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ABSTRACT 

'I he objective or the stud) was to establish the strategic management practices within the Lyres 

industry in Kcii)'U. l'he study employed u descriptive survey design. Data analysis method used was 

qualitative. The structured questionnaires were coded with respect to questions for case of electronic 

data processing after the conclusion of' the fieldwork. The data collected was analyzed using Statistical 

Package lor Social Sciences (SPSS). This involved the usc of frequency tables, percentages, means 

scores and standard deviation. rank ordering. The results were then discussed and inferences drawn 

!'rom the sample and gcnerali/.1 . .:<.1 to the population. 32 lyre dealers responded positively making a 65% 

response rate . 

The operating environment in the Kenya tyrc dealership industry for the past five years was described 

as rclativcl: stable All the firms in Lyre dealership business covered in the survey have business plans 

geared tO\v ~ml s udapung to the changes 111 the market The levels or strategic management practices 

application an: partial. Introductton or new services into the market. training programs or the amount 

o!' money spent on these and promotional campaigns have major impacts on the lirms covered. The 

mission or the firms covered is considered very important. The firms covered periodically reviewed 

their strategic rlans. rhc most significant involvement in preparation or vision and mission came from 

the top managcmeiJt and board ol' directors who prepare and update a list of the key strategic issues for 

each year. I Il)Llldity and prolitubility vvcrc the most dominant evaluation mechanism .. 

All the !inns covered in the surVC) arc continuous[) rrcoccupicd throughout the iinancial year with 

checking urgent and critical issues which a[Tcct their daily operations. This is achieved through the 

empO\\ eiTJICJI\ ol the1r employees through involvement in identifying solutions and through training. 

Most or· tlw companies covered in the survc) admitted to having a documented process for handling 

strategic issues l'bc responsibilit) or identification and implementation or strategic management 

choices l1 cs on the c hi,~ I' L' '<eeutivc ol'licers and the general managers . '1 yrc dealership firms usually 

tracked their strategies in order to idcnti ly any ilaws. 1'h1s was through market dynamics and customer 

insight l'v1o!-.t uf 1he companies covered take corrective action to combat Oaws in their strategic 

choices vvhile lC'v\ re-train their staff to ensure adherence to the strategic choices 
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CIIAPTEH ONE: INTRODUCTION 

1.1 Background 

The speed or social CC\lllOilliC change is accelerating and increasing the risk or doing business. 

Compctition has bccumc stirrer and Industries an: becoming morc concentrated. The tyre 

industry has not been spared from the dynamism or the environment and has actually been 

caught at the center. Frankel ( 1987) notes that tyre industry is in the midst of major structural and 

operational change. According to i\nsoff' and McOonnel ( 1990) it is through strategic 

management a firm wi ll bc able to relate itself to the environment to ensure its success and also 

secure itself' fl·om surprises brought about by changing environment. lnspitc of the relevance of 

strategic management in managing firm's relationships with its environment in regard to 

<.kvelopmcnt which have significant impact on performance; there has been no single university 

accepted definition oi' strategic management. Infi.1c1 there is a lot of debate on how strategy 

develops and ho"' it is illlplcmentcd (1 lax and Majluf. 1988). 

According to /\nsofl and McDonnel (I l)90) strategic management is a systematic approach for 

managing stmteg1c change Vvhich consists of' three steps: a) Positioning the firm through strategy 

and capability plann111g. b) Real time ~trategic response through issue management, and c) 

Systcll1atJc management oJ' resistance during strategic implementation. Chee and Harris, (1998) 

argue:-. that plan11ing has hecn the most important aspcct of most management definitions of 

strategy. llill nmi Jones ( 1992) outline this approach as organization choosing its goals, 

i<.kntif) in!:' the o.;tratcgics opens to it. choosing the most appropriate and then allocating resources 

to its puro.;uit. I he definition or strategic management as a conscious, planned ef1ort has come 

U!1der increasing cri t1c1 sms. Mintt.bcrg ( 1995) points out that it cannot be assumed that 

organi/.utions strategy is always the outcome of external planning, because strategies can emerge 

without an) spur f'rom a formal planning process. From this point of view strategy is about what 

a company ::~ctualh rather than mere!) vvhat it intend:-. to do. 

Burne~ ( llJlJ(>) mgue~ that both \'icVvs ol · strategy . that is. planncd and emergent. provide insight 

and classl!lcations ol· v, lwt is u challcngillg problem. namely how to formulate strategic plans 



and responses that will work and tht:relon.: Collowing any of the two approaches does not 

invalidate the hcildits tn be obtained !'rom the other. Formulation of strategies alone will not 

bring success to an organ i1.ation if these strategies arc not carefully implemented . Kang'oro 

(1998) noted that although public sector in Kenya engaged in strategic management to varying 

degrees there vvas poor implementation . This has aHccted the quality of" their services to the 

citi/ens. ·\<.:cording to Johnson and Scholes (I 999) strategy implementation is concerned with 

the translation or strategy into organintional action through organizational structure and design, 

resource planning and the management ol" strategic change. 

1\nsoJT and MacDonnell ( 1990) assert that the study or strategic management emerged in the late 

195():-, and carlv I %0s. when firm s invented a systematic approach to deciding ·'where and how the 

llrn1 \viii do 1ts l'utun..: business··. Jt was generall y recognized that strategic management consisted of a 

critical dimension referred to as strategic formulation and a process by which managers would jointly 

formulate strateg; being rcf"erred to as strategic planning. Because of its multi-faceted and complex 

nature. ~;trateg ic management practice. (pa rticularly in areas of" technology) requires two-way feedback 

betvveen resources and product/ service- market. Ansofl' and MacDonnell ( 1990) elaborate that 

strategic lllaJJ<tgemcJJt practice involves broad processes of" identification of strategic resource area, 

strategic inlluencc groups ami avai lability of strategic information. 

1.1.1 l"yrc Industry in Kenya 

Accord ing to l .L:\-\U and Munem:, (2005) the industry has been dominated by the Kenya's sole 

tyre nwnut:1ctmint' linn. Firestone Fast Afi·ica ( 1969) Ltd, (now Samecr Africa-with its flagship 

brand Y<ma) "' htch has long since bL:comL: little more than a memory somewhat following the 

llooding of the local market by an estimated Sh6 billion worth of imports. The competition 

within the environment has not onl y ended the gtant firm' s local domination, but sent its profits 

sliding to an a ll -time lo\v !'he firm's main compet itors 111clude French giant. Michellin Tyres and 

ltal) '<.; Pih: ll i 1) res . both ~>l" ' ' hom have made s1guilicant iuroads and stabiLized prices. Pirelli is 

loca l! ) represented b) Nyan/.a Petroleun1 lkail:rs I .td( V\ho have just changed their name to Auto 

l:xpress).whu also deal in firestone l) res (nOV\ Yana) and is importers of Alliance tyres for 

agriculture maehilh.;ry and earth -moving equipment. 
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There is also importation n!' Chinese hrands that adorn the market with its various sub brands. 

Then there i~ Lmzania's General l yn.:s, a subsidiary or Continental Company of Germany, 

which since 1994 has marketed its products locally through IlighliCe Tyres and Services of 

Nakuru though CJ<.:neral Tyrc is not active at the moment. /\part ii·orn the new radial tyres, also in 

the market arc large LJU•mtit ics or imported second-hand products. According to the table below 

the tyre industry has experience some drastic changes in its operations in Kenya with the 

introduction of the Yana brands {'rom Samcl:r /\!'rica (Lewa and Muncnc, 2005). 

3 



Table 1: 1\.enya Mounted Tire Count Surveys Trends for 2005-2007 

Brand 2005 I 2006 2007 
----- -

FlRlSTONI· 55.0101 -W.7% 13.1% 

y J\N.\ ~L2% 26.3% 

GOODY!:J\R 5.8% 5.2% 6. 0% 
- --

8RlDG I : s · t ·ON I ~ 5. 1% 6.4% 6.4% 

P! RU .LI 14.8% 5SY<> 5.8% 

MICJ [! ~UN 4.5% 
---

3. 1% 3.0% 

SIAM 0.7° 0 0.1% 0.0% 
----

Cll!NI ~SL 0.0% 0. 0% 

KUMllO/MARSIIJ\ I .S 3 .0°1<> 4.0% 2.8% 

Dl lNJ OJ> 3.9% 2.91Yo 3.4% 

JK 0.0% 0.0% 

C'J :AT O . X 0~> 1.21Yo 0.5% 
---

YOKl) [ 11\M!\ 2. 7% 4.2% 3.5% 

Bl . GOODRICII 0.0% 0.0% 

APOLI 0 2.4% 3.4% 
---

MIU· 0. 11Yo 0.4% 0.1% 

I I IAN KOOK 
----

0.9% 1.0% 0.6% 

1-
---

1 SUM!T0!\10 
0.1 % 

I 0 1;\NJ 
I 

0.0% 

MLG!\ 0.6° () 0.1° 0 
0.0% 

---
Sl OM !I , 

0.0% 

OT! IJ!RS/CI IINI 'Sl · 1'1 .5% 13.2% 25.0% 

Source: Sameer Africa (2007), Mounted Ty res Survey Report Pg 45 

L~wa and Muncnc. (200) ) asserts tha t the pri vate multinational s appear to have ended the 

virtual monopol y J<'i rcston.: enjoyed bc!'or~ deregulation in 1993. Besides new lyres, there are 

also low-quality second-hand ones whi ch '>0 0 11 wear out on the country's rough roads. Used lyres 

arc dumped into the Afri can market alter exceeding the legal use limit in European and other 
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dcvdoped countri es . . , hL' thread o f' the Lyres is so shall ow tha t it makes nonsense of the cheap 

prices. and the) al so hu ve a pool sur f ~JCe grip. 

