or engage in intensive advertising. A m arket follow er is a runner up 

firm that is w illing to m aintain its m arket share and no rock the boat. A 

follow er can play the role of counterfeiter, cloner, im itation, or adapter. A 

m arket niches serves small m arket segm ents not being served by larger firms. 

The key to nichm anship is specialization.

As im portant as a com petitive orientation is in today's global markets 

com panies should not overdo the em phasis on com petitors. They should 

m aintain a good balance of consum er and com petitor m onitoring. Which 

com petitive m arketing strategy makes the m ost sense depends on the 

com pany's industry and one w hether it is a m arket leader, challenger, 

follow er or nicher. A m arket leader has to m ount strategies to expand the 

total market, protect m arket share, and expand m arket share. A market 

challenger is a firm that tries aggressively to expand its m arket share by 

attacking the leader, other runner up com panies, or sm aller firm s in the 

industry. The challenger can select from a variety o f direct or indirect attack 

strategies.

A m arket follow er is a runner up firm that chooses not to rock the boat, 

usually from fear that it stands to lose more than it might gain. But the
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follow er is not w ithout a strategy and seeks to use its particular skills to gain 

m arket grow th. Som e follow ers enjoy a higher rate o f return than the leaders 

in their industry. A m arket nicher is a sm aller firm  that is unlikely to attract 

the attention o f larger firm s. M arket nichers often becom e specialists in some 

and use, custom er size, specific custom er, geographic area, or service.

2.2 C om p eten ce-B ased  Strategies

The distinctive com petencies of an organization arise from  two 

com plem entary sources: its resources and capabilities and this gives the basis 

on how to com pete. The financial, physical, hum an, technological and 

organization assets resource o f the com pany defines its com petency based 

strategy.

2.2.1 Human Resources

As seen in Prahalad and Hamel, (1990); people are  at the heart o f strategy. 

The know ledge and experience o f  people can be the key factors enabling the 

success of strategies. But they can also hinder the successful adoption of new 

strategies too. So hum an resource issues are a central concern and 

responsibility o f m ost m anagers in organization and are not confined to a 

specialist hum an resource function. Indeed, although formal HR system s and 

structures m ay be vitally im portant in supporting successful strategies, it is 

quite possible that they may hinder strategy if they are not tailored to the 

types of strategies being pursued. According to W enerfelt (1984), possession 

of resources (including people) does not guarantee strategic success. Strategic 

capability is essentially concerned with how these resources are deployed, 

m anaged, controlled and, in the case of people, motivated to create 

com petences in those activities and business processes needed to run the 

business. The concept o f core com petences goes beyond this in a search for
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those few activities that underpin com petitive advantage or dem onstration 

excellence. Em ployees or groups o f em ployees can  be seen to be critical to 

strategic success of an organization. These are  the people that the 

organization's success m ay have been built upon in the past and it is likely 

that the existing structures are centered around them  (Cam pell et al, 2002).

N evertheless, the starting point o f successful strategies is acquiring, retaining 

and developing resources of at least a threshold standard and this clearly 

applies to people as a resources. Much of the 'h ard ' side of HR is concerned 

w ith ensuring that this 'baseline' is maintained in the organization. Human 

resources can be closely linked w ith the firm 's core com petences. H am el and 

Prahalad (1994) describe core com petences as 'a  bundle of skills and 

technologies rather than a single discrete skill or technology. A lthough we 

cannot limit core com petences to human resources only, it is clear that human 

resource m anagem ent must form  at least part o f the organization 's core 

com petence because 'sk ills ' are grounded in hum an capabilities. Human 

resource m anagem ent m ust be a key core com petence for any w orld class 

m anufacturing firm. New ideas for innovation, new  products, continuous 

im provem ent and so on, com e from harnessing this creativity from humans 

not via m achines or 'tech nology '. W hether in system atic and widespread 

problem  solving in the flexibility of team w orking or in the em erging role of 

'know ledge o f w orkers', the distinctive capabilities of human beings is now 

being recognized. In the 'resource based' view o f strategy, organizations are 

encouraged to identify and build upon their core com petencies; w hat is now 

clear is that a m ajor (but still often underutilized) resource is the people 

involved in the organization -  the 'hum an resources' (Spender, 1996).
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2.2.2 K now ledge M anagem ent

Know ledge m anagem ent is concerned with storing and sharing the wisdom, 

understanding and expertise accum ulated in an organization about its 

process, techniques and operations. As Ulrich (1998) cited in Armstrong 

(2006), know ledge lias becom e a direct com petitive advantage for com panies 

selling ideas and relationships. Know ledge m anagem ent deals as m uch with 

people and how  they acquire, exchange and dissem inate know ledge as with 

inform ation technology. Know ledge M anagem ent is a conscious strategy of 

getting the right people at the right time and helping people share and put 

inform ation in w ays that will im prove organizational performance. 

Know ledge M anagem ent is about encouraging individuals to com m unicate 

their know ledge by creating environm ents and system s for capturing, 

organizing and sharing know ledge throughout the com pany. The 

developm ent and practice of Know ledge M anagem ent is continuously and 

dram atically increasing in organizations. And due to im provem ents in 

Know ledge M anagem ent, the race for seeking com petitive edge through 

know ledge increases at an even faster rate. O rganizations have long 

recognized the im portance of m anaging their intangible assets (Srivastava, 

2001).

The developm ent of brands, stakeholder relationships, reputation and the 

culture of the organization is readily viewed as providing sustainable source 

of com petitive advantage. Success in today's global interconnected econom y 

springs from the fast and efficient exchange of inform ation. Sustainable 

com petitive advantage is no longer rooted in physical assets and financial 

capital, but in effective channeling of intellectual capital (W enerfelt, 1984). 

The ability to develop and leverage the value o f these intangible assets 

com prises a core com petency for organizations. Know ledge M anagem ent
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involves transform ing know ledge resources by identifying relevant 

inform ation and then dissem inating it, so that learning can take place. 

Spender (1996) argued that, know ledge m anagem ent strategies prom ote the 

sharing of know ledge by linking people w ith people, and by linking them to 

inform ation so that they can learn from docum ented experiences. Know ledge 

can be stored in data banks and found in presentations, reports, library, policy 

docum ents and m anuals. It can be moved around the organization through 

inform ation system s and by the traditional m ethods such as meetings, 

w orkshops, courses, w ritten publications, videos and tapes.

