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ABSTRACT 

Competition in an industry is rooted in its w1derlying economic structures and g cs well 

beyond the behavior of current competitors ( bado 2005). The level or rivalry or 

competition in industry therefore is determined by the concentration ratio of industry. 

Rivalry is low if the larger proportion of market share is held by a few large firms and 

high when the industry is fragmented. The NGO indu~try is one such industry that has a 

high number of concentrated players Porters generic model is therefore a powerful tool 

for systematically diagnosing the chief competitive pressures in a market and assessing 

how strong and important each one is. For public service organizations however, the 

concern is with an equivalent issue: the bases on which the organizations chooses to 

sustain the quality of its services within a greed budgets i.e. how it provides be t value. 

I o survive in today's highly compctitivl: en ironml:nt ' hcthcr for profit mat..in 1 or not 

any organization must uchil:Vl: at kast tl:mponril. a compl:tllt\ ·1d anta 11.: . 

Di fTcn.:ntiation stratl.:gy focu ·cs not onl. on h in, unktu~.: hut 

characteristic· of the product or cr ice t l:nc mpa · · 1.:\ ~:r) p ssihk int ·r·t ·tion l l\w ·n 

the firm and its cu tomcr ·. In the ( indu tr) it mi 11\l 1 T 'lllllish I l y I( 1 h 111 • 

narrow focus or broad ba ed tratcgit: . It th~:rc r r uirc ~ .1 ' dl th m •ht ~ ut tack ti ·k 

to outmanemcr comp tit r nd h undin 



CHAPTER 1: INTRODUCTION 

1.1 Background 
In the context of turbulent business environment, strategic management plays a crucial 

role in facilitating the deployment of firm's resources in an efficient manner to optimize 

the long term performance of the firm. Implementation of strategies becomes critical 

especially in the context of increasing competition and complexity oi today's business 

world which can make it difficult for a business to access and take advantage of 

opportunities open to it. (Bennet, 1998). Researches have shown that in the face of 

competition firms adopt various competitive strategies in order to survive in the market. 

Porter (1980) argues that the essence of formulating a competitive strategy is relating a 

company to its environment. He further tates that competitive strategy adopted by a tirm 

should result to competitive advantage. ompctitivc advantage grows fundruncntallv out 

of values a tirm is able to create forth ir bu. cr that c. cccd · th firm •' cost of cr ating it 

J.J.J ompetitive 'trate ie 
mpctitive trategy i · the part bu inc· ·trot ' ' that dc•tl "ith nvma •~.:m nt 1 hn I'm 

competing uccess ully- how to outmaneuv r ri al . ho' tl' t~.:nd a' 1in ·t c m1 ·titi' 

pressures. how to h llll n · trickl.md. ll 1 () . 

n organization's trategy c nsi ts o th m ' d b lllllhl •t.:mCnt 

to produce ucc sful or anization ' m nt ' um: pl.m 

forth 
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The goal of competitive strategy for a firm is thus to find a position in the industry where 

the company can best defend itself against the competitive forces or can influence them 

in its favor. 

Porter (1980) pioneered thinking in this field when he proposed that there were three 

generic strategies by which an organization could achieve competitive advantage. These 

were overall cost leadership, differentiation and Focus. Cost leadership or 'no frill' 

strategy combines low price, low perceived product services, benefits and a focus or a 

price sensitive market .It seeks to achieve a lower price than competitors whilst trying to 

maintain similar perceived product or service benefits to those offered by competitors. 

The firm sells its products either at average industry prices to earn a profit higher than 

that of rivals or below the average industry prices to gain market share. In the event of a 

price war, the firm can maintain some profitability while competition suffers losses. 

Focus strategy seeks to provide perceived product or service ben fits justifying a 

substantial price premium, usually t a s I ct d m rkct s~.:gmt:nt (niche). l h pr mis is 

that the need of the group can bl! bl!ttt:r ·crviccd b. focusin • ~.:ntir l on it Within th 

niche it attt:mpts to achit:ve either a co ·tad anta) r dilfcrcntiati n. 

Oiticrentiation strategy eeks to pro~ ide pr du t n tit · tint 1r di IT ·r nt 

trom tho e o competitors and that are '' id 1 .. valu d 

comp titive advantage by enn r 

enhancing mar ins by pricin 

produ t may llo th 

iM 

.lt thl· am pn ·c: or 



that over 1.5 million people have died due to AIDS-related illnesses, resulting into 1.8 

million children left as orphans. It is also estimated that 1.4 million people are living 

with the HIV today. The rate of AIDS deaths has risen dramatically and it is estimated 

that there are about 150,000 AIDS deaths per year. This has since foreseen International 

Non Governmental organizations, community based organizations, Local organizations 

and Faith based organizations engage in the fight against the endemic. The government 

appealed to donor agencies for assistance towards HIV prevention and care through 

Sessional paper No.4 of 1997 which went further to define strateries for intervention and 

identified three priority areas in response to the epidemic in the country: Prevention of 

new infections, improving quality of life and Mitigating the socio-economic impact of 

HIV/AIDS. The activities of INGOS/CBOS &FBO are built around these strategic 

objectives. 

A consortium of NGOs working in HIV prevention and care e. ists and was established 

in 1990. KAN mission is to provide and promote leadership, s lidarit and 

collaboration among member 0 '/ B S. Rdi 1iou' organizatit n · und th Kcn 1 

government for collccti vc action to\ ard rc · nsc to Ill I :. 1 ) lute tlH.: r ' lr 

approximately over 800 1 ' and r 8 officiall.: r •i ' tcrcd \\ ith this •r lUI ,u1d en •' I •c 

in the fight against HIY I ID in the country. 

I he industry for 

century of Entry. but 

2003 s r c rd d in hi 

I o eth r 

dealin_ ,·th HI ' / 10 m 1 c nccntmt d md rdkct ' I 

n n t t.tl \ 1 rr c n ll ' in 

n 1 11 r 



It may not be easy to measure at this juncture the intensity of competition within this 

industry, but the degree of concentration is a reflection that there is increased 

competition. It has been reported that 60% of interventions in the country are provided by 

NGOs/CBOS &FBOS. This shows that a larger market share is in the hands of these 

groups. To date even the NACC has not been in a position to track down the exact 

number of partners engaged in HIV I AIDS interventions. 