According to l.ewa and Munenc. (2005) the environment in which tyre industries exist and with 

which they interact is increasing in com plex ity and the ra te of change is acce lerating a· shown in 

the fi gure I lx:lmv. 1 here is increasing pressure to perform Ji·om the !inns. Wi th this pressure, 

managers mu st ha\ e capacity to adopt and restructure the organization to challenge constraints. 

One of' the environmental threats to a business arises f'rom competition. In the tyre industry 

Increased competiti on threatens the attractiveness of an industry and reducing its profitability. It 

exerts pn.:ssure 011 firm s to be proactive and to form ulatc successful strategies that facili tate 

proacti ve response to anticipated and actual changes in the competitive environment. 

Competition I ll most global product markets is in tense. Product type competition has become 

intense so has brand compet iti on. Substitute competition has also become an increasingly bitter 

battlegro und . vvith products bL:ing able to rL:p lace others as tcchno log; and tastes changes. ln the 

lyre industr) '-'an 1ee 1 1\ Ji ica has an advantage in f'o rmul ation of· stratl:gies which appears to be 

the strongest wcapon Lhcy have at the moment. J'his has helped the 1i rm to thrive in the tough 

competiti ve markets and manage to grab a substantial market share . Differentiati on strategy is 

espec ia lly \en crucial for the firm since varying the qua lity oC thcir products wi ll determine the 

ratt; of' CLJ 'itonwrs f]·olll other brand to the ir products. 
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Figure: Total Kenyan tyrc market share in Ksh. Million 

MTR, 

65 .7 ~ 

AGR-R, 
432 .32 

~ fR, 
1.16---- ----------·--... _ 
PSR - -
74 . 3~ ----

MTS , 
637 .26 . 

4X4 , 
392 .68 

PSR: Passenger t:v rv-. 

LVR: Light van radial lyres 

4*4: 4*4 tyres 

1 BR · I ruck l ~u s Radialtvres 

A(iR . \ gricult ur .. tl Rn 1r 1) res 

LTS , 
80.35 

IDS, 
0.37 

LVR, 
942 .48 

TBR, 
3,357.06 

L l'R: Light truck nylon tyres 

MTR: Medium Truck Radial tyrc 

THS : Truck Bus Nylon tyrcs 

OTR : OIT the Road tyrc 

IDS. Industrial J'yres 

Source: Samccr Afric~• (2007), Mounted Tyres Survey Report 67 

lhc tyrc industry is c\l)minatL:d h) many players with each trying to come up with different ways 

or appealing Ill the 
1110

tor ist Competition has brought in cntr or specific niche positioning like 

t\ rc.:s l'or on o l't nlad conditions on n 'ad ,lppli L: ations. steer position tyres. drive position and even 

t) l'l' S !'or trailers pos
1
uon all in trying to make players relevant in the market. 

1·2 Statcm('nt of th e Prohlcm 
Strategic nwnagcment practice rL·blL'S the !inn to en' Ironment to ensure its succcss (J\nso!T and 

Me Donne!. llJ<.JO) . 1 he competiti' e em ironment '"'ith111 ""hich th<..: tyr<..: industry operates has been very 

volatile . 1 he.; political anxiety. compdition fi·om tyres ti·om China. unfavorable weather (different 
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weather conditions require suitable lyres). socwl reforms. techno logical advancement, arc some ofthe 

glob<ll chall enges tha t hm·e grea tl y afTcc ted the growt h of thi s industry. These challenges cannot be 

Ignored because the induslr) pia) s a significan t role in our economy. 

The lyre Industry mak es tremendo us contribution to the economic development of a country (Frankel, 

1
9

10: Chr;ano\\ ski J9H7 ). In spite of its important ro le in the economy, transportation is in turmoil 

due to over capacit y. fragmentation and politicizati on of the industry. As a result of these restrictive 

Pract tces the lyre industry has rema ined stagnant and lacks adaptability (Frankel, 1987). 

Gi v~..:n the sldll' of the !) rL' tndustry. it i-; apparent that a heavy dose of strategic management is 

Ileedcd . ;\ f'c\v studic'l have been earned out in Ken ya to document strategic management 

Prac ti ces tn the t(l llo win g sectors : manuf ~Jctu ring (Aosa. I <)92 ), Ratai ling (Karemu, 1993), Public 

sector ( Kan 'goro, 1998) and not for profit organiza tions (Kiruthi , 200 I ). 

T 
he tyrc seL'tur is a untque industry and therefore, understand ing of strategic issues gained from 

'~ludi es cond 11cted u11 other sec tors of' Ken: an econom: may not be assumed to explain strategic 

1 nuna g~ lll e n t pn.letices in the sector. unless an empirical study suggests so. These unique 

characte ri sti cs 1ncl udc among others: govenum~nt regulation and protection, overcapac ity, vari ability 

of uwnership und i nter!~1cing of tyre operations. This study wi ll therefore focus on strategic 

l11unagcment pmctices l> f" the tyre sector in Kenya. Based on this evaluation. there is a gap in literature 

to \Va rra tl ( ll lL''iL'arch to hL' conducted in tht s industry t'hc research intends to unswer the question 

When arc thL' ::-.tralL gtc ll l<-ll lagemen! practices \\' ith in the t: rc industr) 111 Kenya. 

1.3 Objective of the stud)' 

The objective of the study is to estab lish the strategic management practices within the lyre 

industr) in 1"-L'Il) a 

I...J fmpo rtanct.• of ihc study 

l hi s study will thus provide insight into strategy practic~:s or the tyre industry in Kenya hence 

Contributing to the fro nti ers o f' knowledge. Jn the development Of" government po licy papers, the 
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role of' the I) re sector greatly needs the c1Tectiv~.: participation of the lirms. !'he policy makers 

will be able to knm\ hov, "Well to incorporate the sector and how cllectivcly to ensure its full 

participation. Scholars will usc thc stud) !()r reJCrence and further empirical research on strategy 

rractic~.: s tit k L·nya. htl thcr ill\ estors in the lyre industry \\ill usc the findings to assess 

per!()l'mancc or tltc tyrc indusll") . 
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CIJAPTER TWO: LJTEUATlJRE REVIEW 

2·1 Introd uction 

Much of \\hat is known abou t stratl:gic management IS based on studies of organizations 

primarily locakd in the Uni ted States L\en studies conducted 111 other nations have been 

based · · 
' pnnwn h· 011 1\rncrican thcoric~ or strategic management (I !oilman and f Jegarty, 

lt)g() ). 
l'hcrl'lore . though our knO\\ ledge nf strategic management has increased greatly of 

late rn f' · 
1 l I · I · 

· ost o rt <~ccumttlatcd in the dcve opec country context. ~ 1tt e ts known about strategic 

manage ment practices in deve loping countries (Jauch and Glueck. 1988) but a study 

Undertaken b) Wahomc (::200'1) indi ca tes that flower firms 111 Kenya have adopted various 

ntethods of' appl ying strategic management practices in their finn to respond to the 

envrronntcttt al ncL·ds of their sector "hich ts \·\idcly contro lled by the western world. In 

industriali/.ed countries. likraturc on thc theOJ) and practice of strategic management 

2
·2 .Strategic vlanagl'fJl('IJt 

Pearce and Robinson ( 1997) define 'i trateg1c managemcnt as a set of' decisions and actions that 

rcsL It · 
· 

• 
1 rn the l(mmtlation c~nd implcmcnta twn of plans designed to achieve a company's 

obt.ectl. · · · 
990 · 

· \cs . 1\ccordtng to J\nsoff and McDonncl ( 1 ) strategtc management is a systematic 

approach 0 r nwnugi ng strategic change \\ h ich consists 0 r positioning 0 r th~ firm through strategy 

and capuhillt) planning. r~l.tl - time strategic response through issue management and systematic 

ntanagcmcnt or rcststanee during stra tegic rmplcmentation. Johnson and Scholes ( 1999) look at 

Stratt:gic management includcs strategic analysis. strategic choic~ and strategy implementation. 

Stratl'gic ann!) c; is is C(JilCl'rned \-\ ith UllCkrstanding the <.; trategic position or the organization in 

ten'' s I' . 
l J . 

· 
0 rh c. krnaJ e11 ,·rrollmt:nt. rnter n<rl resource~ anc compctcnccs. ano e;...pcclatrons and 

111 1lue · 
· · l 1· I J I · b · · ·d· 

nee of stakeholders. Strategic choice rnvoh e~ unc crs tam mg t 1e unc er ymg as1s gur rng 

fl.nurc ·t 
· · · I . d 1 . f'· ' h 

s ratcg). gcner8li ng stratcgrc opllOJl S Jor e' a uallon an se ectmg 10111 among t em. 

S tra te(J · · · · 1 1 1 · 1· · t · t · I t · 

etc rn1plementauo 11 is conccrnec \VI l1 trans atwn o strategy 111 o orgamza wna ac 1011 
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through organi/.ati onal structure and design, resource plunning and management of strategic 

change (Pearce and Robinson . I <)97) . 

According to Hr<t ckcr ( 1 1)S0) strutcg) eoml'S !'rom the Greek word "Stratcgo", meani ng to plan 

the destruction or ones enemies through c!Tective usc or resources . The earl y Greek civ ilization 

dev elopcd the concept to be used pure ly in pursuit or mi li tary victory in war. It remained so until 

19'
11 

century when it began to hc applied in the business wo rld. 

l;ormal strah:gic nwnagcmcnt seems to have its beginnings in the 1950s in the USA. Early 

v- ritcrs \\ hn ~ t ddrc<; sed th is iss ue it1 cludc Drucker (1954). 1\nso!T ( 1979) and Andrew (1971 ). 

h om til e late 1 %0s survey:-. carried out showed corporate plannin g was practiced in USA and 

abroad, however not all companies did so (1\osa, 1992). 