2.2.3 Innovation and T ech nology

Innovation is prim arily the application of a fundam ental hum an skills -  that 

of creative problem  solving. Innovation is not a luxury but an im perative, it is 

essential for survival and grow th. Yet although uncertain, it is not a lottery; 

evidence show s that it can be m anaged to com petitive advantage. T he key to 

this lies in recognizing that it is a process like any other in organizational life, 

the difference being that this process is concerned w ith renew ing the things 

the organization offers and the ways in which it creates and delivers them. 

M anaging the process is thus of central concern in strategic operations 

m anagem ent. Process technology is not a quick fix solution and investm ent 

m ust be m ade alongside skills and capabilities. Any investm ent has to be 

m ade to support the com pany in its chosen m arket and should not be at the 

whim of a particular technical specialist but should be a holistic decision for 

the com pany (Brow n, 1996).

Vast am ounts o f investm ent have been made in some plants w ith little 

com petitive advantage being gained as a result. H ow ever, when appropriate 

investment is m ade it should allow  the firm to operate at world class levels,
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provided that it is used to m eet the needs o f the m arkets in w hich the firm is 

com peting. Process technology is a requirem ent in ord er to m eet the dem ands 

of the needs o f  m arkets. In order to meet these needs, technology can be used 

for rapid change over and set up times, volum e and variety mixes, delivery 

speed and reliability requirem ent and for ensuring process quality. However, 

technology m ust not be seen as a replacem ent for hum an resource capability. 

Investm ent in technology is a strategic decision. Investm ent m ust be m ade to 

enable the firm to support the m arkets in which the firm  is com peting (Quinn, 

1992).

2.2.4 C om pany's A ssets

Tangible balance sheet assets such as plant and equipm ent, raw materials, 

supplies, inventory, and finished products generate value because they can be 

bought and sold. Furtherm ore, the value of these tangible assets ultim ately is 

not just their m arket or trade value, but also their value-in-use. Tangible 

assets can be leveraged by an organization to: Low er costs by enhancing 

productivity; enhance revenues through higher prices if, for exam ple, the raw 

m aterials and equipm ent lead to superior product functionality, features and 

durability; serve as a barrier to entry or mobility barrier because oth ers must 

m ake sim ilar investm ents; provide a com petitive edge to the extent that they 

m ake other assets (e.g. em ployees) more valuable and provide m anagers with 

options, for exam ple if the plant or equipm ent can be shared across products 

(Srivastava, 2001).

It is im portant to recognize that m arket-based assets can also be utilized in the 

sam e m anner as tangible, balance sheet assets. They can also be leveraged by 

the firm to: Low er costs; to provide superior relationships w ith and 

know ledge o f channels and custom ers leading to low er sales and service costs
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and attain price prem ium s. Srivastava (2001) argued that, brand and channel 

equity  lead to higher perceived value, generate com petitive barriers, custom er 

loyalty and sw itching costs rendering channels and custom ers less inclined to 

purchase from rivals. Intangible assets provide a com petitive edge by making 

oth er resources m ore productive (e.g. satisfied bu yers are m ore responsive to 

m arketing efforts). They also provide m anagers w ith options; for exam ple, by 

creating  trial for brand and category extensions.

Today, and for the foreseeable future, m ost businesses will rem ain a mix of 

both tangible and intangible assets and w ill require an analogous m ix of the 

appropriate asset-based m anagerial com petencies to develop the strategies 

needed for deploying such assets to build increasingly hybrid organizations. 

W hile organizations continue to optim ize their tangible assets, they m ust also 

gain the ability to m anage intangibles assets, or run the risk o f greatly under­

optim izing their com bined asset base and thus too their corporate 

perform ance. How ever, as Srivastava (2001) argued, organizations are often 

less adept at m anaging ideas and innovation, strategizing and leveraging 

intellectual property, creating value, building brand equity, or building the 

reputation of an enterprise through human resource developm ent and social 

responsibility initiatives. Intangible assets are know ledge-based assets, and 

therefore capturing ideas and turning them into innovation involves 

recognizing good ideas and concepts, and putting them  to work w ithin the 

organization.

G ood ideas and well thought through concepts are central to the future 

viability of all enterprises, and strategies that recognize ideas as currency, 

serve the m anagem ent o f these assets by creating a flow of ideas throughout 

the organization that eventually lead to the creation of innovative products
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and services. W hile m any m anagers today would agree w ith the im portance 

of innovation, m ost organizations have no actual strategies in place to manage 

their know ledge or to encourage creation and innovation (H argadon, 1998). 

W ith the high levels of advanced education and intelligence evident at all 

levels within tod ay 's w orkforce, it is more im portant than ever to learn how 

to m anage hum an capital. Good ideas today, are new  products and services 

tomorrow.

According to Srivastava (2001) m any organizations fail to obtain, m anage, or 

leverage their intellectual property. These organizations see patents, 

trademarks, and copyrights as som ething they have to obtain, m uch as one 

may need to obtain  a license to do business. And w hile this perspective is part 

of the truth (Stew art, 1997); another part is that intellectual property is a 

corporate asset that necessitate strategic thinking and planning. However, 

when the asset base shifts toward intangibles, m anagerial com petencies are 

needed that see intellectual property as a valuable asset, and know  how to 

leverage it successfully and significantly. This intangible asset managing 

com petency sees intellectual property as an asset to be deployed no less than 

does the tangible asset m entality see a m anufacturing plant or real estate as 

im portant assets to be m anaged w ell. All assets, be they tangible or intangible, 

must be engaged to produce incom e, benefit, or increased value. Intellectual 

property strategies are based upon the recognition that, unlike tangible assets 

that are consum ed by their use, intangible assets increase in value through 

use.

All organizations and enterprises have a brand because all such entities 

operate under a name. But m ost enterprises fail to develop a strategy for 

building that nam e into brand equity. The m anagem ent of the brand a
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strategic planning issue because brand building develops quantifiable brand 

equity, and because as all m arkets reach greater levels o f saturation and 

consumption tops out, brands w ill be necessary to shop every categorv. Thus, 

brand strategies focus upon concentrating and building favorable brand 

awareness by em bodying and expressing a consistent, recognizable, and 

intelligible set o f attributes and qualities (W enefelt, 1984). Corporate 

reputation flow s from the acts and behaviors of an organization is obvious to 

many, but again, these acts and behaviors are not often consciously m ade the 

subject of strategic thinking and strategy developm ent. O n-going ethical 

education and the new  social responsibility that em erges from it, 

dem onstrates that corporate character can be leveraged and deployed to drive 

the bottom  line, intangible asset values, while benefiting the surrounding 

society. Such strategies adopt education and teaching to develop character, 

instill habits, and build reputation (Grant, 1996).

