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Employees form a major stakeholder group in any enterpri e. liO\i ever their productivity 

and performance is dependent on their degree of moti ation. This can be influenced by 

how they percei e an interpret arious initiati es that may e introduced by the 

company, a critical one in this regard being introduction of a new or re ised business 

trategy. 

trategy defines the direction an organisation will take to maintain or expand its product 

range or market scope. trategy formulation needs to take account of factors and 

circumstances that " ould constrain its implementation. uch factors can be systemic or 

b ha ioural in na ur . Th1s r search ,·ork sought to investigate the disconnect that may 

arise between employee perception of strategy in a public organisation, bas d on their 

initial expectations from such a plan. It also sought to investigate whether there is a 

relationship between perception and contextual factors such as geographical location. 

KenGen was used to exemplify what obtains in the public sector in Kenya on this 

account albeit with orne qualifications. 

KenGen's acti ities cover the \ hole country. Due to constraints of time and budget, a 

sample was randomly selected from the employee database to represent the population of 

study. The sample size took account of the dispersion of the population the desired level 

of accuracy and interval range. structured questionnaire was used to collect primary 

data. econdary data was obtained from the company s management information system 
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and printed records. Analysis of the data was done by commercial P software and 

Microsoft Excel spreadsheet. 

Findings from the tudy indicate lhat percei ed perfonnance of the strategy did not 

match employee expectations. There was a statistically significant perceptual gap that 

could not be explained by the difference 10 random sampling fluctuation alone. 

correlation was establi hed between expectations and perceptions with the level of 

education seniority in the organisation and length of sen ice. Expcctallons from trategy 

were found to decrease with increase in period of service but are marginaJiy affected by 

the position in the organisation. geographical location or le el of education. The 

perceived perfonnance of the Plan increases as one moves down the ladder and with 

increase in length of service. The level of education was found to be the principal item 

influencing perception of strategy. 

The proportion of employees who were aware of the strategy" as higher than those who 

were not, but this needs to be increased even further to facilitate more ownership during 

implementation. 

Ill 



While it is not possible to thank e eryone who encouraged or assisted me in one way or 

the other in undertaking this work I wish to recognise the following: 

My Supervisor, Jackson Maalu, for his insightful thoughts on the subject 

J colleague w KenGen. and e pecialiJ Ab I Rouch. Daman s dirangu. Daniel 

Maluld, Francis Makhanu. John Ml angi, Kiprono Kipsaina. Liz Getata, Nancy 

Kihara, Sammy Ndungu, Walter Opondo and Zac Mwza 

My 'comrades-in-arms' in the MBA programme: Albert Mugo, Dr Joyce 

Gakombe. Elisha Odhiamho. I I /len 'ang ·a and Joseph ioroge 

To all of you; your support in one way or the other in the course of this Study was 

greatly appreciated and valued 



This work is dedicated to Jayn and Terry g'ang'a: Thanks for being my die-hard 

supporters and for adapting to a change en ironment, v.hile I w undertaking the 

course 

There is nothing more difficult to take in hand, more penlous to conduct, or more 

uncertain of succe than to take a lead in the illlroduction of a n w order of 

things, because the innovation has for enemies all those who have done well 

under the old conditions and luke~ arm defenders in those who may do well under 

new. 

IC 0 0 LI The Prince 



............................................................................................ ) 

Ab tract ....................................................................... ........ . ii 

cmowledg meot ························································································ i 

Dedication .......................................... . ......................... .. .... ... v 

Li tofTable ....................................................................... iii 

Li t of Figures..................................................................... iii 

ppendic ................................................ , ......................... VIII 

Li t of Abbrevia tions .................................................................................... ix 

c TROD TIO ......................................................... ! 

1.1 BACKGROUND .................. .. ........................................................................................ I 
1.2 THE POWER lNDUSTR Y lN KE Y A .............................................................................. 6 

1.2.1 Overview of KenGen ......................................................................................... 7 
1.3 STATEMENTOFTHEPROBLEM ................................................................................... 8 
1.4 OBJEcnVESOFTHE ruov .................................................. ..... ............................... 10 

1.5 IMPORT NCE OF TirE STUDY···················································································· I l 
1.6 SCOPE OF THE TUDY .............................................................................................. 1 I 

TURE RE I W .......................................... 13 

2.1 THE Co CEPT OF sTRATEGY .................................................................................... 13 
2.2 ROLE OF STRATEGY rNA FIRM .................................................................................. ] 4 
2.3 STRATEGIC CHANGE ................................................................................................ 16 
2.4 EMPLOYEE PERCEPTIO ........................................................................................... 16 

VI 



2.5STRATEGYDEVELOP TAND RGA 1 ATIONALPOLITIC .................................. 17 
2.6 STRATEGY A D STRUCTURE .................................................................................... 18 
2.7 STRATEGIC LEADERSHIP .......................................................................................... 20 
2.8 CORPORATE CULTURE ............................................................................................. 23 
2.9 STRATEGIC REsOURCES ........................................................................................... 26 
2.10 REWARD MA GEMENT ........................................................................................ 27 
2.11 0PERATIONALIS G TRATEGY .............................................................................. 30 
2.12 EASUREME T OF EMPLOYEE PERCEPTION .......................................................... 32 

CHAPTER THREE: RE E H ETHODO 0 ························· 35 

3.1 RESEARCH DE IG ............................................................................ ..................... . 3 
3.2 POPULATTO ......................................... ..................................................... .............. 36 
3.3 AMPLE A D AMPLE DESIG ............................................................... ................. . 37 
3.4 DATA COLLECTlO METHODS ................................................................................. 3 
3.5 DATA ANALYSIS METHODS ..................................................................................... 39 

CHAPTER FO R: FIND I DDI 101 .......................... 41 

4.1 l TRODUCTIO ........................................................................................................ 41 
4.2 F DI GS ............................................................................................................... 41 

4.2.1 Response Rate ..................................................................... ....... ........ .......... 41 
4.2.2 Respondents Profile ............................................................................. ....... .. 42 
4.2.3 Critical Issues in Developing and Implementing A Business Plan ............... 44 
4.2.4 Rating ofKenGen's 5-Year Business Plan ................................................... 47 
4.2.5 Perceptual Gap of KenGen s 5-Year Business Plan ................................... .. 49 
4.2.6 Factors Influencing Perceptions .................................................................... 51 
4.2.7 Statistical Significance .................................................................................. 56 
4.2.8 Correlation Analysis ..................................................................................... 57 
4.2.9 Data Reliability ............................................................................................. 61 

C PTER FIVE: 0 LU IO ANDRE OMMENDATIO ... 62 

5.1 lNTRODUCTIO ........................................................................................................ 62 
5.2 DISCUSSIONS AND Co CLUSIONS ............................................................................ 62 
5.3 RECOMMENDATIONS ............................ .................................................................... 64 
5.4 LLMITA TIONS OF THE STUDY .................................................................................... 65 
5.5 SUGGESTIO FOR FURTHER REsEARCH .................................................................... 65 

"REF RE CE ..................................................................... 67 

vu 



Table 2.11: Operationalising Strategy ...................................................... 31 

Table 4a: Respondents Profile by Job Category ......................................... .42 

Table 4b: Respondents Profile by Operational Area .................................... .42 

Table 4c: Respondents Profile by Length of SeiVice in the ompany ................. 3 

