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.\B TRA T 

This wa~ n ~urv ·y )It th · 1 I i n hip between strategic planning and performance in 

th~: t~: tik-manula turing linn in Kenya. The study was carried out in all the textile­

manufacturing mpames in Kenya. The data collection instrument was a questionnaire. 

From the findings of this study, it is evident that the organizations in the textile industry 

rel heavil on strategic planning to survive. It is also evident that there are three types of 

firms in the industry: those that are declining in performance, those that are improving in 

performance and those that are stagnating. 

As implied by the findings of the study, there is a strong relationship between strategic 

planning and company performance. trategic planning \ as seen as playing a critical 

role in the ur\'ival ofthe companies. 

TI1i tud th r fore conclude that in an indu try uch a the tc tile manufu turin, in 

K ny b n , lot of ·t mal nvir nm ntal turbulcn c, the c mp·mic 

tho nn l 



TABLE OF CONTENTS 

LIST OF TABLES ........................................................................................................ VII 

CIIAPTER 1: INTROD 'llO .................................................................................... 1 

1.1 'I RA 'IL· d('Pl 

1.2 B ('K d ()lJ I PI II If· It·. II T MA UFA TURIN JNDUSTRY IN KENYA ... ............ ... 4 

/ . .I E \f1 l/'/ i11 th '[! wile Industry ................... ......................................................... 8 

l ._ r~ r- LE: T F THE PROBLEM .......................... ....................................................... 10 

1.4 BJE Tl\ E OF THE SllJDY ........................ .............................................................. 11 

1.5 l lPORTA. 'CE OF THE STUDY .................. ..... ............................................................. 11 

CHAPTER 2: LITERATURE REVIEW ..................................................................... 12 

2.1 THE Co ·cEPT oF STRATEGY .................. ................... ............ ....... ....... ....... ............. 12 

2.2 STRATEGIC MA .. AGEME, T ...................................................................................... 13 

2.3 LEVEL OF STRATEGY .............................................................................................. 14 

2.4 F • 'CTIO OF STRATEGY ........................................................................................ 15 

-.5 0\'ER\'IE\V OF TRATEGI PLA. ·, I. ·a ...................................................................... 16 

• ' IZA'T 10,' ', ................ l 

1 ~ tE r 1. ' KI~ ·y ...................................... .. .... ..... ... .................. _I 

2. ' ERVI · ' OFTH ~ 

II \PI E.R : Rt F..A R , II l f.' I II 0 L 7\' ........................................................... 7 

.1 RI 

p 

.........................................•........................................................ :. 7 

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



3.3 DATA ANALYSIS TECHNIQUE ............................................... .................... ...... .......... 27 

CHAPTER 4: FINDING TO ........................................................... 28 

4.1 PROFILE OF 'I Hb 0 IP \ II ................................ .............................................. 28 

4.1.1 Srte ofthe · "'I 111\' ........................ ................................................................. 28 

4. 1.3 / 1 ·r mm 111 ·mth lmt 25 years ..................................................................... 29 

4.- fR.\ TE Y PR. CTI E ......................................................................................... 30 

4. CHARACTERISTICS OF STRATEGIC PLANNING EX1!1BJTED BY TilE FIRMS ........... 31 

4.4 STRATEGIC PLA .• ~ P.-:G AJ D PERFORMANCE ....................................................... 34 

CHAPTER 5: S I.MARY, CO CLUSION AND RECOMMENDATION .......... 37 

5.1 SUYl~1ARY .......................................................................................................... 37 

5.2 Co. ·cLusro ..... .................................................................... ............ ......... ......... 38 

5.3 REC0.1ME. DATTO. S FOR FURTHER STUDY ........................................................ 39 

............................................................................................................. 4 

PP 'DL ' 1: Q TI ............................................................................... -t 

APPf. . L . 2: T ~·' IL . I D TR\ • T R Ll fiiR'\1 ...................... 5 



LIST OF TABLES 

Table l: Textile Mark t h r , 1490 ............................................................................. 5 

Table 2: ormnl •ctor \V:l 'l I mplc m nC in Textiles and Clothing, Selected Years 

................................. ~.4·· ············· ·· ··················································································· 8 

Tuhk 3: Quuntity ind' f t ·til and clothing production (1976 = 100) .................. 24 

·ruble 4: 1\lunufactur d Product .................................................................................... 28 

Table 5: ize of Floor pace ........................................................................................... 28 

Table : De tination of Product ..................................................................................... 29 

Table 7: Performance in the last 25 years .................................................................... 29 

Table 8: Strategy Practice .............................................................................................. 31 

Table 9: Strategy Planning Characteristics exhibited by firms in textile indu try .. 32 

Table 10: Strategy Planning and Performance ............................................................ 34 

Table 11: Performance and trategic Objective ........................................................ 36 

II 



CHAPTER 1: INTRODUCTION 

1.1 Strategic Planning and Performanc 

The relationship betwc n pl nnin :md 1 l:lniJ~:n tional performance has been a subject of 

growing interest in th · li II t tt,lh:Pi manag~.:mcnt. trategic plan is conceived as a 

h in tude· both corporate mission statement and a statement 

ol orguni~. attm.1l 1h1 ''ti' c . tratcgy is about the process of strategic change and actions 

aiml:d ut hdpinc rganizations achieve their goals and objectives and attain competitive 

advantage. Thi r ce s invol es careful grafting and planning. 

trateg is about winning. Strategy articulates how organizations intend to combine their 

resources in order to convert its broad intentions into organizational capabilities 

(Schoenberger 1985). Strategic planning is not a detailed plan or program of instructions; 

it is a unifying theme that gives coherence and direction to the actions and decisions of an 

individual or organization. Though its primary purpose is to guide management 

deci ions towards superior performance through establishing compctiti e ad antagc, 

trategy also acts as a vehicle for commumcation and co-ordination ' ithin an 

organization n off, l 93 

i , n th ·ind f pr t tion th t tile indu t enj • ~.:c.J lr m the Kenya J vcmmcnt for 

m r th n ibl th. t m ny t ·til 

ul h 

l 



made a difference is not possible to tell, given the mixed results from studies done in 

other countries. 

fn an excellent m ta an·tl ti r 'h,;,, ( f journal articles published on the relationship 

between plannin • 111 I 1 II '11ll.lll Boyd ( 1991) concluded that the results were 

cquivorul. II · l'ntml tlmt '' h rca early research suggested a positive relationship 

bclwt:t:n phnnimr nd crformance, later research was less reassuring, and that the 

overall rdati n hip ''as at best extremely weak. 

How eYer. strategic management scholars such as Ansoff and McDannel, (1990) postulate 

that under conditions in which rapid and discontinuous changes occur in the environment 

of organizations established organizational traditions and experience no longer suffice 

for coping ' ith the new opportunities and threats. By using strategic management 

processes, organizations are able to recognize and respond to new developments in the 

environment appropriately. Strategic Management decisions and activities relate the 

organization to tts environment in a' ay that enable it u e it capabiliti to pur ue it 

objectives and thu continu to b responsiv to envir nmental d mand ( n. ff and 

1c nn I. 1 90). 1 uch and lu k (19 p it that tratcgic management giv a firm 

a c mp titiv d\' nta t.:. trat g; dt.:v lopm nt fo n how t d lin linn's 

mt n an bj tiv hi 1\' 

h t m kin 

n h 

Jl 1\1111\ 

ti n to th finn. 

ch 

01 it • uth I in • 111111 th 
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builders and concluded that planners outperform non-planners. He came up with top 

perfonners' best practices. In th n xt phn of the study he interviewed senior 

management from twenty-fiv f Ilk t p p rConncrs to gain insight into each firm's 

strategy development and impl m nt.11i{ n pn ~ss to facilitate the development of a 'best 

practice.' li st in' · 'I h · k \ r that the top performers pursue a generic strategy 

r di rll.:rL"nti l(i )Jl, a cd upon value, continuously focus on operational 

t.:'(t:dl ·net:. and ar • hi hl • committed to customer satisfaction. Leadership assumes a 

primary r I in the deYelopment of strategic intent. Top performers have a relatively 

tructured pla~.ming process in olving a planning group with a wide spectrum of business 

and operational knowledge and often use a facilitator. The best develop a keen awareness 

of their operating environment and continually seek feedback. They selectively identify, 

evaluate and pursue customers of strategic importance to the firm. Top performers solicit 

emplo ee input on operational initiatives and regularly communicate performance. 