2.3 C ontribu tion  o f C om petence-Based Strategies to C om petitive 

Advantage

Today, m anagers in many industries are w orking hard to m atch the 

com petitive advantages of their new global rivals. Creating a sense of 

reciprocal responsibility  is crucial because com petitiveness ultim ately 

depends on the pace at which a com pany em beds new advantages deep 

within its organization. The essence of strategy lies in creating tom orrow 's 

com petitive advantages faster than com petitors can m im ic the ones in 

possession today. The key is not to anticipate the future but to create the 

future (Hamel & Prahalad 1989). The com petence- or resource-based model 

em phasizes that com petitive edge stems from attributes of an organization 

known as com petences or capabilities which distinguish it from  its 

com petitors, allow ing it to outperform  them. Core com petences tend to be
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both com plex and intangible so th at it is necessary to explore the nature of the 

resources and com petences that underpin them. T he purpose o f such analysis 

is to allow m anagers to identify w hich resources and com petences act as the 

foundation o f existing or potential core com petences. It is extrem ely 

important to n o te  that not all the com petitors in an industry will possess core 

com petences o r  distinctive capabilities (Kay, 1993). It is only those players 

that are producing above average performance that can be considered as 

possessing core com petences. Those with only average or below  average 

performance possess com petences and resources (w ithout w hich they could 

not com pete in the industry at all) but not core com petences.

For a com pany to succeed, either its strategy m ust fit the environm ent in 

which the com pany operates, o r the companv m ust be able to reshape this 

environm ent to its advantage through its choice of strategy. Com panies 

typically fail w hen their strategy no longer fits the environm ent in w hich they 

operate. A ccording to Porter (1980), the main technique used to analyze 

com petition in the industry environm ent is the five forces m odel. The five 

forces are: T he risk of new  entry by potential com petitors, the extent o f rivalry 

am ong established firms, the bargaining power o f buyers, the bargaining 

pow er of suppliers, the threat o f substitute products.

The stronger each force the m ore com petitive is the industry and the lower is 

the rate of return that can be earned. The risk of entry by potential 

com petitors is a function of the height of barriers to entry. The higher the 

barriers to entry , the low er is the risk of entry and the greater are the profits 

that can be earned in the industry. A company has a com petitive advantage 

when its profits rate is higher than the average for its industry, and that it has 

a sustained com petitive advantage when it is able to maintain this high profit
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rate over a num ber of years. (In the U.S. departm ent store industry, for 

exam ple, W al-M art has had a sustained com petitive advantage that has 

persisted for decades. This lias been translated into a high profit rate).

A com pany has com petitive advantage whenever it has an edge over its rivals 

in securing custom ers and defending against com petitive forces (Thom pson & 

Strickland, 2002). Tw o basic conditions determ ine a com pany's profit rate and 

hence w hether it has a com petitive advantage: the am ount of value custom ers 

place on the com pany's products, the higher the price the com pany can 

charge for these products. H ow ever, the price a com pany charges for a good 

or services is typically less than the value placed o n  that good or service by 

the custom er becau se the custom er captures som e o f that value in the form of 

w hat econom ics call a custom er surplus (W enerfelt, 1984). Efficiency, quality, 

custom er responsiveness, and innovation are all im portant elem ents in 

obtaining a com petitive advantage. Superior efficiently enables a com pany to 

low er its costs, superior quality lets it both charge a higher price and low er its 

costs; superior custom er responsiveness allows it to charge a higher price; and 

superior innovation can lead to higher prices or low er unit costs. Strategic 

decisions are intended to create com petitive advantage for the firm or, at the 

very least, to allow  the firm to continue to com pete in its chosen m arkets. It 

should fall under the realm  of strategists within the firm to determ ine and 

exploit opportunities and at the same time, to be aw are of and diffuse 

potential threats from other players (Stewart, 1997).

A feature of strategy is the need for awareness and vision outside o f the firm, 

as Hamel and Prahalad explain: "T o  get to the future first, top m anagem ent 

must either see opportunities not seen by other top teams or must be able to 

exploit opportunities, by virtue of preemptive and consistent capability
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building, that o th er com panies c a n 't"  (Hamel and Prahalad, 1994: p.78). For 

some firms this will m ean attacking, and explo iting  opportunities where a 

major player has not paid attention, or has believed a particu lar market 

segment to be insignificant. For exam ple, in the late 1980s, IBM lost over on 

third of its PC m arket share to Com paq and A pple. Those tw o players 

(amongst others) attacked in key segm ents such as hom e use, education and 

small business users. H ow ever, strategy does not necessarily concern itself 

with the destruction of other p layers but, a firm m ay  often develop alliances 

with other com petitors rather than seek their destruction. This is very 

apparent with the em ergence o f globalization. T h ese  alliances m ay play a 

major factor in the success o f the firm in specific areas like on technology or in 

the supply chain . A key requirem ent for entry to these alliances, though, is in 

the operations capability that each firm can bring to a particular alliance 

(Kotler, 2002).

2.4 C ore C om petence, D istinctive C ap ab ilities  and C om petitive

Advantage

A core com petence or distinctive capability is an attribute, or collection of 

attributes, specific to a particular organization w hich enables it to produce 

above industry average perform ance. It arises from  the w ay in which the 

organization has em ployed its com petences and resources m ore effectively 

than its com petitors. The result o f a distinctive capability  is an output that 

custom ers value more highly than those o f com petitors. It is based upon one 

or m ore o f superior organizational know ledge, inform ation, skills, 

technology, structure, relationships, netw orks and reputation (Thom pson and 

Strickland, 2002).
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Perhaps the best known explanation of core com petence is that provided by 

Prahalad and Ham el (1990): "C ore  com petencies are  the collective learning of 

the organization, especially how to co-ordinate d iverse production skills and 

integrate m ultiple stream s of technologies."(Prahalad and I lam el, 1990 p.l 13). 

The concepts o f core com petence and distinctive capability provide us with 

insight into how  a business can build attributes w hich can deliver superior 

perform ance. They also inform  the process o f determ ining w here such 

com petence and capabilities can be exploited. C apabilities refer to a 

com pany's skills a t coordinating its resources and putting them to productive 

use. These skills reside in an organization's routines, that is, in the way a 

com pany m akes decisions and m anages its internal processes in order to 

achieve organizational objectives. More generally, a com pany's capabilities 

are the product of its organizational structure and control system s. They 

specify how and w here decisions are m ade w ithin a com pany, the kind of 

behaviors the com pany rew ards, and the com pany's cultural norm s and 

values. It is im portant to keep in mind that capabilities are, by definition, 

intangible. T hey  reside not so m uch in individual as in the way individuals 

interact, cooperate, and m ake decisions within the context of an organization.