Table 4d: Respondents Profile by Level of Education ............................................. 43 

Table e: Critical lssu in the De elo ment of a Business Plan ...................... .. ..... 4 

Table 4f: Rating of KenGen's 5-Year Business Plan ............................................... 4 

Table 4g: Differences between Expectations and Perceived performance ............ 49 

L TOFFIGURE 

Figure 4a: Awareness ofKenGen s 5-Year Business Plan ............................... 44 

Figure 4b: eniority in the Organisation ................................................................... 51 

Figure 4c: Length of Service ..................................................................................... 52 

Figure 4d: Geographical Location ... ... ... ..... ................... ........... ................................ 53 

Figure 4e: Employees' Level of Education .............................................................. 54 

Figure 4f: Employees Awareness of the 5-Year Business Plan ......................... 55 

Figure 4g: Significance Test on the Perceptual Gap ...................................... 56 

APPE ICE 

Appendix 3.4(a) ............................................ .. .. Introduction Letter 

Appendix 3.4(b) ................................................ Questionnajre 

Appendix 4.1................................................... onnal Dist.Jibution Curves 

Appendix 4.2 .... ........... ....... . ................... ......... Correlation Matrices 

111 



LI TOF 

Govt. 

HR 

IBM 

IMF 

I 0 9000 

IT 

KenGen 

KPLC 

AAP 

SERVQUAL 

SPSS 

UK 

WB 

Yrs 

B 

Government 

Human Resources 

International Business achines 

International Monetary Fund 

I 0 9001:20 0 tandard on Quality Management 

Information Technology 

Kenya Electricity Generating Company td . 

The Kenya Power and Lighting Company Ltd. 

South African Power Pool 

Service Quality Model 

tatistical Package for the ocial Sciences 

United Kingdom 

The World Bank (common term for the International 

Bank for Reconstruction and De elopment - IBRD) 

Years 

IX 



TROD TI 

1.1 Background 

In today's global economy, employees are a critical asset in ensuring an organi ation ha 

a competiti e edge in the market-place, whether at the local or international le el. n 

appreciation of what would affect their curr nt and future performance is therefor of 

great concern to decision-makers. Unlike other resources m a firm, employee have to e 

motivated to be effecti e and efficient in heir -. ork. Human re ource policies and 

structures must therefore be able to generate commitm nt and enhan e indt idual and 

group performance. They also need to take account of the differences among various 

segments of the workforce and the context in \ hich employees are undertaking their 

activities. A critical factor that can influence performance, in this respect is how they 

percei e various initiatives that managemen may introduce, in , n effort to enhance the 

competitiveness of the organisation. The most critical of this is the formulation and 

implementation of the firm's business strategy. 

Strategy, as a concept, is now taken for granted in many aspects relating to company 

performance and competitiveness. Howe er a definition of what it is depends n the 

perspecti e one approaches the subject. This by implication means that the transmitter 

and recipient of the information may perceive issues in different ways depending on past 

information and experiences. Perceptions are shaped by events occurring in the firm and 

are influenced to a great degree by the recipient's background, education and personality 

among other factors (Bennett, 1997· Thornhill and Saunders 2003 . 



trategy is a multidimensional concept {Aosa. 1992). The Microsoft Encarta Dictionary 

(1999: pp.1766) defines strategy as a ' ... carefully devised plan of action to achie e a 

goal, or the art of developing or carrying out such a plan'. Viewed from a perspective of 

warfare it describes strategy as ' ... the science or art of planning and conducting a war or 

a military campaign . Grant (2002: pp.l3) iews strategy as how a firm will deploy its 

resources within its environment... to satisfy its long-term goals. In this perspecti e 

strategy is used to determine and give direction on ho\ busin<:s e le erage their 

resources to meet their long-term objectives and how they organ1 c the1r acti vities to 

implement the strategies. This view takes strategy to be the deployment of resources and 

managerial capability required to realise company objectives. Porter ( 1980) also advances 

the position that strategy helps a firm to develop a long-term advantage in the 

marketplace. However strategy is more than just plans and programs; it is the unifying 

theme that drives the whole organisation forward. \ ithout it ' ... differelll parts of the 

organisation will develop different, contradictory and ineffective responses ... • to the 

environment Ansoff, 1988: pp.l 07). 

Hax and Majluf(l996) posit the view that strategy is needed in order for the organisation 

to match its internal resources and capabilities to the external environment. And because 

the external environment is rarely static, strategy should adapt the firm to meet the 

challenges prevailing in the environment. Of equal importance, strategy must be seen as a 

response by the firm to external opportunities and threats in relation to its own strengths 

and weaknesses. 
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Porter (1995) advances a novel view on strategy. He sees the firm as being confronted 

with a finite number of choices in its desire to survive or gro\! . The optimum option will 

be dictated by the internal capabilities of the organisation. It will also be contingent on 

the anticipated behaviour of rivals in the marketplace and the industry in general. 

successful strategy will therefore be the one that helps the firm attain a competiti e 

position that v ill lead to superior and sustainable performance in the long-term. 

That aside, the fundamental role of strategy in an organisation is to pro ide direction. IL 

sets out milestones that act as targets for the organisation. These are realised through 

articulation of the vision and mission statements of the firm. eedless to mention it, these 

policy statements are the linchpins of a firm s strategic intent (Hamel and Prahalad, 

1994). They articulate the aspirations of the finn and the reason for its existence. 

Consequently,\ hen there is a consensus on a fim1's long-term direction, strale0 y can b 

used as a tool for managerial decision-making; such as in allocation of resources 

compensation of human capital and prioritization of activities products or markets. 

In the development of strategy many organisations have a periodic retreat (usually 

annual) where the future direction of the business is reviewed. This approach has its 

merits. Johnson and Scholes (2002) cite the benefits of invol ing a wide range of 

participants, co-ordination between the various divisions and increased ownership of the 

outcomes. The flip side of the coin is that these retreats can de elop into an intellectual 

exercise, far removed from the reality of the business, where the •tyre meets the road'. 

The process can also become cumbersome and with the limited number of participants, 

usually senior executi es, it may lead to minimal ownership by the rest of the 
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organisation. The approach can also stifle innovation and creativity as participants may at 

times focus more on protecting their own interests: careers status or self-image. lt may 

also lead to rigid plans that are not easily adaptable to a changing environment. 

Howe er, there is no consensus on the 'one' right way to develop strategies. It depends to 

a great degree on the size of the firm, management style and complexity of the 

environment Pearce and Robinson 20 . Large firms may well find the above appr ach 

appropriate. ma\1 fim1s on th other hand may have an im.li\ idu I (perhaps the O\\ ncr) 

who provides the strategic direction of the organisation. This will usually be through 

intuition, with very linle formality. This can allow flexibility as emerging issues can be 

assimilated to the plan. 

This has led to a distinction between ' hat is lanned (intended) by an organi ati n and 

what is actually realised. Johnson and Scholes (2002) take the latter to be what the 

organisation follows in practice. They view intended strategy to be the direction 

deliberately formulated or planned by management. With time there may emerge new 

signjficant issues that need to be incorporated to ensure the strategy remains relevant. 

This may result in some of the initial plans being dropped before they are realised. These 

are the ones that do not materialise due to, for instance, the plans being unworkable or the 

environment changes unpredjctably. In some cases, they could have been imposed on the 

organisation. But Gary Hamel (1996 in Thompson et al (1998) has a harsh view on 

imposed strategies: they are seldom embraced and are usually doomed to fail in most 

cases. 