Leadership actively demonstrates its commitment to the planning and implementation 

process. Top performers link tactical and functional action to strategic objccti cs and 

organizational structure is aligned\ ith strategic intent Bausman, 2002). 

It i again~t the forl:going background that the pr p d tud · ha c n c n civ d. 1vcn 

th n tr t gic pi nning a a ruci I m nt 111 .., trat mana cnH.:nt. it 

ar h on the link b n it nd per onnan ll l t. 

m th r d n t pp r t nnm Ill n 

th h d lin t n r t t 1 li th Ill 



1.2 Background of the Textile Manufacturing Industry in Kenya. 

After Kenya attained its independ n , th t xtilc industrial sub-sector was considered 

one of the potential growth rt; 'l tlut could help bring about rapid economic 

development. I' urthermo1 . th sul -. l 1M as lassi lied as a core industry and therefore, 

was granted oflkiul 'll\ 11111\ Ill prot t1on . This protection policy led to a rapid 

invcslntl'lt( in tit· · 'l"~l . 1ai ·ing the number of weaving mills from six at independence to 

in Jl)' , with an in tailed capacity of 115.0 million square meters per annum, along 

with II 0 r gi ·t r d large cale garment manufacturing units (GoK, 1994) 

The textile and clothing industry accounted for 19% ofwage employment and 22% of the 

persons engaged in large fmns. At one time this industry was the second largest 

employer after the civil service. A combination of these factors made the sub-sector the 

second largest manufacturing activity after food processing. 

Due to the government protection, the prices of textile goods became unnecessarily high 

because the manufacturers '"ere assured of a capti\ e market. A de elopment that br ught 

a change in the te. ttle industry is the importation of u d garm nt fr m ·ur p and 

m rica. Th gam1cnt arc what arc call d 'mitumba' in K nya. Initiall •, the c cl th 

nt r l th m rk t n •ith ut l · nd ' rc ld at lo\ • pri c . ht.: 

dut · 

r 



The overall effect of this feature was that in estment in operation of the textile industries 

plumated substantially. By 1990, th textil mnrk t hares, were distributed as follows: 

Table 1: Te tile Mart... t h, fl''· 1 t)t){) 

45.3% 

2. 20.8% 

3. Imp 111 d u ·l:d garments 16.8% 

4. Imported fabric 17.5% 

The 1990s also witnessed liberalization of the Kenyan economy. This resulted in 

increased competition, whereby locally manufactured goods competed against more 

superior quality goods retailing at lower prices. Liberalization also reduced the average 

capacity utilization in the textile mills to around 50% and even lower in the garment 

making industry (GOK, 1998). The imported gam1ents can be categorized a folio" s. 

• ew, out of season garments from developed countries. 

• ed cloth obtained from second hand market via charitable rganization 

broad. 

• hionabl n w am1 nt for e. clu ivc b utiqu 

• t fr m m ~or amt nt m nu tur 

ti n h l\ 111111 

til lth u th 



government has expressed the willingness to transfom1 Kenya into an industrial country 

by the year 2020 (GOK, 1996), the textile indu tT ha not managed to regain its status of 

the 1970s. The g th National d ' 1 pn11.:nt Plan (Rl,;public of Kenya, 1996) also stipulated 

acti vities, which n d d t b d n th <lr 200 I . As part of this, a study had been 

undertaken of th · t • til · in ht 1ri.ll uh sc tor in order to assess its strengths, weaknesses 

and tlu: Wil I )J\\ 11 I. 

ln 'pit r the, attempt . some negative factors that caused the sub-sector considerable 

train are a folio\\ : o erpricing of textile goods, non payment of import duty, a weak 

un table hilling. a weak legal framework, anomalous import tariff structure, high cost of 

electricit non-enforcement of the standards act, and unavailability of raw material 

(McCormick, 1999). 

As McCormick has argued, the overall effect of these negative factors has been the 

reduction in the installed industrial capacity utilization from 70% to 50°/o, loss of 0 cr 

70, 0 jobs in the textile and garment making sub-sector, loss of con idcrabl am unt of 

government re\'enue, lo of investor confidence in the ub- ctor. Apart rom the 

probl m , it h be n rcitcr ted that Ken •a h the p t ntial t pr ducc all the I.l\\" 

c uld it 

untri p 

n tl 

nd 

rl 1 

c untri 

nm k. I 

tor inK n "1 

nd v n crv t • til •iant 



have concentrated their businesses in textil manufacturing for export. These had started 

to jumpstart the industry. Howev r, other en ir nm nt conditions are threatening the 

sector. There are industrial a ti n b. l:mpl l: s due to poor working environments and 

accusations of cheating on th t riPin < r 'OOd by importing finished products and 

labeling them for • · · 1 l!l , 

1 ~·pilL' th · d ··lin . the indu try remains important to Kenya's future. It is listed as one 

of th~ indu ·tne· t be promoted in phase one of the Kenya Government's current 

indu trial trateg) GoK. 1996). One reason for this is that its labor-intensive technology 

enable it to emplo large numbers of workers. Formal sector firms employed 32,000 

people in 1997 or 15% of the total formal sector manufacturing employment. 

Employment statistics for selected years are presented in table 2. 

Textile employment nearly doubled between 1976 and 1997. Most of that growth took 

place in the 4 years between 1976 and 1980. In the succeeding five years, growth 

showed and since 1990 textile employment stagnated. With the clo urc of large tc. ·tile 

mill uch as RivatC. " and H ritagc, tc.·tilc mploymcnt may ha\C d clin d inc 1997. 

mplo) n nt in fonnal gam1 nt fim1s p aked in I 5, de lin d, and then n.: \'l:rcd 

lightl • to vard th l:lld of th 199 . 'I ot I 

m nu turin tor mpl 

and ganncnt mplo m nt a a 

t 2 X in 1 t 

rd din 1 < 7. 

turin 

it had 



Table 2: Formal Sector Wage Employment in Textiles and Clothing, Selected Years 

Year 

Activity 
197 198() 1985 1990 1995 1997 

Texti le 13 .6 ~4 I CJ J (>2 
1-

21,773 25, 104 24,214 25,121 

iurnH;nt l,7S5 5,322 7,682 6,868 7,114 7,304 

'I otnl IS. ~29 24.984 29,455 31,972 31,328 32,425 
1-

Manul~t ·tmi lU! 108 .776 141 ,280 158,763 188,873 210,775 220,48 1 

Total h: tile and 

clothing a 00 f 16.9 17.7 18.6 16.9 14.9 14.7 

manufacturing 

Source: Ken ·a Economic Surve , various y y ears 

'ote: Wage employment figures include casual employees, part-time worker , directors and 

partners erving on a regular basic salary contract. Self-employed persons, family workers who 

do not receive regular wages or salaries are excluded. Also not included is employment in 

"informal" or micro enterprises. 

The employment drop may actually be more serious than the figures suggest; bet\ een 

1979 and 1990 during the peak years, the garment industry and, to a le er ext nt, the 

te. tile indu try may have supplemented their regular ' orkforce ' ith e ten 1 u c f 

ca uallabor r on hort-tcnn, even daily contract ( 1c onnick 20 1 

1.2.1 E p rt in th '1 til ln d u try 

t nti I. Prelimin ry n ) 

mp titi ltl l I, 

r ml 

th m 



and India. Market research in the United Stat s also suppmis the contention that the 

growing middle and upper-middle Ia Afri an American population has both the 

resources and desire to buy qu lit) .\fric:m g:mn nt and home products (Biggs et al, 

1994). A later study, fo u nth 1· \JH p an mark0t, showed similar findings (Biggs et 

al 1 996). I K n a ith Bangladesh, Sri Lanka and Mauritius in the 

category ()r I)\\' · 1 1 tandardiz:cd goods ( ereffi, 1994). 

Thr n:c ·nt pa ·age f the frican Growth and Opportunity Act (AGOA) by the United 

tate ngre offers ne\ · incentives to producers of both garments and textiles. AGOA 

allo" gannent and textiles from African countries to enter the US duty free for a period 

of years beginning in October 2000, provided certain conditions are met. Officials in 

the then Kenya s Ministry of Tourism Trade and Industry worked closely with their US 

counterparts to de elop the required regulations. As a result Kenya was the first country 

to be certified under AGOA Government ofKenya Economic urvey, 2001). 



1.3 Statement of the Problem 

In Kenya and other developing countri , fe' tudi s have been done on the subject. 