2.5 Su sta in ab le  C om petitive A dvantage

W hereas Porter (1988) defined com petitive advantage as requiring sustained 

above-average perform ance in the long-run, G rant (1996) defines com petitive 

advantage as the ability to outperform  rivals on profitability. It is the ability of 

a firm to use its resources, capabilities and com petences in a w ay that 

provides a com petitive edge. C om petitive advantage concentrates on the firm. 

Porter (1998) observed that a successful firm's strategy stem s from an ability 

to translate a broad com petitive strategy into specific action steps required in 

gaining a com petitive advantage. Com petitive advantage develops from  the
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value a firm is able to create for its buyers. It cannot be understood by looking 

at a firm as a w hole; but stem s from the m any discrete activities a firm 

perform s.

A ccording to Porter (1999), we can create com petitive advantage as w e make 

tough choices about w hat we w ill do and not do. C om petitive advantage is 

norm ally defined as the ability to earn returns on  investm ent consistently 

above the average for the industry (Porter, 1985). Barney (1986) indicates that 

a firm is said to have a com petitive advantage w hen it im plem ents a value 

creating strategy not sim ultaneously being im plem ented by any current or 

potential com petitors. C om petitive Advantage (Superior Perform ance) is 

often seen as the overall purpose of business strategy. Essentially, a business 

can be said to possess com petitive advantage if it is able to return higher 

profits than its com petitors. The higher profits m eans that it will be able to 

com m it more retained profits to reinvest in its strategy, thus m aintaining its 

lead over com petitors in an industry. When this superiority is m aintained 

successfully o v er time, this is referred to as a sustainable com petitive 

advantage.

C om petitive advantage can be lost when m anagem ent fails to reinvest the 

superior profits in such a w ay that the advantage is not m aintained. 

A ccording to W illiam s (1992), m anagers must link the organization's unique 

resources and core capabilities to different types o f strategies over tim e. This 

is the approach known as positioning school w hose central tendency is 

positioning a business to m axim ize the value of capabilities that distinguish it 

from its com petitors w hich m eans building com petitive advantage in the 

industry. It is this advantage w hich needs to be sustained. Barney (1991) 

suggests that firm s obtain sustained competitive advantages by im plem enting
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strategies that exploit their internal strengths, through responding to 

environm ental opportunities, w hile neutralizing external threats and 

avoiding internal w eaknesses. If a firm ’s threats and opportunities change in a 

rapid and unpredictable manner, the firm will o ften  be unable to m aintain a 

sustained com petitive advantage (Kay, 1993). Strickland (1993) states that 

w inning business strategies are grounded in sustainable com petitive 

advantage; w hich is key to the success or failure o f firm s.
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C H A P T E R  T H R EE: R ESEA R C H  M E T H O D O L O G Y

3.1. In troduction

This chapter describes the m ethods and processes that w ere used to conduct 

the study. T hese include the research design, the target population, data 

collection instrum ents, data analysis and presentation techniques.

3.2 Research D esign

This research w as a case study o f Barclays Bank o f Kenya Lim ited. A case 

study design is an exploratory study undertaken w hen not much is known 

about the situation at hand, or no inform ation is availab le on sim ilar problem s 

or research issues have been solved in the past (Sekaran, 2002). The aim  of any 

case study is to explore, describe and understand in detail the phenom enon in 

depth and in com pleteness. A case study was chosen because it is a strategy 

that has a considerable ability to generate answ ers to such questions like 

'W hy?' 'W hat?' and 'H ow ?' (Saunders et al, 2009). T his research design was 

preferred because the research problem was uniquely focused on one 

organization; and that it em phasized on details hence providing im portant 

insights for problem  solving and strategy evaluation (Cooper, 1995). In 

addition, a num ber of researches on adoption o f strategies (Kom bo, 1997; 

Karem u, 1993; and M urage, 2001) had been conducted successfully using this 

research design.

3.3 Sam ple D esign

The research involved the use of prim ary data collection technique w hereby 

interviews w ere conducted with the m anagers/departm ental heads based at 

the bank 's head office in N airobi. T he managers interviewed w ere random ly 

selected from the bank's seven departm ents. The data collected is taken as a
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sam ple representation of the bank's branches across the country since the 

bank 's operations are centralized.

3.4 D ata C ollection

Prim ary data collection method w as used in this study. The targeted source 

of Primary data w as from  the bank's m anagers and heads o f departm ents 

w ho w ere perm anent m em bers o f staff with a m inim um  of 3 years continued 

em ploym ent w ith the bank. The m anagers w ho are based at the b an k 's  Head 

O ffice in Nairobi provided inform ation on the strategies adopted by the bank 

(w hich is m ostly centralized in its operations) across all its branches in Kenya.

Prim ary data w hich w as m ainly qualitative in n atu re was collected using 

interview  guides (A ppendix I). The interview guides contained open-ended 

questions grouped in two parts (1 & 2). The questions in part 2 w ere further 

grouped into four sections (A -  D); each covering a specific topic. Interview s 

w ere conducted with a total o f 44 m anagers and heads of the key 

departm ents/sections nam ely: Hum an Resources, A dm inistration, Sales and 

M arketing, Risk and Controls, Inform ation Technology, Retail, and Corporate. 

The questions w ere adm inistered directly to the respondents on a face-to-face 

interview  basis.

3.5 D ata A nalysis

The data collected was predom inantly qualitative in nature and was analyzed 

using content analysis. This approach w as essential as it enabled the 

researcher to thoroughly analyze the data collected and consequently make 

inferences through system atic and objective identification of specific 

characteristics o f the data. This method has been used successfully in 

previous case studies like those by Muthuiya (2004), Ochanda (2005), and
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Riungu (2007). C ontent analysis enabled the researcher to pick out the key 

attributes, phrases and statem ents from the respondents w hich w ere easily 

grouped and categorized; and therefore helped ascertain any connection, 

association, and other interpretations.

3.6 Ethical Issu es

Ethics deals w ith one's conduct and services as a guide to his/her behavior. 