Increase in the number of people and organizations involved in the HIV/AIDS 

interventions have lead to increased challenges in coordination to maximize efficiency, 

minimize wastage and duplication of efforts. There has been a constant stream of new 

entrants, and a clear tendency for donors to break out of providing aid. Currently there 

are about 33 funding agencies against over 800 service providers ( NGOS/CBOS& 

FBOS). 

'1 be tudy will look at competitive ·trate ri as attributed b &FB 

dealing with HIV/AJ rclat d intcrv nti ns t sc.:rvc to defend a 'ain t tht.: c mpctiti 

f rccs in ·ourcing for fund . 'I hi · is bccau compc.:titi c.: ·tratc.: ' ~.:all · I th · 

development of a product or · rvicc that o 1ttri utc th t 1r · ' lhH.: I l th · 

financier · and that financiers perceive to 

other competitor . 

1.2 he bl m 

D pit the ub tantial pro m 

pr par b ci 'I 

lh t 

ttc.:r than r dit II: rent lr llll th 'L'n t • • lf 
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including poor financial tracking system. Large NGOs not willing to share resources with 

small CBOs and civil society organizations, Leadership wrangles within CBOs, Mistrust, 

competition, suspicion and unwillingness to share information among different groups at 

all levels, Poor geographical coverage of interventions due to vastness of some regions. 

Demand for transparency and accountability has also increased from the unusual ·ourccs, 

the budget providers who wish to maintain levels of service provision and quality but at 

reduced costs, thus causing the management of the costs base of an organization to be a 

basis for competition. 

~ urvival of HIV -AIDs NGOs calls for adoption of competitive strategies. The evaluation 

ofHIV/AID programme, so far, has revealed that there is need to shift in strategy. Firms 

develop strategies to help them achieve competitive advantage. trategies ret1ect both 

xt mal as well as internal circumstanc s. duboi (2003) researched on competiti c 

strategies applied by the ret il ·ector of the pharm eutical indu ·try. H~.: found that s ctor 

specific tratc 'ics exist and that thc . "Ire formulatc..:d in an int'om1al manner, thus 

necessitatin , the need to md ut how ompctitivc trate 'ie hav h~.: n k ·clop d in th~.: 

f!IV/ ID · iO ctor. 

pro 

m 

en tu r mpl h •: 

mu_ it i 



1.3 Research Objectives 

The objectives of the study are to: 

(i) Determine the competitive strategies being used by NGOs dealing with HIV­

AIDS in Kenya to compete for funding. 

(ii) Establish the challenges NGOs are facing m applying the competitive 

strategies 

1.4 I :nportance of the Study 

The study will contribute towards the fulfillment of the knowledge gap in looking at 

competition from the supply side of the market and help the HIV -AIDs NGOs access 

ready source of information on competitive strategies being applied in the industry. 

Funding agencies will be able to get readily available information on a myriad of 

competencies to look out for in GO b for n.:kasing funds 



CHAPTER 2: LITERATURE REVIEW 

2.1 Competition and its Challenges 

John Collins is quoted to have said 'Competing in the market place is like war. You have 

injuries and casualties, and the best strategy wins' (Thompson A, 1989) Competition is 

the act of striving against another force for the purpose of achieving dominance or 

attaining a reward or goal, or out of a biological imperative such as survival. (American 

Heritage® Dictionary, 2004). Competition, according to the theory, causes commercial 

firms to develop new products, services, and technologies. This gives consumers greater 

selection and better products. The greater selection typically causes lower prices for the 

products either creating a bigger market share for the company or a smaller. Ansoff 

(1990) argues that in the 1970s' the strategists attention turned from diversification to 

optimizing the firms competitive strategies and then to optimizing the firms total business 

portfolio. Porter (1980) adds that when the dit1er nt m rkct of th~: tirrn have growth 

prospects , nd arc mixed and turbulent. bcfi r turthcr pro ·p cts can b ~: tim, ted it 

hccomes necessary to ·e •mcnt the tirm · en ir nmcnt int distin ti ·c nrcas )f trends, 

threats. opp rtunities . 'ompl . it. . uncertainties nd turbuh:m: in the n:s llr · 

technology and ·ocio. p litical nv1r nment make it lcsiru lc t l · 'Ill nt th · · · 

environments into trategic re ource as. thu th of tr ttl: ' · t mnulth n 1 

coping with competition. Port r 1 0 

omp tition in an indu 

· ond th beh ior o 

c mpe iti 

m 1 un rl ~ ·n UH.l ' cs \ d\ 

l t ri .1h r 

ti t indu tr .. 



competitive advantage in ways that elicit counter-response from rivals, reducing 

profitability and industry attractiveness. Porters' model is a powerful tool for 

systematically diagnosing the chief competitive pressures in a market and assessing how 

strong and important each one is. Kitoto (2005) confers that a proper analysis of the tive 

forces will help a firm choose one of the generic strategies that will effectively enable the 

firm to compete profitably in an industry. Managers therefore can only develop winning 

strategies by first identifying the competitive pressures that exists gauging the relative 

strength of each and gaining a deep understanding of the industry's whole competitive 

structure. 

However, unlike in a market system where industry concentration is determined by th\! 

market forces, rivalry in highly regulated industries would be low, giving an unreliable 

indication of industry attractiveness. In such a system, a freedom of enterprise and choice 

exists whereby tirms have unrestricted access to obtain resource-, produce products of 

choice and sell to market of choice. for public rvic~.: or • nization th~.: cone rn is\ ith 

un equivalent i ue: the ba c on\ hich th 'r ·~miz·ttions chon 's to ustain th~.: tualit 'or 

its crviccs within· greed budg t that i · ho\\ it provides h~.: tv lu~.: {John ml'· ·holks, 

2005). Michael Porter five rccs m del inuu t uit d ll 1 

markets, stem econom 

omp titi c trate pr' "he 

firm h In phincr 

term 

ri~ I m hu , 



quotes Adelson (1965) as the first to recognize that firms should strive for umque 

characteristics in order to distinguish themselves from competitors in the eyes of 

consumers. Hamel and Prahalad ( 1989) discussed the need for firms to learn how to 

create new advantages that will keep them one step ahead of competitors. Hall (1980) 

solidified the need for firms to possess unique advantages in relation to competitors if 

they are to survive. These and related arguments would later form the basis of sustainable 

competitive advantage concept. 