4 



Of equal importance in strategy development is organisational politics. trategy is usually 

the outcome of bargaining and power games that evolve in an organisation (Johnson and 

Scholes 2002 . Managers are constantly positioning themselves to ensure their desires 

prevail or their divisions have a major share of the physical and/or financial resources 

that are under consideration. Others will be making proposals based on ' hat can sustain 

their careers or ego in the long-term. This bargaining may also include other stakeholders 

of the enterprise such as employees, shareholders and other government entities. But 

there is no doubt that employees are a major stakeholder in the succc of the 

development and implementation of a strategy in any organisation. 

Nevertheless, employees are complex beings. Even though one may be an employee of 

an organisation, his/her interests may not necessarily coincide with that of the 

organisation. This is because human beings are influenced by, and can act on, the basis of 

their perception. Mullins 1999: pp.3 79) defines perception as ' ... the mental function of 

giving significance to stimuli such as feelings shape, etc' . Bennett ( 1997) considers 

perception as a process in which one interprets sensory inputs such as sight, sound, smell 

or feelings. Two people may physically see the same thing but they may ha e their own 

individual interpretation of what it is. 

Perceptions in an organisation are crucial to researchers as employees are the driving 

force behind the success, or otherwise, of any business (Masinde 1986; g'ang'a, 2003; 

Gakonyo 2003; Kandie, 2003; joroge 2003). Mullins (1999 stresses the need for 

managers to be aware of the perceptual differences between themselves and that of their 
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employees which may give rise to organisational conflicts. Perception is influenced by 

intelligence, personality, expectations motivation and interest (Bennett, 1997; Mullins, 

1999). Attitudes and perception are developed over time and can change as new 

information and experiences are acquired. Bennett (1997) argues the case for managers to 

understand the process of perception in order to ensure employees percei e the 

organisation s objectives in a similar manner, appreciate workers' grievances and 

complaints fr m their point of view and to impro e communication betv ecn manager 

and their subordinates by interpreting things the same way. 

1.2 The Power Industry in Ken a 

The Kenya Electricity Generating Company (KenGen is one of the five power 

generation companies supplying electricity to The Kenya Power and Lighting ompany 

Ltd. (KPLC) in Kenya. From around mid-1997, power generation (production) has been 

liberalized and there is a mix of public and private players in the sector. However, at this 

juncture, transmission and distribution of electricity is undertaken by KPLC only. 

KenGen dominates the power generation market in Kenya with 77% of the sales. It also 

leads in totaJ installed capacity (82%) (KenGen Annual Report, 2003). However 

KenGen and the power industry in general, is under increasing pressure to re iew their 

business processes and systems to provide customers with value for money and to ensure 

survival in the long-term. This entails development of new strategies to deal with existing 

and future competition. An emerging threat on this account is trading and collaboration 

across borders in electricity supply. For Kenya, new competition in the not too distant is 
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expected from the Southern Africa Power Pool (SAAP (Energy in Africa, 2003 . While 

this is welcome news to consumers the corollary is that only the fittest finns will survive 

the consequent competition. 

At the same time funding options for power projects are also changing. Whereas 

traditional sources of financing have been bilateral and multilateral financiers such as the 

World Bank, European Investment Bank and African Development Bank, there has een 

a policy shift to allo\ industry attract private sector fun s. The W rl Bank [! r instance, 

wants to be considered as a lender of last resort, after any other interested party has taken 

their stake (World Bank 1994). These developments have necessitated formulation of 

new strategies, or revision of existing ones, to ensure organisations are able to shift to the 

new operating platforms. KenGen therefore serves as an exceJJent choice to investigate 

the perception of employees as the company adjusts to the ne'> paradigm. 

1.2.1 Overview ofKenGen 

KenGen is a limited liability company registered under the Company's Act and 100% 

owned by the Government of Kenya. Its core activity is electric power generation 

(KenGen Annual Report, 2003). As at July 2004, it bad a stafflevel of 1503. The Vision 

and Mission statements ofKenGen are as follows: 

Vi ion 

To be the market leader in the provision of reliable, safe, quality and competiti ely 

priced electric energy in the Eastern Africa region 
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Mi ion 

To efficiently generate competitively priced electrical energy using state of the art 

technology, skilled and motivated human resource to ensure financial success. 

We shall achieve market leadership by undertaking least cost, environmental/ 

friendly capacity expansion. Consistent with our corporate culture. our core 

alues ~ ill be reflected in all our operations 

1.3 tatement of the Problem 

The public sector in Kenya has traditionaJiy bad a lot of government influence on its 

strategic and at times operational decision-making apparatus. This is hardly surprising 

when it is taken into account that the key governance and managerial organs are 

appointed ctirectly by or with concurrence of the go ernment. This may of course, 

change with the expected introduction of performance contracts between the entities and 

government. evertbeless this influence means that strategy development processes in 

public organisations, as of necessity will continue to take account of a wide body of 

stakeholders and interest groups. Policy issues will at times, have to be incorporated in 

the plan based on the requirement of government or other stakeholders, such as 

development partners (bi- and multilateral development agencies). 

In this regard, over the last 2 years KenGen has been implementing its 5-Year Business 

Strategy for the period July 2002 to June 2007. lt bas also been reviewing and adapting 

its business processes and systems to suit the requirements for accreditation to ISO 
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9001:2000 Standard by late 2004. It is also gearing up for the sale of 30% of the 

government sharebolding through the Nairobi Stock Exchange in an Initial Public Offer. 

And, as already indicated regional interconnections and trading across borders wi11 

change the power industry in a fundamental way in the not too distant future. These 

de elopments entail a significant shift in strategy, especially in terms of business 

processes and corporate culture. uch fundamental changes in a firm can be used to 

illustrate the effect they can have on the organisation and the rest of the industry in 

general. 

But while strategy needs to galvanise everyone to the common objectives of the 

organisation and develop a unity of purpose across all levels, it is crucial that all members 

of the organisation perceive things in a similar manner. Yet, depending on the nature and 

comp tencies of management firms react differently to the external environment. orne 

may be proactive and anticipatory, while others react after the fact. This can be reflected 

in the manner they deliver service to the various stakeholders. However, after receiving 

the service, recipients tend to compare the differences in the expected service to what 

they perceive it to be. If it falls below the expected level it can create discontent with the 

recipients. Yet this can arise out ofrnisperceptions, espedally amongst employees. 

However, it is human nature to be satisfied with the status quo. As human beings, 

employees fear ambiguity and the unknown which accompany a change process. This is 

exacerbated by investments in plant and equipment that a company has made, which are 

at times difficult to adapt to new circumstances. This creates systemic and behavioural 
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inertia that entrenches e isting ways of doing things. This may create a gap between 

where the organisation is, in tenns of service delivery and where it aspires to be. Yet as 

already indicated, this can at times be influenced by employee perceptions. [t is also 

aggravated by the fact that change can be both painful and distasteful, and is not always 

successful ( tewart, 1993· Hirschhorn 2002). Employees can therefore be indifferent to 

' hat is required of them by the organisation based on their own interpretation of what is 

happening. This can result in behavioural patterns that are inconsistent with the desired 

objectives of the organisation. This is of great concern in the public sector. Kang'oro 

(1998) argues the case for the public sector to be more efficient and effective due to 

changing environmental circumstances. 