Prior researches for instanc b . ), and Ao a ( 1992) focus on various aspects 

of strategic managem ·nt pt 1 li s in Afn :l and Kenya. Karemu (1993) studied the state 

in th Retailing ector in Nairobi. Inspite of the 

imp(nllllll'l' >I" lh · 1 • til in lu ·try in Kenya and the issues relating to performance of the 

industry. u 1 ·tudv n u ategic management practices in relation to performance has been 

done in tlu · indu tr~ . This study therefore aims at filling this research gap. 

It i eYident from the literature that the relationship between formal strategic planning 

and performance is not clear-cut. While some studies have found a strong relationship 

between the two others have found either a weak relationship or none at all. Yet formal 

strategic planning has surged in popularity in recent times. Therefore there is need for 

more research with different population samples from different industries and social 

economic settings. Furthermore there appears to have been no study on the benefit of 

strategic planning in a depressed industry such as Kenya Textil ector. The gap in the 

literature lead to the following questions: es fom1. I tratt.:gic planning mak a 

difference in an organization· p rfom1ance? an strategic planning pia a p iti\' rol 

, ry of n organi tion op rat in in 'l d linin indu try'! 



1.4 Objectives of the Study 

The objectives of the study were: 

1. To determine the relati n hip bd\\ n fomwl tratcgic platming and performance 

in the textile manuf.-1 nuin • indu. tr in K~..:nya 

1.5 Import m · • 11' Ch hHh 

lnfonuall m 111 th r lui n hip between strategic planning and performance in the textile 

manufu turing indu try i scarce in Kenya. Therefore, with the focus on the textile 

indu try. tlu tudy will fill this gap in knowledge by providing this information. 

This stud is be useful to the managers of the textile-manufacturing firms in that it will 

give them an insight into the factors that determine their firms perfonnances. The 

government of Kenya would also find this information useful so as to know which are the 

contributing factors in the state of textile manufacturing industry and give a glimpse of 

what could be the state in other related sectors. 

II 



CHAPTER 2: LITERATURE REVIEW 

2.1 The Concept of Strategy 

The core concept of strat gi m n lt:ffiLni is sirai gy. tratcgic decisions influence the 

way organiJ:ation th it n m nm nt. chcndcl and Hofer (1979) define 

strategy 1n t 'tilt · ) i1 tun 1i( 11 in lh organization. They assert that the purpose of 

strnll.: •y ts to pt lVi I ' dit li nal cues to the organization that permit it to achieve its 

objccltv ·s whtl 1 1 nding t the opportunities and threats in the environment. 

cc rding t Juach and Glueck (1984), strategy is a unified comprehensive and 

integrated plan that relates the strategic advantages of the firm to the challenges of the 

nvironment and that is designed to ensure that the basic objectives of the enterprise are 

achie\'ed through proper execution by the organization. Pearce and Robinson (1991) 

define strategy as large scale, future-oriented plans for interacting with the competitive 

environment to optimize achievement of organizational objectives. This is putting more 

emphasis on strategy as it relates the competitive environment of the fim1. Most of th 

definition cited above look at one aspect of strategy and there is need to l ok at a m rc 

compr hen ive definition of trategy. 

cc r: m t H 

b in 

trnteg 

nd rt::\' , 1 th 

11 

·m izat i n 1 to 

n -l m1 

II 



the hierarchical levels of the firm (corporate business, functional), and defines the nature 

of the economic contributions it int nd to mnk t it stakeholders. From the definitions, 

it is clear from the author ' p r p tn l:S that :sinH' )y i incorporating the organization's 

future and it adaptation l t turhul nt L:ll lr<)IH110nt. 

2.2 Sfnah· •k I m•t • ·m •nl 

ccordm ' t 1 1 h 11111 n and trickland (I 987), strategic management is the process 

whereby nu.mage e tablish an organization's long-term direction, set specific 

per.fi nnance objecti\es, de elop strategies to achieve these objectives in the light of all 

the relevant internal and external circumstances, and undertake to execute chosen action 

plans. enior managers are called upon to establish the long-term direction of the firm in 

the form of providing a vision for the firm and coming up with a mission. They have to 

define why the organization exists in terms of what it is established to do and the scope of 

the business in the long term. Employees have to be given achievable targets in order for 

them to meet their performance objectives. The internal and external circum tancc bring 

in the need for a rigorous environmental analysis. 

D. vid I I) d finl:d tratcgic m nag mcnt a a manag rial di ciplinc that i concerned 

\'ith cr -fun ti n, I d I JOn. trat IC m nag m nt int r:.ltl: th fun ti nal 

1ark ting in ord r to lllZ ti nul 11 

Ju h lu k \I \ nt 

th nt n ti r 

lp ht 



This later definition shows that strategic d cisions should lead to achievement of 

corporate objectives. Glueck et al 19 0 pr id an empirical perspective which views 

strategic management as con titutin . ti•,ht link b tween formal strategic planning and 

execution of set plans. 1 IH .\ ·h a:s rt ' that corporations practicing strategic 

manag mt:nt hav nn.m and display unique planning characteristics. 

trall:gu.: man I! 'Ill n uccecd \ hen the organization knows how it is achieving 

u 'lninat I , mp titi\ e advantage and everyone within the firm knows the organization's 

trength . weak.ne es. objectives and their individual roles in making it happen (Betts 

1977). Ansoff 1990) came up with a strategic success hypothesis that states that a firm's 

performance is optimum when the following conditions are met; aggressiveness of the 

firm's strategic behavior matches the turbulence level of the environment, responsiveness 

of the firm's capability matches the aggressiveness of the strategy, the components of the 

firm's capability must be supportive of each other. 

2.3 Lenl of trateg) 

orne companies have trategics at three different level namely: corporat . bu inl: and 

function I ( n off. 19 4, Jua h and cwman t at., 19 9· Peat c and 

R bin n, }· 1 a nd 1ajluf, 1 91 . · h trat g_' level ha di I rl:nt fi u . 

m it If ith d fining th \1\ 

indu tri 

h tl '",. 



businesses will compete. Concern is on ustaining a competitive edge for each business 

unit. Emphasis at this level is put on integratin th finn' functional activities in order to 

attain the desired competitt\ 

1991 ). The functi nal tt u 

mp ll:n (lh :md Majluf, 1991 ; Pearce and Robinson 
' 

.1dd11 .. s d th ~,;lticicnt utilization of the allocated 

resource . It involv · m.ut.l t addressing co-ordination of activities within their 

functional bu ·in·· 1 he c activities arc important for purposes of effectively 

·upporting lh · u m · unit trategy (Hax and Majluf, 1991). All these levels of strategy 

need l be pr perly c rdinated as they have a bearing on each other's performance. 

2.4 Functions of Strategy 

Strateg helps to pro ide the basic long-term direction for the firm (Newman et al., 

1989). It enables a firm set up a clear direction and the managers are able to focus on the 

future , hile still ensuring the current functions are undertaken. Strategy also helps 

companies cope with change (Pearce and Robinson, 1991). Given that the organization is 

part of the external en ironment it is important that it is able to constantly cope with th 

changes to en ure a strategic fit. Failure to do this re ults in a mi -match, which i n t 

healthy for the environm nt trategy help companic d velop compctitiv advantag in 

the m rket Poncr tay h ad of compctiti n. tratcg • cn·tbh.: 

c mp m to {; u 

t limit ti n 

on P ar t= nd Robin~ n 91 , thr u •h 

n. ti n. hi 

li in it ri nt ti n. h int th utu hi h 

tun ul nt n tur th n ir run nt. n 



forecast into the future is dependent on the level of turbulence in its envirorunent (Ansoff 

and Sullivan, 1993). 

2.5 Overview of trat gi Phmnin~ 

A strategic plan. in • ·11 • •• i tlw ar1i ulation of the means by which an organization 

cndcav(lrs tc..) com· ·rt it intention into organizational capability in order to take 

advantug~ or t; tcmal pp rtunities and internal strength and, to minimize the threats that 

it face ( hobad1U11 & O'Regan, 2002). 

Strategic planning is about defining a vision and creating a road map to realize that 

ision. Vision is a function ofleadership, and therefore strategic planning by its nature is 

a top-down, management driven process (Commercial Law Bulletin, 2000). 