The idea of sustainable competitive advantage surfaced in 1984 when Day suggested 

types of strategies that may help sustain the competitive advantage. The term sustainable 

competitive advantage emerged in 1985. when Porter discussed the basic types of 

competitive strategies that firms can adopt to achieve sustainable competitive advantage; 

cost 1 adership and differentiation. Porter ( 1985 argues that when a tirm has achieved a 

competitive advantage and successful! rat c the barrier pre cnting tmit. tion b 

competitor!) it thcrcb. 'r sists rosion b. competitor bchn iour" and uchh.: cs sustainable 

compctitivc advanta 'l:. 

'1 he fir t and clo est attempt to d tme u ·tain bl 

Burne. (l t 91 . He po tulated that finn 

· dvantage when it i implem ntin 

implemented b, an. curr nt r m 

unth r 

om ·titi 

id t) hav 

1d nt ' • 1 tll'l I h 

~omp titi' 

u ly h ·in , 
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A firm may have many advantages over competitors, but the important advantages are 

those in which customers place value. The concept of competitive advantage is therefore 

defined in the context of the marketplace and has to do with how a firm is able to win and 

retain customers in a competitive environment. Oxford dictionary meaning of the term 

sustainability is "the ability to keep going over time or continuously" Sustainable 

competitive advantage therefore means those advantages that are valued by the customers 

that a firm has, and is able to maintain over a period of time while keeping the 

competitors at bay. 

Competitive advantage is therefore based on strategies formulated around unique 

resources possessed or created by the firm that may not be easily acquired by 

competitors. To achieve sustainable competitive advantage therefore a firm has to be 

outward looking to determine the actions of the competitors and continuously invest in 

developing unique resources for the future. 

2.3 Port r' eneric trategie 

A firm's relative position within it indu try 

ab ve or below the industry avera . Port r 1 

average protitability in the long run i u tainabl 

nmm.:. ' h tl11.:r 1 linn'· 1 rolit·thtltt • is 

0 I he und tm nt tl l ·t ·i · ot tb n: • 

basic types o competitive W1 uu:>::tt::>::t 

co t or di crentiation. I he t\~ · mhin~d ' ith th~o· 

cop o tivitic r 

11 I t II h 
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Differentiation 

In a differentiation strategy a firm seeks to be umque m its industry along some 

dimensions that are widely valued by buyers. It selects one or more attributes that many 

buyers in an industry perceive as important, and uniquely positions itself to meet those 

needs. Grant (1998) argues that differentiation is not about pursuing uniqueness for the 

sake of being different, but it's about understanding the product or service and the 

customer. Differentiation therefore extends beyond the characteristics of the product or 

service to encompass every possible interaction between the firm and its customers. 

Product differentiation is always a matter of customer perception, but firms can take a 

variety of actions to influence these perceptions (Barney 1997). Approaches to 

differentiation can take many forms; design or brand image, technology features, 

customer service, dealer network or other dimensions. 

As is quoted by Pearce and Robinson (2002). differentiation usually arises from one or 

more activities in the value chain that creaks n unique value important to bu ers as 

mentioned above. Firms that uccecd in a diftl:rentiation stratc..· 'Y \)ftcn ha c the..' 

following internal strengths; access to leading cicntific rc carch uchic..·vcd throu •h hi ,hl. 

skilled and creative product development team. tr n • ~·tic tc·mt with abilit · to 

successfully communicate the pcrcei ed tr n th f the pr du t. oq mttl.: rq utation fiw 

quality and innovation ( Porter 1980 

rvicc nd m ny buye 

their produ t b • h 

ithin th · 1m1. int 

mi in p 

nti ti n 
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strategy include imitation by competitors and changes in customer tastes. Additionally, 

various firms pursuing focus strategies may be able to achieve even greater 

differentiation in their market segments. 

Focus 

The generic strategy of focus rests on the choice of a narrow competitive scope within an 

industry. The focuser selects a segment or group of segments in the industry and tailors 

its strategy to serving them to the exclusion of others. The focus strategj has two 

variants; Cost focus - where a firm seeks a cost advantage in its target segment and 

Differentiation focus- where a firm seeks differentiation in its target segment. Both 

variants of the focus strategy rest on differences between a focuser's target segment and 

other segments in the industry (Porter 1985). The target segments must either have buyers 

with unusual needs or else the production and delivery system that best serves the target 

segment must di tfcr from that of other industry cgmcnts. 

·r hompson and Strickland (2003) argues that n firms strategy basc.:d on the.: t\'vO vanants 

becomes increasingly attractive a · more of the followin' conditions an.: m~.:t: I· irst th. 

target market niche is big enough to e profitable. ·cond. c~'stly or difficult to multi ­

segment competitors to put capabilitie in pia ~ to me.: t tlu: pc.:l:i llizcd m.·cds of the.: 

target niche and sati fy the exp ctati n their m tin tr m ut tl'tncrs. third. the 

industry has many differc:nt ni h nnd 
l eu ·cr to pick .1 

competitively attractive nich 

any other rival arc ttemptin 

rcduc th ri · 

, ' in t ch lien ' 
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The three generic strategies are not necessarily compatible with one another. If a firm 

attempts to achieve an advantage on all fronts, in this attempts it may achieve no 

advantage at all. For example, if a firm differentiates itself by supplying very high quality 

products, it risks undermining that quality if it seeks to become a cost leader. Even if the 

quality did not suffer, the tirm would risk projecting a confusing image. For this reason 

Porter (1980) argued that to be successful over the long term, a tirm must select only one 

of these three generic strategies. 

Newman et all (1982) argues that besides market and supply factors, three othet· 

considerations throw light on the ability of the enterprise to put the strategy into action. 

These are financial strength, community and government relations and the ability and 

values of company executives. 