This study, therefore, investigated the difference in expectations and perceptions when an 

organisation provides a product or service for which employees are the recipients. It 

sought to answer the foJio ..... ving two questions: 

1. Whether a gap existed between expectations and perception of strategy 

2. Whether there is a relationship between perception of strategy and seniority in the 

organisation, length of service, geographical location or level of education 

1.4 Objectiv of the tudy 

The objectives of this study are: 

(a) To establish employees' perception of strategy in KenGen. 

(b To identify factors that influence perception of strategy. 
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1.5 Importance of the tud 

The Achilles heel of many a strategic plans lies with their execution (Hirschhorn, 2 02 . 

Employee perception can lead to development of behaviour and attitude that may not be 

consistent with what is required for the strategy. The results of this study will assist 

KenGen to know whether there is a gap between expected an percei ed profiles of 

strategy and its developmental process. This is crucial in deciding the kind, and intenstty, 

of the managerial work that needs to be allocated to the improvement of the trategic 

capabilities if or' here thts is considered necessary. Individual an<..l/or gr up differen e 

can assist the HR function of an organisation in designing jobs, assessing and cow1selling 

employees de eloping compensation schemes and dealing with grie ances and 

disciplinary issues. 

The study will also assist public organi !Ions to identify factors that influence 

employees' perception of strategy. This can assist managers to formulate policies and 

procedures that will ensure behaviour and attitudes that are consistent with the goals of 

the organisation. At the same time, the study will add to the body of v ork on strategic 

management research in the country. 

1.6 cope of the tudy 

The case study will profile employees' perception of strategy and its development 

process in KenGen. The firm's operational activities cover the whole country, with the 

corporate headquarters being in airobi. 
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trategy is sensitive to context. Aosa ( 1992) has documented ariation m strategy 

depending on control, go ern.ment intervention, complexity and management orientation. 

A cross-sectional study of employees perception on strategy in public organisations may 

therefore be hard to generalise as they differ widely in ownership, structure size, market 

share and strategic intent. One can appreciate tlhis if the composition is considered: it 

covers research institutions parastatals development authorities and educational 

institutions. This may distort the degree to wruch strategy, and its development, is 

embraced as part and parcel of desired management practices. 
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2.1 be oocept of trat 

trategy is the direction an organisation chooses to take in the future, to fulfill its 

obligations to its stakeholders (Johnson and choles 2002; Porter, 1995). It occupies a 

central position in the determination of a finn's current and future intentions. uffice to 

mention it, the o erriding need for strategy in a firm is to give the organisation a 

competitive edge through configuration of its resources and capabilities to match the 

environment. As the environment is never static specially in these turbulent times 

strategy needs to be flexible enough to adapt the organisation to changing circumstances. 

Grant (2002) quotes Bruce Henderson founder of the Boston onsulting Group defining 

strategy as " ... a deliberate search for a plan of action that will develop a competitive 

advantage between a firm and its competitors .. " The underlying objective i to enlarge 

the scope of this advantage as much as possible. 

Strategy as a concept bas been studied in depth by many scholars. Ansoff ( 1988) argues 

that strategy assists companies to cope with change which is usually precipitated by 

environmental factors. Grant (2002) and Porter ( 1980) advance the view that strategy acts 

as the link between the firm and its environment. Thompson and Strickland (1998 are of 

the view that a good strategy needs to be 'well-matched' to the external environment. As 

changes evol e in the environment so must the strategy. Internally in the firm, strategy 

entails formulation and implementation of capabilities and resource strengths that are 

needed to sustain a competitive edge by the company. As a consequence of this, scanning 

the operating environment is crucial in order to detect new trends or paradigms which 
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may call for a change of strategy. uch de elopments could e m the economic. 

demographic, social, political or technological fields. 

Pearce and Robinson (200 ) take strategy to be the 'large-scale future-oriented plans for 

interacting with the competitive en ironment to achieve a firm's objecti es . trategy, in 

this view, pro ides the firm -.: ith a game Jan" for managerial deci ion-making. It lays 

out an awareness of ' ... how. hen and where a finn should compete· against whom; and 

for what purpose .. .' This i consistent with what Port r (19 0) refer to as 'the fonnula' 

of how a business will compete what its objectives should be and what policies will be 

needed to realise those goals. Ho\i ever, Pearce and Robinson (2000) fail to capture the 

fact that strategy is more than just plans and programs; it acts as the common thread 

within the firm capturing both the letter and the spirit of the firm s existence and the 

position it adopts in the marketplace. Ilax and 1ajluf (1996) perhaps ha\'C captured the 

various perspectives of strategy with a degree of detail and clarity. They consider strategy 

as a means of developing core competencies in the organisation, as a coherent, unifying 

and integrative pattern of decisions as the means of investing in tangible and intangible 

resources, as a response to external opportunities and threats, as a way of defining 

managerial tasks, as a definition of the competitive domain of the firm and as a means of 

establishing the long-term objectives of the organisation. 

2.2 Role of trategy iD a Firm 

Businesses are formed to fill gaps that exist in satisfying consumer needs with specific 

products and/or services. They must fulfill their mission and at the same time make an 
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adequate return on the capital provided by their investors. This ordinarily would not be a 

daunting task were it not for internal and external challenges such as from competitors, 

changing consumer tastes and preferences unstable political and economic environments, 

resource limitations and technological changes. 

A firm's strategy ensures that it has a formula for success in the market place. This 

affords it an opportunity to not only survive, but also increase its profitability and market 

share for its long-term sustainability. U or when it is un, blc to do th1s ll opens itself to 

extinction, in line with the Darwinian Theory of' survival of the fittest'. trategy, then 

allows a ftrm to craft its winning options (Grant. 2002; Porter, 1980; Hax and Majluf, 

1996). In addition, strategy pro ides an organisation specific milestones and aspirations 

that act as a targets for everyone in the business. More importantly it provides the spirit 

and corporate culture that enhances the chances of successful implementation. 

However, the role of strategy in a firm can be severely handicapped if it is not carefully 

managed. As already mentioned planning on its own does not result in a strategy. But in 

some orgarusations, strategy formulation is essentially a process of incrementalism; based 

on what was achieved in the previous planning period. Hamel (2000) argues that such an 

approach can only be applicable to the extent that the future will be like the past. And 

because more often than not, this does not happen Hamel (2000) advocates for more 

energy to be used in creating the future, than in protecting the past. 

15 



2.3 trategic bange 

Companies require new strategies to compete more effectively and, in some cases, for 

survival (Kombo, 1997; Hirschho~ 2002). The need for change can be prompted by 

analysis of data about future trends indicated by market intelligence surveillance and 

forecasting (A.nsofi and McDonell 1990 . This can flag off a shift towards rising costs 

stronger competitors shrinking markets lower profit margins or more demanding 

customers. Other drivers of change can be as a result of a chang d legal environment 

slow economic growth or technological inno ations. KenGen, and other local firms ha c 

been affected in one way or the other by these factors, amongst other internal ones. This 

has necessitated a review of the firm's strategic direction. 

Johnson and Scholes (2002) advance the view that strategic decisions are likely to be 

complex in nature and may ba e to be taken in situations of uncertainty. They are also 

likely to demand an integrated approach by the firm and in most cases, involve some 

change in the organisation. However introduction of change leads to resistance as this 

may mean a departure from the old way of doing things (AnsoiT and McDonell 1990). 