2.3 Strate~ic Management Practices 

Butche,· and l'vln ine ll i. ( 1 ()90) doc ument li' c t'orms or strategic management ~ minimaL budgetary, 

annuul. dc, c l upt lt~..' n t al and complete. Co mpani es with minimal strategic management often 

provide this through informal mee tings or brainstorming sessions. Minimal strategic 

management re lics upon ind ividual' s abi lity to pursue long term goals and visions. The 

incorporation o r <~ rudimentary budgetary procedure is the first sign that an organization truly 

lllld cr~ tands when.: 11 is nm\ . 

The introduct tott o r :Ill annual plan is often or a s t~..:p tll\\ c.m.l s complete strategic management. 

The annual plan is mor~ than the sum of' the budgets. It is synergi stic . Developmental strategic 

management come.;; ~tbo ut when the organization (typically due to outside pressures) fi nds itself 

making long term plans Cor projects that arc designed to enhance its competitive position. 

lkvclopnJ cnt requires an a'>scssment or current pos ition, identification of the long-term 

positi oning and strong project management to turn plans into actions . There is no single correct 

wa; tll achieve complete stra teg1e mat lagcmetJt in every organ ization . However some of the 

characte ristic-, of' complctL' strategic management include: 

a) Intensi' l' dcvc lurment ol· integr<J ted strategies at various levels within the organization. 
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b) The ab ility to take a lon g time view appropriate to the organi/.ation. possibly three to then 

y~.ars . 

c) l)ocumenldlion or the Strate g) 

d) Appropriate cotnntunication throughout the organi/.ation (Karcmu. 1993). 

Johnson and Scholes ( 1 999) look at strategic management practices 111 terms of strategy 

development Strategies dcvclup as a resu lt or managerial intent. outcome or cultural and 

polittcal processes and sti ll strategy co ul d be imposed l'orm ou tstdc the organization. 

Strategy which comes as a result of managerial intent can he explained in three views. that is, 

planning vie"'. command view and logical incrementalism. Strategic planning is a sequence of 

analyttcal and e\ aluating procedures to formulate an intended strategy and means of 

impktncnting it. Plannin~' ClHdd be ltlrmuli/ed or informal. !\command view is where strategy 

develops through thL' JircCtlOil or ~111 illlli\ tdllal or a group for lnSliJ11CC where a dominant leader 

has bccm1H: personally associated \-vtth strateg) development of the organization. Logical 

instrumenta li sm is the (k liberate development of strategy by Learning through doing. 

l Jndcr cultural 'ic\\ str~ttcgics me the ou tcome or taken-!(Jr-grantcd assumptions and routines of 

or~ani/alh)l1S { Jndcr pulttical vic\\ strategies de\elop as the outcome or internal or external 

interests group:-. , \11 cnl(>rced choice is the imposition or strategy b) agencies or forces external 

to the organi/atwn. I· or c:-..amplc u government ma) dictate a particular course or direction. 

Where dchbcrme cf'I(H·t:-. arc made to formulate strategy. certain activities need to be undertaken 

b) the orgHllt/ation . I hc:-.l' <tc ti \ ities arL' illlportan t components in the strategy making process. 

These include 

a) Mtssion statcmcnt and object iv es 

b) Strategic analysts 

c) Strategic choice 

d) Str<tlcg) impkmcntation 

c) h aluiltion and control (Pierce and Robinson. I 9<)7 : Johnson and Scholes. 1999) 
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2.J.1 Mission 'ltatcmcnt and objectives 

Many organi/.ation~ ck linc the reason for th~ir existence in terms or their mission statement. A 

mi ssion statement dclincs the basic reason !or the existence or an organization and helps 

k gitimi /e its l'tmctions in till' soc ict) . It clarilics the nature o r the exis ting products. markets and 

l'utll'tions thL' li nn pn:~L' ttt1 ::- prm ides (. lauch and ( i1ucck . 19XH). 

J\ good mission statement focuses around customer needs and utilizes. Strategy will only make 

sense it' the markets to v.,hich it relates arc known. Defining the company's markets is the starting 

point ol' the strategy making process ( Karemu. 1993 ). Objectives arc ends which the organization 

s~..·cks to :tcln L' \ c throu gh Its c. i<>tcnce and operations (Jauch and Glueck, 1998). Business 

organJ J<tt iutt s pur'i uv <l 'aricty ol' obJecti ves some arc long term and others arc short term in 

naturv . 

2.3.2 Stra tegic Analys is 

Strategic <IIlah sis is COIICC1!1ecl vvith understanding the strategic position or the organization in­

term \l r it s , .. k n 1:!1 c11 , i rpnmcnt i ntcrn;ll n:suun:cs and com pdcnccs and the expectations and 

tnlluenc~ ol stakeholders (.Johnson and Scholes. 1999) 

External envimnmcnt anal) sis includes monitoring environmental sector like political, legal, 

social-cultural economic and technological advancements to determine opportunities for the 

ChtTats to tlw ltrm. lt ,tlso L'nl<lils analysis nl'thc indmtr;. competition and market. 

l"tL'rnal en\ Jronmetl tal anal) sis 1s necessar; because ~n ironmental !'actors arc prime inf1ucnces 

or strateg.\ change. 1 he ana l) sis gives strategists time to anticipate opportunities and plan to take 

optional respon.;;cs to them. It also entails analys is or the industry, competition and market. The 

analysi s lwlps '>tratL'l~ t 'l ts to develop <md carl) warning nl· any negati ve deviations. This helps to 

prL'\ 'ent tlm.:at -; d l dc,·clop strategies \\ hivh can tum a threat to the Jirm 's advantage. lf a firm 

cease" to adjust it'> slmtL'!'\ to the l'Il\ trun111ent. the resu lt is lessened ac hi evement or corporate 

oh.iectives llowc\er. attention should be gi ,.cn to those environment sectors which are relevant 

to lirms opera tions (.lauch and Gluccl , !998~ Thomson. 1990; I lax and MajluC 1991). 
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There is need to understand the nature ol' the industry in whi L:h an enterpri se is operating. It is 

thcre!'ore neccss.tr \ to carry out an industry anal ys is to establi sh its structure and trends . These in 

turn help to indicd tl' the Clll'f'Cnt ,llld !'u turc attracti veness or that industry. This helps a company 

to posit io n 1t sc ll in the 111dustr) ( Pork r. I 9XO ). 

One ol' the l'unctions ol ' strategy is to he lp an enterprise develop a competitive edge in its markets 

(Porter. I 980.). An entL:rprisc must know and understand its competitors because it s amongst 

such compet itors that is tr:> ing to succeed. There an: livL' major factors which must be examined 

wi th rcg~ml tu con1pc tit iun The-;e include· cntr) and ex it o r major competitors. substitutes and 

complement:-, !'or curn:nt produc t~ and sen ices. lll<.lJOI strategic changes by current competitors, 

bJrgai ning po\Ver o l' suppliers and , bargaining pov.er o!' customers. 

Th<.:se 1 ~1 c tu 1 s <11 ..: LTUCial because the) determine whether a lirm wi ll remai n in its current in its 

current business and ' ' hat s tra te~ ic s it \Vill foli o\\ in pursuing its business (Porter, 1980) . 

Str<ltcg) onh 1nakes scn~e if the markets it relates to arc known. El'l'cctive strategies are 

concerned with who their customers wi ll lx: and trends in the !'utu re which may lead to changes 

111 customer bu) 111 g pattcrns (Jauch and Glueck I 988) . 

lntnnal rcsuu1..:c p10lik uml competence::-. o!' an ~..~ ntit ) highli ghts \\hat it can do and what it 

<.:.<.llllHJt do <1 11d 111 tu rn helps i11 c.k -v d opin g strategy lt)r the cntit ) (i\nso ti 19C>5: Porter. 1980; !lax 

<md 1\ laj ul uL 19() I) . Internal anal) sis c~amincs linn 's functiona l areas to ucterminc where the 

firm l1as si~~ nili cant strengths and weaknesses. f'hc strengths whi ch arc unique to the 

organi ;:ution consti tute di sti ncti \ 'C competences. Internal diagnosis also involves estimating 

scenario-; nl' l ik~.. l > h1turc condit ions to rc lkct dynamic rea lities: such as how long a strength will 

rclnain ll it is r,·! icd nn 01 lll l S US1.xl. I h~..· di agnosis o l· the most important l'actors [o r an 

organil'.ation llHI ) be summanzcd 1nto v. hat is ca lled ··strategic advan tage profile" (SAP). The 

SAP is a tool lo1 mal in t! <I •;ystematic evaluation or the enterprises internal fac tors which arc 

'>i gni lic,\llt 1\.lr the LUI11p<111 ) in it s ell\ irontn~..· nt ( Kurcmu. 19<)3 ). 
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2.3.3 Stratt.•gie choil'l' 

Strategic choice 111\'oln:s umkr'i tandi ng the undcrlyin )! bases guiding l'uture strategy . generating 

strategic ortillll lor L'\~IIuatinn ami <;electi ng l'ron t <ll1Io ng them (J ohnson and Scholes. 1999). 

The dects ion ill\ oh es l'ocusing on a k v. alternati\·es, considering the se lection fac tors, 

eva luati ng the ,tltcmai J\ eS against criteri a and making t!te actual choi ce. 

In choo <; ing strategies. stratq•ists ask thcmse lvl:S the f'oll ov. ing. crucial questions : 

Firstl v. \\ hat arc out nbjcctin:s? 

Secondl y. arc they be ing met by our strategy and the business dc!inition we have chosen? 

'] hirdl y. wi ll ti iL')' he ml'l in the future? 

The issue here is the examination or the gap between the expected and the idea l outcome vis-a­

vis ti1L' alll:malt\ LS lll·Ing C<J nside red l'lw St/.e of' th ~... gap. its nature and whether or not it can be 

reduced\\ ill strong!) in1luencc the choice or some altcmat i\ cover others. 