Strategic planning is not a once-a-year exercise, an attractive document, a process to get 

participation, a master building plan, thinking "outside-the-box," creating scenarios or 

holding board planning retreats. All of these might be part of a strategic planning procc s, 

but are peripheral to the central aim of strategic planning. The aim hould be to identify 

tho e Vital Few trat gies that, when accompli h d, will fundamentall • improv thc 

p rfonnan e of the organiz, tion and rnov it tow rd chievin, it vi i n ( Pu ,h 20 1) 

Th j pi nning y t m di , m pict th r I lion hip b tw n t h.: ic pi nnin 
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Figure 1: Strategic Planning System 
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A quantitative critique of28 studies by Armstrong (1991) concluded that formal planning 

is valuable for firms. The results were particularly favorable for manufacturing firms: 

nine studies found formal planning to be associated with better performance and none 

found detrimental performance. 

The trategic management procc s outlin s th way in which objccti c arc dctcm1in d 

and tratcgic d i ion mad in the organization (Juach and lu k 19 4}. ·r h 

und rlying thn:. org nization hould ontinu u ly monitor the int mal and 

mci. I f 

n 

Jn u t 

Jnt m I 



Strategic Management has its origin in the Unit d tates of America in the 1950s. 

Drucker (1954) addressed th 1 u f. trail) and strategy formulation. His primary 

concern was identifying th tnn' lu. inl. :-~. tlwr writers on strategy included Ansoff 

(1965), tudics in the early 1970s revealed that 

corporalc pltulltlll l.! w · I' ti cd in the United States and abroad (Taylor and Irving, 

1971 ). With th ad\ elll of the oil crisis in 1973, the environment began to change. 

Techn logical de\ elopments and foreign competition increased. Traditional markets 

became aturated and there was a decline in growth in many firms. These posed serious 

chaJJenges and criticism to strategic planning (Porter 1980). Criticism was directed at the 

implementation phase of strategic planning. It was necessary to have a match between 

the strategy and the environment within which the firm operated. Critics proposed that 

strategic planning should; be focused, flexible and adaptable; address implementation 

issues be instrumental in developing competitive advantage, enhance strategic thinking, 

incorporate both analytical and behavioral features. The abo e a pects are still the 

overriding concerns of strategic planning today. 

2.6 Performanc indicator of trat gic Planning rganization . 

11 mpiri al tud , im·olvin 7 manuf: turin finn that • 'era, d 20 milli 11 in 
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planning formality have renewed interest in the investigation of its relationship to 

performance, including a concern for an. ' inht:r nt I vcls of planning formality required 

by various grand strategi . \ r~.; ~.;nt study investigated the formality/grand 

strategy/perfonnanc rclali n hit. I h :-.p cifk ar<.:a' analyzed included the relationship 

between , tmtcgk pluutiu • fl\llll.llit and per formancc, the relationship between grand 

slrulegy und pnlb1111 111, . und the pcrfonnance implications of the interaction between 

grand ·tralt.:g .tnd ·t~ategic planning formality (Pearce 11 and Robinson, 1997). 

A trong trategic planning process includes deployment beyond simple assignment of 

tasks and targeting of completion dates. Leadership systems must be in place at every 

le el to support the alignment of daily operations with the identified strategies (Pugh, 

2001). Accordingly Pugh (2001) indicates that there are six characteristics of strategic 

planning in high performing organizations, which include: 

1. A clear, realistic and measurable Vision given the external environment, 

organizational capability and required timeframe 

2. A clear understanding of external trends, barriers, competiti forces and e t in 

Ia s Perfonnance 

3. Id ntifi ation of a et ofVit IF \\ tr t gi and unambigu u M a urt: fi rca h 

4. rg niz tion-\\ id dcplo) n nt of 
that ur 

link d t th Vit I ·ew nd Vi ion 

hip t m th t n li •nin nd 

ti n ith th 



processes need to be tailored to the organizational culture, leadership capability 

and style and challenge fa d. 

Strategic planning in high p rforming organizations was measured by Ramanujam and 

Vcnkatramau' (It . in a four- it~..:m scale relating to the perceived degree of emphasis 

accord ·d l 1 run t1 nal 111 ol ement, coordination, and integration in planning activity. 

The 'P~ ifi trategic planning system characteristics as summarized include internal 

orientation '' hich, \ as measured through the perceived degree of attention devoted to 

customer services, efficiency of operations process, attracting and retaining high-quality 

employees, and analysis of financial strengths and weaknesses. Four items relating to the 

analysis of investment and deposits opportunities, competition and market analysis 

measured external orientation. Key personnel involvement was measured by the degree 

of CEO, board member, and line manager involvement in the strategic planning process. 

Creativity in planning is assessed by Ramanujam et al.'s (1987) by addressing the firm's 

ability to anticipate surprises and crises, to adapt to unanticipated changes, and so forth. 

The control aspect was addressing the degree of emphasis given to managerial 

motivation, upward and downward communication in the hierarchy, integration of 

operational areas, and the like. (Ramanujam et al, 1986) Finally, the use of planning 

techniques was measured by the degree of emphasis devoted to the application of 

financial models, portfolio analysis, and forecasting analysis techniques. 



2.7 Strategic Management in Kenya 

Strategic management in K n a an be looked at from the various studies done in the 

field and a! o fr m 1h l u inl: environment and potential impact on the textile­

manu fa tul'ill 1 linn in Ken a. 

everal empitical studies have been carried out in Kenya to document corporate planning 

practices. Aosa (l992) carried out a study on the strategy practices among large 

manufacturing companies in Kenya and established that foreign companies differed 

significantly from Kenyan companies. The former were found to be more formal and this 

was attributed to the influence of their parent companies, access to managerial resources, 

formal organizational structures and professional managerial approaches. Karemu (1993) 

looked at strategic management aspects in the large-scale retail sector. She established 

that supermarkets practice minimal budgetary forms of strategic management. Planning 

characteristics included reliance on intuition and individual ability to pursue long-term 

goals, prevalence of budgets and large informal planning activities. Shimba (1993) 

looked at the Kenyan financial sector and established both variations and similarities 

bet\veen the companies with respect to strategy practices. The variations were based on 

size, ownership and strategic orientation. Foreign companies had a longer planning 

horizon than their local counterpart and ther fore \ ere inclined to de I p tratcgic 

plan . 



2.8 Overview of the Literature on Textile Industry in Kenya 

After Kenya's indcp nd n , th t~;, tile industry expanded dramatically. Many new 

firm began and th r: tm : t d in backward-and-forward-linked projects. The textile 

and cl thing indu ·tt a c untcd for about 19% of wage employment and 22% of the 

pccon · ngug d in large firms. The industry was big and had been a major focus of the 

govenunent' polic favoring import substitution. (Coughlin, 1991) 

The textile industry was the engme of growth in the private sector, which created 

numerous jobs and became the second largest employer after the civil service. To 

encourage import substitution in the textile industry, the govenunent had imposed high 

duties on fabrics and clothing and intermittent bans on the importation of used clothing. 

A renewed ban had been enforced against the importation of used clothing since April 

1984. As of 1985, most ready-made imported clothes were subject to an 80% duty: linen, 

100%; and most other fabrics, 70%. All were subject to sales tax. Textile industry is 

unique in that it has linkages with farmers, scientists, engineers, chemists, texti le 

technologists, transporters and many others. It is thus an important medium to bring 

about economic and industrial de elopment. This is why the go emmcnt of Kenya 

selected it as one of the sub-sectors to be promoted in the first pha e of the 

indu trialization program. Thi is evident in the way the gov mmcnt initially protected 

th indu try from importation ofu d clothing ( oughlin 1991) 

Until 1 of A iun ori in wn d 11 th Jar c t tile mill . In th~: 19Cl0 t o 

j int ' ntur with nd K ny n c pit I ti. .• Unit I I til till in It h- and 



Kenya Toray Mills in 1965) and two with Indian and Kenyan capital (i.e., Kicomi in 

1965 and Raymonds Wool! n Mills in 1969) were established. In the 1970's the 

government's large inv tm nt bank initiated several joint ventures with European 

multinational (i .. , Fn t Afri an I• inc pinners, 1972; Mt. Kenya Textiles, 1976; Rivatex, 

1977; ami fri ·un 1theti Fibres, 1979). The firms owned by local entrepreneurs did 

well und man · e. panded. Inspite of the good performance of the firms owned by local 

entrepreneur . the mid 1970's were faced with a different emergence all together. This 

period marked the genesis of large-scale textile imports. At this time, much of the East 

and Central African region was affected by military conflict. This caused an influx of 

refugees into Kenya and nearby countries Kenya then became a staging center for 

international humanitarian aid. Used garments from Europe and America constituted 

some of the aid. These garments started being sold at low prices in the Kenyan market. 

