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ABSTRACT

Positioning strategies is vital tool to confrontnguetitive pressures in a market
environment and also as a tool of improving théquarance of the commercial banks.
commercial banks needs to develop a distinctivegertay which consumers will be able
to identify it, it must be able to provide a comdtion of features perceived to be
desirable by the target market. Therefore thisame$e study sought to investigate the

influence of positioning strategy on performance@nmercial banks in Kenya.

This research adopted survey design to explorevitiide. The study used a descriptive
survey approach in collecting data from the 88 ratanky officers working in 44

commercial banks in Kenya. A questionnaire whicls weop and pick administered was
used in gathering of primary and secondary datan@ative and qualitative techniques
were used to analyze both primary and secondagey @ae content analysis was used to

analyze the respondents’ views.

The study revealed that positioning strategies ecd grow more rapidly and more
profitable relative to its competitors, improve esalof new products, enabled bank to
offer financial services that have important atitds in delivering benefits, attain a big

market share, enhance customer loyalty and impcag®mer retention .

From the findings, the study concluded that comméndganks needs to enhance the
performance by increasing the level of significantgositioning strategies adopted in
order to distinguish itself from its competitorseate an image relative to competitors
and be identified in the minds of targeted custa@rer their product and services.
Positions management, market strategies, interndl external infrastructure, use of
information technology, ability to innovate andfdrentiate would be necessary for the
bank as it would enable it to increasingly respoemdnarket considerations therefore

enhance competition and profitability.



CHAPTER ONE: INTRODUCTION
1.1 Background of the Study

Positioning has long been recognized as a vital tooconfront commercial bank
competitive pressures in a market environment dsd as a tool of improving the
performance of the banks. Ries and Trout (2000pgse that positioning is essentially
what the institutions carry its business in mindhaf prospect and highlight its use as a
base from which to develop marketing communicastnategy. Kotler and Andreasen
(2000) emphasize the importance of having a disti@emage, defining positioning as:
“the act of designing the organizatisnmage and value offer so that the organizé&tion
customers understand and appreciate what the aegem stands for in relation to its

competitors (Kotler and Andreasen 1999).

Successful consumer marketing does not begin avitmique product or a great idea.
Marketing begins with consumers who want or needpifoduct and have the resources
to buy it. However, these consumers do not buygystoduct; they buy a total bundle of
values known as a market offering. That market rofte is composed of a mix of
elements such as a product, product services,attan services, brand, package, price,
credit terms, price discounts, advertising, perb@ades assistance, store or business
location availability, inventory assortment andnsportation services. Mixing and
matching these various elements of the marketiaffjento an appropriate integrated and
unified whole becomes the primary challenge forrttegketing executive in developing a
successful competitive position in the Europeansoarer marketplace today (Ries and
Trout 2000).

Commercial banks face many challenges in todaytsadyc marketplace. In a global
economy that has become increasingly competitivesret is need for efficient
development of products that can quickly satisiy@e demanding customer base and

build long-term customer trust (Porter, 1996). lushenhance risk management and



address a broad range of service breakdowns angdatery changes that require
reporting with greater standardization and trarespey. It must optimize both internal
and external innovation, while seeking operatiaalellence at all levels. Meeting these
challenges requires commercial banks in Kenya tpfdositioning strategies that boost
bank market performance revenues, improve opewti@fficiency, cut costs, and

enhance the overall management of business (K@0eQ).

1.1.1 Positioning strategies

Positioning is an attempt to distinguish an orgamnan from its competitors along real
dimensions in order to be the most preferred fion & certain market segment or
prospect. It is an attempt to have a clear or wmigasition in the marketplace. Also,
positioning is a competitive marketing tool thaegdeyond image-making. The image-
making firm seeks to cultivate an image in the eogr’'s eyes and mind (Ahmad and
Haron, (2002). Market positioning is a process efablishing and maintaining a
distinctive place and image in the market for agaoization and/or its individual product
offerings so that the target market/prospect undeds and appreciates what the
organization stands for in relation to its compesit(Ries and Trout, 1986).

Positioning is concerned with the attempt to modiifg tangible characteristics and the
intangible perceptions of a marketable offeringretation to the competition (Arnott,

1992). The above definition also shows that a psiig strategy may be broken down
into three interrelated sub-components: customegets; competitor targets; and
competitive advantage. In addition this processpositioning strategy formulation

demands the ability to build-up a picture of therkeglace and thinks creatively about
the interrelationships between these three sub-ooemis. The idea is to go for a
segment of the market where, by virtue of the camgisadistinctive strengths, it is able to
satisfy customer needs better than its competitdfsis necessitates a thorough

understanding of the strengths, weaknesses, omyitoe) and threats profile (SWOTS)



facing the firm — something which can only be aché by a dedicated internal

(company), competitor, and customer/ market anglysi

Once a positioning plan has been finalized it anstated into action by assembling an
appropriate marketing mix. The popular fous Rlefinition of the marketing mix is:
Product, Price, Promotion and Place (distributiomith each “P” comprising a set of
decision elements which together defines the '&roffer to its target market. The mix
should be tailored so that target customers reigas being superior to those offered by

competitors — by reflecting the firmxchoice of competitive advantage.

1.1.2 Market performance

In a service context, market performance is measeirasing behavioural intentions
(Zeithaml et al. 1996) and deemed to be applicabig relevant for banking services
(Zeithaml & Batner, 2000). Loyalty is defined a® timtended behaviour (Zins, 2001),
which entails the consumer’s deposition in termpreferences or intentions that play an
important role in determining market performancegien et al. 1998). It can be an
attitude, reflected in the willingness to recommeti@ service provider to other
customers or an actual behaviour (Konstantinosl.ett@8) or observed behaviour

(Gronroos et al. 1994) in terms of repeat purchases

Cognitively it is operationalized as the servicara that first comes to mind when
making a purchase decision (Bloemer et al. 1998)loell (1996) notes that customers’
behavioral intentions are used as surrogate iraligadf the retention and /or loyalty
construct to define and measure market perform@faastantinos et al. 2002; Fisher et
al, 1999; Nyer, 2000), whereby high levels of coso retention lead to profitability,

provides a competitive advantage and a requirerterdttaining a big market share
(Fornell, 1992, Dick & Basu, 1994).

In addition, strong positive associations betwaeage and loyalty have been reported

extensively in the service marketing area (KotBQO0). In that regard, it is reported that



customer intentions to use the service influengethb benefits they desire and/or expect
from the service, which are embedded in the bel&feut the service performance
(Dorsch et al. 2000). Wee et al. (1995) also replmat consumers are more likely to
purchase a product or service if it is perceivedthdwe important attributes that deliver

benefits.

In deed, according to Kotler (1999), Vardis et20(0) the difference established must
deliver a highly valued benefit to the target costes; distinctive competitors should not
be offering the difference or the company is ableffer it in a more distinctive way;
superior the difference is superior to other wdhat 2 customer might obtain the same
benefit; communicable the difference is communieabltractive and visible to buyers;
pre-emptive competitors cannot easily copy theeddfice; Affordable customers can
afford to pay for the difference and Profitablee tompany can introduce the difference
profitably. In short the positioning strategy tisatisfies this criteria shows how the bank
wishes to be seen, what its values are, and itsalbvienage to the target customer
(Sheinin, 1998).

To successfully position commercial bank serviceds ather services in Kenya, it
requires careful consideration of important, ativac distinctive and superior service
attributes to customers. It is essential to comsidenmunication to customers as equally
important as to employees for successful positgproh commercial banking services.
Most important is to use customer contact employeesffectively communicate to
customers leading to customer loyalty and custaetention ((Zineldin, 2002).

1.1.3 Commercial banksin Kenya

The Companies Act, the Banking Act, the Central lBah Kenya Act and the various
prudential guidelines issued by the Central BankKeifiya (CBK), govern the Banking
industry in Kenya. The banking sector in Kenya Wibsralised in 1995 and exchange
controls lifted. The CBK, which falls under the N&try for Finance’s docket, is

responsible for formulating and implementing monetgolicy and fostering the
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liquidity, solvency and proper functioning of thiag&ncial system. The CBK publishes
information on Kenya’s commercial banks and nonkioagnfinancial institutions, interest

rates and other publications and guidelines. Thekddave come together under the
Kenya Bankers Association (KBA), which serves dslbdy for the banks’ interests and

addresses issues affecting its members (Kenya Bankssociation annual Report,

2008).

There are forty-six (46) bank and non-bank finahniiatitutions, fifteen micro finance
institutions and forty-eight foreign exchange buean Kenya (CBK, 2011). The
banking industry in Kenya is dominated by a fewgéabanks most of which are foreign-
owned, though some are partially locally owned. &ixhe major commercial banks are
listed on the Nairobi Stock Exchange. The banksshayme together under the Kenya
Bankers Association (KBA), which serves as a loldby the banks’ interests and

addresses issues affecting member institutions.

The sector witnessed an increase in the branchonletinom 930 branches in June 2009
to 1017 in June 2010 representing growth of 9.4grdr The number of automated teller
machines (ATMs) in the payment card industry cargsh to grow, increasing by 21.0
percent from 1,510 ATMs in December 2008 to 1,82MA in December 2009. Growth
in ATMs is attributed to commercial business expamsstrategies and the need to
counter increased competition in the payment cadudistry. During the period ending
June 30, 2010, the banking sector pre-tax praifitseased by41.9 percent from ksh 24.6
billion in June2009 to ksh 34.9 billion in June ROTotal income rose by 24.1 percent
from ksh 81.8 billion in June 2009 to ksh 101.8idnl in June 2010. Stiff competition
and market activity was witnessed in the year 26®%ear 2010. Retail loans and
advances for year 2009 to 2010 in (000,000) wefelisvs for the six leading banks in
Kenya: Barclays 393, KCB 375, Equity 331, Standahértered Bank 308, Co-operative
bank 287 and CFC stanbic 211. Retail customer dkspos the same period was as
follows; Barclays 616, KCB 532, Equity 400, StardlaChartered Bank 400, Co-
operative bank 332 and CFC stanbic 294. The bankewogor growth momentum was



expected to continue as financial institutions a@rénheir presence in the east African

region and embracing of ICT-banking (Bank annupbrg 2009).

The commercial banks financial institutions offerporate and retail banking services
but a small number, mainly comprising the largemksa offer other services including
investment banking (Kenya Bankers Association ahRégort, 2008). The banks have
continually adopted various marketing and positpyactices relevant to the banking
industry to help it gain and maintain large sizew$tomers, gain a competitive edge and

improve on its performance marketing.
1.2 Statement of the Problem

Positioning is a powerful tool that allows firm tmprove market performance (Tse,
2001). Lopez et al. (2000) findings reveal thatrm’s profits, gains in market share and
new product sales in comparison with competitorsafgeriod of time are benefits of
customer loyalty to the firm which is as a resultdestinctive positions in the market

characterized by resource profiles that are rare;substitutable and inimitable.