Certain managcri~Il se lecti on !'actors such as attttudes towards n sk: percept ion of' external 

dependence. cuJTcnc; of' pas t cntL:rpri sc strategies power re lationshi ps and time influence 

strat<.;gic choice-; ( Karemu. 1993 ). 

2.3.4 Stratcg) lmpkmcn tation 

~t r<lkg\ iiupkinetitatiun involves translati ng stratcg1c thought 111to organ ization ac tion. 

Manager<; <; u cce-;~ . .J'ul h make this shirt whm they Jo !'our things; ldL:ntify short term objecti ves; 

ini tiate spcei lic l'unc lio nal tactics, commun icate po licies that empower people in the 

organ i/ati on lk~ 1 gn ,· J'I 'cctivc rewards (Pierce and Robinson , 2003). 

Pearce and J(obiP'>On (!005) obsene that strategic implementation IS apart of strategic 

managemc111 dL'IIotiiJg a set ol' deu swns and act i on ~ that resu lt in the !(Hmulation and 

inipl emen tatiOn o l' long te rm pl an~ des igned to achteve organi/.ational objeL:t ivcs. Strategy 

comprises th rcv ..,l:lt'l'S ldenti!i cati on ol measurab le and mutua lly determined annual obj ectives, 

de\ elopment oi' ..,pcci lic i'unctional strategies. and de\ L: lopment and communication of concise 

pol ices to t'.ti itk decistom. ·\ ccordin tJ to Thompson et a! CW07) strategy implementations is 

primaril y aiiOpcmtiollS dri\en act ivi t) re\O I\' ing around the managemem oi'pcoplc and business 

14 



procvss Succc<;o.;ftli -,tratL'!2,) c\ccution depends on do111g a good joh nf V\Orking with and thro ugh 

others. 13uilding ami strenphening competitive capabilities. motivating and rewarding people in 

a strategy supportive manner and instilling a discipline or gett ing things done are other 

n.:quirements . Porter t 1 9%) has argued that the manager's ro les arc to create fi t among a 

company' s acti\'lties and to intcgrall: thelll so that the companv docs many things well. This 

rcquires trmk o lfs i11 competing acti\'ities in ordcr to achieve a sustained advantage, so that 

manag~·rs ha,·e tuLkLtLk: ''hat not t\l do as \\ell as \.\hdt to d\l. 

StratcgiL:s need to be implemented once developed otherwise they arc valueless unless 

c!Tcctivc ly translated into action. (/\osa, 1992). To be implemented effectively strategies must be 

institut1onali /cd and permeate the , ·cr) da) to day liCe of the compan) (Pearce and Robinson, 

2005 ). I hon q,so11 ct <.II ('007) argue that the place !(lr managers to start in implementing a new 

strateg; l'i \\ith a pmbing assessment ul \.\hat the organization must do diJkrently and better to 

carry out the strategy successfu ll y. 'I hey should then consider precise ly how to make the 

nccessar) lltlernal changes o~s rapidly as possible. l'hc process or handli ng of implementation can 

be considered stmtcgic performance and shows good progress in making its strategic VISIOn a 

realit ) . Sh,·nt~d l tll perlonn:tllCL' slgttal \\ t:ak stratcg). \veak e-:ecution or both. 

1\nsoJl and M c Donm·ll ( 1 990) slate that implementation or slrall:gy docs not automatically 

l'oll ovv stratcg) ol J(mnulalion. It exhibits its own resistance which can frustrate the planning 

cl"l(ms. Also 111 implementing strategy, managers must not lose sight of their multiple 

stakeholders and thl:il need" Business an.! increas ingly recogniz.ing that unless they nurture 

<>takeholtkrs :.:ustolnc r<; . emp loyee<; , o.;upplicrs. distributors the business may never earn 

surticient prolits lor the swkeholders \ Clllnpan) can aim to deliver satisfact ion levels above the 

minimum l(lr diiTercnt stakeholders. in sL:tting these levels a company must be careful not to 

'iolate the various stakclwltkrs· group sense or fairness about the relative trcatm~nt they are 

rl!cci\ing (Kaplan and Nmton, 1996). While Nohria et :.tl (2003) observe that superi or 

perl'ormallCc mcrtime depends on lli.mlcss e\.ecution. a company culture based on aiming hi gh, a 

structun.: that is ll e :1blc and responsi\e and a strateg) that is clear and I(Kuscd 
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Picrl'L' and Robinson UOO\) further contend that in implemen ting strategy three aspects of the 

organization need to be constdcred. I hcse arc structure. leadership and culture. l'he structure will 

provide tlw ba-;iL \\~ty the finn's di!Terenl acti ' ities arc organi~:ed while leadership will 

encompass tlw ttL'L'd tP cst~thltsh direction. embr<ICL' change and bui ld a tc.:am to execute the 

str~1tcg'. ( ttltur.: L'll.:all's till' norms ol imli' idual bd~tl\ iour and the lone ol' the organi:t.ation. 

Although e!Tecli\ c implementation ol' strategy is important it is not easy. Many well formulated 

and appropriate stratcgi L'S can h1il when attempts to implement them is made (Bonama, 1984). 

Akxamkt ( l9H)) argued that -;uecessl'ul implementation in part involves preventing 

implcmcnt<~tinJI problems li·ont occutTtng. l'ilis cntnils paying attention to implementation 

problems'' hc11 str•tll' gie-; arc being dc\'cloped . 

There 1s need to understand the linkage between strategy development and implementation. 

Strategy development docs not end when implementation starts . Similarly implementation issues 

arc not postponL·d until stratcg) has bec11 l'ull;- specified. l'he two processes arc interrelated and 

O\L'rlap (llohh-. amlllctn) . 1977). !!'manager!-. do not recogni~:e such relationships strategies rc 

like!) lobe Jc\doped th.tl ''ill be dii'linllt to impk1neut (.'\usa. 1(>91). Honomu (1984) argues 

that we need good strategies and appropriate implementation proccsse~ to produce intended 

rc~ulh 

2.3.5 ~tnttt·gic ( 'ontr·ol 

Str<.~tcg1c coJllrol is co1tccrncd v,·ith lracktng a -;trateg) as it is bcmg implemented . detecting 

problems or clwngL:s 111 Its under!; lllg premises and 111aking necessar) adjustments. It is 

concerned \vith guiding action on behalf ol the strateg) as the action is taking place and when the 

end rc .... ult is till snnal yL:ar~ ol'l (Pierce and Robmson. 1003). lf' a strategy turns out to be 

uncompromisin~ it can be revised or abandoned before major financial and psychological 

commitnh·nt 'i hc.t\ 'L' hL·cn lllLtlk (Anso!'l and f\h:Uonnel. 1990) 
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('IJAPTI.:R TIIIU~l•:: l~ESEARCII METHODOLOGY 

3.1 Rrsrarch 1h'sign 

lh.: stud) en1plo)cd ,1 dcscripti\l. sur\e) des1gn . tvlugLnda and Mugenda (1999) define 

dcscripll' e rL·...,carch c~s a pmcess or collecting data in orckl to ansvver questions regarding the 

current status ol the subject-; in the study. Descriptive research determines and reports the way 

things arc Mug,cnda nnd Mugenda also define a survey as an attempt to collect data from 

member'> ul· ,1 pupul.ttion in orckr to cktermine the current status or that population with respect 

to one 01 mor; variabks. l bus the dcscripti' c survc) is appro priate as it seeks to ascertain the 

strategic tn<lll<tgemen t practices in the tyrc Industry in Kenya. 

3.2 Populatiun 

llw stud) l ' \ )\ "' rl'd 19 !\ rL dealers "ho contro l 7C:, 0 o ol' the market (Sameer !\!'rica 2007). J\ list of 

t hos~..: l 11 [\'1\ ,\cc\icl s i ~. ~1\tacliL'd c~t appl'lld i:-. :). 

3.3 Data ( 'ollu:lion 

ln orckr to ~()[1lprdl-.:nsi ,.,:!) stud; the strategic management practice in lyre industry, primary 

data \\us n >lice ted . 

lhc duta \\d'' cu ll n: tL'U u ~,in ~! qm:stionnain:s (cop) attached as appendix I) . Tht.:sc questionnaires 

cunsistL·J 11\ <' i, d 0 1· c I O'·L·d L'mkd q uest10ns and open ,·1 lLkd questions . 

The qt,cst tt)I\ J\U II\.: consio.; kd l)l sections /\: Comp<lll) data, 13: The cnvtronmcnt, C: Mission, 

Yis·i011& Oh.iL'cll\-:s 1): ~trutcgic Cllo1cc I : Fvaluation 1:: Implementation G: Strategic Control. 

So1ne ol· the quv :-; tio th ·,,elL' de' eloped !'rom literature review, while other questions were 

adoptcd l''·(,llt simi L:r cmpim.:al ..;tudics carriL:d ou t in Kenya h) J\osa ( 1992), Karcmu (1993), 

Kw1g·uro ( 1 ')')~0 <llld K1ruth: (.:'001) 

'I he rcspundcnb "L:rc the Cl Os or an ~ otlwr pcro.;uns '' ho \\Ould be recommended by them. 'I he 

('t :os m top m<lmtg'-·mcnt V\e rc the most appropnate because the questions referee! to strategic 

lS'illcs 

17 



!'his rc<;earch adopted the drop and rm:k later approach and where possible the researcher 

discus-,ed tlw l\l llll'nt s (! f the qucstl\lltllam· '" it h the rc-;pondents and kit them to !i ll the other 

sec tion:; at thctJ u\\ n lc lsll r<.: . 

Data : lll~il) ..;i s llldhud usvd "as qual1tati ' L' . l lw structured questionnaires were coded with 

respect to ljlll'Stions 1\lr •.:asc of clcctronil J ata pro<.:CSS!llg a lte r the conclusion of' the ti eJd work. 

lhc data co lk'C ted ,;.,as anal yzed using Sta tis tical Package J(n Social Sciences (SPSS). This 

invo lved the usc of frequency tables. percentages, means scores and standard deviation, rank 

ordering. 