2.4 Other Models of Competitive strategies 

Researches have shown that in the face of competition tirms adopt variou competitive 

strategies in order to survive tn the market. nsotf ( 1988) defines competitive strategy as 

the distinctive approach, which a firm u e · or intends to use to suet:eeu tn the mnrket. 

Competitive ·trategics comprise of both ot en ·iv ·and defensive Kti ms. I h; .~r 'lll'S th•tt 

formulation of competitive strategic· include c n ·id rati n of four lhct ns: the linns' 

strengths and Weakness s. indu trie 1d thfl'lt • ~.: 111 I v llll'S of k y 

implementations and broader societal :pectati n . 
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professional service organizations, reputations that is recruiting, training, motivating and 

rewarding these rare individuals to ensure that they do not defect to competitors, or 

culture that attract funders to work with particular organizations, preferred access to 

customers. 

Prahalad and Gary Hamel ( 1990) coined the word core competencies and argued that 

these are the source of competitive advantage which enables a tirm to introduce an array 

of new products. According to Prahalad and Hamel, core competencies arise from the 

integration of multiple technologies and the coordination of diverse skills. It is rooted in 

the ability to integrate and coordinate various groups in the organization. Other attributes 

of core competencies are that they possess customer value (the skills that enable the firm 

to deliver unique customer value), they are competitively unique as well as extendable 

(form basis for entry into new markets). 

Competitive challenges as highlighted by 'I heuri (2002) in his stud on C'ompl!titivc 

challenges adopted by Branded fast food hains in 1 airohi arc: hu •c tinam:ial 

requirements, changing consumer targets and pre cn.:nct•s, cnhanu:mcnt ot the :tbtlittcs 

and skills of the stafi huge marketing co ·t and competition rom unhrand~.:d outkts. 'I his 

basically confers to the view ot ewman. Kitoto .. 00 ~ ul ) ound out thut ltkquut~ 

finance was one ofthe challen e facing in~e o 

Thompson and trickland 2003 ar u th t fittin ' th 
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Phatak (1989) argues that some other competitive challenges include community and 

government relations. It must be noted that organizations differ in their ability to work 

with governments. While it is important to be regarded as a good corporate citizen good 

community and government relations may lead simply to a permissive situation, but in 

crisis situations the very right to continue operating may be at stake. 



CHAPTER 3: THE RESEARCH METHODOLOGY 

3.1 Research Design 

The design used in this research was a survey of the descriptive kind. This was because 

of the descriptive data to be collected. The survey research method has more advantages 

than other methods of data collection (Mugenda, 1999) observe that 'survey research 

method is probably the best method available to social scientist and other educators who 

are interested in collecting original data for purposes of describing a population which is 

too large to observe directly. Survey research is also excellent vehicles for the 

measurement and comparing the characteristics of a large population as was the intention 

of this study. 

3.2 Population 

'I he population consisted of 800 registered organizations '> ith Kcn:ya IDS NGOs 

'onsortium (KANCO). list or the NGOs/ B s i attached. from this population a 

·ample size of 40 was determined u ing stratified amp! in'· I he population wns thc.:r for· 

categorized into four strata of: International 1 ,os. ocal I< s. I· 1ith Based 

Organizations FBOs) and lastly Community Bu cd or ani~ Hions (l'BO ·). 

3.3 ampling Method 

imple random method was then 

from ach p citic tratum. Thi i 

b tween 30 and 5 
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th n 

to ran t th fi t 10 li t I M ' mi2ations 

llt 

t )I c.: i thc.: 

Ul\J h: of 



project coordinators in the CBOs/FBOs and HIV/AIDS specialists as was relevant to each 

organization. The questionnaire was divided into two sections. Section A and B. Section 

A provided general information, while section B sought to find out the various strategies 

employed by the organization to compete for funding from donors. It also gave 

information on the various challenges organizations face in applying competitive 

strategies in the market and the copping mechanisms. 

3.5 Data Analysis Method 

The data collected was analyzed usmg descriptive statistics such as mean scores, 

percentages, frequencies and cross tabulation. The findings are presented using tables and 

charts. The percentages were used to determine popularity in terms of strategies used by 

the targeted organizations and the challenges. Frequencies aided in analyzing 

demographic information of size, type and years of experience of the organizations. Cross 

tabulations guide in determining whether certain demographic data are related to certain 

challenges and competitive strategies u cd. "1 he software us d to ~.:nter and anal zc data 

was 'tatistical Package for the ' cial Sciences ( P ' S 1 0.0). 



CHAPTER 4: DATA ANALYSIS AND FINDINGS 

4.1 Introduction 

In this chapter the data collected is analyzed and presented. The section is divided into 

three major parts namely; relevant demographic statistics, results for the first objective or 

the study which is to determine the competitive strategies being used by NGOs dealing 

with HIV -AIDS in Kenya to compete for funding and results on the second objective or 

the study which addresses challenges these NGOs are facing in applying the c mpetitive 

strategies 

4.2 Demographic Profile of Organizations 

The demographic profile presented here are those that are expected to int1uence the 

competitive strategy to be used by an organization. fhese are; organization size, age of 

organization and area of coverage. Table 1-3 givl!s information on demographic protill!. 

Table 1: Profile of Organization· by SiJ:e of taff 

Organization ' izc Frequency Pl•rc~ntagl' 

- 6-a 
Less than 50 14 

50- I 00 4 18 

100- 500 3 14 

More than 500 1 4 

Total 22 tOO 

th bl I h w u n 101 th. n 

hil nl o/c h r 



Table 2: Profile of Organizations by Age (Years of Work in Kenya) 

Organization Age Frequency Percentages 

1-5 10 45 

6- 10 5 23 

11 20 6 27 

21 30 1 5 

Total 22 100 

'--

Table 2 shows at least 45% of the organizations had one to five years experience working 

in Kenya in the area of HIV I AIDS, while only 5% of the organizations have been in the 

country for 21- 30 years. 

Table 3: Profile of Organizations by Area of Coverage 

~rca or c':eragc 
Frequency Percentage 

.ocation 5 23 

Division 4 18 

t-- 2 
l) 

District 

Regional 8 16 

National 3 14 

Total 22 100 

. lin in HI I n:: intt:r \:lll ilm in th • 

0 ' ithin the.: 

i trict I el int rv nti n. 