In Kenya, accessibility to loans is still limited & few customers and subject to many
conditions, high interest rates charged on loaesagen 19 to 40 percent); low interest
rates paid on deposits of 0.025 per year and thk hank charges (Central bank of
Kenya, 2006). Customers have complained of incoieve hours of operation, slow

handling of customers’ complaints, and lack of egiogeats especially on busy banking
days while customers wait for the services, in @oldito lack of parking space. As

Competition increases in the banking industry; caraial banks have introduced less
minimum balances, prestige banking, advantage c&ias cards and Automated teller
machines to improve on the accessibility of barédtgises. Many commercial banks have
also increased their service networks by openingyn@aanches including up country

districts in Kenya. In spite of all this, custome&s not understand the vision of most
commercial banks and there has been increase tancess defections through customer

complaints, unreliable and untimely service praisi
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Most of the local study local studies have focussede on brand positioning strategies
as well as positioning strategies adopted by dbasmess industries such as tourism. For
Example. Wanjau (2001) investigated the extentsafge of brand personality in brand
positioning in the lubricants market. Muriuki (2QG&arried out a survey of effectiveness
of positioning strategies of Kenya’s tourism indyst Similary, Ndinda (2005)
investigated positioning strategies used by healffintenance organizations in Kenya
while Awino (2008) determined market positioningagtgies adopted by courier
companies in Kenya. There was no study that hassfan determining positioning
strategies adopted by commercial bank in Keny#s.iBhdespite the fact that positioning
in commercial bank play great role in enhance baaformance This study therefore
seek to determining the influence of positignstrategies adopted by commercial
banks in Kenya on market performance

This study will be guided by the following questson

i .What are the positioning strategies adopteddsgroercial banks in Kenya?

il .How does positioning strategy adopted by conua¢banks influence performance

of commercial banks in Kenya?

1.3 Objectives of the Study

The study will be guided by the following objectsve

i) To determine Positioning strategies adopteddmimercial banks in Kenya.

i) To assess the influence of positioning strategyperformance of commercial banks in

Kenya



1.4 Significance of the Study

This study is important to the management of comcrakmanks and other similar
organizations in Kenya by acting as a managemdatergce point for application of
positioning strategies needed to be put in placth m the present and future to attract
customers, develop attractive corporate imagetindisre and superior differentiation to

improve market performance.

The Governments of Kenya will also find this stuatyinvaluable source of information
by identifying the factors that play a major role the practice of application of
positioning strategies in the commercial bank imya and develop policies that will

enhance uphold of ethics in application of promostrategies in commercial banks.

The study will be significant to the researcherd acholars as they will benefit from the
study as it will add on to the growing body knowgedn marketing practices in Kenya.
This will act as a source of reference for studeebe done on positioning strategies in

the future.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter presents a review of literature ontjpméng strategies adopted commercial
banks and their influence on market performancalefines the concept positioning,

positioning strategies and market performance.

2.2 Concept of Positioning

Positioning strategy is defined as the act of desmthe company’s offerings and image
to occupy a distinct place in the target customensid in terms of quality, service,
capabilities and price, to influence customers’ awbur (Zineldin et al, 2001).
Positioning strategy entails benefits that are irgrd to customers, attractive images,
distinctive and superior differentiation, which a@ely the perceptions of the customer
as a consequence of using the product or servid@mathe communications made (Ries
and Trout, 1986).

In marketing, positioning has come to mean the ggedy which marketers try to create
an image or identity in the minds of their targearket for its product, brand, or
organization. There is general agreement that ¢meapt of marketing positioning has
become one of the fundamental components of moakamnketing management (Kotler,
2000; Hooleyet al., 1998). Its importance is further supported bydewice that indicates
a positive relationship between company performgirce¢erms of profitability and/or
efficiency) and well-formulated and clearly-definpdsitioning activities (Brooksbank,
1994; Devlinet al., 1995).

Positioning appears to have evolved from marketmsedation, targeting and market
structure changes during the 1960s and the ean@sl@ekhar, 1989. According to Ries
and Trout (1999) concluded that, Positioning staxith the product. A piece of

merchandise, a service, a company, an institudoeyen a person. They go on to argue



that positioning is not what is done to the profieswice, but rather what is done to the
mind of the prospect, “... positioning shifts the drapis of marketing from the product
to the battle for your mind.” The emphasis of tiasbate (supported almost exclusively
by their consultancy and personal experiences)ecett on the communications

/advertising elements of positioning.

This theme has been adopted by Kotler (2000) whwiges the following definition:
Positioning is the act of designing the companyferong and image to occupy a distinct
place in the target market's mind. At the same tiseveral terms such as positioning
(Kotler, 2000), position, product positioning (Haon, 1987) and market positioning
have been proposed in the literature. However, eheve that Arnott’s (1992) statement
that the various definitions and terminologies siraply several sides of the same coin
illustrates the fact that most of the apparentniédinal differences are substantively
superficial. He goes on to state that: positionmghe deliberate, proactive, iterative
process of defining, modifying and monitoring com&u perceptions of a marketable
object (Zineldin, 2002).

Positioning is reported to have evolved from madeggmentation, targeting and market
structure changes during the 1960s and 1970s @eladt al. 2000). It is defined as the
company’s image in the target customers’ minds l@¢p2000), a collective perception
of the organization and/or its products relative dompetitors (Zineldin, 2002).
Positioning strategy refers to the choice of targestomer segment and choice of a
differential advantage to be used to compete instgment (Brooksbank, 1994). It has
also been defined as the act of designing the coywpafferings and image relative to
competitors (Kotler, 2000). Ries and Trout (1986wkver conclude that positioning
starts with the product, which could be a piecenefchandise, a service, a company, an
institution, or even a person. However, they artipa¢ positioning is not what is done to
the product or service, but what is done to thednoithe customer.
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2.2 The Position Mix Process

The major focus of the positioning mix process imes the formulation of the product;

the terms of sale; the distribution; and the comigation submixes. It is necessary to
separate the offering into these four componerdash evith several elements, for the
purpose of making the necessary decisions about elment. A consumer market
offering is the result of mixing the four comporngnand it is through this component
mixing that a successful position is achieved instoners’ minds. The large number of
elements, and the enormous number of ways in wihiebe elements can be combined,
result in influencing the different levels of resge that consumers have to the
competitive offerings available in the marketplace.

Bank marketing executives must plan the product timat will result in a combination of
elements such as physical product, product servimesd and package desired by the
target consumers. The various elements that makéh@product component of the
market offering are called the product mix. Itsduh is measured by the number of
product lines and other product-related elemerfeyed; and its depth by the assortment

within each of these elements.

Bank products at the right price will not be pasigd successfully in the mind of the
consumer if it is not also at the right place a¢ tight time. The distribution mix
contributes vitally to the market offering mix byopiding time and place values in the
mind of the consumer. Therefore, the distributiomponent mix is that combination of
such elements as marketing channel outlets, stofagsities, inventory control
procedures and shipping facilities put togethernbgrketing managers to create the
desired market offering competitive position in twsumers’ minds. The availability of
products via Internet technology and direct shipnealso having a major impact on the
issue of successful marketing strategies and corsunate positioning (Albaet al.,
1997).
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To correctly and successfully position the markétrong, marketing executives must be
concerned with such elements as the basic desigreaharketing channel, the types of
middlemen, and the extent of market coverage (Aulakd Kotabe, 1997). To support
the distribution mix, decisions must also be magarding inventory storage facilities,
the types and locations of these facilities, ardabnsumer order-handling procedures to
be followed. Decisions regarding the establishnagt maintenance of inventory levels,

and types of transportation agencies and carebe used are also important.

The communication mix is of major importance tocassful market positioning and has
often been viewed as the primary positioning ta#e( Trout and Rivkin, 1996). In
reality, however, successful competitive positignirs achieved through strategic
planning and implementation of all of the composéantthe consumer market offering.
The purpose of the communication mix is to informd gpersuade consumers, both of
which will affect the position of the firm’s markeffering on the “ladder” of recognition
and preference in the minds of consumers. The conmation component mix combines
such elements as advertisements, personal salssnpaons, special promotions and
public relations activities. These are assembleslitwessfully position the offering in the
minds of the consumers and encourage them to buthéomutual satisfaction of
themselves and the firm. The breadth of the comaoation mix depends on the number
of elements selected from those available. Thehdepimeasured by the variety used
within each of the elements. New developments imroanication technology, such as
Internet advertising and promotion, add tremendotsithe complexity of successful
positioning in the European marketplace of todag all increasingly do so in the

future.

2.3 Positioning Strategy

In the words of Doyle (1983): Positioning strategjers to the choice of target market
segment which describes the customers a busindisseek to serve and the choice of

differential advantage which defines hawvill compete with rivals in the segment. This
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definition also shows that a positioning strategpynmbe broken down into three
interrelated sub-components: customer targets; etitop targets; and competitive
advantage. In addition this process of positiongtigategy formulation demands the
ability to build-up a picture of the marketplacedathinks creatively about the
interrelationships between these three sub-compenéhe idea is to go for a segment of
the market where, by virtue of the companglistinctive strengths, it is able to satisfy
customer needs better than (or at least as welitag€ompetitors. This necessitates a
thorough understanding of the strengths, weaknesggortunities, and threats profile
(SWOTS) facing the firm — something which can obly achieved by a dedicated

internal (company), competitor, and customer/ maakalysis.

Once a positioning plan has been finalized it astated into action by assembling an
appropriate marketing mix. The popular fous Rlefinition of the marketing mix is:
Product, Price, Promotion and Place (distributiomth each “P” comprising a set of
decision elements which together defines the '&roffer to its target market. The mix
should be tailored so that target customers rejasl being superior to those offered by

competitors — by reflecting the firmichoice of competitive advantage.

Competitive positioning involves the formulationtbe market offering; but positioning
is not what a firm does to a market offering. Hosihg is what is done in the minds of
prospective consumers through the various compseraithe market offering. That is, a
particular firm’s offering is competitively positied relative to all other market offerings

in the minds of prospective consumers.

The major challenge to successful positioning & the minds of consumers are limited,
dislike confusion, are insecure, are hard to chaagd lose focus (Trout and Rivkin,
1996). Of primary importance in this regard does ‘fladder” exist in the mind of each
consumer that relates to each category of marKetio§. For most people, only seven
items of information, such as seven brands in &etavffering category, are typically

held in the mind of a particular consumer (Ries dmndut, 1986). The number eight
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brand is out of luck. This is what is meant by gwnt that the minds of consumers are
limited and thereby provides the foundation for tbther characteristics of the

consumer’s mind as noted above.

Developing an effective and successful competipigsitioning strategy must begin with
research to define the target market. In additibe,key factors that are characteristic of
the product component, and that are of primary nm@pee to prospective consumers,
must be analyzed (Kim and Chung, 1997). A detertiinanust also be made as to how
these consumers position a firm’s market offeringtheir minds, and the position of
comparable market offerings considered being ofmary value to the targeted

consumers.