Section A "a -.; , n~cd.J ..,ed using frcquenc; ami pcrccntagL· tables . ~ection s B to G were analysed 

using nteans and standard c.kv iatton rankmg order where applicable. Res ults o l" the analysis were 

prese11 tcd 111 ta ble-; . har and pi c charts '" ith short descript ions. The res ults were then di scussed 

and intcrencc-; dut\\1\ I rom the sample and generalized to the populat ion. 
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Clli\PTER FO\lR: l~E~liLTS AND FINDINGS 

4.1 Introduction 

·1 his chapkr prL''>cnts th~.· lindings o!' the stud; based on datu co llected ['rom the (idd. l'he objective of 

the stud) \\US to L'Stilbl ish the stratq1.ic mmta~ement practices within the lyres industry in Kenya. The 

target pupuL1tton \ lf the -;tud; \Hts the tyrcs dealers in Kenya hut covered the 49 tyres dealers who 

control over 7) 0 ' 0 or the market (Sameer Africa 2007). The survey therefore covered the listed firms in 

appendix? Data iltHtl) sis method used was qualitative. rhe structured questionnaires were coded with 

n:spect to questiu11s l(lr L'asc ol· electroni c daw processing aJh:r the conclusion of the fie ldwork. The 

data wllected \\as amth /l' d using Statistical Package lor Social Sciences (SPSS). This involved the 

us~: ol lreqttency tables. pL-rcentages. means scores and standard ckviation. rank ordering. Section A 

was anal ys~:d using !'n.:quenc; and percentage tables. Sections B to G were analysed using means and 

standard llcviation ranking order where applicable. Results or the analysis were presented in tables, bar 

and pic charts \vJth short descriptions. !'he results were then discussed and inferences drawn from the 

sample and f L'llLTali;cd l\l the population. 

4.2 < ;cnual information 

l'hL· '>urvq targeted population of l'ort) nine tyre dealers . Thirty two tyre dealers responded pos itively 

making a 6) 0 'u response rate . 

lhi s stud \ :,nllght to idcnlll)' the strategies adopted hy the t;res dealers 111 the light or a rapid ly 

changing. vo latile and highl y compctitin' environment. 
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4.2. 1 Firm em nership 

Chart I Firm 0\\ nt·r<;hip 

() .j 6 10 12 I 

_j 

1\ccord iug to the re~ult~ ol' the survc). most of the tyrcs dealership firm s covered were owned by 

individual:- (\"1°·0 ) 1 J 0~, \-\C re wholl) local. 28<Yo were owned by groups while foreign owned 

dcukl .~hips lormcd (1°;, ui' all tiH.: companies co\ered in the sun e) 

4.2.2 Branches and associated companies 

Ch:u t 2 Finns with branches and associated companies 

Percent 

N\l. 37% 

Y C'i. (J1°o 

0, 12 Yes. 20 

- --------------J 
~---~· 

() 5 10 15 20 

6]tY(, ol the comp<llliL'S co\ ered in the <>un C) operated branches and associated companies while 3 7% 

did not. 
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4.3 Optrating Envinmnu·nt 

4.3.1 FiH \car Optrating l<..nvironmcnt Climate 

Chart 3 Operating Environment Description 

; 
..,...__ 
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Qd ~ 
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I 

J : ~ 13 
" / .. -1 

14 16 18 

IlK opcratttl~' ell\ 1ronnlclll lor the past ft\c years \-vas described a!-. relative ly stab le by 56% of the 

<..:on1pantcs cm'LrcLl \\ hile ,II 0 o described it as \Tr)" turbuktll. VY!1 ckscribed it as irregular. 

4.3.2 Busint.•so; Plans 

Chart -t Businco;s Plans for Environmtntal Changes 

0 

No <)<Yt) 

Yc~, 91°;() 

10 15 :w 25 10 

2tJ out of tl1c \ :2 con 1pani e~ captured in the sun l') i.e . 91% admitted that they had business plans 

gcured lO\\ <llds adaptmg tutl·H: changes 111 the operating environment while 9% did not have any plans. 
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·Lt3 Stntll'gi<: \1auagl·nu·nt Pradil'l'S Rating 

ChartS Lc\'cls of ~tratcgic Management Practices 

Perce nt 

2'1 

hequency --·---~---------· .. ·---------- ........... ----,--~-...,. 
11 

·-----~-------.Y 

-- _,___ ..,._ --~ 

0 5 10 15 20 25 

Parti ally 
practiced 

I 

I 0 Highly ' 
practiced! 

AccordIng to the I esult~ 0 r the SUI'\' C)' (,(,<}o () r tltL' rcspUlldents co \'CI"Cd rated the levels or strategic 

management practicL·~ as partially appl ied '"bile 34% rulL:d them as highl y applied. 

4.3..1 Impact of Changes on Companies 

Table 1 Impact of Changes on Companies 
1--

Maio r· I!_l_!_Qact,_ __ Minor· 1m act No Impact 
-- - - --

1- 1-' rcqucncy Pcn:cnta~c J_:requcllcy __ Perccnt aac_ Frequency Percentage 

<'ha ngt• 
- - .!w:::..--. 

Ill ti Ill(' 
takl•n to malu· a 1) 1()0.() 22 7 1<Yo 0 0% 

~cis10n 
Cha~gcs - - --- ,. 