The researcher first had to seek perm ission from the top m anagem ent of the 

bank to carry ou t the research process. The researcher also gave an assurance 

to the respondents that the inform ation provided w as to be used for the 

purpose of the research project only, and not beyond its scope.
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C H A P TER  FO U R: D A TA  A N A L Y SIS , IN T E R P R E T A T IO N  A N D

D ISC U SSIO N

4.1 In trod u ction

This chapter provides statistical presentation and analysis of the data 

collected. The data has been  presented in tables and  figures w ith sum m aries 

being given for each table and figure. The ob jective of this chapter is to 

explain the d ata  rather than draw conclusions and interpretations. 

Respondents w ere asked to answ er a set of questions on a num ber o f topics; 

and the results are presented under the following sub-sections:

4.2 D em ographic Inform ation o f Respondents

This part covers the details of the respondent which include: the 

departm ent/section, the position held, and the duration of service in the 

position.

33



NJ Co Ol

risk and compliance 

programme replatforming 

learning and development] 

corporate 

customer service 

retail

prestige banking 

sales and marketing 

information technology 

finance and planning] 

human resource

Figure 4.1: D epartm ent / Section

Data presented in figure 4.1 above shows that m ajority of the respondents 

were in the hum an resources departm ent com prising of 6 respondents, 

followed by the sales and m arketing, finance and planning, and inform ation 

technology departm ents that com prised of 5 respondents each. 1 his means 

that the m anagers from these departm ents w ere easily available for the 

interviews and therefore the data collected in general will m ostly com e from 

these departm ents with the m ajority of responses. 4 respondents cam e from
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the retail, prestige banking and custom er service departm ents each. There 

were 3 respondents from each o f the risk and com pliance, corporate, and 

learning and developm ent departm ents. Program m e replatform ing had 2 

respondents w hich  represented the least num ber interview ed from  the 

departm ents/sections. In total there were 44 respondents successfully 

interviewed; w ho represent the banks departm ental/section m anagers and 

heads.

4.3 In form ation  on C om petence-Based  S trateg ies adopted by Barclays 

Bank o f K enya Lim ited.

This part gives a presentation of inform ation on com petence-based strategies 

adopted by Barclays Bank o f Kenya. This section sought to identify the efforts 

by the bank that encourage and support em ployees to grow and develop, the 

w ays in w hich the M anagem ent ensures there is close attention paid to recruit 

and retain em ployees and the extent to which em ployee suggestions and 

recom m endations are welcom ed by m anagem ent and im plem ented. The 

section also presents the level o f co-operation and com m itm ent in the 

organization, em ployees’ say on how issues g et to be done in the 

organization, as well as w ays in which individuals are encouraged to 

com m unicate and share their know ledge, skills, expertise, and best practice. 

This part also identifies the system s put in place to store, capture and share 

inform ation throughout the com pany, ways in w hich the bank ensures that 

new inform ation and know ledge is easily and effectively m oved around the 

organization, roles played by Inform ation and Com m unications Technology 

as a tool for com petitiveness in the bank, and the w ays in which em ployees 

are encouraged and trained in technology developm ent. Finally, the section 

shows how the bank's m anagem ent has show n com m itm ent to investing in
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Technology, and how  the C om pany's assets contribu te to com petitive 

advantage to the bank over its rivals.

The data is presented in figures and tables as show n below :

4.3.1 Efforts b y  the Bank T hat Encourage and Su p p o rt Em ployees to Grow 

and D evelop

In this section, the aim  w as to determ ine the various efforts by the bank that 

encourage and support em ployees to grow and develop . The figure below 

show s the results.
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Figure 4.2: E fforts for Em ployee G row th and D evelopm ent

Data presented in figure 4.2 above shows the m ajority of respondents (39) 

m entioned Personal D evelopm ent Reviews follow ed by 38 who cited the
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introduction of the Learning and D evelopm ent C entre as efforts em ployed by 

the bank to im p rove em ployee grow th and developm ent. Rew ards and 

incentives, in ternal job adverts, refresher courses, and  job rotation w ere each 

m entioned by 36, 34, 30, and 29 respondents respectively. There w ere 26 

respondents w ho m entioned other factors. The least cited effort by the bank 

that encouraged and supported em ployees to grow  and develop  was 

sponsorship of the graduate program m e which w as cited  by 16 respondents. 

This show s that the bank has put a lot of efforts to personal developm ent 

review s and learning in order to support and encou rage its em ployees to 

grow  and develop.

4.3.2 W ays through w hich the M anagem ent en su res there is close 

atten tion  paid to recruit and retain em ployees

This section sou ght to find out the ways through which the M anagem ent 

ensured there is close attention paid to recruitm ent and retaining of 

em ployees. The figure below show s the results.

Growth Academic Internal Promotion of Others Experience
Development Qualifications Advertisement Employees

Ways/Methods

Figure 4.3: A ttention  Paid To R ecru it and R etain Em ployees
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Data presented in figure 4.3 show s the m ajor ways the m anagem ent ensured 

there w as close attention paid to recruit and retain em ployees. A ccording to 

the figure, 40 respondents averred that the Bank used grow th and 

developm ent to recruit and retain the em ployees, closely follow ed by 

academic qualification which w as cited by 38 respondents and internal 

advertisem ents as stated by 37 respondents. Prom otion of em ployees and 

other factors w ere m entioned by 30 and 28 respondents respectively, w hile 24 

respondents cited w ork experience.

These result findings show that the bank's strategies are m ore focused on 

growth and developm ent as well as academ ic qualifications in recruiting and 

retaining em ployees.

4.3.3 Extent to w h ich  Em ployee Su ggestion s and R ecom m en d ation s are 

w elcom ed By M an agem ent and Im plem ented

In this section, the aim w as to assert the extent to which em ployees' 

suggestions and recom m endations were w elcom ed by m anagem ent and 

im plem ented. All the respondents interviewed (total of 44) cited that the 

em ployees and staff were encouraged to give their ow n  views and opinions in 

setting up objectives, plans o f action and strategies developm ent. In addition, 

ideas and suggestions from  em ployees w ere w elcom ed and were usually 

incorporated by m anagem ent w hen setting targets and strategic plans; as 

mentioned by 42 respondents. The respondents cited that the feedback from 

em ployees was taken with im portance and care. In addition, the em ployees 

were encouraged to share best practices and give suggestions for 

im provem ent; as m entioned by 36 respondents.
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As agreed by all the respondents interview ed, the findings given show  that to 

great extent em ployees' suggestions and recom m endations w ere both 

welcomed and im plem ented by the m anagem ent.