2.3.1 Product Differentiation

In marketing, product differentiation is the proees distinguishing a product or offering
from others, to make it more attractive to a patéic target market. This involves
differentiating it from competitors’ products asliwas one's own product offerings
(Kotler, Philip and Kevin Lane Keller, 2006). Itasmarketing process that showcases the
differences between products. Differentiation lotdksnake a product more attractive by
contrasting its unique qualities with other compgtiproducts. Successful product
differentiation creates a competitive advantage tf@ seller and thus enhances firm
performance as customers view these products agueinior superior. Product
differentiation can be achieved in many ways. lyrba as simple as packaging the goods
in a creative way, or as elaborate as incorporatieny functional features. Sometimes
differentiation does not involve changing the pradat all, but creating a new
advertising campaign or other sales promotiongatks{Galbraith, 1997).

Marketing or product differentiation is the procedslescribing the differences between
products or services, or the resulting list of eliéinces. This is done in order to
demonstrate the unique aspects of your product aedte a sense of value which

improves the performance of the firm. Marketingtbeoks are firm on the point that any
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differentiation must be valued by buyers (Kotlehijlip and Kevin Lane Keller, 2006).

The term unique selling proposition refers to atisgrg to communicate a product's
differentiation (Sharp, Byron; Dawes, John, 200h).economics, successful product
differentiation leads to monopolistic competitiondais inconsistent with the conditions
for perfect competition, which include the requiehthat the products of competing

firms should be perfect substitutes.

Market segmentation involves the identificationsgigmentation variables followed by
segmentation of the market. This leads to markegetang, i.e. an evaluation of the
attractiveness of the obtained segments and atiselef the target segment(s). For these
target segments, positioning concepts are deve]gsdected and communicated (Kotler,
1999). The segments that are distinguished mush far sound basis for product,
distribution, pricing, and communication strategyis can only be realized by stable

segments of which the buying behaviour can bebilipredicted.

2.3.2 Promotion Strategy

Advertising and promotions is bringing a servicelte attention of potential and current
customers. Advertising and promotions are bestethiut by implementing advertising
and promotions plan (Hoolest al., 2001). The goals of the plan should depend very
much on the overall goals and strategies of thearorgtion, and the results of the
marketing analysis, including the positioning sta¢at. Advertising is a major "phase" of
overall product or service development and managéenelvertising is specifically part

of the "outbound" marketing activities, or actigdigeared to communicate to the market,

eg, advertising, promotions and public relations.

Promotion is one of the key 4Ps in the marketing (Diibb et al., 1994) and as such has
a key role to play in market success and also iprawing the firm’s performance.

Promotion is concerned with ensuring that custoraeesaware of the products that the
organisation makes available to those customerse Mpecifically, the objectives of any

promotional strategy will be drawn from an appraggimixture of the following roles of
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promotion; to: increase sales; maintain or impromagket share; create or improve brand
recognition; create a favourable climate for futsades; inform and educate the market;
create a competitive advantage, relative to congoii products or market position;

improve promotional efficiency.

The ideal form of promotion is the conversation athtakes places between the expert
sales professional and his or her customer. titexactive and conversation is specific to
the needs of both. Other forms of promotion, widell in the “average” needs of groups
of people can only hope to approximate to thisliddavertheless, as Kotler and Kevin
Keller (2006) acknowledge, much promotion, espgcialconsumer markets, can appear
to be predominantly a one-way process in whichgreglucer decides on a marketing
message and selects channels through which to coioate that message. In such
contexts, there is feedback on the effectivenesseopromotional strategy, but since this
is largely in the form of sales, it can be diffictb differentiate between the role of
promotion and of other factors in the marketing mixespect of the significance of their

contribution to market success.

2.3.3 Distribution Strategy

Players in the market will need to maximize produtyt from existing customers,
particularly given the fact that the cost of acogrnew customers will be increasing.
Distribution (or place) is one of the four elememtfs marketing mix. Distribution
strategies are concerned with the channels a fiag employ to make its goods and
services available to customers. Chanmeés organized structures of buyers and sellers
that bridge the gap of time and space between @reufacturer and the customer. An
organization or set of organizations (go-betweemgdlved in the process of making a
product or service available for use or consumptigra consumer or business user. It is
no longer appropriate for distribution to be trelates a short-term and tactical issue
because it is inextricably linked with the longerah customer retention policies. The key

success factors for distribution can be summaraedollows: control over the sales
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teams in terms of time management and customeettagy turnover, recruitment and
retention; customer relations — the developmentoofy term customer relationships
based on trust as opposed to short-term relatipashased on single product sale;
improved productivity (Boydt al. 1994).

For product-focused commercial banks, establishivegg most appropriate distribution
strategies is a major key to better performancBnel@ as maximizing sales and profits.
Unfortunately, many of these companies often failestablish or maintain the most
effective distribution strategies. Problems thathage identified include: Unwillingness
to establish different distribution channels forffelient products, Fear of utilizing
multiple channels, especially including direct ens-direct sales, due to concerns about
erosion of distributor loyalty or inter-channel o#malization, Failure to periodically re-

visit and update distribution strategies, Lack refativity and resistance to change.

To be fair, there can be sound reasons for thesmiged weaknesses. More typically,
however, they are due to failings such as simpéestien lack of understanding of the

ultimate customers and their preferences, or ariailo acknowledge the importance of a
distribution strategy and invest sufficient res@sran understanding it and fail to

effectively position its product in the market.

2.3.4 Demographic Positioning

Measuring the impact of customer demographics ok salection criteria lead to newer
marketing strategies for banks. Bogtal. (1994) placed importance on the marital
status, married or unmarried, of the customers dothat customers are different in
putting more emphasis on various bank selectiotofasuch as reputation, cost-benefit,
efficiency and many more. However, their reporteaded that customer those are
‘single’, have put less prominence on reputatidgheathe ‘married’ customersdgg, and
Baker ,1996)
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Another demographic variable, size of the householderms of number of family
members as dependents, was tested and the Ka@é6)( found that ‘heavy’ households
emphasis on reputation, cost-benefit and efficienayereas the others put more
importance on convenience and cost-benefit issdestdn, 2001) Occupation of the
respondents was another demographic segmentatlan itdo account. The report
disclosed that more white-collar households are hesiging on reputation, modern
facilities, and convenience (Lopez, Hart, and Rawsgmk (2007). However, the
counterparts, blue-color households, put greatgrhasis on core banking (availability of
basic services), cost-benefit issues. Lastly, Gentlthe respondents reveled interesting
results. Males are putting importance on fasteviser convenience; however, female
gave importance to longer-term aspects relatingotganizing their finances and
becoming more financially secure. Ahmad and Hai(@902) reported differences in
bank selected criteria based on gender, age, edndadckground of bank customer in
Turkey. This study reported that male customempoite importance on reputation of the
bank, business hours, parking facilities, availgbibf wide-range of services, and fast
and efficient services than the female customelse Tonvenience (especially bank
location) played important role for customer undge 40. According to educational
segmentation, customers with more than primary &itut considered empathy, fast and
efficient services, location of the banks more im@at than the uneducated group
(Kotler, 1997)

Bank institutions marketers are increasingly irgegd in the effect of consumer
"lifestyles” on demand. Unfortunately, there arengndifferent lifestyle categorization
systems, many of them designed by advertising aatketing agencies as a way of

winning new marketing clients and campaign (Kee&fQ1).

2.4 Market Positioning and Performance

In banking industry, performance is measurablegibhavioural intentions (Zeithaml et

al. 1996) and deemed to be applicable and relefemnbanking services (Zeithaml &
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Batner, 2000). Loyalty is defined as the intendefidviour (Zins, 2001), which entails
the consumer’s deposition in terms of preferengemtentions that play an important
role in determining performance (Nguyen, 1998)dh be an attitude, reflected in the
willingness to recommend the service provider teeottustomers or an actual behaviour

(Konstantinos , 1998) or in terms of repeat purebas

There has been attempts to link a bank ’'s posiigprstrategy to its resources and
capabilities, and — in particular — is consistenthwthe notion that competitive
positioning strategies, “give equal weight to markdemands and capability profiles
when selecting targets and implementing positiorstrgtegies” (Hooley et al., 1998).
Day and Wensley (1988) established a research agend tradition in which they
declared, “Businesses seeking advantage are eghortéevelop distinctive competences
and manage for lowest delivered cost or differéiamathrough superior customer value.
The promised payoff is market share dominance aafitgbility above average for the
industry. This advice is sound, but usually difficto follow. Management must first
understand the reasons for the current advantagésficiencies of the business market
positioning strategies. Without a proper diagnosisnagers cannot choose the best
moves to defend or enhance the current positiom. rkany reasons the prevailing
approaches to understanding competitive advanthge$o proper market positioning are

likely to yield valid and insightful diagnoses” (pand Wensley, 1988).

In addressing this challenge, several researchere hince empirically examined the
relationships between competitive strategy and tiposng (Golden et al.,, 1995),

distinctive marketing competency and adaptive ¢actioodside et al., (1999) reviewed
the association between product-market positiomstaa mode of competitive strategy
employed; more particularly, the issue of whichduct-market position elements are

associated with the “prospecting” or “first movenbde of competitive strategy.

The extent of environmental turbulence and compfexxperienced by high technology

firms is now without precedent, driven by the iraged pace of change in information
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and communications technologies, fundamental adsme commercial research and
development, increasing integration within the globconomy, and growth in demand
for products with significant knowledge-based comgras. Within such environments it
can be suggested that incumbent firms should becnore cognisant of the need to be
prospector-oriented. This can be likened to beimgementrepreneurial and strategically
innovative or simply attempting to exploit the bBtseof being a first-mover, market

pioneer, newcomer or first entrant (Green et #&95) in the relevant product-market.
Previous empirical studies provide evidence thavirenmental turbulence and

environmental complexity are both positively rethteo innovative, risk-taking and

proactive behaviour by firms. These dimensions eo@sidered properties of the
corporate entrepreneurship construct (BarringerBladdorn, 1999), but also correspond
closely with prospector-orientation. The naturgouispecting strategic behaviour is now
becoming more of a competitive requirement witllelitsanctuary from aggressive

competitive actions in most product-markets (D@ahel Wong, 1998).

Andreassen and Lindasted, (1998) established thstbimers are retained when the
organization has a relative attractiveness andndisteness in its image from other
organizations in the same industry, which determiitee market share and profitability.
Lopez et al. (2000) findings reveal that a firmi®fgds, gains in market share and new
product sales in comparison with competitors fopexiod of time are benefits of
customer loyalty to the firm which is as a resultdestinctive positions in the market

characterized by resource profiles that are rare;ubstitutable and inimitable.