This may be a natural reaction by individuals to changes, which threaten their culture and 

position of power. One solution to this di lemma is to address misperceptions about what 

is going on. 

2.4 Employee Perception 

The human factor in organisations bas been the subject of debate for some time now. Its 

origin can be traced to the early works of Prof. Elton Mayo at the Western Electric's 
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Hawthorne plant in hicago in 1927- 32 Burnes, 2000 . The study for the first time 

ddressed the issue of the worker in the workplace, rather than the work itself ( ole, 

1996. This view was taken up by other social scientists such as Abraham Maslow. He 

was able to demonstrate that a hierarchy of needs can influence behaviour in 

organisations. These range from the physiological such as food and shelter, through 

esteem needs, to self-actualisation, the highest 1e el of self-fulfi lment. At any ne time, it 

1 the unmet needs that act as moti ators. Further, V. H. room, in the mid-1960s 

exp und d th1s issue with the E pectancy Theory of Moti ation. He advanced the vic-;. 

that an individual's behaviour is formed on the perception of what they consider to be the 

reality (Cole, 1996). This theory stresses the importance of perceptions in the motivation 

process. It argues the case for the iew that individuals act on the basis of how they 

perceive situations. Individual effort and productivity is determined by the perception of 

the situation Col , 1997). 

Managers therefore need to be interested not only with the physical presence of the 

employee in the workplace, but more importantly their emotional presence. This latter 

attribute is developed through motivational and intrinsic satisfaction. 

2.5 trategy Development and Organi atiooal Politics 

trategy development needs to be 'dynamic, flexible and innovative' to take account of 

changing circumstances and emerging issues (Grant 2002). It should also take account of 

intuition, implicit knowledge and on-the-job learning, to complement the more formal 

approaches. 
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However, hether strategy is developed fonnally or otherwise, organisational politics can 

influence what assumes prominence in the strategy as well as the development process 

itself (Bennett 1997). The ultimate product could be the outcome of self-interests of 

individuals and coalitions in the firm. This brings out the need for negotiations and 

bargaining within organisations to address the contrasting and differing perceptions of the 

arious interest groups. 

trategy d velo ment can be affected by organisational politics by deciding who should 

undertake planning activities and the prominence of the strategy function in the firm 

(Bennett 1 997). It can also be an a enue for abuse or resistance by those with vested 

interests in the strategy. Of more concern is to use strategy to make some functions 

redundant by shifting roles and responsibilities elsewhere. For instance, a firm may 

decide to offload a subsidiary or a business line without checking the effect on the 

bottomline. Bennett (1997 warns that bad decisions can result from internal poljtical 

bargaining. The author also quite justifiably concludes that interpersonal relationships 

may deteriorate and managers might be obsessed with gaining the upper hand at the 

e pense of the company. In the public sector, it is all too common to hear of situations 

where information is glossed over to influence the decisions that are made. 

2.6 trategy and tructure 

The purpose of a structure is the division of labour in the organjsation and its co­

ordination to attain company objectives. Mullins (1999) defines an organisational 

structure as the pattern of relationships among positions within an organisation and 
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within its members. It creates a framework of order and command through which 

activities of the organisation are executed. It is the totality of the ways in which an 

organisation divides its labour into distinct tasks and then achieves co-ordination between 

them · ntzberg, 1979 in ole 19 ). 

What many organisations fail to realise. especially in Kenya is that structure has a human 

side to it. It docs affect roductivity and economic efficiency, morale and job satisfaction, 

depending on the individual' perception of the structure. The current trend in 

organisational design is therefore towards increased participation by employees at all 

le els, greater freedom of the ind1 idual and more flexibility. Formal, bureaucratic 

structures continue to receive criticism as they tend to restrict individual growth and 

fulfilment and result in frustration and conflict ullins 1999). Consequently, the 

organisational structure needs to be viewed as part and parcel of a firm' internal 

capability. It is more than just a chart. It determines the decision-making hierarchy, 

delegation of responsibilities, communication channels formal relationships, leadership 

roles and criteria for incentive systems. 

Due to increased use of computer-based systems for information and decision support, 

there has been a shift towards more flatter organisational structures and decentralisation. 

This is exhibited by few authority levels reduced executive overload, a wide span of 

control and flexibility in decision-making. This leads to increased staff motivation, 

especial ly at the lower levels of management. Jt also affords top management more time 

for strategic responsibilities their real core function. 
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2.7 trategic Leader hip 

The business en ironment has become extremely competitive and turbulent both at the 

national and international level. As customers are given more choices, they continue to 

demand more and more alue for their money. ln such circumstances, only flexibility can 

as i t an organisation to stay tuned to the market and avoid getting trapped in dead-end 

business strategies. Hamel (200 ) is of the ,-je, that even the best world-beating 

trategies seldom last a decade m the prevailing turbulent environment. s a result 

strategic leadership i required more than vcr bdorc to ee ... over the horizon, finding 

the unconventional and imagining the unimagined ... ' Hamel, 2000: pp.l20). Leadership 

is therefore about adapting the organisation to change. It is also about galvanising 

commitment and influencing people as well as stakeholders to embrace change. 

Employees need to 'live' with the firms vision in their daily acti ities (Mitchell, 2002). 

Leaders infiuence commitment to change through clarifying the finn's strategic intent 

and shaping corporate culture. Porter (1996) in Thompson et al (1998) sees this being 

done by leaders through 'defining and communicating the company's unique position, 

making trade-offs, and forging fit among activities'. Kotter (1998) argues that leadership 

inevitably may entail the use of power to influence the thoughts and actions of other 

people. 

Pearce and Robinson (2000) have operationalised leadership to mean building the 

organisation and influencing its future course of action by ensuring a common 

understanding about the organisation's priorities. It also entails clarifying responsibilities 

among employees and organisational units, empowering employees, pushing authority 
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lower in the organisation and uncovering/remedying problems in co-ordination and 

communication. Leadership also entails gaining personal commitment to a shared vision 

from everyone in the organisation and keeping a close tab on what is happening in the 

organisation and its customers. 

[n the day-to-day course of business, leadership involves creating teams and processes to 

co-ordinate, integrate and share information on what the organisation is doing, or intends 

to do. ullins ( 1999 sees leaders as bemg able to create the ision and strategy for 

tomorrow. As a result leadership selection and development should be a major 

preoccupation of any business. Lord ieff, a fanner Chairman and Chief Executive 

Officer of Marks and pencer in the United Kingdom is reported to have made the 

following comment on leadership: The most valuable obligation the leader has is ' ... to 

create a team spirit around hilThh r. .. to beef ective, leadership has to be seen, and is best 

seen in action ... " (Mullins 1999: pp.254). Another often-quoted personality, Jack Welch, 

formerly of General Electric, is reported in the WaJJ Street Journal (Welch, 2003) 

commenting the following about leaders: they ha e ' ... "tons of positive energy'' to take 

action or get a job done; they have the ability to energise others, they Jove people and can 

inspire them to "move mountains' when they ha e to· they have courage to take tough 

decisions· and they can implement\! hat they set to achieve'. 

Thus at the heart of leadership is the ability to get people to do things willingly or to 

influence them on a given course of action. This relates to behaviour or actions of others. 