. 
Ill 



greater the extent of use of the strategy and vise versa. The results are presented in Table 

4. 

Table 4: Competitive Strategies for Sourcing Funding 

Competitive Strategy Means Score Std Deviation 

Wide range of donors to fund projects 3.22 1.19 
-

Wide range of services offered 3.72 1.03 

Specific and narrow range of services offered 2.55 1.18 

Identifying nreds of prospective clients 3.86 1.17 

Frequent research 
2.73 0.93 

Strong focus on high growth areas with potential 3.05 1.21 

funding 
Timing considerations associated with first timers 2.86 1.58 

Timely reporting on fund use 
4.55 1.18 

f--- . . 

Encouraging donor visits to proJeCt s1te 4.27 1.12 

- - 3.18 
Conducting exchange programs 

1.22 

Uavi ng uniqu~.: resources lik~.; intclkctual capital 1.09 1.19 

- ffering professional services 
-3 .4~ 1.1 R 

""P;'eferred access to funding agencies 3.09 1.1 I 

Situation Dependant in looking for fund 2.95 1.05 

Controlling supply costs 
3.91 1.02 l 

Maintaining lo\ administration co 4.l~f 0.89 I 

Experience 
4.41 0.73 

History and tradition of organiz tion 4.59 0.73 

M, int ining tr n r I ti n hip 'th don 4.45 0.80 

Exc II nt c nfonnan ifi ti and 4.27 
·= 

0.77 

guidelines 
S 1 ri r obilit l t 4.05 1.00 

._ 

-_cc - '~ 

G nd M n 
. 

2~ 

' ,,, u 



strategy with a mean score of 4.59.Strategies that scored higher mean score and are 

greatly used include; Timely reporting ( 4.55), Maintaining strong relationship with 

donors ( 4.45), Organization experience ( 4.41 ), Excellent confommnce to specifications 

and guidelines ( 4.27), Maintaining low administration costs ( 4.14 ), Having superior 

ability to serve customers (4.05) ,Controlling supply costs (3.91) and Encouraging donor 

visits ( 4.27). Specific and narrow range of services offered stood out as the least used 

strategy among organizations in the HIV I AIDs service industry with a mean score of 

2.55. Those that scored low mean score and are least used include: Specific and narrow 

range of services offered, Frequent research, timely considerations associated with first 

timers and situation dependant in looking for funds 

This data was further analyzed and categorized into Porters generic strategies of Cost 

Leadership, Differentiation broad focus and differentiation narrow focus. The 

information is presented in Table 5. 

Table 5: Extent to which Organization usc ompctitivc 'tratc~ics 

Type of competitive 'Ia .·ific~ltions 

strategy 

Controlling supply o t 

E ellent c n m1 

guid lin 

Ml':tllS 



Table 5: Continued 

Differentiation Broad History and tradition of organization 4.59 

Superior ability to serve customers 4.05 

Organization experience 4.41 

Maintaining strong relationship with donors 4.45 

Wide range of services offered .72 

Wide range of donors to fund projects 3.22 

Grand Mean 4.07 

Table 5 shows that Cost leadership and differentiation broad focus strategies are greatly 

used by most organizations in the HIV/AIDs service industry to compete for funding as 

depicted by high grand mean score of 4.11 and 4.07. Differentiation narrow focus 

strategy is least used with a grand mean score of2.91. Cost leadership is however, a more 

popularly used strategy than differentiation broad focus as illustrated by a grand mean 

score of 4.11 and 4.07 respective! .. 

4.4 Demographic Profile and ompetiti e Strate ~i~s 1 doptul 

The tudy sought to cstabli h whether a relation hip ,·i ted t d\ ·~:n ·h) l'll 1.:ompctitiv 

strategies and the variou d~::m graphic profil 

type and organization's ar a miz·ni n izl..' .md )l..'nt ~ 

of cxpericnc were u ed t 

variable or anization t) 
ll h.l\ 1: t \ 

ta nd cov r d 
\ ll 

d int br 
1 I nti t i n 11 l 



purposes of meaningful analyses given the data that was obtained. The other two entries 

l 00 to 500 and 500 and above staff size were ignored. Table 6 shows the relationship 

between NGO size and the competitive strategies. 

Table 6: Competitive Strategies and Size of NGO 

Cost leadership strategies 

Controlling supply costs 

Maintaining low admin costs 

Excellent conformance to specifications and 

Size ofNGO 

Less 50 staff 

(Mean) 

4.21 

-1- .21 

4.07 

-'.16 

50-Plus staff 
(Mean) 

3.38 

-1-. 00 

4.63 

-'.00 

Narrow differentiation strategies 

------------~~~~-
-~~~~ 

2.7 1 2.75 

Frequent research 

Strong focus on high gro~th _are~s of 

interventions with otcntlal tundtn' 

Situation dependant in looking for fund 

l Grand Mean 

Broad differentiation strateJ!ie · 

Wide range of donors to fund projc.::cts 

Wide range of services offered 

2.71 J .6 

.00 

2.Hl .t I() 



to specifications and guidelines as a cost leadership measure was more preferred by 

larger NGOs. The table also shows that narrow differentiation strategies were more 

favorable to larger NGOs with a staff size exceeding 50 as compared to small 

organizations with staff size of less than 50. This is illustrated by larger means or 3.10 

and 2.18 respectively. However as a narrow differentiation focus strategy, small NGOs 

preferred Situation dependant in looking for funds more as compared to lager 

organization that preferred Strong focus on high growth areas of interventions with 

potential funding. 

It b 
· T ble 6 that broad differentiation strategies were more applied by larger 

can c seen m a 

NG s with a staff size exceeding 50. This is clear!. illustrated b the grand means for 

h f
• 1 1 

· . tllat ·tr•' )11'ghcr than those or smaller or 'tmizations. 0 cr all cost 
eac o t 1e ca egoncs • "' 

I d h
. · tl . ·d among , GOs' ith ·tafl not c. cccdin' -o whik lifl~r ntiittion 

ea ers 1p IS grea y usc • 

d b r ,anizations \\ith tall c. Ct..'~.: lin, 0. It i lll>\\t.:\\.:1 

broad category is greatly use Y 

noted that organization , ith afT ·ceedin -o gr 'ttl) u cd ·ompctiti\ tt tic •ics n 

compared to GO ' ith tafT le than 11 illu t • h.:d l) th~: totul •r.md mean ol 

3.88 and 3.6 respective!) . 
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categories of less than 5 years and grater than 5 years for the sake of analysis. Table 7 

shows the relationship between NGO size and the strategies. 