Nguyen and LeBlanc, (1998) found a positive refslhip between perceived image of
the company and its market performance. In addit®winner, (1997) findings show
that a favorable store image can influence repa@bpage, which is fundamental to high
profitability. Piron, 2000 established that for mesnsumers, well-known brand names
and the country- of - origin form automatic asstioies that elicit positive impressions
that influence consumers’ purchase intentionsduiiteon, Nguyen et al. (1998) maintain
that to achieve customer loyalty all service entetsnmust offer distinctive and superior
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value, which cannot be obtained anywhere elsedtinduish the firm from competitors
in the market, which is requirement to attainingig. market share (Fornell, 1992, Dick
& Basu, 1994). This is also consist with Morgaraket(2000) who established that a firm
with superior competences and processes in oneooe wf its value chain functions
enhances its capability to exploit its resourcegdnerate sales, grow more rapidly and
more profitable relative to its competitors. Reshaalso shows that keeping customers
through value added services, costs less when gechpg acquiring new ones
(Anderson and Fornell, 1994). Further it is the esigy difference in marketing
communications that accentuate customer perceptiotis regard to service quality,

which leads to repeat purchases (Parasuramanl€iod).

Most studies and their findings suggest that Rasitg is significant to customers in that
it provides a basis for comparing alternativeshia imarket place. However, few studies
have attempted to specially assess the impact sitiguing strategy on performance,
more so, of commercial banks and in Kenya’'s contebence the need to investigate
commercial banks positioning strategies and how #@e perceived by the customers
compared to its competitors.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter presented the methodology that was taseonduct the study. It covered
the research design, the target population, ddkaction instruments and procedures and

the method of data analysis.
3.2 Resear ch Design

This research adopted survey design where theoglilption of interest commercial
banks in Kenya were selected for the study. Thegdesas deemed appropriate because
the main interest is to explore the viable relatlip and describe how the factors support

matters under investigation in one organisation.
3.3 Target Population

The target population of this study was all comnaroanks in Kenya. Currently there
are 44 commercial banks and all of them were ire@iw the study, therefore it was be a

census.

3.4 Data Collection

A questionnaire was used as primary data colledgtistrument. The questionnaire was
design to give a brief introduction of positionirsgrategies. The questionnaire was
divided into sections representing the variousaldes that were adopted for the study.
The questionnaire included closed and open endexstigns which sought views,
opinion, and attitude from the respondents whicighihnot have been captured by the
closed ended questions. The questionnaire wasnatered through drop and pick
method to the 88 marketing officers of the comnardianks. The questions were
designed to collect qualitative and quantitativeaddhe open ended questionnaires gave

unrestricted freedom of answer to respondents.
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3.5 Data Analysis and Presentation

The collected data was examined and checked foplatemess and comprehensibility.

The data was then summarized, coded and tabulésgriptive statistics such as means,
standard deviation and frequency distribution wasduto analyze the data. SPSS was
used to perform the analysis as it aids in orgagiznd summarizing the data by the use
of descriptive statistics such as tables. Datagmtasion was done by the use of pie
charts, bar charts and graphs, percentages andefrey tables. This ensured that the
gathered information was clearly understood. Thatext analysis was used to analyze

the respondents’ views about the positioning sgrateadopted by commercial banks.

23



CHAPTER FOUR: DATA ANALYSIS, AND INTERPRETATION
4.1 Introduction

This chapter presented the results as analyzed tlhendata collected. The objectives of
this study were to assess the influence of positgprstrategy on performance of
commercial banks in Kenya. This chapter focuseddata analysis, interpretation and
presentation and presents the discussion and woclof the study. The population of
the study comprised of 44 commercial banks whereddlrespondents returned the
guestionnaires constituting to 100% of the targgiutation. The data was presented in

tables. The responses were analyzed using desergittistics.

4.2 General information

Table 4. 1. Gender of the Respondents

Frequency Percentage
Male 23 53
Female 21 a7
Total 44 100

The study requested the respondents to indicate gbader as indicated in the figure.
From the findings, 53% of the respondents were femdile 47% were male. This
implied that majority of the commercial bank staffsre female and this explains why

most of the respondents ended up being from the sgmder.
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Table 4. 2: Age of the respondents

Frequency Percentage
30-35 26 60
35-40 8 20
41-45 6 12
50 and above 4 8
Total 44 100

The study requested respondents to indicate thebeagkets in which their ages fall.

From the findings, majority 60% of the respondemmdicated that they were aged

between 30-35 years, 20% of the respondents iradidhiat they were aged between 35-
40 years, 12% were aged between 41-50 years wHilef&he respondents were above
50 years of age. This implied that the respondevése of age therefore the data
collected form them validated.

Table4. 3: Highest level of educational qualification

Frequency Percentage
Graduates 29 67
Post graduates 11 23
Others 4 10
Total 44 100

The study sought to investigate the highest acadeajualifications attained by the
respondents. From the findings, majority 67% ofréspondents indicated that they were
graduates, 23% of the respondents were post gesluahile most 10% of the
respondents indicated to be diploma holders. Thiplies that the study had the
information from literate and competent personnbbvhad experiences on positioning

strategy effects on the performance of the bank.
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4.2.1 Local or international

The respondents were requested to indicated whetier banks was locally are
internationally owned. From the findings, 35(79.5%8re foreign owned bank while
9(20.5%) of the bank were local banks. This cleartijcated that most bank operating in

Kenya are foreign banks

Table4. 4: The period in year the Bank has been in operation

Frequency Percentage
5-10 Years 2 4
11-15 Years 3 8
16-20 years 7 16
Over 20 year 32 72
Total 44 100

On the period in years the bank had been in op&sti majority,(72%) of the

respondents indicated that their commercial baksbeen operations for more than 20
years,7(16%) of the respondents indicated that theik had been in operation between
16-20years, 3(8%) of the respondents indicatedttiet bank had been in operation for
11 to 15 year while 2 (4%) of the respondents iatgid that their bank had been in
operation for 5 to 10 years. This implied that ey¢aportion of commercial banks had
carried out their operations for more than 20 yaad had experience of banking

institutions market environment.

4.2.2 Size of the Bank

The study sought the size of the bank in termshefriumber of employees. From the

findings,
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Table4. 5: Number of employees

No of Employees Frequency Percentage
1000-1500 5 11.0
1501 -2000 9 20.5
2001-2500 6 13.6
Above 2500 24 54

On the size of the bank in terms of number of eygds as indicated in Table 4.5 ,
24(54%) of the respondents indicated that the ek worked for had more than 2500
staff,9(20.5%) had their banks with between 2002300 staff,6(13.6%) had their banks
employees between 1501 to 2000 employees while @¥d)lindicted that the banks they
worked for had between 1000 to 1500 employees.ctearly indicated that most banks
had employees a relatively large number of staff.

4.2.3 Positioning Strategies Enhancing the Perfor mance of Commercial Bank

The study sought the how positioning strategieapoés the performance of commercial
bank.
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Table 4. 6: Strategiesin Enhancing the Performance of commer cial Bank

Moderatt
Significan

Very significan
Mear
Std dv

My commercial bank compete for the consumers
attention and secure a recognizable comparative
o . : 5 17 | 21458/ 0.61
position in their minds in harmony with their curial

base

My commercial bank competes for consumers’
. i . . 1 13 | 31(4.65/0.70
involvement in its daily operations.

My commercial bank competes for the customers
o . 2 6 36 | 4.34| 0.54
effort and time in the buying process.

My commercial bank competes for the customers
willingness to deal with the technical complexity | 12 14 | 19|4.81|0.74

found in the corresponding need for services

My commercial bank competes for the funds
6 24 14 | 4.52| 0.58

consumers are willing to spend in acquiring a sery

As shown in table 4.4 , a larger proportion of tegpondents indicated that commercial
bank competes for the customers’ willingness td d#h the technical complexity found
in the corresponding need for services, consumeysilvement in its daily operations
and attention and secure a recognizable comparnatisigion in their minds in harmony
with their cultural base as well as competing fer tunds consumers are willing to spend
in acquiring a service as very significant level sfrategies for enhancing the
performance in the bank as indicated by a mean8if, 4.65, 4.58 and 4.52 . The study
further found that most of the respondents inditdt&at commercial bank competes for

the customers’ effort and time in the buying pracas a significant level of strategy for
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enhancing the performance as indicated by a medrBdf. This concurred with Sheinin
(1998), who stated that the positioning strate@y #atisfies this criteria shows how the

bank wishes to be seen, what its values are, amvérall image to the target customer

4.2.4 Pur poses of positioning

The study sought to investigate what were the mepof positioning at the bank. From
the findings, respondents indicated that positignemabled the commercial banks to
distinguish itself from its competitors, create iamage relative to competitors and be
identified in the minds of targeted customers fogiit product and services, enhances a
positive relationship between company performancetearm of profitability and
efficiency. This implies that through positionifgetcommercial banks were increasingly
responsive to market considerations in terms af fhesitions, management and market
strategies, internal and external infrastructuse af information technology, ability to
innovate and differentiate therefore enhanced ctitigpe and profitability. This
concurred with Ries and Trout, (1986) who statedt thositioning strategy entails
benefits that are important to customers, attraciimages, distinctive and superior
differentiation, which are solely the perceptiorfstioe customer as a consequence of

using the product or service and/or the commurooatimade.

4.3 Product differentiation strategies and performance

The study sought the extent to which Commercialkbatgopt Product differentiation

strategies
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Table4. 7: Commercial Bank Adopt Product differentiation strategies

Q
%
(D)
5 | ©
% o
=2l |3
o 5 S g
o 1> | = n
Packaging the goods in a creative way 10 | 34 [4.71 | 0.87
Incorporating new functional features 18 31 4.24 530.
Creating a new advertising campaign or other sales
promotions 6 38 [4.89 [0.75

As shown in Table 4.5 commercial banks adopted cifeating of a new advertising
campaign or other sales promotions, packaging thedg in creative way product
differentiation strategies in a bid to improve gsrformance to a very great extent as
indicated by a mean of 4.89 and 4.71. The studhéurfound that most of the respondents
indicated that Commercial bank incorporated newctional features as a product
differentiation strategy in a bid to improve itsrfjig@mance to a great extent as indicated
by a mean of 4.24. From the findings, commercails give equal weight to market
demands and capability profiles when selectinget@argand implementing positioning
strategies. This concurred with Kotler, Philip akevin Lane Keller, (2006) who found
that successful product differentiation createompetitive advantage for the seller and

thus enhances firm performance as customers viesethroducts as unique or superior.

4.3.1 Product differentiation on performance of Commercial bank

The study sought the effects of product differdrmaon performance of Commercial
bank.
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Table 4. 8: Effect of product differentiation on Commercial bank perfor mance.