It is therefore hard to discuss leadership -.: ithout discussing motivation, interpersonal 
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relationships and the process of communication. leader's effect! eness is enhanced by 

reduction of employee dissatisfaction, efTectt e delegation and empowerment. ince 

these are not static at any given point, it follows therefore that leadership, as a process, is 

dynamic. Johnson and choles (2 2 go a step further to ad ance the view that a leader 

is not necessarily someone at the top of an organisation Rather, it is someone who is in a 

position to influence an organisation (or group within an organisation) in its efforts 

towards achieving a given o ~ecti e. One cannot but remember the influences of Martin 

Luther King, Winston Churchill r C\ en clson land Ia, to appreciate this. 

Given the increased interdependence and diversity of business globally, Lipman-Blumen 

( 1996 sees the era of individualistic competitive and charismatic leadership as facing a 

threat of extinction. Ego-dri en, manipulative and 1achiavellian styles do not also work: 

the in-thing now is negotiations and bargaining - with various stakeholders inside and 

outside the organisation. 

Perhaps if there were to be a leadership mantra it must be inspiration. This involves 

communication in the organisation motivation, encouraging and involving people in the 

activit ies of the firm. Leadership calls for abilities to deal with ambiguity to demonstrate 

flexibility insight and sensitivity to context (Johnson and Scholes 2002). ln the latter 

authors' view successful leaders tend to have excellent visionary capacity excellent 

team building and team participation skills, capacity for self-analysis and learning, ability 

to cope with complexity, self-initiative and confidence ability to simplify complex issues 

and being able to create commitment and directing employees' energy. 
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2.8 orporate olture 

Implementation of a new way of doing things can be constrained by the culture of the 

organisation. This arises from the human inertia to shift from what one is accustomed to -

the comfort zone. It also aris s from fear of the unknown and the reluctance to accept that 

what one is doing may need improvement. Johnson and choles (20 2) argue that people 

will tend to hold onto existing ways of doing things and to what they believe makes 

sense. But in their seminal work on the relationship between corporate culture and 

performance Kotter and He kelt ( 1992 posit the \ icw that implementation of a new 

strategy can be constrained by an incompatible culture. This is especially more 

pronounced when significant changes occur in an organisation, such as being acquired or 

merging with another company. 

The corporate culture of an organisation r presents the shared values, belief and 

traditions of the finn. Barnett and Wilsted (1989) advance the case that the business 

priorities of an organisation have a great role to play in shaping the culture of the firm. 

They cite the example of Heinz's 1985 strategy of transforming to a low-cost producer. 

This led to a corporate culture of cost-reduction in various dimensions: cost-reduction 

teams were formed package size of products reduced and production facilities were 

shifted offshore, where labour and other expenses were lower. Other organisations may 

have priorities geared towards survival growth or profit maximisation. Public enterprises 

tend to de elop a laissez-faire culture depending on the political environment. At an 

individual level culture may be shaped by the notion of what is important in one's life. 

For instance this could be with money, or just fulfilling professional work. Culture can 
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therefore exert a powerful effect on individuals and on performance, especially in a 

competitive environment (Kotter and Heskett, 1992). 

lm.melt (2003) stresses the need for culture to be performance oriented. This is 

corroborated by Peters and Waterman 1982) who found a link between corporate culture 

and a firm's performance. For instance they give the dominating theme at IBM as ''IBM 

means service". This acts as a rallying call for everyone in the organisation to make 

customer service his or her number one priority. Tt also leads to a bias for getting things 

done. Kotter and Heskett ( 1992) indicate that IBM employees have a reputation for being 

loyal and highJy motivated. There is a camaraderie atmosphere, which aHows respect for 

the dignjty and the rights of each person in the fitm giving the best customer service of 

any company in the world and pursuing all tasks with the objective of accomplishing 

th m in a superior' ay 

Corporate culture develops over time depending on the firm's history, management style, 

location, goals and objectives and the reason for its existence. For instance, in a 

competiti e environment a culture of adaptability evolves if the firm is to survive in the 

long-tenn. This type of culture may lack in some state-owned enterprises, as the 

operational agenda may be tilted towards satisfying social and, in some cases political 

needs. 

That notwithstanding, it is now accepted that employees are partners in shaping the 

dominant culture of an organisation. But this may be given impetus by visible leadership 
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such as that of Jack Welch of General Electric or Lord Seiff of Marks and pencer. 

Culture is crucial in creating a climate that motivates people and makes them work 

willingly and effectively in the organisation. Burnes (2000) gives the example of 

Japanese companies which have a reputation of being group/team oriented autonomous 

and able to ach1e e high levels of motivation initiati e and creativity in problem-solving 

skills. Mullins (1999) contends that if the organisational climate is to be 1mproved it 

must be seen to function democratically and must pay particular attention to integration 

of organisational and indi idual goals, opponumtles for employee participation in 

formulating the direction of the organisation and equitable employee policies and 

practices. There needs also to exist mutual trust consideration and support at all levels 

open discussion of conflict, managerial behaviour and styles of leadership appropriate to 

work situations, and equitable systems of reward. To address intrinsic needs it is 

necessary to have opportunities for personal development and career pr gre Ion, 

concern for quality of working life, appreciation of people's needs and expectations at 

work and a sense of dignity for each member. But this needs to be balanced by a 

perfonnance-oriented culture. This is especially critical when implementing strategy. 

But corporate culture needs to be viewed as a moving target. An organisation cannot 

afford to rest on its laurels. Success tends to breed failure. A corporate culture of success 

needs to be accepted cautiously. Being successfuJ can at times blind organisations to 

reality. This certainly holds true of IBM's early success with mainframe computers. It 

ultimately blinded the top management to the threat of the personal computer, until a 

substantial market share had been taken away by the competition. Kotter ( 1998) therefore 
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warns that with continued success, a strong corporate culture can easi ly become arrogant, 

inward looking, politicised and bureaucratic. It can make strategic change, if and where 

necessary difficult to implement. 

2.9 trate · c R ource 

While organisations may ha e inspirational goals to transform their businesses, usually 

the requisite financial and physical resources lag behind the stated objecti es. This 

·disconnect ' creates strategy and capability inconsistencies in the organisation It leads to 

dissonance between the strategy being pursed internal capabilities and the reality of the 

fi rm's external circumstances. Grant (2000: pp.l6) stresses the point that a successful 

strategy ... must be consistent with the firm s goals and values, with its external 

environment with its resources and capabilities and with its organisation and systems'. 

The challenge is consequently to ensure that strategy makes a reali tic demand on th 

firm's resources and capabilities. 

From a strategic point of view a firm may be limited in ha ing all the resources it may 

require in-house. It may be possible and sometimes desirable, to outsource some 

capability outside the firm. Indeed, the catchword in many frrms these days is to focus on 

their core activities the so-called 'stick to the knitting' concept of Peters and Waterman 

( 1982 and to outsource non-core activities such as cleaning and security services. 

But the essence of strategic resources goes beyond the issue of just owning or accessing 

them. It is about the competitive advantage that the firm can create by deploying them 

26 



warns that with continued success, a strong corporate culture can easily become arrogant. 

inward looking politicised and bureaucratic. It can make strategic change, if and where 

necessary difficult to implement. 