4.3.4 Sp irit o f  C o-op eration  and C om m itm ent in the O rganization

The study proceeded to establish the respondents' view  on the strength in the 

spirit o f co-operation  and com m itm ent in the organization. 41 respondents 

cited that there w as a relatively high level of team w ork and com m itm ent. 

Most operations and duties were shared by more than one departm ent and 

this encourages a team spirit approach. In addition, more than half of the 

responses (37) cited that there was a strong sense o f belonging in the bank and 

teamwork w as inculcated as a corporate cultural learning. Team w ork was 

well spelt out in the banks values statem ents, vision and mission.

The responses show n above m ean that there is a relatively high level of 

teamwork, corporation and com m itm ent am ong em ployees in the bank.

4.3.5 E m p loy ees’ Say on How Issu es G et T o  Be D on e In the O rganization

The study w ent further to determ ine w hether the em ployees had a greater say 

on how issues got to be done in the organization, and the extent to w hich this 

was im plem ented. 41 respondents acknowledged that they had a greater say 

on how issues in the bank were done. The em ployees were encouraged to 

discuss issues, criticize, and share their ow n views, beliefs and values. This 

was m entioned by 34 respondents interviewed w ho represent 77% of the total 

responses received. In addition, 31 respondents cited that the bank's 

strategies, plans and policies w ere set based on feedback the contributions 

from staff and w ere highly incorporated. 27 respondents also cited that 

employees influenced the way things were perform ed. 24 of the respondents
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m entioned that this w as encouraged especially if the influence was for the 

benefit o f the bank, its clients and/or the staff them selves.

The above responses indicate that em ployees in the bank have got, to a 

greater extent, a say on how  issues get to be done and /or im plem ented in the 

organization.

4.3.6 W ays in W hich  In d iv id u als Are Encouraged T o  C om m unicate and 

Share T h e ir  K now ledge, S k ills , Expertise and Best Practices

This section aim ed to find out the various w ays in w hich individuals were 

encouraged to com m unicate and share their know ledge, skills, expertise, and 

best practices. The figure below  show s the results.
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Figure 4.4: W ays in W hich Individ uals C om m unicate and Share 

K now ledge, S k ills , Expertise and Best Practices
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Findings from the figure above show  that the m ost frequent way in which 

individuals w ere encouraged to com m unicate and share their know ledge, 

skills, expertise, and best practices was through Em ails as stated by 42 

respondents follow ed by m eetings and group w ork, each m entioned by 40 

respondents. T his w as follow ed by job rotation, intranet, and team  events as 

cited by 39, 38, 35 respondents respectively. 31 respondents m entioned other 

factors as w ays in which individuals com m unicate and share knowledge, 

skills, expertise and best practices. M em os, as well as Presentations are among 

other w ays that w ere cited by 15 and 10 respondents respectively. T he least 

cited w ay w hich individuals w ere encouraged to com m unicate and share 

their know ledge, skills, expertise, and best practices w as through exchange 

program s and sem inars and w orkshops as each w as m entioned by 5 

respondents.

This show s that the bank has availed several w ays in which individuals are 

encouraged to com m unicate and share their know ledge, skills, expertise, and 

best practices.
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4 .3 .7  System s Put in Place to S tore , Capture and S h are  Inform ation 

th ro u g h o u t the C om pany

44

Journals Library TrainingTelephoneWebsite Others IntranetsMagazines Files Annual
Archives Manuals Reports

Medium

F ig u re  4.5: System s Put in Place to Store, Capture and  Share In form ation

R esu lts  from Figure 4.5 illustrate the system s put in place to store, capture 

and sh are  inform ation throughout the com pany. W hen inquired on w hether 

th e  system s w ere efficient in m eeting the b an k 's  objectives, all the 

resp ond en ts agreed that the system s were efficient. All the 44 respondents 

in terview ed concurred on the Bank using annual reports, 40 respondents 

ag reed  on the bank using files follow ed by 39 who m entioned m agazines, and 

then  38  respondents w ho cited the use o f the intranet. There w ere 31 

respond ents w ho m entioned other factors. H ow ever, 28 respondents cited 

the u se  of both training m anuals and the telephone, w hile 19 gave the use of 

the library archives. The least num ber of respondents cited the use of journals. 

W hen  inquired on w hether the system s were efficient in m eeting the bank s 

ob jectives, all the 44 respondents cited that they w ere efficient.
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The above findings indicate that the bank has put in p lace many and different 

system s to m anage inform ation in the organization.

4.3.8 W ays in w h ich  the b an k  en su res that new  in form atio n  and 

know ledge is ea s ily  and e ffectiv e ly  moved around the organization

On the topic of the various w ays that the bank ensured that new  inform ation 

and know ledge is easily and effectively moved around the organization, 41 

respondents cited that the bank appreciated the role o f inform ation 

com m unications technology, provided proper organizations framework, 

resources system s and structures that facilitated w ork. In addition, 39 

respondents m entioned that by em ploying ICT, the bank easily facilitated 

feedback, harnesses, and processes, saves time and efficiently achieves 

resource allocation. 38 respondents at least cited that it w as through job 

rotation, frequent training and refresher courses together with the use o f ICT 

effectively. There w ere 22 respondents who cited o th er factors. The findings 

also indicated that the bank had ensured that proper system s were in place 

for the utilization of new inform ation such as providing m obile phones and 

airtime. This w as m entioned by 19 respondents.

The results show  that the ICT adopted by the bank is seen to play a key role in 

ensuring that new inform ation and know ledge is easily  and effectively moved 

around the organization.
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4.3.9 Role P layed by In fo rm ation  and C om m u nications T ech n o lo g y  as a 

tool for com p etitiven ess in the b an k

The study sou gh t to investigate the role inform ation com m unications 

technology played as a tool for com petitiveness in the bank. The figure below 

shows the results.

Global Readhstant Two-way Others Higher Efficiency in Quality Cost Advantage 
communication ProductityCommunication Products

Role Played

Figure 4.6: R o le  Played b y  In form ation  and C om m u nications T ech nology

Findings from figure 4.6 show th at the m ajor role o f  1CT w as cost adv antage 

as w as show n by 43 respondents, followed by qu ality  products cited by 41 

respondents, and then efficiency in com m unication as alluded by 40 

respondents. 35 respondents cited higher productivity, 30 m entioned other 

factors while 26 m entioned instant two-way com m unication. The least cited 

role w as global outreach as it w as show n by 12 respondents.