Neutra
Agree
Strongly
Mear
Std dv

A4

Product differentiation at Commercial bank is damg
order to demonstrate the unique aspects of your
product and create a sense of value which guamantee
better performance 6 6 | 32 |4.90|0.89

Successful  product/services  differentiation | at
Commercial bank leads to monopolistic competition
and is inconsistent with the conditions for perfect

- 3 | 12 | 29 | 487|083
competltlon,

During product differentiation at Commercial bank,
the key factors that are characteristic of the pcod
component, and that are of primary importance to

prospective consumers, must be analyzed 4 6 | 34 |4.18|0.52

For Commercial bank to have high levels |of
performance over the long term a fisyproducts and
services must be well “positioned” in the marketgla| 0 10 | 29 | 4.78| 0.72

For the company to achieve better performance, the

[l

marketing executives at must plan the product max
will result in a combination of elements such |as
physical product, product services, brand and pgeka
desired by the target consumers. 5 5 35 | 4.03| 0.49

As indicated in Table 4.8 respondents stronglyeadrthat product differentiation at
Commercial bank is done in order to demonstrateuttigue aspects of the product and
create a sense of value which guarantees bettEmpance, successful product/services

differentiation at Commercial bank leads to monggiml competition and is inconsistent
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with the conditions for perfect competition andttf@@ Commercial bank to have high
levels of performance over the long term a f@mroducts and services must be well

“positioned” in the marketplace as indicated byeamof 4.90, 4.87 and 4.78 .

The study further found that most of the resporslesgreed that during product
differentiation at Commercial bank, the key facttirat are characteristic of the product
component, and that are of primary importance tospective consumers, must be
analyzed and that for the company to achieve bgisformance, the marketing
executives at must plan the product mix that veduit in a combination of elements such
as physical product, product services, brand ac#ge desired by the target consumers
as indicated by a mean of 4.18 and 4.03. Thiglgl@adicated that commercial banks
embraced the product differentiation as it enablet distinguish their offering from
other financial institutions making them more aitr&e to a particular target market
therefore enhancing the performance. These findoogeurred with Galbraith, (1997)
successful product differentiation creates a coitipetadvantage for the seller and thus

enhances firm performance as customers view theskigts as unique or superior. T

4.4 Promotion strategies
The study sought the roles of promotion in enhamtie performance.

Table 4.9: Roles of promotion in enhancing the perfor mance

Role

: g

5 5| 5 3

S > 5| 8

E S EIS |5
Increase sales 12 32 4.68 0.86
Maintain or improve market share 13 31 4.60 0.78
Create or improve brand recognition 9 35 4.5b 0.95
Create a favourable climate for future sales 1( 34| 4.91 0.95
Inform and educate the market 5 39 4.89 0.73
Create a competitive advantage, relative to
competitor’s products or market position 8 36 | 4.87 |0.69
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From Table 4.9, a large proportion of respondenticated that the roles of create a
favourable climate for future sales as was veryartgnt as indicated by a mean of 4.91,
inform and educate the market with a mean of 4c8%ate a competitive advantage with
mean of 4.87, relative to competitor’'s productsrarket position with a mean of 4.68,
increase sales, maintain or improve market shadecegate or improve brand recognition
were very important promotion in enhancing the genfance othe bank as indicated by

a mean of and 4.55. This implies that commerciakiaromotes their products through
advertising and promotions so as to bring theivises to the attention of potential and
current customers. This concurred with Ddlal., (1994) who found that the objectives
of any promotional strategy will be drawn from gypeopriate mixture of the following

roles of promotion; to: increase sales; maintainimoprove market share; create or
improve brand recognition; create a favourable atemfor future sales; inform and

educate the market; create a competitive advantalive to competitor’'s products or

market position; improve promotional efficiency.

4.4.1 Respondents Favourite Commercial Banks

The study sought to know the most two favourite @urcial Banks. From the findings,
respondents indicated that their most favouritee Btudy found that 87% of the
respondents indicated that Equity bank was masfemed bank due to its aggressive
advocacy on agency banking, the only first bankcheey on the rural unbanked
population; 78% of the respondents indicated thahy@ Commercial Bank was their
most preferred bank with “Mkopo Kwa Wote” wagatting increasing their unsecured
loan book.75% of the respondents indicated thatlBgs Bank was the most preferred
bank due to its relationship banking and convenkeibanking while other respondents
indicated that they preferred Standard Charter&«,Stanbic and NIC bank .

From the findings, the respondents indicated tlaakehenjoyed the convenient hours of
operation, access to affordable transactional adspuwonvenient access to funds and
credit facilities,speed in handling of customers’ complaints, andighseats especially

on busy banking days while customers wait for #wises, in addition to parking space.
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This implied that most of the commercial banks Mldn widely recognized in the
country through the ideal forms of promotion is tt@nversation which takes places
between the expert sales professional and thetomes. The findings concurred with
Kenya Bankers Association annual Report, (2008)ichvistated that the banks have
continually adopted various marketing and positpactices relevant to the banking
industry to help it gain and maintain large sizew$tomers, gain a competitive edge and

improve on its performance marketing.

4.3.2 Reasonsfor preferring the above commercial banks
The study sought the reason as to why the resptsdareferred the favourite

commercial banks.
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Table 4. 9: Reasonsfor preferring the above commercial banks

% of yes

Yes No Percent
Rapid expansion 35 9 45
Provides loans to customers 36 8 47
Lower charges 38 6 49
Secure 37 7 49
It is the bank trust 39 5 50
Cheap and easy to open an account 39 5 52
Offers superior services 34 10 45
Convenience 42 2 94
Modern technology 36 6 47
Quality service 30 14 39
Local bank 36 8 35
Low minimum balance 36 8 47
Good customer care 37 7 49
Customer oriented 40 4 52
Efficient and reliable 34 10 44
Strong liquidity base 32 12 43
Good image 32 12 43
Community responsibility 26 18 34
Very distinctive 28 16 37
Innovative 41 3 53
International bank 28 16 36
Offers high interest rates 42 2 93
Children can save 39 5 50
Influence of financial and work mates 35 9 46
Offers more prospects of developing 38 6 50
Students’ bank 36 8 47
World class bank 37 7 49

Table 4.10 indicated that a larger proportionthaf respondents (94%,) indicated that
they preferred the commercial bank because of thevemience, (93%) offers high

interest rates innovative,( 92%) customer orien{®@%) cheap and easy to open an

35



account, (89% ) children can save,( 87%) offersenpyospects of developing, (86% )
not congested, (85%) trusted the bank, (84%) latharges, (82%) variety of services,
world class bank,( 81%) good customer care, sedave,minimum balance, modern

technology, provides loans to customers, studdrgek and influence of financial and
work mates as indicated by, and 80% of the respurdeThe findings were in line with

Central bank of Kenya, (2006) which stated that m@mtial banks have introduced less
minimum balances, prestige banking, advantage c&ias cards and Automated teller
machines to improve on the accessibility of barésises. Many commercial banks have
also increased their service networks by openingyn@aanches including up country

districts in Kenya.

Promotion strategies adopted by bank and their effect on the performance
Table 4.10 Promotion strategies adopted by bank and their effect on the

performance
= ,
Slg |2 |3
> = o ®
D o | = o B
Z | < n_| = N
Promotion strategies at bank are assembled to

successfully position the offering in the mindstloé
consumers and encourage them to buy to the mutual
satisfaction of themselves. 6 14 | 23 | 453|055

New developments in communication technology,
such as Internet advertising and promotion, have
added tremendously to the complexity of successful
positioning in your bank. 3 17 | 24 14.93/0.85

Many advertisements your bank have, as their expli
objective, the establishment, reinforcement | or
modification of the positioning of an offering ihg

consumer's mind. 6 11 | 27 | 4.31)|0.47

Advertising is a major "phase" of overall service
development and management at your bank. 6 9 29 | 4.86| 0.74
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As indicated in table 4.11 majority of the respamdestrongly agreed that new
developments in communication technology, sucheeret advertising and promotion,
have added tremendously to the complexity of swfakgositioning in bank that
advertising is a major "phase" of overall serviewelopment and management at bank
and that promotion strategies at bank are assendlsdccessfully position the offering
in the minds of the consumers and encourage thebuyao the mutual satisfaction of
themselves as indicated by a mean of 4.93, 4.864a58 supported by a standard
deviation of 0.85, 0.74 and 0.55. Most of the resjgmts agreed that many
advertisements bank have, as their explicit objectihe establishment, reinforcement or
modification of the positioning of an offering iheg consumer's mind as indicated by a
mean of 4.31 supported by standard deviation o7.0¥his implied that banks had
strategies of promotion which ensured that thearnsts were aware of the products they
offer and were also well maintained. This concurvgth Hooley et al., (2001), who
stated that advertising and promotions are bestedaout by implementing advertising
and promotions plans goals which plan should depengimuch on the overall goals and
strategies of the organization, and the resultshef marketing analysis, including the

positioning statement.

4.5 Distribution strategies

The study requested the respondents to indicatadigigbution strategies adopted by
your bank. From the findings, respondents indicateat the banks hands over the
marketing responsibilities to a selection of thieiimediaries, trains the staffs on how to
can make the distribution more effective by harglliihe human resources in the best
conduct for quality improvement, evaluate the dsiior retention, training and
motivation decisions and also the strategy of mexgagonflict within the firm in the
marketing department. This implied that the commaérdanks maximizes their
performance through managing the existing custoraas acquiring more by use of
distribution strategies to avail their servicegte customers. This concurred with Boyd
et al. (1994), who stated that an organization or sebrgfanizations (go-betweens)
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involved in the process of making a product or ieenavailable for use or consumption

by a consumer or business user need to have disbribstrategies.

4.5.1 Way in which the distribution strategies affect the performance of bank

The study requested the respondents to indicatethewdistribution strategies affected
the performance of the bank. From the findingspoaedents stated that distribution
strategies enabled the bank to cooperate in tlgirittes and generate revenue from the
profit making, bring products to potential customeronsider the alternative structural
arrangements which entail differing degrees of camment and risk, sustain the growth
of the banks in the marketplace. This implied thatbanks enjoy the benefits of focused
performance to be achieved through having distidbustrategies. This concurred with
Boyd et al. (1994), who found that the key success factorsligtribution are the control

over the sales teams in terms of time managemeahtcastomer targeting; turnover,

recruitment and retention; customer relations —déeelopment of long term customer
relationships based on trust as opposed to shont-telationships based on single

product sale; improved productivity.