2.9 trat ·c R ource 

While organisations may have inspirational goals to transform their businesses, usually 

the requisite financial and physical resources Jag behind the stated objecti es. This 

disc nncct create strategy and capability mconsistencie in the rganisation. It lea to 

dissonance between the strategy being pursed internal capabilities and the reality of the 

firm's external circumstances. Grant (2000: pp.l6) stresses the point that a successful 

strategy ... must be consistent with the firm's goals and values, with its external 

environment, with its resources and capabiJjties and with its organisation and systems'. 

The chall nge is consequently to ensure that stra egy makes a reali tic demand n the 

firm's resources and capabilities. 

From a strategic point of view a firm may be limited in having all the resources it may 

require in-house. It may be possible and sometimes desirable, to outsource some 

capability outside the firm. [ndeed the catchword in many firms these days is to focus on 

Lheir core activities the so-called 'stick to the knitting' concept of Peters and Waterman 

( 19 2), and to outsource non-core activities such as cleaning and security services. 

But the essence of strategic resources goes beyond the issue of just owning or accessing 

them. It is about the competitive advantage that the firm can create by deploying them 

26 



into its different activities. Johnson and Scholes (2002) point out that good or poor 

performance is found in the deployment, rather than the resources themselves. This is 

because a sustained advantage is developed by processes and activities which are difficult 

to imitate by the competition. 

Because resources are ultimately quantified in monetary tenns, the need for a budget 

cannot be overemphasised. A budget is the plan for implementing management decisions. 

Il is a process of communicating to everyone in the organisation the part they arc 

expected to play in implementing management's decisions (Druly, 2000). It is a good 

indicator of divergence from plan and what actions and resources are required to get back 

on track. Druly (2000) stresses the need for the budgeting process to be participatory. 

Imposed standards result in negative attitudes and demotivation. This may lead to 

rejection of the targets and poor performance. 

2.10 Reward Management 

It has been stated with reasonable justification, that human capital is the most important 

resource in any organisation (Immelt 2003). The relationship between the employer and 

employee in elves exchange of skills and experience for reward in salaries or wages. 

Armstrong (200 1) advances the view that the principal aim of reward management should 

be to support the attainment of the orgarjsation's strategic objectives by ensuring the 

availability of a skilled, competent committed and well-motivated workforce. ln other 

words, the reward strategies should be developed to be in line with the business 

strategies. These could be geared towards financial performance, low-cost production 
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market share product/market development, quality, customer focus or organisational 

change (cultural and structural . This calls for the reward strategy to be developed 

consistent with the HR. strategy, which must be part of the total business strategy. 

Howe er, there is a new paradigm shift towards companies developing reward strategies 

based on recognition of contribution rather than status or position. In this respect, Mullins 

( 1999) stre ses the need for clear procedures for the e aluation of individual levels of 

performance. In this case, employees ar valued according to their contribution, skill and 

competence. 

Unlike machines human beings have a great degree of control on the amount of effort 

and energy they wish to exert and the manner they would wish to go about their business. 

It is therefore crucial that the reward strategies enhance the level of motivation in the 

organisation based on the strategic agenda of the organisation. The degree to which this 

is crucial to business is captured by a Director ofHuman Resources at a UK Bank: 'You 

don't motivate individuals. You provide them with an environment to be self-motivated. 

It is a personal decision but it s management s job to provide the right environment" 

(Mullins, 1999: pp.414. 

For the majority of people money is clearly an important motivator, but to what extent 

and how important depends upon an individual's circumstances and other satisfactions 

they derive from doing work. This is vindicated by the early works on motivation such as 

the Hawthorne experiments at the Western Electric Company in America (1927-32). The 
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reward trategies should therefore be contingent on the circumstances of the organisation. 

They should fit the needs of the business and its culture in the short- and long-term 

(Armstrong, 2001). 

But care needs to be taken to ensure there is internal equity and external competitiveness 

of the compensation package. This is because the fmn needs not only to attract sufficient 

and suitable employees, but also to retain those that are considered satisfactory (Cole, 

1997 . It therefore follov s that once staff is recruited. the employer needs to ensure there 

are appropriate rewards and incentives to enable the firm to compete in the labour 

market. Annstrong (2001) and Cole (1997) view an effective reward system as being able 

to, inter alia support the achievement ofbusiness strategy, recognise that human resource 

management is about investing in human capital and focus on the development of the 

skills and competencies of employees. It should also be able to attract, retain and 

motivate sufficient numbers of suitable employees to match production targets, 

encourage optimum productivity of employees and enable employees to share in the 

success and grov th of the organisation 

Thus reward management should not be viewed as an isolated function of the business; it 

is part and parcel of the strategic activities of an organisation. It is a recognition of the 

central role human capital plays in creating a competitive advantage for a business when 

they are highly motivated, skilled and performance driven. 
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2.11 perationali ing trategy 

A great deal of work has been done over the years on the concept of strategy and its 

de elopment process (Porter 1980· Hax and Majluf, 1996; Thompson and trickland, 

l 98· ullms 1999; Pearce and Robinson, 2000~ Burnes 2002; Grant, 2002; Johnson 

and choles, 2002; Hamel and Prahalad, 1994). Some scholars ha e been generalists on 

the concept but others have pursued particular themes: Michael Porter ( 1980, 1995, 1996) 

has focussed on the cornpetiti e nature of strategy Rumelt et al ( 1998) have worked on 

strateg1c choice and Kotter (199 ) has zeroed in on the effect of corporate culture on 

organisational performance. There is nevertheless, a consensus on the main dimensions 

of strategy: These are its strategic intent, organisational structure, strategic leadership, 

resource allocation corporate culture and its re'l ard and incentives schemes. A mix of 

indicators by various scholars was used in this Study to operationalise the concept of 

strategy in an organisation. The details are shov.rn in Table 2.11 hereinafter. 
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abl 2.11 : Operation ali ing trategy 

trate d imen ion 

Strategic intent 

Organi ationa l Structure 

Strategic Leader hip 

Resource allocation 

Indicator of trategy dimen ion 

Vision and mission statements 

Purpose of the organisation 

alue and priorities of the finn 

Growth and profitability 

Core values and behefs 

Authonry levels 

Commumcat10n channel 

Centralise decentralised dec· ton-making 

Delegation of responsibilities 

FleXJbiJtty in decision-making 

Managing change 

Inspiring followers 

Thinking long-term 

Creatmg team sptrttlbuildmg coalitions 

Ability to influence people 

Ability to cope with complexity/ambiguity 

Communicating 

Motivating people 

Allocation of necessary resources/facilities 

Adequate budget 

Outsourcing non-core capabilities/activities 
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Relevant 

quest1ons m 

Questionnaire 

1,2,4,6 

4,9,21,25 

1,2,3 4,6,7,8 
9,10, 1 3,14, 15 
17,18 19 20 
21 22 23 24 
25,26 

7,10 14,15,16 



TAB E2.11: ontinued 

Corporat Culture Respect for the d1gnity of employees 3,5 7 8 9,12 

Management style 13,18,19 

Integration of organisation and individual goals 20 21,24,22 

Accomplishing activuies in a superior way 
23,26 

Taking calculated risk 

Employee participation in formulation of strategy 

Equitable policies and practices 

Opportunities for personal development 

Appreciation of employee expectations 

Mutual support and trust at all levels of the 

organisation 

Tolerant to failure 

Reward and Incentive Equitable reward systems 811,12,13 

Attract, retain and mottvate employees 

Compensation compares with industry levels 

Support the attainment of business strategy 

Strategy Development Proce Discuss and agree objectives 3,4.5,6,7.9, 14 

Formality/Informality 15,17 

Involvement of employees 

Gaining commitment to strategy 

Deliberate or emergent plans 

Flexibility/ Rigidity of plans 

Imposed strategies 

Communication of strategies 

2.12 Mea urement of Employee Pf'rception 

Organisations have a wide body of stakeholders to satisfy. These range from customers 

shareholders, creditors, employees, and of course the government. Each group has its 

interest and rights from the organisation (Bennett, 1997). Each group may also develop 
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p rceplions about the service they receive from the firm. This can be different from its 

expectations. 