This m eans th at ICT has played a big role in cost-cutting as well as ensuring 

quality products and efficient com m unication in the bank.
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4.3.10 W ays in  w h ich  em p loyees are encouraged and trained in T ech nology  

D evelopm ents

The respondents w ere asked to identify ways in w hich em ployees are 

encouraged and trained in technology developm ents. The findings are  shown 

below.
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Figure 4.7: W ays in W hich Em ployees Are Encouraged and T rained  In 

T ech nology  D evelop m en ts

From  the findings above, the m ost common w ay in which em ployees are 

encouraged and trained in technology developm ents was through sponsored 

trainings as stated by 40 respondents followed by provision of ICT facilities 

stated by 37 respondents and learning and resource centers stated  by 36 

respondents. 30 respondents cited the support for new  ideas; w hile the least 

cited way w as via sem inars and workshops as m entioned by 28 respondents. 

20 respondents gave other factors as ways in which em ployees are 

encouraged and trained.
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The data show that the bank puts in a lot of investm ents into training and 

supporting the em ployees in technology developm ents. Most of the efforts 

towards this com e from the bank 's investm ents in sponsoring trainings and 

also providing the ICT facilities as w ell as the Learning and Resource Centre.

4.3.11 How the B an k 's M anagem ent Has Show n C om m itm ent to In vesting  

in Technology

The study also sought to find ou t how  the banks m anagem ent had shown 

com m itm ent to investing in Technology. The results are show n in the figure 

below:
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Figure 4.8: M an agem ent's C om m itm ent to In vesting  in Technology

From the figure above, when the respondents w ere asked how  the bank's

m anagem ent had shown com m itm ent to investm ent in technology; support

for new technology and staff training on ICT w ere the m ost identified

initiatives each m entioned by 42 respondents. 38 and 20 respondents further

identified investm ent in new innovations and com m itm ent of budgets

respectively, as w ays through which the m anagem ent show ed their
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commitment to investm ent in technology. There w ere 12 respondents who 

mentioned o th er factors.

The above findings indicate that bank 's m anagem ent is so m uch com m itted to 

investing in ICT as a way o f em pow ering em ployees to becom e more 

competent in their jobs and have an edge over others in the m arket.

4.3.12 C om petence-Based  Strategy: Com pany A ssets

In this section, the aim was to establish the various views on the bank’s 

tangible assets. All the 44 respondents cited that utilization of the bank's 

tangible assets lead to superior product functionality, acted as a barrier to 

other com petitors entering the industry and contributed in low ering costs. 

The respondents also cited that utilization o f the bank's assets had generated 

value of the products and services that the bank provides. Investm ents in 

branch netw orks bank club and m achinery had ensured quality and  efficient 

services.

Furtherm ore, all the 44 respondents stated that there was a general consensus 

that intangible assets had enabled the bank increase its m arket share more so 

the global brand perception by many of its custom ers. Again, all the 44 

respondents identified the brand name, logo, brand association, color, slogan 

and copyrights as the intangible assets that have g iven  the bank a com petitive 

advantage o v er its rivals. A lso stated by 41 respondents are: the bank's 

stability, strong goodw ill, reputation in the industry, and consistence in 

profitable perform ance.

Others felt that the global netw ork and operations of the bank resulted in 

giving security  and confidence to many custom ers engaged no t only in
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international bu t also local banking and other financial transactions; as 

mentioned by 37  respondents.

The responses show  that the m anagers see and believe that Barclays' tangible 

assets as well as the brand and goodwill to be strong, stable, popular; and 

therefore a key com petitive strength and strategy in the Kenyan banking 

industry’.
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C H A PTER  FIV E: SU M M A R Y  O F FIN D IN G S, C O N C L U SIO N S, 

R E C O M M E N D A T IO N S A N D  L IM IT A T IO N S TO  T H E ST U D Y

5.1 Introduction

This chapter presents a sum m ary and conclusions derived from  the findings 

in the previous chapter. The purpose of these conclusions is to answ er the 

research questions. Finally, recom m endations for m anagem ent, and 

suggestions for future study are presented.

5.2 Sum m ary o f the Findings

From the departm ent/section heads and m anagers interviewed, the study 

found that m ajority of the respondents were in the hum an resource 

departm ent com prising follow ed by sales and m arketing, finance and 

planning, and inform ation technology departm ents . The study also 

established that the m ajor efforts employed by the bank to encourage its 

em ployees to grow  and develop w as the use of Learning and Developm ent 

Centre, and internal job adverts as w as cited by m ajority of the respondents. 

The study also asserted that the m ajor way in which the m anagem ent ensured 

there w as close attention paid to recruit and retain em ployees was via growth 

and developm ent as was show n by a majority of the respondents. In addition, 

the respondents cited that the em ployees and staff w ere encouraged to give 

their ow n view s and opinions in setting up objectives, plans of action and 

strategy developm ents. Besides that, ideas and suggestions from em ployees 

w ere w elcom ed and were usually incorporated by m anagem ent w hen setting 

targets, objectives and strategic plans.

On the topic o f the m anagers' view  on the strength in the spirit of co­

operation and com m itm ent in the organization, the respondents cited that
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there w as a relatively high level of teamwork and com m itm ent. Most 

operations and d u ties were shared by more than on e  departm ent and this 

encourages a team  spirit approach. In addition, the respondents cited that 

there was a strong sense o f belonging in the bank  and team w ork was 

inculcated as a corporate cultural learning.

On the question o f w hether the em ployees had a greater say on how issues 

got to be done in the organization and to what extent, the respondents 

acknowledged the fact that em ployees had a greater say on how  issues in the 

bank w ere done. In addition, they cited that the bank 's objectives, strategies, 

plans and policies w ere set based m ainly on feedback and other contributions 

from staff; and that these w ere highly incorporated.

The study also found that the m ost frequent way in w hich individuals were 

encouraged to com m unicate and share their know ledge, skills, expertise, and 

best practices w as through m eetings, as cited bv m ost respondents, followed 

by job rotation and team events. In addition, the study also established that 

the system s put in place to store, capture and share inform ation throughout 

the com pany w as annual reports as was show n by m ajority o f the 

respondents. This w as seconded by the use of m agazines and then follow ed 

by the Intranet system , and then the use o f the bank's w ebsite.