4.5.2 Extent to which the given distribution channels employed at bank

Table 4. 11 Extent to which the given distribution channels employed at bank

Channel 3 o

b )

(] a —

& % |3

© Q Q .

s |5 |2 o 3

S s > @

(@) — ) (] :9

= O] > prd = )
Direct distribution channels 0 6 38 44 4.67 0.83
Indirect channels 5 6 32 44 4.50 0.52
Service integration 0 5 39 44 4.54 0.78
Increase in retail outlets 6 6 31 44 4.77 0.89
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The table 4.12 indicates the extent to which theemidistribution channels were
employed at bank in a bid to enhance its performaRoom the findings, majority of the
respondent indicated that the bank employed inereasetail outlets, direct distribution
channels, service integration and Indirect chanime¢sbid to enhance its performance as
indicated by a mean of 4.77, 4.67, 4.54 and 4.%0s.implied that commercial banks,
establishing the most appropriate distributiontetggges for product-focused as a major
key to better performance. This concurred with Beydl. (1994), who stated that for
product-focused commercial banks, establishing thest appropriate distribution

strategies is a major key to better performancine as maximizing sales and profits.
4.6 Customer targets selection strategies

The study sought the extent to which bank adopgihen criteria to segment the market
The Table 4.8 indicates the response on the extewhich the banks adopt the given

criteria in attempting to segment the market.
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Table 4. 12 Bank Segmentation criteria to segment the market

)
<
- ()]
q) )
— (4]
g (5 | ¢ |
lﬂh) = @ — 'C>5
S S > @
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= O > = )
Rapid expansion 0 5 38| 4.43 0.44
Life styles 3 6 32 | 4.20 0.24
Provides loans to customers 3 39 4.33 0.46
Children needs 3 9 31 4.16 0.12
Lower charges 0 6 38| 4.50 0.49
Secure 8 3 32 4.30 0.39
Enhance trust to customer 8 4 32 4.66 0.63
Cheap and easy to open an account B1 4.76 0.68
Offers superior services 6 3 30 4.10 71
Convenience 5 0 38 4.62 0.58
Modern technology 6 2 36| 4.96 0.80
Quality service 3 9 31| 4.90 0.79
Low minimum balance 2 5 38 4 .50 1.06
Good customer care 6 6 32 4.80 0.77

As indicted in Table 4.13 , banks adopted the modechnology, quality service, good
customer care, cheap and easy to open an accoohgnee trust to customer,
convenience, low minimum balance and having lowarges as criteria to segment the
market as indicated by a mean of 4.96, 4.90, 48, 4.66, 4.62, 4.54 and 4.50 . This
implies that Kenya Commercial banks has the cdtetio segment the market. These
findings were in line with Hooley et al., (1998)hav also found that there has been
attempts to link a bank ’s positioning strategyitforesources and capabilities, and — in
particular — is consistent with the notion that petitive positioning strategies, “give
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equal weight to market demands and capability l@®fwhen selecting targets and

implementing positioning strategies”

Effects of customer targets selection strategies on performance of the bank
Table 4.13 Effects of customer targets selection strategies on performance of the
bank

Statement o
(@]
@
=
@ w 2 - 2
2 |5 & |8 |=
Z < n = n
Importance in financial service delivery 3 5 35 (4.89 | 0.71
Improve customer loyalty and retention 3 3 38 |4.69 | 0.69
Distinctiveness 6 6 32 |4.62 | 0.59
Offering quality financial service ( Superiority)p 3 39 |457 | 0.53
Increase in number of customers 4 39 |4.77 | 0.81
Improve competitiveness of the bank 8 36 |4.73 | 0.66

The table 4.14 indicates the responses on the tetxtemhich respondents agreed on the
given statements related to customer targets smlestrategies and their effect on
performance of the bank. From the findings, méjasf the respondents strongly agreed
that the customer targets selection strategies ingvertant in financial service delivery,
increased number of customers, improved competiéise of the bank, customer loyalty
and retention, distinctiveness and enable the fiomoffer quality financial service
affecting performance of the bank as indicated lnyemn of 4.89, 4.77, 4.73, 4.69, 4.62
and 4.57. This implied that customer targets sieledtrategies are important factors to
consider in improving the firm performance. Thisicorred with Lopez et al. (2000) who
reveal that a firm’s profits, gains in market sharel new product sales in comparison
with competitors for a period of time are benefitcustomer loyalty to the firm which is
as a result of distinctive positions in the martedtracterized by resource profiles that are

rare, non-substitutable and inimitable.
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4.7 Positioning Strategies and Performance

The study sought to find out the extent to whickpondents agreed with the given

statements concerning influence of positioningtsgies influence market performance

in the bank.

Table 4.14 Extent to which influence of postioning strategies influences

performance
SL-;

— (o) -

S18|2| 5|3
Statement 2| oD 2 °

z|<|5| 2| o

o
Throu.gh positioning, commercial deliver a highlyuexd 3 71 30| 426 022
benefit to the target customers
Through p.os'ltlor?lng strategies my comm'erC|aI baifére 5 o | 33| 443 039
financial distinctive way from the competitors
Positioning enables my bank to isolate and tangetific 5 g | 31| 433 0.3d
markets.
Through.posmonlng, the bank o_ff_er financial sees in 3 5 | 35| 445 050
communicable, attractive and visible to customers
Cus'Fomers can afford to pay for the difference and 5 3 | 35| 4239 o0.2d
Profitable ways
Improve customer retention 2 6 35 4.0 0}49
Enhance customer loyalty 4 0 30 453 056
Attaining a big market share B 6 32 4p1 0(60
Through posmonlng, bank' offer. fmgnmal seryutlaat 5 6| 33| 476 82
have important attributes in delivering benefits.
Positioning established improved customer retentio 1 9| 35| 3.7 0.22
Th h itioni th ial K i
rough positioning , the commercial bank impreates 0 9| 30| 486 083

of new products
Through positioning strategies, commercial bankwit
superior competences and processes value chaiticiusng 1 6 | 37| 3.63 0.25
attract more customers.
P05|t|on|ng strategle's enhgnce growimore rapidtly an 3| 9| 32| 489 001
more profitable relative to its competitors

42



As indicted in Table 4.15, a large proportion bé trespondents strongly agreed that
positioning strategies enhanced grow more rapidigg more profitable relative to its
competitors as indicated by a mean of 4.89, impiales of new products by a mean of
4.86, enabled bank to offer financial services tiate important attributes in delivering
benefits by a mean of 4.76, attain a big marketeshdth a mean of 4.61, enhance
customer loyalty with a mean of 4.53 and improustomer retention thus influencing
market performance in the bank by a mean of 4.50stMf agreed that Through
positioning, the bank offer financial services @mmunicable, attractive and visible to
customers, Through positioning strategies my cororakerbank offers financial
distinctive way from the competitors, Positioningables my bank to isolate and target
specific markets, Through positioning, commercigiwkr a highly valued benefit to the
target customers and that Customers can affophyofor the difference and Profitable
ways as indicated by a mean of 4.45, 4.43, 4.28 dnd 4.23 .

From the findings, most of the respondents weretraewon whether positioning
established improved customer retention when th@noercial bank has a relative
attractiveness and distinctiveness in its imagenfemmpetitions in the same industry,
which determines its market share and profitabidtyd whether through positioning
strategies, commercial bank with superior compe&tenand processes value chain
functions attract more customers as indicated byean of 3.76 and 3.63. This implied
that positioning strategies influenced market penence of the bank. This was in line
with Day and Wensley (1988) who established thatirmsses seeking advantage are
exhorted to develop distinctive competences andagerfor lowest delivered cost or
differentiation through superior customer value aticht management must first
understand the reasons for the current advantagésficiencies of the business market

positioning strategies.

4.8 Factor Analysis
The study carried out factor analysis to establisé extent to which positioning

influenced commercial bank performance.
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Table4. 15: Communalities

Initial | Extraction

Through positioning, commercial deliver a highljyued benefit | 1.000| .945
to the target customers

Through positioning strategies my commercial baifére 1.000| .916

financial distinctive way from the competitors

Positioning enables my bank to isolate and tangetiic markets.| 1.000 .912

Through positioning, the bank offer financial sees in 1.000| .994

communicable, attractive and visible to customers

Customers can afford to pay for the difference Rrafitable ways| 1.000 .922

Improve customer retention 1.000| .883
Enhance customer loyalty 1.000| .838
Attaining a big market share 1.000 .804
Through positioning, bank offer financial servig¢kat have 1.000| .660

important attributes in delivering benefits.

Positioning established improved customer retentio 1.000| .878

Through positioning , the commercial bank impreates of new| 1.000 | .939

products

Positioning strategies enhance grow more rapiddéyraare 1.000| .891

profitable relative to its competitors

Through positioning, commercial deliver a highlyyued benefit | 1.000| .842

to the target customers

Extraction Method: Principal Component Analysis.

The table helps the researcher to estimate the corlities for each variance. This is the
proportion of variance that each item has in commath other factors. For example
positioning the bank offer financial services imuuaunicable, attractive and visible to

customers as indicted by a larger proportion ofrégpondents (99.4%) communality or
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shared relationship with other positioning stragsgihat influencing performance of the
commercial bank in Kenya. This value has the gstatemmunality with others, while

positioning strategies adopted in commercial bankh veuperior competences and
processes value chain functions attract more cia®rhad the least communality or
relationship with others of 57.3%. This implied tth@ositioning strategies influence
attraction and retention influencing performanceahmercial bank

Table4. 16: Total Variance Explained

Component| Initial Eigenvalues Extraction Sums ofi@ed| Rotation Sums of
Loadings Squared Loadings
Total | % of| Cumulative| Total | % of | Cumula | Total | % of | Cumula
Variance| % Variance| tive % Variance | tive %
1 4.478| 26.930 26.930 4.578 26.93( 26.930  3.111 3028. | 36.302
2 3.959| 20.525 48.455 3.659 21.524 48.485  2.699 87¥5. | 54.179
3 2.178| 12.814 61.270 2.178 12.814 61.270  2.440 3564. | 48.535
4 1.567| 9.316 70.486 1.567 9.216 70.486 2.179 52.81 51.350
5 1.328| 7.809 78.295 1.328 7.809 78295 2173 B2.78 64.133
6 1.120| 6.286 84.881 1.120 6.586 84.841 1.827 80.74 94.780
7 .788 | 4.636 89.518
8 .603 | 4.135 93.652
9 372 | 2.678 96.430
10 327 | 0.921 98.351
11 135 | .891 99.143
12 .007 | .711 99.653
13 .006 | .369 99.922
14 .003 | .178 100.000

Extraction Method: Principal Component Analysis.

As indicted in the table, the researcher used K&semalization Criterion, which allows
for the extraction of components that have an Eigne greater than 1. The principal
component analysis was used and six factors weraoted. As the table shows, these six
factors explain 94.78% of the total variation. eact contributed the highest variation of
36.302%. The contributions decrease as one move &twe factor to the other up to

factor 6.
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Table4. 17: Component Matrix (a)

ponent

Through positioning, commercial deliver a highl)é42

valued benefit to the target customers

Through positioning strategies my commercial ban}<ll

offers financial distinctive way from the competgo

495

Positioning enables my bank to isolate and talrggé6

specific markets.

.598

Through positioning, the bank offer financjal
services in  communicable, attractive and visible .650

customers

.619

Customers can afford to pay for the difference a%g

Profitable ways

322

405

Improve customer retention

.599

311

Enhance customer loyalty

36459

.338

.358

Attaining a big market share

.58

32553

.336

A7l

Through positioning, bank offer financial serviceg64

that have important attributes in delivering betsefi

468

453

Positioning established improved custornel{77

retention

459

475

Through positioning , the commercial bank improv&72

sales of new products

779

.354

Through positioning strategies, commercial bank
with superior competences and processes ValB@7

chain functions attract more customers.