This eventually froze the textile industry (Langdon, 1981 ; Coughlin, 1986) 

The 1980s witnessed maJor developments widening the scope and intensifying the 

integration of the Kenyan, textile industry. During 1985 and 1986, the Kenyan textile 

industry enjoyed a boom fuelled initially by the world economic recovery and later by 

abundant exports of coffee, which v as highly priced due to failure of the Brazilian crop 

Table 3). The weighted a erage rate of capacity utilization v as high ( 0°/o) though 

certain sectiOns had more excess capacity than the a erage, e.g. knitt d fabric and 

oughlin 19 



Table 3: Quantity index of textile and clothing production (1976 = 100) 

YEAR TEXTILE CLOTHING ALL MANUFACTURING 

1976 I OC 100 100 

1977 !_9.4 164 115.9 

- -
197 140.3 205.4 130.5 

-- -
1979 152.5 234.2 140.4 

19 0 161.2 275.4 147.8 

1981 169.9 379.8 153.1 

1982 134 388.5 156.5 

1983 146.8 406.8 163.6 

1984 166.6 369.5 170.3 

1985 174.3 352.5 178.2 

1986 186.5 354.8 188.7 

Sources: Kenya Govt Economic Survey. 1980, 1984, 1986, 1987 Preliminary data 

In summary, Kenya had developed a fairly well integrated textile industry by the late 

1980s. In the 1990's, the Kenyan economy was faced by liberalization. This marked the 

end of the import substitution era, the failure of the cotton industry and the general move 

tov ards greater use of synthetic fibers (Coughlin 1991 ). The opening of the markets led 

to an influ. of textile goods and this reduced the a erage capacity utilization in the textile 

mills to around 50°/o and even lower for the garment making industry. Liberalintion did 

not affect the te:tilc indu try only. In the oil indu try, th total lumc f n n- i I imp rt 

. 199 ). 

.· til imp rt r h. rply. Liberalization i a fi r that was be; ntl the 

ll v rth untt i ml it h: I m imp,\ t on 



most industries including the textile industry in Kenya. In Kenya, its effects were 

negative. In order for the indu tr t maintain its good perfonnance, it could have come 

up with strategies to c unt r liberalization. It is probably due to lack of this 

that its p rfoml'lfl lin~.:d. The study seeks to bring out this issue clearly 

(Me 

Ken a' te. tile industry consists of firms of varying sizes and technologies producing a 

, ide range of products for the domestic, regional and global markets. Textile producing 

firms are all large-scale Garment producers, range from large factories to micro­

enterprises. The larger producers use industrial machines and employ a mass-production 

type work organization, while many of the small firms use electric or foot-powered, 

domestic machines. Women own more than half of the small-scale garment firms while 

men predominate in both ownership and as workers in medium and large firms 

(McCormick et al, 1997). 

Products include cotton, woolen blended and synthetic fabric, and clothing for men, 

'\i omen and children and home products such as bed sheets, towels and curtains. The 

industry grew rapidly in the immediate post-independence period but then stagnated and 

declined unti I by 1997, production of both clothing and textiles stood barely abo their 

1 7 lc\'cls. he clothing indu tf) mcreased its output fourfold bet\ en 1 7 and 19 3. 

utput th n dipped and ro c again through the r t of th 19 0 be [I rc dr pping harp\ 

l r 1 93. "I c. tile pr ducti n gr w more Jowl ·. he quantit • indc f utput r 

fr m l 

pr ipit 

in 1976 to 2- ... in Jt)l . Lik lothing t . tile pr du til n th n de lith.: I 

until ' I 7 th I nl ' - JYc, hi 1hcr than it h \ ll en l\\ 



decades earlier. Between 1997 and 1999, textile output hardly changed, while garment 

production increased slight! ( t1 om1ick et al, 2001). 

Another peculiar a p tin th K nyan Texti le industry is the issue of'mitumba', which, is 

th I cal nam · liv n t ~.:c nd hand clothes. Clothes from the developed countries that 

arc ·till in ' d ond1tion but already worn are imported in the country and sold at cheap 

price in th market. The second hand clothes that began to flood the Kenyan market in 

th earl 1990s drastically reduced domestic demand (Billetoft, 1996). The Kenya 

Association of Manufacturers has said that the import of second hand clothing is not 

adding value to economic growth, nor is it helping the country to resolve its 

unemployment crisis. This is because most manufacturing firms in Kenya have gone 

down and many employees retrenched due to the fact that the companies cannot find a 

local market for their merchandise, nonetheless, mitumba has created many jobs in terms 

of the people who sell these clothes. Mitumba initially was confirmed to Gikomba 

market, we have seen many second hand clothing areas coming up like Westlands, 

Mtindwa market in Buruburu, Forest Road market, Kariokor, Ngara market and Kibera 

area among others. They have created employment for many young adults and also the 

older generation. There is a'> hole line of people employed in this business; if we are to 

consider the transport from the port to the distribution it is quite clear that it doe ha e it 

share of employment. (Me onnick et al, 2001 . 



CHAPTER 3: RESEARCH METHODOLOGY 

3.1 Research Design 

For purposes of thi r s nr h, th ur y method was used to collect data from the textile 

manu facturcr . 

3.2 Populuti n 

Th p pulation of interest in this study consisted of the entire 61 textile manufacturing 

companies operating in Kenya, a list of which is attached. 

3.3 Method of Data Collection 

This study used a questionnaire, which is attached to Appendix 1 to this paper. The 

questionnaire was divided into three (3) sections. Section was intended to capture some 

general information. Section two (2) sought information on the state of strategic planning 

in the firms. Section three (3) focused on financial performance. 

3.3 Data Analysis Technique 

Once the raw data was obtained, the questionnaires were checked for errors and 

completeness. The responses from the quantitati e questions v ere then be coded in a 

code sheet. The qualitati e responses \\ere content analy7ed and ' ere u ed to interprctc 

quantitative data. Descriptive st tistics \ ere us d. The e main! c n istcd f 

p rc ntage and fr qucnci s. Th finding arc pr nt d 111 fl m1 table and chart . 



CHAPTER 4: FINDINGS AND DISCUSSION 

4.1 Profile of the Companies 

From the analy i pr nt d in 1 ablt: 4, out of the 20 companies that participated in the 

tudy, 40% fthrm nnnufa turc lothing and 75% manufacture Fabrics. 

Tnble 4: lanufactured Product 
r-
Munuf~1ctured Product Yes 

lothing 40% 

Fabrics 75% 

4.1.1 Size of the Company 

Table 5 shows that almost half of the textile manufacturers (47%) occupy a floor space of 

between 5000 and 5500 square feet. 

Table 5: Size of Floor Space 

Size of Floor Frequency Response (%) 

Less than 5000 sq. feet 4 21% 

5000-5500 sq. feet 9 47% 

5501-6000 sq. feet 5 26% 

0 er 6000 sq. feet 1 5% 
-- 19 otal 1 00°/o 

-

4.1.2 D tinati n f Pr du t \lanufa tur d 

wn m 1 abl ) nin ty P nt < Yo of th manufa tm r th ir pt'l tu t 



Fifteen percent (15%) sell and to Comesa region and 5% in Europe but none sells to 

America. 

Table 6: De tination of Product 

Destination of Produ ·t ' Response (%) 

(i) ul (K ·n 'J 90% 

(ii) c M 15% 

(iii) Other parts of Africa 35% 

(i ) Europe 5% 

(v) America 0% 

( i) Other parts of the world 10% 

4.1.3 Performance in the last 25 years 

In the last 25 years, from 1981 to 2006, an average of 52% of the textile manufacturing 

companies have experienced decline in performance, 42% have improved and 6% have 

stagnated. These findings are presented in Table 7. 

Table 7: Performance in the Ia t 25 year 

Period Declined Improved tagnated Total 

(i) 1981-90 50% 50% 0% 100% 

11 1991-00 46% 55% 0°/o 100% 

iii 200 l to the present 61% 22°/o 17% 100°o 

Av rag 2% 4?0 / - 10 
0 1 
1 0 I OO~,o 



4.1.4 Vision and Mission 

All the companies in th urv indi atcd that they have a mission statement and set 

objectives whil 9 °u in li at d that they have a vision statement. Ofthe respondents with 

et objcctiv 11
0 indtcatcd that the objectives are set at corporate level, 80% at 

bu ·in · I v I and 10% at functional level. Eighty-five percent (85%) further indicated 

that the pecific le els have their own objectives. 