Table 7: Competitive Strategies and NGO Years of Experience 

Years of experience 

5 yrs and Below More than 5 yrs 

Cost leadership strategies 

Controlling supply costs 

Maintaining low admin costs 

Excellent conformance to specifications and 

guidelines 

Grand Mean 

Narrow differentiation strategies 

(Mean) (Mean) 

4.20 3.61 

4.20 4.08 

..J-.40 4.17 

4.27 3.97 

--------------r-------------~
-------------

----
rrcqucnt research 

---:-h- wtl areas 
Strong focus on hi~ . gr~ 1 

i ntervcntions wi th J?Otcntwl 11~u~n~d~m~g·!------t---~-=-:---l--

7tuation dep:nd"ant in looking f() r funds --~ 0 
~ ·~-----------i------------r-----J.() .H' 

G rand Mean 

of 

2.90 

."'0 

-

2.58 

2.83 

3.08 

Broad differentiation trategic 

Wide range of donors to fund projects 
. 10 

Wide range of services otTer d 

:.xpcrience 
.40 2 

1 Iistory and tradition of rgani ti n 
.7 0 

aint ining tr ng rel ti nships ith 
. I .0 

~==============+---------------~ 

n ~·k=============k=~==========~ ( · rll<. nl 
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may be due to the fact that bl' h d 
more esta IS e NGOs had developed systems and 

procedures that regulate costs. 

Table 7 also indicates that narrow differentiation strategies were more used by the NGOs 

with up to 5 years of existence. However, 'situation dependant in looking for funds' was 

more applied by the NGOs that had existed for more than 5 years. The findings suggest 

that younger NGOs were more active in exploring new areas and possibilities for funding 

than older NGOs. This is probably because older NGOs had long term projects which 

they for which they sought continued funding. 

Table 7 shows broad ditTcrcntiation strategies were more applicable to younger NGOs in 

terms of years as compared to okkr ones. Ov~.:rall. all organinHions usc competiti c 

Strategies, however younger organization \\ith kss than fin: 'L'~II s of ~.,; ·p~.; IIClll'l liSt 

more of the competitive ·trategh:s as compar d to old r or•uni tion tbow li\ · v~.:.u-s ul 

experience. This is depicted by the higher " rail raud m an c He o .X I Ill youn •ct 

organizations and 3.61 for older organizati n . 

4.5 haJJeng adn an pph in' tht < mpt titivt 

tr t gi . 

R p nd nt 



Table 8: Challenges in Applying Competitive Strategies 

Challenge Means score Std Deviation 

Other organizations copy and copy and try the same 2.59 1.26 
- -

Changes in donor demands 3.36 1.05 
-

Not known to donors 2.32 1.09 
----

Poor financial strength 2.77 1.48 
-

Inadequate staff competency 2.41 1.30 

Staff tum over is high due to poaching 2.55 1.41 

Community and government relations 2.72 1.28 

Ability and values of company executives 2.60 1.44 

In ability to fit the organizations practices to what is 2.55 1.06 

needed for strategic success 
1.---, 

Table 8 shows that changes in donor demand is a great challenge in the application of the 

competitive strategies to most organizations with a m~an score of 1.36. Poor financial 

trcngth. community and government relations. 1bility and ,•a lues or com pam c ccuth 's 

arc among the challeng~:s that gr~:atly • ll~ct organiz·1tion Inn.· "ith ' I nll:an •r;tdt• l)(' 

when rounded ofT to the ncare t v. hole num cr .How ·v ·r it notu.l that the issu ·s ol 

inadequate taff competency 1 th~.: h:ast chalkn 'I.'S 

facing most organization with m an or of-· l md -· 



CHAPTER 5: CONCLUSION 

5.1 Introduction 

This is the final chapter of this study. The chapter provides summary discussions and 

conclusions of the findings of the study. The chapter also highlr'gi1ts I ' ' t t' f 1mr a 1ons o the 

study, recommendations for further research and recommendations for policy and 

practice. 

5.2 Summary, Discussions and Conclusions 

The first objective of this study sought to establish competitive strategies used by NGO's 

dealing with HIV -AIDS in Kenya to compete for funding. The results indicate that 

generally NGOs in the HIV/ AIDs industry use competitive strategies as a means to 

compete for funding. The most popularly used competitive strategies are cost leadership 

and differentiation broad focus. !'he stud. found out that diffcrcnriation narrow focus 

strategy was generally least used among th~.: organizations inkr icw~.:d. 

However, it is apparent from the findings that <.:o t katkr~hip is •r~.::llly us1..·d h. r11ost 

organization in the industry. 'J his COUld bt: du' to thl..' lh tUrl..' of tiH.' indu..;tr) t ~,;in ' Sl..'t\'iCI..• 

oriented. Johnson and cholles 200- argue that c t h.:adc1 hi1 fr Hn th1..· p 'int nf vii.'\\ 

of ervice and public institution i n the 
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Differentiation broad focus was the second most used strategy to compete for funding. 

Thompson and Strickeland (2003), states that differentiation strategies tend to work best 

in market circumstances where there are many ways to differentiate a product or service 

and many buyers to perceive the differences as having value. The NGO industry has 

many players and beneficiaries and this confers to the findings. Analyses found that 

differentiation broad strategy were more applied by larger NGOs with a staff size 

exceeding 50. Research conducted by Namanda (2004) also concluded that very large 

finns tend to use differentiation broad strategy as a way to remain competitive over other 

competitors. Broad differentiation measures were also found to be more applicable to 

younger NGOs with less than five years of existence as compared to older ones. The 

measures are generally indicative of a trend whereby younger NGOs maintain an 

expanded scope of activities, most likely so in a bid to appeal to more donors and hence 

increase the odds of obtaining funding. 