On the issue of the wavs that the bank ensured that new inform ation and 

know ledge is easily  and effectively moved around the organization, the 

respondents' cited that the bank appreciated the role of inform ation 

com m unications technology, provided proper organizations fram ew ork, 

resources system s and structures that facilitated work.
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The study findings also  show ed that the major role o f ICT was cost advantage 

as was show n by m ore than half o f  the respondents, follow ed by quality 

products and efficiency  in com m unication as alluded to also by m ost o f the 

respondents. The stu dy also established that the m ost com m on way in which 

employees are encouraged and trained in technology developm ents was 

through sponsored trainings concurred on by m ore than half o f  the 

respondents. This w as followed by provision o f ICT facilities which w as also 

cited by m any respondents.

On the issue of bank com m itm ent to investm ent in technology, the study 

showed that the b an k 's  m anagem ent had shown com m itm ent to investing in 

technologv by sup port for new technology and staff training on ICT as was 

the most identified initiatives by the m ajority of the respondents on each. 

O ther respondents further identified that the m anagem ent investm ent in new 

innovations also show s their com m itm ent to technology.

O n the various v iew s on tangible assets, the respondents cited that utilization 

o f the bank's tangible assets lead to superior product functionality, acted as a 

barrier to other com petitors entering the industry and contributed in low ering 

costs. The respondents' also cited that utilization of the banks.

The study also found that there was a general consensus that intangible assets 

had enabled the bank increase its m arket share m ore so the global brand 

perception by m any of its custom ers. Others felt that the global netw ork and 

operations resulted in giving security to many of the custom ers engaged in 

global transactions.
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5.3 Conclusions

The study concludes that Barclays Bank o f Kenya Lim ited has pu t in various 

competence-based strategies. These include an efficien t hum an resource 

system that allow s em ployees to grow  and develop; as well as to closely 

interact w ith the m anagem ent on sharing of view s, opinions and 

implementation o f strategies.

The study also conclu d es that the bank had put in m easures to ensure new 

information and know ledge was easily  and effectively  m oved around the 

organization. T hese included use o f feedback, em ploym ent of ICT and staff 

trainings and m eetings. The study also concludes that know ledge is a 

significant com petitive asset that the firm possesses. T his know ledge, as cited 

by majority of respondents, has been effectively m anaged and consequently, 

helped enable the bank earn an edge over its rivals.

5.4 R ecom m endations

The study recom m ends that for Barclays Bank o f Kenya to adequately em ploy 

com petency-based strategies in innovations and technology, there is need for 

an investm ent in Inform ation C om m unication Technology. Know ledge 

m anagem ent deals as much with people and how  they acquire, exchange and 

dissem inate know ledge as with the use of inform ation technology. Hence, 

more investm ents on ICT can greatly improve the com petitiveness of Barclays 

Bank of Kenya.

5.5 Areas for Fu rther Research

For further research, the study recom m ends that sim ilar studies be carried out 

in other industries to establish the various com petence-based strategies 

adopted for com petitive advantage. The inter industry com parison w ill aid
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conclusions regarding the influence o f  industry characteristics in com petitive 

strategy adoption.

5.6 L im itations to the Study

The study suffered from  lim itations related to tim e for data collection. It took 

a lot of time b efore all the interview s were successfully conducted as m ost 

managers claim ed to  be too busy to find the time. It w as on several occasions 

that actually m ost appointm ents with the m anagers and departm ental/section 

heads for the in terv iew s had to be rescheduled. C onsequently, this m ade it 

necessary to extend the time that had been allocated for data collection 

exercise.
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Appendix I: In terv iew  G uid e

Please answer the follow ing questions based on the instructions g iven . The 

information provided shall be used for the purpose o f this study O N LY  and 

NOT beyond its scope. Y our responses shall rem ain anonym ous and be 

treated confidential.

PART 1: D etails o f the R espond ent

1. D epartm ent/Section :________________________________________________________

2. Position H e ld :_______________________________________________________________

3. Duration of service in the p o sitio n :_________________________________________

PART 2: In form ation  on C om petence-Based  Strateg ies adopted by

Barclays Bank o f K enya Lim ited.

Section A: C om petence-Based  Strategy: Human R esources.

4. Are there any efforts by the bank that encourage and support 

em ployees to grow  and develop? Please sp e c ify ......................................................

5. In w hat w ays does the M anagem ent ensure there is close attention paid 

to recruitm ent and retaining of e m p lo y e e s? ...........................................................

6. To w hat exten t are Em ployee suggestions and recom m endations 

welcomed by m anagem ent and im plem ented?

7. W hat can you say about the sp irit of co-operation and com m itm ent in
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this organization?

Section B: C om p etence-B ased  Strategy : K now ledge M an agem ent

8. In your own view , do you think the em ployees have a greater say in

how issues get d on e in this organization, and to w hat extent? Please 

explain.............................................................................................................................................

9. Mention w ays, if any, in w hich  individuals are encouraged  to

communicate and share their know ledge, skills, expertise, and best 

practices............................................................................................................................................

10. What System s have been put in place to store, captu re and share

information throughout the c o m p a n y ? ..........................................................................

11. How efficient are these system s (in 10. above) in m eeting the bank's

ob jectives?....................................................................................................................................

12. In what w ays does the bank ensure that new  inform ation and

knowledge is easily and effectively m oved around the 

organization?.................................................................................................................................

Section C: C om petence-Based  Strategy: Innovation and Technology.

13. W hat role d oes Information C om m unications Technology play as a 

tool for C om petitiveness in the b a n k ? ......................................................................

14. Are there w ays in which em ployees are encouraged and trained in 

technology developm ents? Please sp ecify .............................................................
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15. In what w ays has the process o f  autom ation helped the bank achieve 

its strategies in the com petitive m a rk e t? ......................................................................

16. How has the b an k 's  M anagem ent shown com m itm ent to investing in 

Technology?......................................................................................................................

Section D: C om p etence-B ased  Strategy : C om pany A ssets.

17. In w hat w ays and to w hat extent have the bank 's assets:

(i). Lead to superior product functionality and value?

(ii). Helped act as a barrier to oth er com petitors entering the industry?

(iii). Contributed in low ering c o s ts ? .....................................................................

18. List the intangible assets that the bank has used as key strengths in 

com peting with its rivals........................................ ........................................

19. In w hat w ays have these assets:

(i). Provided relationships with and know ledge of channels and 

custom ers?.............................................................................................................

(ii). Contributed to higher perceived value from 

custom ers?............................................................................
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(iii). Lead to increased custom er loyalty and sw itching costs o f channels 

and cu sto m ers? .....................................................................................................................

20. In your opinion, how have these com petence-based strategies enabled the 

bank generate and /or sustain a com petitive advantage over its rivals?

T h an k  you for your tim e and response.
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