Ill top 
_!!!anagt·mcnt (J 19°-'o 6 19% 19 62% 

N urn be r of nt'" 
- - - - - - - - ---- - - --

services )'0 II 

in troduced into 19 61 <~.; ) 10 Q<Vr) ") 7% 
market 

Number of~ our· 
- - --- ------

lt·aining 

~ou rams I'> )()0/t) 9 10% 6 20% 
Nu rnht•r· - - -. -- - -- ---------

of 
promotional l·l 52% 10 17% 3 II % 
~~~~aigns 

R cst ructu ring ----- - - - --- -- -- -·-

and () :wu,> 12 <10% 9 30% 
~t·ngin~:ct·ing _._____ 
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ChangL' m t1111~ wk1..:n to make decisions had a mmor impact on the company operations according to 

71% of' the respundcnts co\ cred 29(Yo or th<.: respondenb said that this change had a major impact on 

thei1 !inns When the top 111anage!1lcnt or various lirms was changed, there was no impact on 62% of 

the linn-., em ·1-cd . ll!p:,c th<lt c:-..pcricncL'd major or minor impact constituted 19(Yt> each. Introduction 

o(' llC\\ SCI'\ icc:, i1110 the 111<1 1 kL'( h<ld <I lllajor impact accnrdi11g to (J J O;(l o r the respondentS. 5Qo/o or the 

respondents had the i'celing that training progran1 ~ or the amount or n1one) spent on the same had a 

111ajo1 impact \\hilc 10(1!1 kit that it had a minor impact. Promotional campaigns had a maj or impact on 

52% or the conqxm1cs covered 111 the survey and a minor impact on 37% or the companies covered. 

4A Mission, Vision and Ohjecli\ (.' 

Table 2 Presence of Mission, Vision and Ob.i cctive 
,.._ 

Yes N o 
r-~-- -- - -- -- - - - r-- Frequency Percentage Frequency Percentage 
- -- t- - -- - 1--

Docs 
. -

~· our l.'ompany have a vision 2(J 81% 6 9% 

statement'? 
1- --- -- f-

Docs 
. -

~our com pan~· hm c a missiou 26 81 °'o () 9% 

statement'! 
- 1---

Docs your compam ltavc a strategic-
-----

'32 100% 0 0% 

plan? 

-
1\ceo.rdmg to the results ol' the surve). all the 1~nns had strategic plans. 81 (Yo of the fi rms captured in 

thl: Stll'\'l:\ had mi:-,~1011 and \ lSIOll 'itlltemcnts. 
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Chart 6 CO\ cragt· of Stratt-gic Plan (Y cars) 

I 0 yrs O\ cr L ___ ·------ 18% 

5 ) r~ (·--·--------~-~-----==-~·--

3) rs [ __ _ 

I yr lJ 3% 

ll alC~ t L:..__··-=~ 6% 

()0 I 

I 
41% 

I I 
41% I 

Most ol the co 111 pani e:. covered in the survey had their strategic plans spanning periods o [ up to 10 

Year~;. Most of" them CO\CtT cl periods of 1 and 5 years respectively each hav ing a 41 % representation. 

'l hosL' \\ hu ~c L'dllt p u 11 y str<t tcg tc plan~ sp<umcd more than ten years f"ormcd 181Yo of' the survey. 

Table -~ Communication of firm's mission to staff 
r--

Frequency Percent 

Ycr) - -- - -- --- --- ---- - -
V\d] 14 44% 

-
Well - - - - --- ~ - --

\ 2 38% 
~ - - - --1- -

h.1ir - - ---
<I 121X) 

1- --- -- - -- - - 1-
Poor - . 

I 11Vc) 

r -- - -
Ni l (Not <~ l all ) ·- - - ----- ------- - --- ---

I 3% 

'J Ole.~ -- -- -- -- ,, 100% ) .. ....___ 

lhL' n1ission stutcmcnts ol thL' llrms L'O\ L' rcd \AL'!'e comt1lun icatec.l ' very well" in 44% of the firms 

co ,ercd whi le 1X% o l' them commun icated it ·well' . 1~ 01() \\C t'l' ! ~t ir in communicating it to the 

l' lllplo:-. ccs. 
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Table 4 L l'\'d or impudanC(' of firm's miss ion 

Frequenc) Percent 
- - - - -
Very important 

- --- - 2 1 66% 
1-- -- - - ----

l!1l portant 
- - - -· - - 7 22% 

t-- - -- -- - - - -- -
Fair - --~ --- ') 6% :.. 

1- - -- -- ----- -------
Nil (n() t-at <dl ) ') 6% -

- --- ~- ~ 

l otal - - --~ - ., I 100% ,_ 
'-

I he 1111 !-.S ion or he lin ns cO\ -:n.:d '"us cons1Jcrcd ·vcr) tmportan t h) 66<Yu of the companies covered 

"in1portant " h; 221Yo o l the sample.· fa ir' by ()% and not important at all by 6%. 

Tabk " Fn~q m·ncy of review ing stJ·atcgic plan 
r-

Frequency Percent 
1--- - . -- -- - -

Quarter! ) ----- 16 50% 
t- - - - -

1\nnualh 
- -

1:\ 4l 1Xl 
1-- - - -- - ~ - --- - --·-

Lvery; years 
- -

' 9% -' 
1- ---
l otal -- - - ------- "' I I Q()O;() 

-' -.__ 

"l'hc fi rms co ' crcd pL-riodi ca1l ) rcv ie"' ed their strategic plans. 50% did thi s on a quarterly basis while 

41 % uid it 011 <lll ann ual bas i" 91Yt) n.:v ic\\ cd their strategic plans on a bi -annua l bas is. 

l'he lnll m" ing J\H..:a n -.;core will be utili ;.cd from the sccllon that fo llows. The scores "Not at all" and 

""I . ·1ltk. t..:'\knt "" rq m'!-.<..: 1\tL'd <.;etters or vision an~ mission whose invo lvement was regarded as ''Not 

applicable", equivalent to 1 to 2.5 on the continuous Likert scale ( I< NA< 2.5). The scores of 

111°Ckratc applt cutwn rc prL'St..: l\tcd <.;e tters ol" 'i sion and llli ss ion whose involvement was regarded as 

1110lkratt..:l ) appliccthk 1 hi-, wa !-. equ i, :.licntto 2.6 to ]."'1 on the l.ikert scale (2 .6"-- M/\<3.5). The score 

or .. \ 'I . l f . . j . . I . 
1: ., tl l"<..:at L' ,tu1t · ~md · ~rL'Lil e:-;tcnt rcpr<..:sc ntcc '>etters o 'JSJOJI am mtsston w 1ose mvolvement 

' ' ·1s r 1 1 1 · "I " vgaru'l :1 s laryv l:· appltcabk ( !. /\ ). l11s \\:\S cqui,alcnt tn 3.6 to 5.0 on the Lt <ert Scale (3.6< 

lf\ ~ 5.0). 
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'l able 6 Pcopk in\'ol' etl in pn:paring lir'm 'ision anti mission 

Mean Std. Deviation 

- - --- -- -- . 
l'op lll<lllll!J.elll\.'llt 

- - 4 .85 .770 

-- - ~-----

Board o !' directors 
-- - 4.78 .506 

- - - -- -- - -
Shareholder~ 

- ') ')') 1.695 )._ -· 
1- -- - -- -

Stakeholders 3 0-1 1.881 

l'he ntost '>igndicant 1m oh cment in preparation ol' vtsion and miss ion came from the lop management 

and hoard ol directors smce the) had mean scores ol' above 3.6 i.e. 4.85 and 4.78 respectively. 

Shareholders aml ~takcho ld crs were involved on moderate levels since their mean scores of 3.22 and 

3.04 \~ere helm\ j ') but above ~.(J. 

4·5 Strategi"· Choi"'e\i 

Chart 7 Preparation of l<e~ annual strategic issues 

Ye'>. ~7 

\() I 

:~::;' 

l() 

I - I .') I No 'i 

101 

5\ 
l) l 

heq Ltl'tlC' i'ercent 

1\ccordinll to the n:sul t~ ol the st tn C) . 84° o or the companies covered prepared a li st of key strategic 

tssucs !'or each yem while the remaining J()O,;() did not pn;parc a list o!'the key strategic issues for each 

Year. 
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Chart 8 l;pdating oflist of stnttcgic issues 

Se111i <tl1ltl1Ull) 

22'!o 

Monthly 

W1o 

Quarterly 

JTX> 

Accoruing to the results :1s displayed in the chart abon:, 37% or the companies covered in the survey 

Updated the II~t ol the key ->tratcgic Issues Cor each year on a quarterly basis, 33% on an annual basis, 

22°o semi <mnuall) and onl) S% or them did it on a monthly basis. 

l'hc !olio\\ ing. nlL' ~tn :-,core \\ill be uti!i;;ed !'rom the section that Col lows. The scores "Not at all" and 

"Littk c. ' tent" rqm:sented rormu lators or strateg1c choices whose involvement was regarded as "Not 

applicable'". cqui,'akm to 1 to 2..5 on the continuous Likert scale ( l < NJ\< 2.5). The scores of 

'nlulkntll' 1ppl! c ttiun· rqm.:s~.:ntcd 1\)!'Inulators or strategic choices whose involvement was regarded 

a.., llH>tlcrutcl) <tpplicabk . I \1,-., ''a~ equi,aknt tu 2.6 to l.S on the Likert scale (2.6< MAS3.5). The 

score ol' "nry grea t e:xlL'nt"' and "great extent'· represented formulators of strategic choices whose 

lnvohcment ''-'<l'> ll' !.Wrdcd as large!) applicable (Li\). I hi s \\U:-> cqutvalcnt to 3.6 to 5.0 on the Likert 

S<.:alc 0.6< I.J\< "-.0) . 

'I ahlc 7 !>reparation of stra tegic choices 
r---

Mean Std. Deviation 

-· ----- - ------ - · 
Board or - -

d i r~.:ctors 4.40 1.24S 

-
l 0P-man<q,2~t1l~nt -- -- - ----· 

~+ 19 
--- . -

1 35S 

-· - - - - - - --- ---·-
tvltddk k' l'lnl ; tn" ~l' tlll'tll 

-.- - - -·- · 
Ul -~ I. "i51 

~hc~rch~)ldcrs 
- - - - -- - --- - -- -------·-----

2.70 Ul77 

St l -- -- - - -- - ------ - ----- - -
' a-.chokkrs 2.15 1.537 
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Prl' pa ration o!' thl' list ol' '\tm tcgic cho ices for each year was the responsibi lity of the board of directors, 