Narrow differentiation stratt.:gics -were found to b~.: mon: favorabk to lar •er UOs-,; tth a 

staff -i:t.e exceeding 50. The stud. furth~o:r n:n:ak:d that 11.1rrow dilkn:ntiatHIJ\ sll.ltl' •it'S 

were more used by th~: N 0 with up to - )'l!ar o c:i tcnC\..'. 'I hi is tttrihut ·d to hi • ' ., 

and older GO having a more tnble funding urcl..', m 1r ·. p ricnl..'c .IIlli kiHlWl ·d • ·of' 

target cgments that can be le ted t th 

attracting donor funding. E p n n 

organizations re deficient 
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The second objective of the study was to establish the challenges NGO's are facing in 

applying the competitive strategies. The results indicate that changes in donor demand 

are a great challenge to most organizations in the IIIV/AIDs service industry. Other 

challenges that greatly affect these organizations arc; poor financial strength, community 

and government relations and differing ability and values of company executives. 

However the study revealed that issues of inadequate staff competency and not being 

known to donors are the least challenges. A research conducted by Theuri (2002) on 

-.....o mpetitive challenges adopted by Branded fast food Chains in Nairobi found out that 

some of the challenges were; huge financial requirements, changing consumer targets and 

preferences, enhancement of the abilities and skills of the staff, huge marketing costs and 

competition from unbranded outlets. Kitoto ( 2005) also found out that adequate finance 

was one of the challenges facing investors. This confers to the findings of this study. 

From the foregoing discussions the following conclusions can be made regarding the 

second objective that the challenges l11ced h. 1 C10s to ltwk for funding arc somchm 

similar to those highlighted from the consumer market orientc.:d studies in tht: aspects of 

change in customer tastes as Ctjuivalcnt to chall'L' in donot rt:quitc.:mcnts, pour 

government and community relations. a ,.,.ell a 1 o )[" financi tl ~tatu . 

5.3 Limitation· of the tudy 
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It is therefore recommended that further research can be done to establish the competitive 

strategies funding agencies look for in an NGO to determine release of funds for 

HIV/AIDS intervention. It's also recommended that further research and study can be 

conducted to establish competition from the supply side or the market us opposed to the 

numerous studies on competition from the customer perspective as conducted by most 

scholars. 

5.5. Recommendations for Policy and Practice 

This study found that most organizations dealing with HIV I AIDS in Kenya faces the 

challenge of frequent change in donor demands as well as community and government 

relations. It's therefore recommended that a policy be developed to safeguard the interest 

of the organizations dealing with HIV/AIDS interventions in meeting service standards 

so that donors do not shift tht: goal post at will to their advantage. Policy document to 

guard communities against ~..:. · ploitation and demand trnnspar~..:nc ,md ,1ccountability 

hould also he developed und irnpkm-:ntation moniton.:d on n.:gular basts. 

1 his tudy i a tir t ·tep in thi line ol rc • rch. th-: ltndin • ho\W\'I..'t •u · im1 mtant .tnd 

hould he furtht:r rc ·carchcd to tabli h ' h thcr com( ctiti' · It 1h: •i~..· lilf·r 01 11 • 
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APPENDICES 

Appendix 1: Letter of Introduction 

Dear Respondent, 

RE: COLLECTION OF OAT A 

Lydia D. Okal 

School of Business, 

Department of Business Administration. 

P.O.BOX 30197 

Nairobi. Kenya. 

19th September. 2006 

1 am a graduate MBA student at t h~..: U n iv~.: r:.;i ty of ai robi cum.:mly und~:rt aki n , a 

managcrnc..:nt rc..:scarch project titkd "Competitive Str~ltegit:s , doptul By 011 

Governmental Organization Ocalin • \ ith Ill - t II>S In Kl•nya 'I u C nJH.' \ ilh 

Increased ompetition For Funding". on cqw.:ntl ·• I kind ly r quest you to ~o­

operate in ti ll ing the enclo ed que tionnair • ,. hidt hall 1 r n'id th~.: d ll' l t\11 ,m II ) sis 

in order to achieve the objective tl c ar h. Tit~: in t'nn.Hit'll ) llU I mvidc hall 

be confidential and i1l be 

report can be a ail d to ~ u u 

Y ur ·ind contributi n 1 

' 1r ith ull 

d r nu uq c . ~.:Of) \l l the 



Appendix 2: Questionnaire 

COMPETIVE STRATEGIES ADOPTED BY NON GOVERNMENTAL 

ORGANIZATION DEALING WITH HIV-AIDS IN KENYA TO COPE WITH 

INCREASED COMPETITION FOR FUNDING 

A study in partial completion for Master <~l Business Adrninistralion .)'c:hooL <?/ 

Business University of Nairobi 

Section A 

1. What is the name of your organization? -----------··--------------------------------------

----------------------------------------------------------------------------------

2. What is your title in the organization? (Tick where appropriate) 

(i)Director ( ) (ii) Program Coordinator/Officer ( ) (i ii) HIV Specialists ( ) 

(iv) Project Manager ( ) 

3. To which of the following categories does your organization fall? (i) INGO ( ) 

(ii) Local NGO ( ), (iii) '8 ( ), (i ) l·BO( ), (v) Other specify ....................... . 

t What is the sizl! of. our or •anintion'? (i) ·o ~tatf( ),(II) -o-100 ( ), (iii) 100-')00 

stafH ). (iv) >·oo stall ( ) 

5. f·or how long ha c you \Vorkcd in thi or •ani1ation'. (I) I) ·ur (.,) 1- ) ~:u·s ( ) 

year 4) > year 

6. When did your orgnniz tion tart it inh:r nti{lllS in th '11\llltr •',' ••••• 

7. hat arc your re fint 1"\Cnti II Pre\ ~.:ntillll ( 

). Ill dvo acy iv Trninin ................... 

8. PI· eid nti nti n m ------------------

--------------------·--------- -.---.--- -------------------------

-------------------------·--··-----

------



Section B 

I 0. Does your organization have a strategy? Yes ( ), No ( ) 

II. Please indicate the extent to which your organization has used the fo llowing 

strategies to remain competitive? 