4.2 Strategy practice 

As shown in Table 8, 50% of the respondents indicated that they focus, to a very large 

extent on a limited number of niches and develop an expertise in each through 

differentiation and niche focus, 55% compete based on value by providing customer 

value rather than low price, 85% focus on client satisfaction by trying to exceed client 

expectations and seek to delight and amaze the customer, 50% Attract and develop the 

'Best' (right) talent and cultivate an environment that facilitates employee development, 

75% trive for operational excellence and continuously strive to be the best in the niches 

pursued, \ hile 70% align mission and trategy to achieve consistent and compatible 

action. This implies that majority of the companies focus on client atisfaction and 

operational excellence as well aligning their mission and trategy to achic c n istency. 

hercfon; to a v ry large c. ·t nt, they pra ticc tratcgtc planning in pur utt f bctll;r 

p rfonn nee. I he r t of th fim1 ngag in the a~ rcmcnti ned p1, ticc t a Jar, 

:t nt. 

0 



Table 8: Strategy Practice 

Very 

Large 
Large 

Total 
Extent 

Strategy Extent 

(a) Differ ntiation 'H11 i h , r ll -Focus on a 

limited numb ·r r n• h and de clop an 

p 't'l i . ' i 11 tl h 50% 50% 100% 

b) mp t ba ed upon alue - Compete by 

pro iding customer value, rather than low price 55% 45% 100% 

) Focus on client satisfaction- Exceed client 

e pectations - seek to delight and amaze the 

customer 85% 15% 100% 

d) Attract & develop the 'Best' - Attract the best 

(right) talent. Cultivate an environment to 

facilitate employee development. 50% 50% 100% 

e) Strive for operational excellence-

Continuously strive to be the best in the niches 

pursued 75% 25% 100% 

f) Align Mission and Strategy - Align mission 

and Strategy to achieve consistent and 

compatible action. 70% 30% 100% 

4.3 baracteri tic of trategic Planning xhibited b the irm 

s shown in Table 9, on a erage 7% of the firms in the study exhibited planning n \: 

charact ri tics to a large extent. ·. c pt for d cum nt to facilitat c mmuni ati n and 

pl. 11 impl m nt tion on av ra 'C 2% f th fim1 t a very large :l nt c:hibttcd 

hit ann hibit l 11 mnin ' 



intensity characteristics to a very large extent. Planning integration characteristics was 

exhibited by 57% ofthe fim1s to a large c tent. 

Overall the above r car h lindin r imply that firms in the textile industry exhibit 

strategic planning lwra 1 ri: ti .' t a large extent. 

Tnblc <: trat oic Planning haracteristics exhibited by firms in textile industry 

r- Very 

Large Large Some 

Extent Extent Extent Total 

A) Plamzing flow Characteristics 

i) CEO is the 'Key' Strategist 11 % 67% 22% 100% 

ii) CEO is an initiator and controller 11% 67% 22% 100% 

Average 11% 67% 22% 100% 

B: Planning Formality Characteristics 

(i) Focus on outcomes rather than process 20% 27% 53% 100% 

(ii) Document to facilitate communication 

and plan implementation 63% 26% 11 % 100% 

Average 42% 27% 32% 100% 

C: Planning Participation 

Characteri tics 

(i) Continual Assessment is Key 37% 63% 0% 100% 

(ii) Culti ate Environmental Awareness 37% 63% 0% 100% 
--

iii) Continually seek client feedback 15% 60% 25°/o 100% 

(iv) -Understand the client's business and 
f--- --1- -

how to improve/expand crvic along the 

'ch in' 5 0 / 39% 6% 100% 1 0 

(' •) Seh: tivcly identif •. cvalu tc and 

pu u tr t ic lly imp n nt cu t lllC ... o/o 77% 0% 100% 

(' i) S licit input fr m d liv ry 67'}' 33o/i 0% l ()()'~' 
j ·-



(vii) Evaluate your competition but know 

your customers 44% 50% 6% 100% 

(viii) Regularly communi at 

performance re ult 47% 41% 12% 100% 

(ix) As es P rfl nn 1n b ' )nH.:nt(s) 

and p ntl i Hltll 11 r a h 38% 56% 6% 100% 

( ) olicit empl ·~;: input & participation 

n operati nal initlati es and action plans 44% 50% 6% 100% 

(."i) tabli h a fe'> ' Key objectives 58% 42% 0% 100% 

verage 42% 52% 6% 100% 

D: Planning Intensity Characteristics 

(i) Demonstrate Commitment 47% 53% 0% 100% 

(ii) Demonstrate value of strategic 

planning 50% 50% 0% 100% 

(iii) Strategic planning is continuity 65% 35% 0% 100% 

Average 54% 46% 0% 100% 

E: Planning Integration Characteristics 

(i) Communicate openly and often 50% 50% 0% 100% 

(ii) Strategy influences and Tactical 

action 53% 42% 5% 100% 

(iii) Strategy influences on company 

structure 63% 32% 5% 100% 

(iv) Action consistent\ ith objectives 58% 42% 0% 100% 

(v) Culti ate organizational responsibility 68% 32% 0% 
·-

100% 

t--- -
vi) Link management re'> ards to 

strat gic objccttves 53 ~1> 47% 0% 10 0/0 

(vii) Monitor and update frequent! · 53% 47% % 
-

I o;o 

A' ra 57% 42 Vo 1% 1 o;., 



4.4 Strategic Planning and Performance 

The respondents wcr n ~ i • qut: ti 11 11 the need to relate strategic plruming to 

pr 'ntt:d in Table 10. On the average, 25% of the firms in 

the tcxti l' indu·t1y rat d themselves excellent, 72% rated themselves Good, while 13% 

ruled them Jve aYerage performers. Notably, performance by 90% of the firms is Good 

a illf a profitability is concerned; 83% indicated good performance in stockholder 

wealth growth. 

Table 10: Strategy Planning and Performance 

Excellent Good Average Total 

(i) Profitability 0% 90% 11% 100% 

(ii) Efficiency 63% 37% 0% 100% 

(iii) Growth 16% 79% 5% 100% 

(iv) Stockholder wealth growth 11 % 83% 6% 100% 

(vi) Utilization of resources 71% 24% 6% 100% 

(vii) Reputation 42% 58% 0% 100% 

( iii) Contribution to society 33% 67% 0% 100% 

(ix) Market leadership 5% 90% 5% 100% 

( ) Technological leadership 0% 100% 0% 100% 
f-.- -~ 1- -

(xi) Survival in the market 11% 90°/o 1 00°/o 1 0°'o 

1---- - - 1--- -
verag 25% 72% 1 % 1 0% 

- -



All the companies that parti ipnt d in the urvcy indicated that their strategic planning is 

linked to th ir prin ipal l jl ti ' , which is a product of the overarching philosophy of 

th ir orgaui:~ati )ll . 

The all indicated that they have external measures or validation mechanisms in place to 

ensme U1at the systems (and not just the results) are efficient. Ninety-five percent of the 

respondents indicated that: -

1. There are clearly identified procedures in place for each financial function that 

has been aligned to positive business practice and the organizational goals; 

11 . Staff are recognised or rewarded for their contribution to continuous 

improvement; and 

u1. Staff are recognised or rewarded for achieving strategic objectives. 

inety four percent of the respondents indicated that their position profiles for each role 

in the organization clearly identify accountability for continuous improvement, teamwork 

and quality of performance. 

Th e findings imply that perfom1ance in the e companies i linked to tratcgic planning 

and i aligned to c mpan tratcgic obj ti\'c . 



Table 11: Performance and Strategic Objectives 

Performance Indicator whether .. Yes No Total 

(a) Strategic planning link d t prin ipal objectives and is a product of the 

overarching phil s ph ' r ur rganization 100% 0% 100 
--

(b hav e ·t ·rnaln• \l·ur • r ali dation mechanisms in place to ensure 

y·tom · (unu n t ·u t our results) are efficient 100% 0% 100 

(c !her are learl identified procedures in place for each financial 

fm1cti n that have been aligned to positive business practice and the 

organizational goals 95% 5% 100 

(d) position profiles for each role in the organization clearly identify 

accountability for continuous improvement teamwork and quality in their 

performance 94% 6% 100 

(e) staff are recognised or rewarded for their contribution to continuous 

improvement in the role 95% 5% 100 

(f) staff are recognised or rewarded for their achieving strategic objectives 95% 5% 100 



CHAPTER 5: SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Summary 

Strategic planning ntl 1 rfl rmanc~; arc inextricably linked. Organizational goals are 

c tablish ·d a· purl f th tratcgic planning process. They get accomplished by being 

a ·cad ~d d "n fr m the organization as a whole, to the sub-units, then to their sub-units, 

until eventuall the are assigned, often as pieces of the whole, to individual employees. 