Lop lll~\1\a~'''llll ' I lt :111 d 111iddk k' cl illllllllgcnH.:nt '>incc thL:) had mean scores or 4.40. 4.39 and 3.84 

respect I\ cl:. ~h trch older~ and :-,takehoiLkr~ \\e t-c nut ill\ oh L:d tn thctr preparati on. 

4.6 Evaluation 

'I ahk H (<:, :lluation of 11trategic cho ice.., 
,..._ 

Frcqucnc~ Percent 

t- - -- - - -- - --- -
Ye-; :25 

<)JO·o 

No - -- - -- --- ---- -
) 7% 

l lltal -- - - - - - --- ~-~ -~-- -- ·--

27 100% 
...._ 

l) ;o o ol' thL cumpaniL·s covered in tilL: survey eva luated the ir 'itra ll:gic choices wh ile 7% did not. Five 

ol'thL' comp.tniL:-; "ttllhcld inlornw!IIlll llll tili'i partH:ul<tr quest1on . 

I h' lilll<l\\ing mc:n1 '>COt'l' ''ill hl' utili!L'd I rom lhL' section that !'o lhm'>. I he scores "Not ul ull" and 

''IIttk c tent"' ··cptL~Lilted C\\duatiun tttcch<Hll~lll:s \\IHlsL' application \\ ll'> n.:gard~.:d as .. ot 

<tpplicahk'. L'<.jlli\ .th.:nt to I to :2 .. llll the continuou~ l.iknt scak ( I \ ... s ). the scorcs or 
' rnodL:I .ttl: appltea t ion· rcprcsl't ttL·d C\ aluat ion lllL'dHtn ism · "lwsL' applica tion \\as rq 1<mlcd as 

lltl)d~.:ratl'l ) applt<.:Jbk 1111. \\:.1 cqul\alcnt Ill h to . nnthc I i 'tl l':tk (2.tl r-... t \ \.')). I he scorc 

ot .. , cr) 'J c.tt L' t .. nt · .tPd .. ~,rca! L ll'Jlt ·· 1 cprL· en tell L' ,tludt wn 111 l' lt:tn istns "hosL' .tppl icatwn was 

rc 'ardcd " l.tr!!cl, .tppltc.tblc (I '\ . I h1 "" qut\ tknt t l 

I \ 0) 

II thl li1111 ·o l:tl: tf' th · ur · 

-· 



Tab le 9 F' aluation mn·hanisms 
r--

Ml~an Std . Devia tion 

t-- -- - - - --- - - --
l. iqu idit\ 4.()6 .787 

-- - ----- ---
Pro!~tahiltt y 4 .) l) 1.04 3 

--- --
Nutnbcr ot c u'itOlllL'r~ ·IS"\ 1.047 

- --- ---
Market '> h~n~· ·1 .~g .X29 

--
Inn(;, at tu11 ·1.2_1 I.() ") 3 

1- - -- - -- -
\1an~tgcmcn ,-;) 1 ..: u st umcrs ·I 17 1.177 

..__ 

\II the c\ aluat illn mechanism~ under Investigation \\Cr c appl icable in all the tyres dealership fi rms 

l:(\\crL·d but liquidit> c~nd prolitabtlit) '"ere the most dominant evaluation mechanisms with mean 

SClli"L'. o1" ·1.(\ (J :\lid I_)() l"l'SJWC[l\'Cl) . 

-t .7 lmplcmen h ti.lll 

I ahlt· II) l.mplo) C\' '-'III(Hl\\ l'rllll'llt to handlt 'it r ah.•git'i 
r--

Fn•qul' lli') Percent 

- ~c 

It <t i 11 in g 
1. •II% 

1- -- t ll\ 
-

ht \oh en tent in td~o.:n 11~ in' ..,oluttott ) (l% 

i ~, 

I Llu I 011 
I "'U ' 

-' ll 

I ~ --- 1-

I otal ,_ l 00° 0 

......_ 

lith~: fin11~ co\Ct ·I 111 the ur l:\ ·rl. · ntinu m .. upi d thrott 11HHll tlw YL'at" \\i th chcl'kin 1 

ur lent .m I llu ' ts :1\.'hiL'\ L'd thmu 1h thL· 

111!1o II'! • 11 1 1 tiJ I II pi l I I 11 Ill 1 I nul Ill • l I 1\H Hl'i l () 11 n l 11 a 1 n Ill 1 ( 11n u) 

Ill ( 



l ah ll· t 1 II and ling of stratrgir issut.•o, l h then· a dueutnentcd proccs:-. tn ) our company to handle 

strategic issues?) 

Fn·quenr~ 
Percent 

--- ----
Yes ') ' 74 1111 

-·' 
- - -~ ---

1'-<o X 26 1~o 
. -

Iota! ~~ 
I 00°·o 

....._ 

t\lost ul' thl· eompamL':' t:ll \ered in the sunc) <~dmtttcd to ha, mg a documented process to handle 

strategic is~u · · 1 his \\de. true si ne~: tt had a 7·+ 1~'o rcpn:scntation \\hik those which did not have a 

documented strategic iSSUeS hand ling proceSS [o rmcd 26% o f the SLifVe)' data. 

'I ahk t 2 ( ham pions of implementation of st rategic managem ent ch oices 

Leao,t reo,pons ihle M ost responsible 

Fnquetll'Y Frequ l'ncy Percentage 

., 
l 

-- 14% 

()0.() 

l he rc ponsibilit. of tdentiticauun .md rmplcm n_tatt n of tntll..'!..!.il' man.t•~..·m~..·nt clwkes in the ti nns 

CO\~.:t~.:d large!) 1.1. 111 thl'chid • ccutr otli·ct ( 4°o). the 'CI1'llilllanao~.,• r:-.(hl
0

o) and -.,upcnrsors 

07 'u lhl th.11 cr· !·at 111 ol ·d ·r· lu Ill lllllll''f ( •,oo uti . up~..·nisms (() ._,5 °~1 ) . 

( on l lt.mt nul 11 ol 

Ui ~ 1 rat r ·• · ( u r 11 ol 

lith f 

I II 

II h1 hIll •ht If I• ' l th II ' 111111 \1\\ 

111 I n 11 Ill 1 nt u n \. int 111.11 



Tahk B '( raddng of strategies in order to iden tify pro hlcms 

L 

Frcqucnc~ Percent 
- ---- -

Y~..·~ )X X7% 

1- - - -
No ·I 

j)O,., 

- - - --- -
·1 ota l 

., ... ) 100°o 
).._ 

Frutll I he l'l'S ll lh or tilL' Sllt'\'e)- tt can be -;cen !'rom tahk 11 abO\ e that lll <~ j o rity (X7%) of the tyrcs 

dcakrslttp !inns u uall) trad.~..d their ~trategies ll1 onkr to icknll l') an) 11aws. 13% however did not 

track thetr strat cL'.ie"> 1 hose that did not track thcir strategies used market dy namics and customer 

tnsight t() monito r their stratcgtc chot~..es . 

'I ahll· l.t t 'orn·,·ti\ c Changes 
,_ 

Fn·q ucnc~ Percent 

-- - - ---
I a!-- lll l' corrvc t i' L' t~ L' I ion 2 (1 X7°/o 

1-- - - -- - 1-- --
Re- t~<u n in ' ·I 1:1% 

1- -
'!uta I ,() I 00% 

'---
l\1,1 t <'I the Llllllj a 11 u.:-, eo\erc I 1 c X7"o tliPI r onL'C i l \ L' :l l'lton 111 l'otnbat 11:1\\s t il th1..' 1r strlltcg1 · 

ch l hc~·., ,,hik . 11 , rc trauwd tllct r sta1t to · n . w ' ,tcl h tl' ll l'C tu tlw tl'llll' •k ciHlll'L's 

I he tollu \\ing Illcan score will he util11cd t"w111 thL' . cctiPn thut l\1ll~'''s . I h1..· 'il'orc:-. .. ot at a11'' and 

'' I tt tk L' t~.:nl' rcptl L'lltcd I'J ·t r con idcr ·d before ·n' tgin~· in tr,tll' ~·k tll:tll:t •em ·nt pract1ccs that 

\\etc rc~'ankd .1 .. ot ,tppllvtbk · ·q 11 Jl nt l l I to on th 

I ll!.. ·,H·~.: ol nH L ·t.tl Jpplt llt n r ·pr · Ill ll ll 

1lli.lll.! ·~111 Ill pt,l 'tiC th tl 

on th~o: I rk rt 

I,, t 1r 

1Plltl til 1 I I t rt 

unltiHHHI I tk ·rt L.tk (I \ 2.5). 

·t'utL' L'll 'tl 'Ill' 111 s tratq•tc 

' ·' llJllh aknt In 2.6 to , " 

I 'Ill" ,Ill f " 11\ :II l' IL nt '' IL'plL'!-tl'lliL'd 

till! " ll' IL' '.IILh.'d lis l:u 'L'h 

( I \ .0 



Tahh.· 15 Fact o rs ( ' o n .>~ idtn.•d Before Engaging in Stra tegic Management Practices 

r---------

~~cd s oi· tmt.! l't (';lstulll 

Past l' \ pcri encv 

lnut~tn po lic) 

Cor'-' com pdc l lCL':-. 

Uthcr linn ..; 

c r 

Opl~li ( ln-~1" c,HN~ t~;n t ..; 
-

-

- -

-

-- -

~ - -
-- -

--

---

-- - - -

Mean Std. Deviation 
- - -

cl.() \ 1.426 
-- -- -

~ gt 1.22:1 
. 

; .() 1 l .tb\ 
---- -

' "" 1.729 .1 

-- -
~J () I .29 I 

----- ~· 

3. 19 1.-t.:J 2 

I hl~ most applicabk I act o rs that vven.: con<;idcrcd ht.:lme engagmg 111 the strategic management 

prar tkl''> \H' rc cmlu ll1l'l' ncL'tb . past c'pcricnccs and mdustr; poli cies s ince they had mean scores of 

<lhu, '-' , \> 0 t )p
11110 11 

o l consultants. CO lT eom pctcnc1cs and competitors moderately in1luenced 

'itr atc ~· i c 11l.tll .t~e 11 1 c 1 1 t practices in the linns covered smce then· mean scores were above 2.60 but 

lw!m, I 50 



Cll .\ PT F I~ FIVE : Sl 1'\ll\1 \RY OF Fl ~ DIN(;S, CONCLl 'SIONS AN D RECOMM.:NDATIONS 

5.1 ln trodudion 

h um till' data colkctL'd and analys is. tltc lollo 'A ing di sc ussions. co nclusions and recommendations 

\\LTC lllll l k . l hL' respullSL' \\aS bctsL'd 0 11 t!Jc objecti ve of the StUd) . J'he objective O f' the Study WUS tO 

es t <~ hi ish thL' st r ~ 1t q~ic nlanagel ttcnt prac tJ ccs "' ith111 the t) res md ustr; in Kenya. 

5.2 "unuHar·~ of I• i nding~ 

I hl· o1wratiP• ~.: n vi nmnll'nt Ill the t~ rc dea le rship 111d11 '- lr ~ for the past !i' e years was described as 

rcl a ti H~ I : stahk ,,hilL' uthLTS desc ribed it as \CI') turbu lent. 

\II tlw Ji nn:-. i li t yrc dcalcrsh i p business CO\ crcd in the ..,un C) hm c business plans geared towards 

ada pt lltg 1o the ·h.1 11 ge'> Ill tilL' nwrkc t. I hesL' -.; tra tepll' plans somct1mes span periods over 10 years. 

t\- iu:-. t ot th e11 1 c~nc1 p~.·nod'> or:; nnd .) : ems r~.·specll\ l~ h i\ liss1on sla lL'lllents \\ere common a fea ture 

0!' the li ll t.S Ll l\L!'Cd :111d \\ el\.' en lllll ll lll iCa tcd ' \ CI ) \\1.'11' ll l ju:-,1 ' \\L' Il tn lll<lJOii t\ o(' the Ji nns 

\ ~:c ording to the rc ults or the sun C), 1110 ·t of the ll'spu lldents CO\ L'!'Cd rated the Je\ ds OJ' stra tegic 

l n a nar~.·nwnl p1.tcllce " ·par tiatl) appl1ed' " hilc a IL' \ r.lll'd th 'Ill a hi •Ill) npphL·d C'h<ll1'e 111 tinlL' 

takl: n to m.tk • du:i.,1 >ns \\ .~..., "·~n lLI h.t\ • a 111111 >r 1111p.1 ·t m th · l' llllp.tn . npl'r:t tions V.. hen the top 