(I) Not at all, (2) Little Extent, (3) Moderate extent, (4) Great extent, (5) Very great 

extent 
I 2 3 4 5 

Wide range of donors to fund projects 

Wide range of services offered 

Specific and narrow range of services offered 

Identifying needs of prospective clients 

Frequent research 

Strong focus on high growth areas of 

interventions with potential funding 

------------~~-r
----~----~--~---

--+----~ 

·riming considerations associated with first 

timers 

bncouraging donor visits to project site 

'onducting exchange program · 

Having unique resources 

ca ita! 



12. If there are any other strategies used to attract 
donor funds please specify 

below ........................ ... .............................................................
................................. . 

············································································
························································ 

•• •• •• •••••• ~ • • • ••• •• • 

0 0 

••••••••••••••••••• 

0 

••••••••••• 
0 

• 
0 

• 
0 
••••••• 0 • 0 •••• 

0 
•• 

0 
•• 0 • 0 ° 0 • 0 ••••• 0 ......... 0

 • 0 • 0 •••• 0 • 0 •••• 0 • 0 •••• 0 ••• 0 ••• 

13. How do you perceive the level of competition in this industry 

(I) Not stiff( ), (2) stiff( ), (3) fairly stiff( ), (4) Very stiff( ), (5) Not sure ( ) 

14. In your opinion which are the three most successful organization in regard lo 

implementation of HIV I AIDS related projects/programs? 

(i) ........................................
................................ ················

············ 

(ii) ......................................
.................................. ·········· ·

················ 

(iii) ......... . .................................... . .... . .. ... . ... . . ..... . ................. .......... . 

I 5. Give your reasons to the above response. 

··· ······· ······ ·· ···· ········ ······ ·········· ······ ··· ·· ····· ·· ···· ····· ·· ·· ·· ······ · ······ ···· 

·· ·· ···· ······ ····· ·········· ········································
··' ·········· ·············· 

.. .. .... ..... ...... .. ·· ········· ···· ······ ···· ·· ····························· ·· ······························· 

16. Does your organization try to create a unii.{UC ima 'I.' ro your do1W1 •) 

(I) Yes() (2)No() 

If Yes what me the ways in which lh • rganization d( c thi 1 l hmor " 

• 0. 0 • • •• 0 0 ••• 0 • ••• 0 ••••••••
••••••• • •••• 0 0 0 •••• 0 ••••••••••••••••••••••••••••••••• 

• • • • • • • • • • • • • • • • • 0 ........
.........

.........
.........

.........
.........

........•• 

• • • • • • • • • • • • • • 0 ••••••••
•••••••••

•••••••••
•••••••••

•••••••••
•••••••••

•••••••••
•• 

1 7. What challenge d iz ti n m th )Ollhl\l: 

cho n to 
th m 

(ii 

iii 

u 



(viii) Ability and values of company executives ( ) 

(ix) In ability to fit the organizations practices to what IS needed for 

strategic success ( ) 

I 8. What are the values your organization place to the following in the range or 1-5? 

1- Not at all, 2- Very little, 3- a little, 4- much, 5- a lot. 

2 3 4 5 
-

Research and development 

Highly skilled and creative 

product development team 

Strong market team with 

ability to successful! y 

communicate the 

perceived strengths of 

your perceived donors 

1 Corporate reputation. 

I<>. To wh1ch of the tollow111 , groups docs our or ':llll7ation lay stron , emphasis l)ll 

wht..:n it comes to the uhovc valul: (I) Ben •flciaric:-; ). (~> Dnnlll. ( ). 

(3) Both ( ) 

2 0. Why ? --------------------------------------------------
--------------------------------_ ----···· 

------------------------------------------
------------------------------------------

----------~----

---------------------------------------------- ---·-------------
--------------------------------

21. What rt: me of th ri · 'th t1 

-----------------~--·------------------
-----------·---~~--.-----------.-..-.--

------------

------ ----------------------··--·-----·- -----
------------..--------

·-·-·----~··~--·---···
···--·- ..... . .. -···· ........ . 

-----------------------------------------·----------..... ---.. 

. rc 



23. If yes how do you ensure you retain their trust tn the 

organization? .................... .. .. .. .. ..................... . . ·· ·················· ··················· ·· ······· ··· ····· ··· . 

······· ·········································································· ·· ····················· ··· ·· ····· ············ 
24· How do you inform donors about your presence and services? 

···· ·· ······ ·· ··· ······ · ·· · ··· ········ ···· ········· ················· ····· ····· ······ ··· ·· ······ ····· ·· 
···· ·· ······ ··· ······ ··· ... ······· ·········· ··· ········ ·········· ···· ·· ··· · ··· ·· ······ ······ ····· ·· 
3 1. What can ...... .. ..... ....... ....... ... ... .. ..... ...... . .. .. ...... ... ... .. .......... ...... . 

you say are the specific strengths of your organization?--------------------

-------------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------
----------------- --------------------------------------------------------------------

25. What oth · · · \ · t' · cr challenges does your organization face m Its tmp ementnt10n o tts 
T ntcrvcnt ions'>--. ~ ----------­--------------------------------------------------------------------
-------------------------------------~-------------------------------------------------------------
---------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------

..,6. What would you propose a ' a. s to o crconl•' 1 1 · 1 11 ... omc o l 11 • c 1'1 ~..:n • s .•••••••••••• 

---------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------------
------------------------ ------------·---------------

bank. 



Appendix 3: List of NGO's 

Adventist Development & Relief Agency, (ADRA) Kenya 

Aids Orphans Support Center (AOSUC) 

AMREF Kenya 

Ananda Marga Universal Relief Team (AMURT) 

Apostles of Jesus AIDS Ministries 

Chandaria Health Clinic 

Christian Health Association of Kenya- CHAK 

Community Action for Health and Development- CAHED 

Family Program Promotion services 

Kaloleni Elites Youth Group 

Marie Stapes Kenya 

Mayatima are Coalition 

Medical Assistance Program ( lAP) lntcmational 

Oasis Africa 

Reach the 'hildrcn 

't John ornmunity enter 

• oweto Kayole P.I I. Project 

Women Fighting ID ' in Ken a 

l zima Foundation 

Umpja VCT entre 

World Relic 

World ision Ken a 