That is done through the process of individual employee goal setting or objective setting 

during the performance-planning phase of performance management. 

From the findings of this study, it is evident that the organizations in the textile industry 

rely heavily on strategic planning to survive. It is evident from this study that there are 

three types of firms in the industry: those that are declining in performance, evidenced by 

the last 25 years from (1981 to 2006), 52% of the textile manufacturing companies on the 

average, have declined in performance, 42% are improving in performance and 6% are 

stagnating in performance. 

As in the previous studies (Aosa, 1989), it is e ident that strategic planning plays a 

critical role in the performance of these companies and thus their survival. 

7 



This study has found that the firms that are still in operation exhibited the following 

characteristics of strategic planning, ' hich in turn has bearing on their performance: -

1. Planning flow harn tcri ti ; 

11. Planning fl m1 \lit , ·hara tl;risti cs; 

111. I l annim~ int n It haracteristi cs; and 

1 v. Plmming mtegration characteristics 

This means that there are clearly identified procedures in place for each financial function 

that has been aligned to positive business practice and the organizational goals; Staff are 

recognised or rewarded for their contribution to continuous improvement of their roles; 

and they are also recognized or rewarded for achieving strategic objectives. The position 

profiles for each role in the organization clearly identify accountability for continuous 

improvement of teamwork and quality in performance. 

5.2 Conclusion 

The obj ective of this study was to determine the relationship between fo rmal strategic 

planning and performance in the texti le manufacturing industry in Kenya. From the 

findings of the study, it is evident that there is a strong relationship betv een strategic 

planning and compan) perfonnance in this industry. 

'I hi tudy thcrcfl r conclud that in an indu try, uch a th t . tile manu fa turing in 

K n ' 
' •her th r h been a lot of c. t mal cm·ir nmcntal turbulcn c, th mp.mtc 

th t improv th 

hi h, th r ult i t lin 



5.3 Recommendations for further study 

It is recommend d that : 

1. huth •r lud i undertaken to determine the common environmental factors 

that increase the chances of decline or stagnation by firms that do not adopt 

trategic planning. 
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APPENDIX 1: QUESTIONNAIRE 

Section A. General Information 

1. Name of organization ............................... ......... . ......... . 

2. Year ofc tabli hm nt .................................. .............. .. 

. Which pr )du ·t d s 

I. lothin• 
2. Fubri · 

ur firm manufacture? 

D 
D 

4. What i the ize of space occupied by your textile plant or factory? 

1. Le than 5000 sq. feet D 
5000- 5500 sq. feet D 
5501 -6000 sq. feet D 

4. 0 er 6000 sq. feet D 

5. What is the destination of your products? Tick all that apply 

1. Local D 
2. Comesa D 
3. Other parts of Africa D 
4. Europe D 
5. America D 
6. Other parts of the world D 

6. How would you generally describe the performance of your firm between the 

following years (tick as appropriate)? 

Year Declined Stagnated 

Improved 
1. 1981-90 D 
2. 1991-oo D 
3. 2001 to the present D 

7. Does your organization have a vision? 

Yes D 
o D 

. D e your finn have a mission? 

Yt:: D 
'o D 
your finn have an · ct of O\' rail bj tivc '? 

Y D 
D 

D 
0 
0 

D 
0 
0 



11. At what level are these objectives set? 

1. Corporate level 0 
2. Business level 0 
3. Functional! v I 0 

12. Do the spcciti 
Y· 

h<l\ th ir own objectives? 

Srction 2: Strategic Planning 

1 . n a cale of 5 to l where 5= Very Large Extent and 1 =Very low extent, indicate 

which trateg practices are pursued by your organization to achieve better performance. 

IVery Very 
!Large Large Some Low low 

Strategy Practice Extent Extent 

Differentiation and Niche Focus- Focus on 
extent extent extent 

a limited number of niches and develop an 
!expertise in each. 

Compete Based Upon Value - Compete by 

tproviding customer value, rather than low 

!price. 
Focus on Client Satisfaction - Exceed clien 

expectations - seek to delight and amaze the 

jcustomer. 
!Attract & develop the 'Best' - Attract the 

jbest (right) talent. Cultivate an environmen 

o facilitate employee development. 

Stri e for Operational Excellence 

Continuou 1 trive to be the best in the 

niches pursued . 
Align Mission and Strategy - Align mi ion 

!and trateg) to achieve con i tent and 

~ompatible action. 

7 



13. According to you, on a scale of 5 to 1 where 5= Very Large Extent and 1 =Very 
low extent which of the follm ing strategic planning characteristics does your 
organization exhibit during th planning process? 

Very 
Large Large Some Low Very low 

Planning lilow h.tra ·( •ri. ti · Extent Extent extent extent extent 

11Cb i · lhl: 'K · 
. tratc 1 ·t 

lc i a F i lt~r and Catalyst 
Plunuin~ FormalitY Characteristics 
Focus on Outcomes Rather than Process 

looctunent to facilitate communication and plan 
implementation. 
Planning Participation Characteristics 

;Establish a strategic planning group 

Involve the Entire Organization 
Use a 'Knowledgeable' Facilitator 
Planning Comprehensiveness Characteristics 
Continual Assessment is Key 
Cultivate Environmental Awareness 

Continually Seek Client Feedback 
Understand the client's business and how to 
·mprove/expand service along the 'chain'. 

Selecti ely identify, evaluate, and pursue strategically 
· mportant customers. 

Solicit Input from Delivery 
!Evaluate Your Competition, but Know your Customers 
Regularly communicate performance results 
A sse Performance by egment(s) and Op rati nal 

Approach 
Soli it mpl ·ee input & participati n on op rati nal 
initiatives and action lans. 

[Establish a Fe\\ 'Kc ' bjcctiv 

Planni~glntcnsih hara teri ti 
Demonstrate Comnutmcnt 

~'aluc of StrJtcgic Planning 

!Strategic Planning is Continuity 
Planning lntcenltion Chur.tct~ristics 
Communicate OPenly and Often 
~Strntegy Influences and Tactical Action 



. 
Strategy Influences on company structure. 
!Action Consistent with Objectives 
Cultivate Organizational R n ibilit 
Link Management R w. rd I trnt ) I bjectives 
Monitor and Updat Fr qu ntl 

Indicators of Strategic Planning 

h 1i ll L 5. Pku ·t: rutc vour strategic p annmg m t e o owmg areas 

Below 
Performance Indicators Excellent Good Avera~e IAvera~e 
Profitability 
Efficiency 

Growth 
Stockholder wealth growth 
!Utilization of resources 

!Reputation 
Contribution to society 
[Market leadership 
ifechnologicalleadership 

Survival in the market 

Performance Indicator 

s your strategic planning linked to your principal objectives and is it a product 
fthe o erarching philosophy of your organisation? 

o you ha e any external measures or validation mechanisms in place to ensure 
ours stems (and not just your results) are efficient? 

re there clearly identified procedures in place for each financial function that 
haY b n aligned to positi e business practice and the organisational goal ? 

tr c ntributi n t c ntinu u 

Poor 



APPENDIX 2: TEXTILE INDUSTRY SECTOR- LIST OF FIRMS 

1. Bedi Investments Ltd. 
Lower Factory Rd. 
Ind. Area Nakum, 
Box 230, Nakunt 
Tel: (0_ 7) I 0 
Fax :(O. 7) 4477 > 

3. Blanket Industries Ltd 
Kirinyaga Rd 
P.O. Box 82331, Mombasa 
Tel:(011) 491853/491848. 

4. Spinknit Ltd 
Nakuru/Eldoret Highway 
P.O. Box 1478, Nakuru 
Tel: (037) 211517/8 
Fax: (037) 44095 

5. Mount Kenya Textile Ltd 
P.O. Box 115, Nanyuki 
Tel: (0176) 22003-4/22007-8 
Fax: (0176) 32412 

6. Mombasa Textile Mills Ltd 
Kv a Jomvu Changan1we 
P.O. Box 81783, Mombasa 
Tel: 011) 433480 432657 
Fax: 011 432 18 

1ill 19 ltl 



9.Raymond Woollen Mills (K) Ltd 
P.O. Box 734, Eldoret, 
Tel: (0321) 31811 - 16 
P.O. Box 44534, Nairobi 

10. Kenya Taite Mtll t l 
Garissa Rd, Thika 
P.O. Box 5 1, 'I hika 
Tel: (0 ) - ()_ 

Knitw~ur lilt Ltd 
Kitui Rd. lnd. ea 
P.O. Box 416-7 airobi 
Tel: (0-) 559711 
Fax:(02) 559015 

12. Mega Spin Ltd 
Sungura A venue, Ltd 
Ind. Area, Nakuru 
P.O. Box 3204, Nakuru 
Tel: (037) 40449/43610 
Fax: (037) 45938 

13.Thika Cloth Mills Ltd 
Juja Rd- Thika 
P.O. Box 41896, Nairobi 
Tel: (02) 741988/521754 
Fax: (02) 744988 

14. Bhupco Textile Mills Ltd 
Kirinyaga Rd 
P.O. Box 30569, airobi 
Tel: (02) 229761 '227700 
Fax: (02) 212297 

15. United Textile Industries (K) Ltd 

Kiboko Rd. 