lllana l'lll 'Ill ot .triou lllllh \ a. ·h.lll I. I th 'I . \ \ IHl inq .ll'l lJl llllU linn:. Introduction or Ill'\\ 

lr iL • ..., IIlio u1 ntJrk ·t ha "llHll )f unp.t ·t .t · l rJm' t m qont. o l the ti rms. I lair ot the rl'spol1llcnts 

hdd the kd111, that tr.unmg pro •ro.un >I th uno mt 

C<unpal 1 11 h,td a m.ttor impa ·t lnllll'lll r tlllJ t t 

lh ll I I Ill 

llll Ill II 

11 I I 

tl 

1 ' Ill on the s:t llll' and pmmotl()nal 

llliJ lit lilt IIlli Ht.mt ' h) tlll l :o. t 11 1 tlw 

. I th ' II 11 ,11 . ·i l· pltriS 1111 I 

JJ1\ h Ill th l l J Ill Ill\ I ' Ill Jll 

1111 1 11u Ia t 



issues l'or eac h )'L'<I r i-; usuall ) itpJatcd nwstl) on a quurtcrly, annual and semi annual basis a few do it 

Oil a lllOlllhl ) h.tsis. l' n: p;tralion ol til L' It-;( ol' -.; (ralq' IL chOICl'S ((lr l'ach )CUI' \\aS the responsibility or 

the board of' dircct~.ll'" . tup nwna!!cmcnt and ntiddk level management. Shareholders and stakeholders 

v\Lrc 110 t im ol\ L'd i11 tlll: i1 prcpttntltl.lll. ,\II o l the co111panics covered in the survey evaluated their 

strategic cl!otce-. usitt !,! di!'ILTL' tll tm·t·hani stns as l1qui di t;. pmlitabilit;. number or customers, marl et 

'>ha re llllhl \C IIt un ;utd lll ,In:t ):'L'Iltl'llt PI cu-.to nt L'rs : l!qutdt t\ Lmd prolltabilit) were the most dominant 

e \ '<tl Ll <l l ll \1 I llii..:L' kilt I SillS 

All ti1L' linn ., c ~.)\~ted in the 'illr\C) \\erL' con tinuously preoccupied tlt w ughout the financial year with 

checking u rg~..·nt and ct itical issue-." hich a!Tect their dail) operations. l his \.\US achieved through the 

empo"emtcnt ot th ei r cmploycL'S thro ugh tnvo!Yement m i d c ntl!~ ing solutions and training. 

t'vlPst ~,r tltc co inp<ut ii..'S co' ern! in the surrey ad mi tted to ha\ tng a docum<.:nted process to handle 

str,neg i ~..· ISSlll''-.. I he I'L'S jlllll Sihiltl) or identt!ication and impkmcntatl l)l) or strategic management 

ciH nCL' 111 tltc ltll11. ell crcd Ja r 'el ld \ on tilL· ciJtL'i ·. ~..·c uti\ L' ul'licc rs and the general managers. 

llws ~.. tl t.lt ,,cr~.. ll·.t-. l i n,()h~.·d \\L'IL' business lll~llla " L'l':- .111d supl.'nt '>tH's ('onsultants were not 

111 1.lh cd :tt all \ ll ll lL rc;.;ptltHknt s il' purtl·d that thL·i r linns IIOI'IIIall) ~ tudiL'd Issues ''hit:h mi ght aiTet:t 

their cump~Hl ) up,:ra ttull s (both sltort and lo11g term l coming li·om areas such as e lerna len tmnment 

trend . intcrn,d ·m tronmct ,t .l tld pcrt'Prm..1nc · trl.'ml. 

I rom tile n: ult ol th · su • .:) . It ·an a t'b c:r c I tlhll m..tjm tl) \ l l till t) rL' lk.tkrship !inns u '-. uall ~ 

trd\.'kt.:J th 11 ll lt 1j~,; 111 ordu to id ·nul) .111~ tld ' • I ht \\ a tlmllt •h nuHkL·t d) namics and customl! t 

in 1ght ·1o t ol th · .:ompamL' em ·red to k 'ti\L' 'I ·tion l\) ~..·om bat thm s in thl' ll strat l'p tc 

l'ho iccs v. hilc fc" rL:-traincd thei r staft t ·n me tdh 'r~n c 10 the 'll.llL' •iL· Lill>il'L':-. 

I h • liiOsl .tppll al I 1.1 ·t ll thJt 

pr.t 11 • 

conq ·t 1 ~~ 1 Ill lll I 'llh I Ill 

co l'l 

mtlu 

n 'l m ' in th ltat~..~ 'il..' mana 'L'ment 

1 llllt l ll l'l ~..· nrls ult a nt s. t: nr L' 

11 .m '·m nt 11 tl' ti~..~..·s in tilL· ti t·,ns 



5.3 Conclusion 

l'hl: opcratin~ L'lllironmcnt in the Kcny.t tyrc ckalcrship industry for the past five years was described 

as relatively stnhk 1\11 the lirms in lyre denlcrship husincss covered in the survey have business plans 

geared to1vmd-, .!daplill ~ to the clwn !-! es i11 the nwrh't. I he k1 cis o!' 'l tratcgic management practict.:s 

appliL·ation <li'L' parll<li . Introduction ol ' ne" Sl'r\'ICL'S into the mmkct. training programs or the amount 

or mom'y "PL'lll on thl'sc and promotJorwl can1 pa igns IJa n: ma.J or 1111 pacts on the lirms covered. The 

lllt 'lsion ol' the Cirtns co,crcd i'l considcn:d \cry important. !'he firms co1crcd pt.:riodically reviewed 

thc1r s tratc~Jc plans . I he most s1gnilicant involwmcnt in preparation of vision and mission came from 

the top nJ :magcnlctJI and board or directors V\<ho prcparc and update a li st of the key strategic issues for 

each )Car. I iquidit\ and prolitahility \\ere thc most dominant evaluation mechanisms. All the firms 

C\l\crcd i11 the sui'\ c) it t\~ u 1ntinuousl) plToccupicJ throughout the linancial year v\ith checking urgent 

and criti c: il issues "h 1ch aiTcct their dail) operations '11m i-, :tchicn:d through the empowerment of 

tlwir cntplo)L'C'> t!Jrough Jllvohcment 111 identifying soluttons and through training. Most of the 

cotnp:llliL:s cu vn cd itJ the survc) admtttcd to having <1 documented process for handling strategic 

i::,::, uc:-.. liter ·spnns thtltt) of tdcntilication .111d 11npk111L'Iltatl\lll of' strategic management choices lies on 

the clli L' f' nccuti\c o lli e, , .., :11td the l:' L'Il ' !'\II Jllail:i" 'l's. I) I"L' tk<dnsllip lmns usuall) tl'ilckcd their 

str.tlq.J · .r1 H\11. .. to tdctllll . .Il l) ll a\\s. I hJ ',p., tllw lfh IIHJrk l'l d) lt<JJllJl's .111d custontcr ins1ghl. 

1\.lost u!' t h ~ UJ11l pa11ll" t.l\ ercd t.tiL· Ult'll'Llt\c ...tL'tion h i l'Plllh;tt tl :l\\s in thl'il stratq• ll'tltut ·cs whik 

fC\\ re~ tra i n thcJr o., (,l l j' tt • l'lhllrC adherl'IH:l' to the tratcg1 'hoi ::; , 

S...t Rc~:ornuacndatiom 

• I h' t. 1 J .akr h • li rm huul I llllrl I I 1 tl I • <d tl. l 1 1 ' m tiLl 1 l'lll~'lll J1nll'lli.:L'O., 

• Pc liUlllrJII ml hu Ill' 
h nlld l · 'Oil idl: 11.'d as an tmportant 

ll.ll I Ill Ill l I '11 Ill hll ·I tl 

• \ 1.111.!1' 'Ill Ill ol ll hllll ., Ill I tnn Ill ll ldt ]I i 1 ., .tlu•ttlt 11 111 l'h:tnis tll s in th • 

II 

• I I '" 'll I h I 

Ill llll Ill I I J1 11 



5.5 Fur·ther S1udie~ 

A stud) on the tlllJl~'l'l or the cheap I) n.: brands importation into the Kenyan market on the more 

cstahlishL·d <llld ;;tm11g brands. tilL' C~ISL' urtyn.: dc~tlershtp co1npanics. 

llw L:lfccl or l\ l'l' rl'lrcud comp<1111CS Oil lh l pro lit~thili t y or tyn.: dea lership lirms 111 Kenya. 
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Section A: ( nmpan~ Data 
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) Docs) our C\l111p~111! llll\ c branches and associated companies in Kenya? 
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Section B: 'I h" I· rn II'OI111ll'lll 
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- -- - -- -
h} ( 'htlll t' L' !'> Ill lop :\ Lttld~'L'lllL'Ill 

-- - - - - --
c) Rcstructuntt~· und RL'L'Ilt' i llL'L'I'i ng 
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d) Numhcl or IlL'\\ SL' l"\ icL'S \ ou introduu~d into 

tilL' market 

- - - - ------
C) ;\! ll 11 I b1..'1' \ l I )tHII 11-.1 i 11111g proerams ( or tltL' 

antoultl -.,pent llll lr.tintng) 
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t') ; lllltbL'I' ol l'llllllll\tonal campa1gns 
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Sl'l'ti<ul (': . lis io11, \ ision and Ohjt•l·tiH 
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d) ' t dl r 
h) l.o.ll l 
C) J () • LJI 'I 0 'f l J 

I) 1 0 ) ~:ar I] 

( Jthi.:l l. If pk 1 l: tmh ltl' l 
fl, It lh II 101 I Ill lllll 

0 II I I I I 

0 Ill I I I I 

• II (II It II II 



J 4 IIO\\ tmportant do you hL·IiL·vc it is to ha\ c a mission lor you r unit? 

• Vcn tm po rtJ 111 I I llllporlant I I 

• hm I I Poor I I 

• ~ il (not at all; I I 

15 llo" olh;tl doc~: o ur lirnt IL'\ iL'V\ thL' strategic plan '' 

hi t) umt•.! I; [ 1 

l ' ) \tlttualh [_ ] 
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Stakeholder<; 

Shareholder:-, 

Top M anagcttt ent 

Mtddk I e\e l m .tt tLtger~ 

Ho,mi ul I )m..:c t m~ 

Section F : I:\ a lu a t io n 
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No I I 

20 l o \\ lt:tt C\ lettt do )~llt u~e the fo lio" ing evaluation mcchantsm ? 
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n . Is lh~n: i:.l dOCllllll!ll!L'd rroces~ in yo ur company to handle strategic issues? 

a. Yes No 

B: I I k•:t(> h . .''> kast r~ s pon s rhlc \\ hik.::; lknotes most resronsihk 
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