736

472

Positioning strategies enhance grow more ragidly

and more profitable relative to its competitors

713

337

401

Through positioning, commercial deliver a high
valued benefit to the target customers

.610

400

515

.303

Through positioning strategies my commercial bank

offers financial distinctive way from the competgo

.593

.668

Through positioning, commercial deliver a highl)éo6

valued benefit to the target customers

.566

.503

.389

Through positioning strategies my commercial bauggs4

offers financial distinctive way from the competgo

.346

512

.516

Extraction Method: Principal Component Analysis.
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6 components extracted.

Table 4. 18: Rotated Component Matrix (a)

Component
1 2 3 4 5 6
Through positioning, commercial deliver a highijued benefit| .815
to the target customers
Through positioning strategies my commercial barfkers 795
financial distinctive way from the competitors
Positioning enables my bank to isolate and targecific -740| 407
markets.
Through positioning, the bank offer financial sees in 668 A4L7 412
communicable, attractive and visible to customers
Customers can afford to pay for the difference &ndfitable .857
ways
] .822 .489
Improve customer retention
Enhance customer loyalty .708 596
1
Attaining a big market share 329 481 43%
Through positioning, bank offer financial servicdsat have 913
important attributes in delivering benefits.
I . : . 829
Positioning established improved customer retentio
Through positioning , the commercial bank imprasades of| .438 .683 .388
new products
Through positioning strategies, commercial bankhvguperior .880
competences and processes value chain functioretathore
customers.
Positioning strategies enhance grow more rapidlg amore 322 749 .422
profitable relative to its competitors
Through positioning, commercial deliver a highlyusd benefit .924
to the target customers
Through positioning strategies my commercial barfkers .898
financial distinctive way from the competitors

Extraction Method: Principal Component Analysis.ot&ion Method: Varimax with

Kaiser Normalization.
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A Rotation converged in 14 iterations.

The initial component matrix was rotated using Wex (Variance Maximization) with

Kaiser Normalization. The above results allowedrdsearcher to identify what variables
fall under each of the 6 major extracted factommcheof the 14variables was looked at
and placed to one of the 6 factors depending opéheentage of variability; it explained
the total variability of each factor. A variable said to belong to a factor to which it

explains more variation than any other factor.

From the findings, positioning basing on the fegtthat loads to try and identify
common influencing performance in commercial baniks Kenya .The variables that
loads highly on Factor 1 all seems to relates ®taruer attraction and retention and
therefore Factor 1 is therefore label as Markepdfsion. The questions that relate
highly on factor 2 all relate on expansion of tlmenenercial market and so Factor 2 is
therefore labelled Factor Customer base. The posity strategies influence financial
service in commercial banks and therefore labetdfé8 Quality Financial Services. The
guestion relate to profitability of the commerdmnks as a results of positioning in the
banks therefore Factor 4 is label Bank Profitapilithe question related to whether
commercial bank improve it competitiveness due dsitmning and therefore labelled
Factor 5 gaining competitiveness while Factor 6 washe question on whether bank

increase sales therefore Factor 6 is labelled Bafermance

From the above table, the individual variables atutshg the six factors extracted are

summarized and identified below-

Factor 1 M arket Expansion

Through positioning, commercial deliver a highlyued benefit to the target customers
Positioning enables my bank to isolate and tangetiic markets.
Improve customer retention

Enhance customer loyalty
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Attaining a big market share

Factor2: Customer Base

Through positioning, the bank offer financial sees in communicable, attractive and
visible to customers

Positioning enables my bank to isolate and tangetific markets.

Factor 3: Quality Financial Services

Bank offer financial services that have importailzutes in delivering benefits.

Through positioning strategies my commercial bafférs financial distinctive way from
the competitors

Factor 4: Bank Profitability

Customers can afford to pay for the difference Rrafitable ways

Factor 5: Competitiveness

Through positioning strategies my commercial bankdmpete effectively
Factor 6: Saleperformance

Market liberations leads to improvement of the mage financing
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1 Introduction

From the analysis and data collected, the followisigmmary, conclusions and
recommendations were made. The responses were base objectives of the study
which was to assess the influence of positioningtetly on performance of commercial
banks in Kenya.

5.2 Summary

From the findings the study established that pmsitig enabled the commercial banks to
distinguish itself from its competitors, create iamage relative to competitors and be
identified in the minds of targeted customers faiit product and services, enhances a
positive relationship between company performancetearm of profitability and
efficiency. This concurred with Ries and Trout, §69 who stated that positioning
strategy entails benefits that were important tst@mers, attractive images, distinctive
and superior differentiation, which are solely tperceptions of the customer as a
consequence of using the product or service artdbocommunications made. From the
findings the study revealed that commercial bandlepted the creating of a new
advertising campaign or other sales promotionskggiog the goods in a creative way as
product differentiation strategies in a bid to iy its performance and incorporated

new functional features.

From the findings the study revealed that rolesrefting a favourable climate for future
sales inform and educate the market, create a ddimpeadvantage, relative to
competitor's products or market position, increasées, maintain or improve market
share and create or improve brand recognition weneg important promotion in

enhancing the performancetbe bank.
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The study established that customers preferredctimemercial bank because of the
convenience, offers high interest rates innovatiestomer oriented, cheap and easy to
open an account, children can save, offers morgpeis of developing, not congested, it
is the bank they trust, lower charges, varietyan¥iges, world class bank, good customer
care, secure, low minimum balance, modern techiolpgovides loans to customers,
students’ bank and influence of financial and waskes. From the findings, new
developments in communication technology, suchnésrnet advertising and promotion
have added tremendously to the complexity of swefakpositioning in.

From the findings, distribution strategies enalitegl bank to cooperate in their activities
and generate revenue from the profit making, bgngducts to potential customers,
consider the alternative structural arrangementsctwrentail differing degrees of
commitment and risk, sustain the growth of the Isamk the marketplaceThe study
established that bank employed increase in ret#tlets, direct distribution channels,
service integration and Indirect channels in atbigénhance its performance. The study
established that banks adopted the modern techpotpglity service, good customer
care, cheap and easy to open an account, enharsteédrcustomer, convenience, low
minimum balance and having lower charges as aitéd segment the market.
Commercial banks also adopted rapid expansion,jgoovof loans to customers, secure,

life styles, children needs and offering of supeservices to segment the market.

From the findings the study established that pmsitig strategies enhanced grow more
rapidly and more profitable relative to its compms, improve sales of new products,
enabled bank to offer financial services that hawportant attributes in delivering
benefits, attain a big market share, enhance cestdoyalty and improve customer
retention thus influencing market performance ia tlank through positioning, the bank
offer financial services in communicable, attraetiand visible to customers. Through
positioning strategies my commercial bank offersaficial distinctive way from the
competitors, isolate and target specific marke&diver a highly valued benefit to the
target customers and improved commercial bank gatmfity.
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5.3 Conclusions

From the findings, the study concluded that commkrdganks needs to enhance the
performance by increasing the level of significan€gositioning strategies adopted in
order to distinguish itself from its competitorsdbgh creating an image relative to
competitors and be identified in the minds of téedecustomers for their product and

services.

From the findings, the study concluded that commérosanks enhances a positive
relationship and improve performance in term offipability and efficiency. Positions
management, market strategies, internal and extarfrastructure, use of information
technology, ability to innovate and differentiatewld be necessary for the bank as it
would enable it to increasingly respond to markehsiderations therefore enhance
competition and profitability.

From the findings, the study concluded that prodiitferentiation in commercial bank
enabled the firm to demonstrate the unique aspédte product, create a sense of value
which guarantees better performance and monopoltstmpetition. Commercial bank
needs to analyze the key product component andapyinmportance to prospective
consumers, plan product mix so as to have a pHygroauct, product services, brand
and package desired by the target consumers im tordzeate a competitive advantage

for the customers through unique or superior prtglaffered

From the findings, the study concluded that modenihnology, quality service, good
customer care, cheap and easy to open an accoohgnee trust to customer,
convenience, low minimum balance, having lower ghay rapid expansion, provision of
loans to customers, secure, life styles, childreads and offering of superior services
criteria need to be considers to segment the mésksticcessful positioning.

From the findings, the study concluded that bardexdnto adopt positioning strategies as

this would enhance rapid firm growth and more patbiie relative to its competitors,
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improve sales of new products, enable bank to difiencial services that have important
attributes in delivering benefits, attain a big kedrshare, isolate and target specific
markets, and deliver a highly valued benefit totdrget customers which they can afford
to pay for the difference and profitable ways

5.4 Recommendations

The study recommended that banking institutionsukh@dopt positioning strategies
such as product differentiation, promotion, digitibon and demographic positioning for
the enhanced performance as well as profitabilitthe firm. This ensures that the banks
distinguish itself from its competitors, create iamage relative to competitors and is

identified in the minds of targeted customers Faitt product and services.

From the findings, the study recommended that comiaiebank should analyze the key
product component and primary importance to prasgeconsumers, plan product mix
so as to have a physical product, product servioesd and package desired by the
target consumers in order to create a competitiwartage for the customers through

unique or superior products offered.

From the findings, the study recommended that comialebank should hand over the
marketing responsibilities to intermediaries, tsathe staffs on how to can make the
distribution more effective and evaluate the disttor retention, and motivation so as to

manage the existing customers and acquire more.

5.5 Recommendation for further study

The study investigated the influence of positionisgategy on performance of
commercial banks in Kenya. A further research shdé carried to determine ways
through which banks could enhance positioning efjias so as to improve firm

performance through customer satisfaction.
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5.6 Limitations of the Study

The researcher encountered various limitations t#lemided to hinder access to

information sought by the study. This included:

The respondents approached were reluctant in giwrigrmation fearing that the
information sought would be used to intimidate thenprint a negative image about the
bank. The researcher handled the problem by camith him an introduction letter
from the University and assured them that the mfdron they gave would be treated
confidentially and it was to be used purely forderaic purposes.

The researcher also encounter problems in elicitifiymation from the respondents as
the information required was subject to areas dlirigs, emotions, attitudes and
perceptions, which could not be accurately quatifand/or verified objectively. The
researcher encouraged the respondents to paréicipathout holding back the

information they had as the research instrumentsidi bear their names.

54



References

Ahmad, N. & Haron, S. (2002). Perceptions of MalaysCorporate Customers towards
Islamic Banking Products & Servicdsiternational Journal of Islamic Financial
Services, 3(4).

Awino Sarah Caroline (2008) Market positioning agtgies adopted by courier
companies in Kenya, Unpublished MBA Project, Unsitgrof Nairobi.

Bigne'. E, Vila Lopez, N, & Kruster-Boluda.l. (20p0OCompetitve Positioning And Market
Orientation; Two Interrelated Constructs. Vol.3,.MoPage 2-8European Journal Of

Innovation Management.

Blankson. C, & Kalafatis. S. P, (1999). Issuesha positioning of service brands , A review.

Journal of product and brand management, vol. 8, No.2. Page 4-8.

Brooksbank. R, (2004). The anatomy of marketingitmwsng strategy Marketing intelligence
and  planning Journal, vol. 12, No. 4. Page 1-6.