16. Summit Fibres Ltd 
Ind. Area, 
P.O. Box 394, Thika 
Tel: (0151) 21641/22385 
Fax: (0151) 22351 

17. ona Jndu tri' It I 
P.O. Box 
Tel: (0151) 
h1 : (0 I I) 

1 . Uzuri lunufacturers Ltd 

Lungu Lunga Rd. Ind. Area 
P.O. Bo. 47 2 . airobi 
Tel: (0-) 558668,552742 
Fax: (02) 541538 

19. Kenya Threads Industry Ltd 
Athi River 
P.O. Box 41973, Nairobi 
Tel: (0150) 20211 
Tel: (02) 212450/9 
Fax: (02) 333043 

20. Bonas (EA) Ltd 
Addis Ababa Rd. Ind. Area 
P.O. Box 42759, Nairobi 
Tel: (02) 557355 
Fax: (02) 540920 

21. Tarpo Industries Ltd, 

P.O. Box 45164, Nairobi 
Enterprise Rd, Ind. Area 
Tel: (02) 542800 542801-3 

Fax: (02) 540488 

22 .. akuru Indu tries Ltd, 
P.O. Bo. · 22, akuru 
Tel: 037) 41 45/42799 

J· :: 037 45777 

Ltd 



24. 6. Oriental Mills Ltd 
Embakasi Rd. 
P.O. Box 34849, Nairobi 
Tel: (02) 823020/740618 
Fax: (02) 740613 

26. tarex Fastener 
Manufacturers Ltd 
Funzi Rd. Ind. Area 
P.O. Box 48643, Nairobi 
Tel: (02) 554991/554995 
Fax: (02) 552779 

27. Kensisal Products Ltd, 
Babadogo Rd. 
P.O. Box 11683, Nairobi 
Tel: (02) 744460/802238 

28. Kenya Canvas Ltd, 
Muindi Mbingu Street, 
P.O. Box 45688, Nairobi 
Tel: (02) 223045/226854 

29. Kenya Tents Ltd, 
Thika Rd, Kasarani 
P.O. Box 41128, airobi 
Tel: (02) 802083/802873 
Fax: 02) 803216/322653 

30. Kawan Carpets Ltd 
Lunga Lunga Rd . 
P. . Bo. · 7 0 2, airobi 

1: 02) ~3 43 554214 
a. : o_ ~53 30 



31. Sameh Textile Industries Ltd, 

Refinery Rd, 
P.O. Box 90544, Mombasa 
Tel: (011) 433750 

Fax: (0 11) 227135 

32. Alpha Knits ltd. 
lndu trial rea. I uiru. 

P. . Bo · 4701 '. mr b1 
Tel: (0151) 47 __ 

a ·: (0 151) 4 1 2 

. opitex Knitwear Mills Ltd, 

Ente1-pri e Rd. Ind. Area, 
P.O. Box 47902, airobi, 

Tel: (02) 552785 553987 

34. Acme Textiles 
Miritini, Mombasa/ 

Nairobi Rd. 
P.O. Box 86928, Mombasa 
Tel: (011) 472098/432925 

35. Jaydees Knitting Factory Ltd, 

Lunga Lunga Rd. Ind. Area, 

P.O. Box 22276, Nairobi, 
Tel: (02) 553566/554055 
Fax: (02) 559471 

36.Ken-Knit (K) Ltd, 
Uganda Rd. 
P.O. Box 142, Eldoret, 
Tel: (0321) 33644/5 
Fax: (0321) 32828 

37. Mega pin Ltd, 
ungura \enue, 

P.O. Bo. · 32 4, . akuru, 
Tel: (037 4 449,43 I 0 

a. : (0 7) 4 93 



Gideon Rimba Rd. 
P.O. Box 80948, Mombasa 
Tel: (011) 316816/316818 
Fax: (011) 316949 

40. Kamba Manufacturin l "" >) Ltd 
Off. Komar k Rd n ar l .111 i ta 

41. Premier Bag & Cordage Ltd, 
Juja, Off Nairobi Thika Rd. 
P.O. Box 59 07, airobi 
Tel: (0-) 531313 5 6 
Fax: (02) 556044 

42. Hercules Mills Ltd 
P.O. Box 76529, Nairobi 
Tel: (02) 716447/8 
Fax: (02) 716625 

43. Interfashions Garment 
Manufacturers Ltd 
Banana Hill!Limuru Rd 
P.O. Box 20070, Nairobi 
Tel: (0154) 41922/24/26- Karuri 
Fax: (0154) 41895 

44. Kamyn Industries Ltd 
Abdullas - assir Rd. 
P.O. Box 82851, Mombasa 
Tel: (011) 223567/221189 

45. Brothers hirts Factory Ltd 
WaJlr Rd, OfTDunga Rd . 
P.O. Bo.· 44 61, airob1 
Tel: 2 -s 74 55 799 

44 24/54541 

tt tu 1 d 



Off. Enterprise Rd. 
P.O. Box 17601, Nairobi 
Tel: (02) 554080/90 
Fax: (02) 544320 

48. Dcnamal arm nt Fa t r (K) Ltd 
P.O. Box 110 4. airl h1 
Tel: (02) 2 7 6. /_A 
Fax: (02) _4(l_ 

49. Ken a hirt · lanufacturing 
0. Ltd 
ideon Rimba Rd. 

P.O. Box 0 46, Mombasa 
Tel: (011) 12898.'32461 
Fax: (011) --9711 

50. Garment Exporters & Processors Ltd 
Off. Enterprise Rd. 
P.O. Box 41169, Nairobi 
Tel: (02) 332480 I 552226 
Fax: (02) 331929/ 552192 

51. Londra Ltd 
Fax: (02) 331929/ 552192 
Lower Factory Rd. 
P.O. Box 1278, Nakuru 
Tel: (037) 211765/211766 
Fax: (037) 44748 

52. Gopitex Knitwear Mills Ltd 
Tel : (03 7) 211765/211766 
Off. Enterprise Rd. 
P.O. Box 47902, airobi 
Tel: (02) 552785 553987 

53. \1illbrook Garments 



54. Impala Garments Ltd 
Obote Rd 
P.O. Box 607, Kisumu 
Tel : (035) 44041144934 
Fax: (035) 40582 

55. Rayshian ppar L lt i 
Embaka i I M )lllhasa I d 
P .. Eo 17)1lJ. 
Tel: ((L) • 990 
Fax: (0 ) _ 414 

56. moja l thing Factory Ltd 
Tangana Rd. 
P.O. Bo. 4327, Mombasa 
Tel: (011) 221688.'222567 
F<L"C (011) 314101 

57. Kesbrook Garment 
Manufacturers Ltd. 
Dar-es-salaam Rd. 
P.O. Box 49254, Nairobi 
Tel: (02) 5582311542942 
Fax: (02) 540755 

58. Vaja's Manufacturers Ltd 
Lusaka Rd. Ind. Area 
P.O. Box 46716, Nairobi 
Tel: (02) 556133/554834 
Fax: (02) 542608 

59. Orbitsports Ltd 
Enterprise Rd. Ind. Area 
P.O. Box 14075 airobi 
Tel: (02 555636 555066 
Fax: (02 541220 

I· ctory 

Ltd 
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