Darling. J. R, (2001). Successful competitive posing: the key for entry into the European

consumer markeflournal of European business review, vol. 13, No.4. page 1-10.

Devlin. J, Ennew. C, (1997). Understanding competindvantage in retail financial services.

International Journal of bank marketing, pg 3, 9-15.

Dick. A, Basu. K, (1994). Customer loyalty: towards integrated conceptual frame work.

Journal of Academy of marketing science, page 2, 13, 22.

Dorsch. M. J, Grove. S. J, Darden. W. R, page 36.9€2000). Consumer intentions to use
service categorylournal of services marketing, vol. 14, No. 2.

Fisher. J. E, Garrett. D.E, Arnold.M.J, Ferris. M(I999). Dissatisfied consumers who complain

to the better business buredournal of consumer marketing, vol. 16, No.6. page 5

55



Fornel. C, (1992) A National Customer Satisfactimmometer: Swedish experiendeurnal of
marketing, page 7-12.

Johar, J.S, Sirgy, M.J (1989), "Positioning modelsarketing: towards a normative-
integrative model”, Journal of Business and Psyaiyl Vol. 3 No.4,
pp.475-85.

Keeton, W.R. (2001). The transformation of bankamg its impact on consumers and small

Businessed=conomic Review, (1), 25-53.

Kisyoka P. N,A (2005), Positioning strategies ubgchealth maintenance organizations

in Kenya. Unpublished MBA Project, University of ikzbi.

Kotler, P. (1997)Marketing Management: Analysis, Planning, Implementation, and Control, 9th
ed., Prentice Hall, Inc., Englewood Cliffs, NJ.

Legg, D., & Baker, J. (1996). Advertising strategier service firms, in Lovelock, C.HServices
Marketing, 3rd ed., Prentice Hall, Englewood Cliffs, NJ.

Lopez, J., Hart, L. K., & Rampersad, A. (2007). ritiity and customer satisfaction in financial
services sectoManaging Service Quality, 17(3), 259-274

Muriuki D (2003), A survey of effectiveness of pii@ning strategies of Kenya'’s tourism
industry. Unpublished MBA Project, University of iNzbi.

O'Cass, A., Grace, D. (2004), "Exploring consumgregiences with a service brand”,
Journal of Product & Brand Management, Vol. 13 No.4, pp.257-68.

Ries, A., Trout, J. (2000), Positioning: The Bafite Your Mind, McGraw-Hill, New
York, NY,

Wanjau, L. (2001), An empirical investigation okethxtent of usage of brand personality
in brand positioning in the lubricants markéinpublished MBA Project,

University of Nairobi.

56



Appendices
Appendix |: Questionnaire

Dear respondent all information given in this gimstaire will be kept in strict
confidence.

SECTION A: GENERAL INFORMATION
1. Gender

Male ()

Female ( )

2. Indicate by ticking your age bracket

i.  30-35 [ ]
i.  35-40 [ ]
iii.  41-45 [ ]
iv. 50andabove [ ]

3. Indicate your highest level of educational quatifion (tick)

Undergraduate [ ]
Post Graduate [ ]
ANY OINEE ...

4. Indicate whether your bank is local or internatidiak)

I.  Local [ ]
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5.

6.

7.

8.

ii. International [ ]
Indicate the period in year the Bank has been araijon (tick)
I. 5-10Years [ ]
ii. 11-15 Years [ ]
iii. 16-20 Years [ ]
iv. ~Over20Years [ ]
Indicate the size of the bank in terms of numbegroployees (tick)
i, 1000-1500 [ ]
i. 1501-2000 [ ]
i. 2001-2500 [ ]
iv. Above 2500 [ ]
Indicate your highest level of educational quatifion (tick)

“In market positioning, a firm competes for evepnsumer it seeks to attract” What
is the level of significance of the following stegies in enhancing the performance of
your commercial bank? Use a rating of 1-5 wherevéry significant and 5= not
significant.
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Statement 112|134 5

My commercial bank compete for the consumers’ &tianand
secure a recognizable comparative position in tinénds in harmony

with their cultural base

My commercial bank competes for consumers’ involeemin its

daily operations.

My commercial bank competes for the customers’refind time in

the buying process.

My commercial bank competes for the customers’inghess to dea
with the technical complexity found in the corresgimg need fot

services

My commercial bank competes for the funds consanaee willing

to spend in acquiring a service

9. What purposes does positioning serve at your bank ?

PRODUCT DIFFERENTIATION STRATEGIESAND PERFORMANCE

10.What is the extent to which Commercial bank addm¢ following Product
differentiation strategies in a bid to improveptsformance?

Strategy Very Great | Moderate | Little Not at
great extent | extent extent | all
extent

Packaging the goods in a creatjve

way

Incorporating new functional

features

Creating a new advertising
campaign or other sales promotions

Any other (please specify)
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11.To what extent do you agree with the following asta¢nts that relate to product
differentiation and its effect on performance ofn@oercial bank? Use a scale of 1-5

where 1= strongly agree and 5= strongly disagree.

Statement 112|345

Product differentiation at Commercial bank is doine order to
demonstrate the unique aspects of your productcesdie a sense of

value which guarantees better performance

Successful product/services differentiation at Caruial bank lead

"2

to monopolistic competition and is inconsistenthwihe conditions

for perfect competition,

During product differentiation at Commercial barnke key factors
that are characteristic of the product component that are o

primary importance to prospective consumers, mestialyzed

For Commercial bank to have high levels of perfarogover the
long term a firn's products and services must be well “positioned

the marketplace.

For the company to achieve better performance, riaketing
executives at must plan the product mix that wdlsult in &
combination of elements such as physical produciiyct services,

brand and package desired by the target consumers.
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PROMOTION STRATEGIES

12.How would you rate the importance of the followiredes of promotion in enhancing
the performance ofjour bank? Use a scale of 1-5 where 1= very impbraad 5 =

not important

Role 1 2 3 |4 5

Increase sales

Maintain or improve market share

Create or improve brand recognition

Create a favorable climate for future sales

Inform and educate the market

Create a competitive advantage, relative | to

competitor’s products or market position

12. Kindly indicate the Most two favourite Commeiddanks

13. Which of the following are the reasons why yrefer the above two commercial

banks

Why that bank Yes No

Rapid expansion

Provides loans to customers

Lower charges
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Secure

It is the bank | trust

Cheap and easy to open an account

Offers superior services

Convenience

Modern technology

Quiality service

Local bank

Low minimum balance

Good customer care

Customer oriented

Efficient and reliable

Strong liquidity base

Good image

Community responsibility

Very distinctive

Innovative

Not congested

International bank

A variety of services

Was my first bank

Offers high interest rates

Children can save

Influence of financial and work mates

Offers more prospects of developing

Students’ bank
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World class bank

Total

13.What is your level of agreement with the followirggatements that relate to
promotion strategies adopted by your bank and #féct on the performance of the
bank? Use a scale of 1-5 where 1= very great egtghb= not at all.

Statement 1/2| 3|4 5

Promotion strategies at bank are assembled taessitdly position
the offering in the minds of the consumers and erage them to buy

to the mutual satisfaction of themselves.

New developments in communication technology, sashinternet
advertising and promotion, have added tremendously the
complexity of successful positioning in your bank

Many advertisements your bank have, as their eixmlbjective, the
establishment, reinforcement or modification of guesitioning of an

offering in the consumer's mind.

Advertising is a major "phase" of overall servicevelopment and

management at your bank .
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DISTRIBUTION STRATEGIES

14.What are some of the distribution strategies adbpyeyour bank ?

16.To what extent are the following distribution chatmemployed at your bank in a

bid to enhance its performance.

Channel

Very great extel
Great exter
Moderate extel
Little exten

Not at al

Direct distribution channels

Indirect channels

Service integration

Increase in retail outlets
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CUSTOMER TARGETSSELECTION STRATEGIES

17.To what extent does your bank adopt the followirigeda in attempting to segment

the market?

Very Great Moderate| Little Not at
great extent | extent extent | all

extent

Rapid expansion

Life styles

Provides loans to customers

Children needs

Lower charges

Secure

Enhance trust to customer

Cheap and easy to open an

account

Offers superior services

Convenience

Modern technology

Quality service

Low minimum balance

Good customer care
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18.To what extent do you agree with the following etaénts that relate to customer
targets selection strategies and their effect efopmance of your bank ? Use a scale
of 1-5 where 1= strongly agree and 5= stronglyglse.

Statement 12| 3|4 5

Importance in financial service delivery

Improve customer loyalty and retention

Distinctiveness

Offering quality financial service ( Superiority)

Increase in number of customers

Improve competitiveness of the bank

Positioning Strategies and M arket Perfor mance
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15. To what extent do you agree with the followstgtement concerning influence of

positioning strategies influence market performancgur bank?

Statement 12| 3|4 5

Through positioning , commercial deliver a highBluwed benefit to
the target customers

Through positioning strategies my commercial baiférs financial
distinctive way from the competitors

Positioning enables my bank to isolate and tangetific markets.

Through positioning, the bank offer financial sees in
communicable, attractive and visible to customers

Customers can afford to pay for the difference Rrafitable ways

Improve customer retention

Enhance customer loyalty

Attaining a big market share

Through positioning, bank offer financial servidhat have important
attributes in delivering benefits.

Positioning established improved customer retemte when the
commercial bank has a relative attractiveness #stthctiveness in its$
image from competitions in the same industry, whilgtermines it$
market share and profitability

Through positioning , the commercial bank impresades of new
products

Through positioning strategies, commercial bank hwiuperior
competences and processes value chain functiomactattmore
customers.

Positioning strategies enhance grow more rapidty ranre profitable
relative to its competitors
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ABC Bank (Kenya)

Bank of Africa

Bank of Baroda

Bank of India

Barclays Bank

CFC-Stanbic Bank
Charterhouse Bank

Chase Bank

. Citibank

10. City Finance Bank
11.Co-operative Bank of Kenya
12. Commercial Bank of Africa
13. Consolidated Bank of Kenya
14.Credit Bank

15. Development Bank of Kenya
16.Diamond Trust Bank
17.Dubai Bank

18.Ecobank

19. Equatorial Commercial Bank
20. Equity Bank

21.Family Bank

22.Fidelity Commercial Bank
23.Fina Bank

24.Giro Commercial Bank

CoNoOrWNE
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25.Guardian Bank

26.Habib Bank

27.Housing Finance

28.Imperial Bank

29.Investment & Mortgages
Bank

30.K-Rep Bank

31.Kenya Commercial Bank

32.Middle East Bank

33.National Bank of Kenya

34.NIC Bank

35. Oriental Commercial Bank

36. Paramount Universal Bank

37.Prime Bank

38.Prime Capital and Credit
Finance Bank

39. Savings and Loan Bank

40. Southern Credit Banking
Corporation

41.Standard Chartered Bank

42. Transnational Bank

43.United Bank for Africa

44 Victoria Commercial Bank