Parasuraman et al (1985 have a Service Quality Model (SERVQUAL) that identifies the 

gaps between service delivery and how it is perceived by recipients. This model was 

adapted to investigate the gap between employees' expectations and perceptions in a 

company s business strategy. The model adopted the fo!Jowing service delivery gaps: 

I. Gap between employee expectation and management perception - management may 

fai l to decipher correctly what employees want 

2. Gap between management perception and service quality specifications -

management might correctly perceive the employees' needs and wants but fail to set 

specified performance standards 

3. Gap between ser ice quality specifications and service delivery - employees may 

Jack the requisite skills or be unwilling to meet performance standards 

4. Gap between service delivery and external communications - employees may be 

affected by the company's corporate image and advertisements 

5. Gap between perceived and expected service - this occurs when employees have a 

different perception on the service being offered 

Njoroge (2003 bas successfully used Gap 5 of the above model to investigate the 

shortfall between expectation of service delivery and perception of actual service. Suffice 

to mention it, employees are internal customers of an organisation and have expectations 

just like other stakeholders. Consequently the study used the adapted SERVQUAL 
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model to in estigate employee perception of strategy based on their expectations from the 

company. To paraphrase joroge 2003), it is the employee perception of strategy that 

would matter rather than the actual performance of the company. 

As this is a measure of attitude, the Likert five-point scale was used to measure what an 

employee would expect from the company in terms of strategy based on the 

operationalised dimensions. Respondents were required to rate, in their view, how critical 

a parti ular attribute is for the strat gy and its development proces (their expectations). 

This was from completely unnecessary (I) to extremely important (5). They were then 

asked to rate how the company has performed on the same indicators, in their view (their 

perception). This was rated from don't know (l) to excellent (5). 
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RT E R H THO DO LOGY 

3.1 R earch D igo 

Fundamental changes in culture systems and processes are occurring in KenGen due to 

aclions required for the company to receive I 0 9001:2000 accreditation in late 2004. 

There are also new developments in anticipation of partial pri ati ation of the company 

through the airobi tock Exchange. External threalS are also on the horizon due to 

regional interconnections such as the South frica Power Pool. 

This research work was a case study on employee perception of strategy and its 

development process in KenGen. as the company is adapting to the new circumstances. 

KenGen can exemplify what obtains in the public sector insofar as employee perception 

and attitude is concerned. However as strategy is sensitive to context (Aosa 1992), it 

may be unrealistic to assume what would happen in say the telecommunications sector 

or research institutions can be replicated wholesale in the power sector. This is because 

their objectives and how they set to achieve them may differ. The core values may also 

be different. Undertaking a cross-sectional study in such circumstances may result in 

misleading inferences and conclusions. 

The case study on KenGen was used to offer an insight into what employees perception 

of strategy in a public organisation can be. This nevertheless, took account of what the 

Kenyan power industry structure is and the current drivers of change in the industry. 
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Case studies are more suited to gather and organise information on a particular issue and 

thereafter analyse it to seek for patterns or themes m the data. Because perceptions and 

attitude take time to develop, a case study offers the flexibility to dwell on the issue with 

a reasonable degree of depth . 

. 2 Population 

As at l 1 July 2004 KenGen had a staffing level of 1503 employees. This formed the 

population of study. The staff is spread around the countr m five key geographtcal areas, 

viz. airobi, Seven Forks Upper Tana, Kipe u, Turkwell and Olkaria. Management staf 

fonns 35% of the employees and 65% are unionisable cadres. 

While one may be tempted to involve only the senior echelons of the organisation in 

studying the profile of strategy, Hamel (1998) has a convincing argument in fav ur of 

making strategic management all-encompassing. He is of the view that the capacity for 

creativity and innovation is distributed widely in an organization. He therefore advances 

the case for taking advantage of the diversity within the finn in terms of experience age 

location, seniority etc. 

Consequently e eryone needs to be given an opportunity to influence the destiny of the 

organization, of which they are part. In any e ent whatever one does in hiche er area 

must be taken as part and parcel of the overall strategy, operationalised to day-to-day 

activities. Indeed, if a significant proportion of the organisation does not know the 

direction the organisation is taking it is a serious indictment on the abi lity of the 

management to communicate downwards effectively. For KenGen, the unionisable 
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cadres fonn 65% of all employees. They are therefore a significant stakeholder when 

investigating attitudes cul ture and core values ofthe firm. 

3.3 ample and ample Design 

The degree of confidence attached to the findings of the re carch depended on the sample 

size. Because a census of the 1503 employees\ as impractical, and indeed unnecessary, 

with a constrained budget and time limitations a representative sample of the population 

was used. Respondents were picked through a simple random proce s. Th mformation to 

undertake this activity was derived from the company's human resource database. A 

computer was used for the random selection of respondents. The ample frame was all 

employees on the payroll as at 151 July 2004. 

A sample size of 90 employees was used to match available financial res urce and 

timeframe. This size was calculated using the following formula (Cooper and chindler 

2003): 

Where: 

= tbe ample ize 

pq = a mea ure of tbe ample disper ion 0.35 and 0.65 was used to 

reflect management and un ion proportions in the population) 

a= tandard error of e timate indicating the de ired level of 

accurac (confidence level of 95% and interval range of± 

10%) 
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t a confidence level of95%, the standard error is multiplied by 1.9 to get the samplin 

error - i.e. 1.96 CJ = 95% confidence level of population 

Thu CJ = 0.10 or 0.051 

1.96 

The equation for the sample size therefore becorr.es: 

= (0.35)(0.65) = 7.5 (rounded to 9 ) 

(0.051) 2 

Several researchers (Matseshe, 1999; Njoroge, 2003) have reported return rates of 

between 30% - 85% in their work. The calculated sample size was large enough to take 

care of this and still be within the widely accepted rule of thumb of at least 30 test units, 

for a representative sample. 

3.4 Data Collection M ethods 

Primary and secondary data was used for the study. econdary data was obtained from 

company records, such as the KenGen Annual Financial Statement of Accounts. 

Additional data was available in the KenGen management information system. 

Primary data was collected through a structured questionnaire (Appendix 3.4b). This was 

dispatched to all the selected respondents in the Company with a co ering letter 

(Appendix 3.4a), as necessary. Where electronic communication was available, it was 

used to hasten the process. It was anticipated that some of the respondents may have 

problems understanding some of the questions and independent assistance was arranged 
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or this. Appropriate instructions were issued to such assistants to minimise b1as in their 

ole. A small pilot survey was undertaken in airobi electronically to fine-tune the 

questions and to assess initial reactions of respondents. This revealed the need for more 

personal involvement and the degree to which the research assistants were required . 

. 5 Data oaly i Metbod 

Data analysis tools in Microsoft Excel spreadsheet and the P software packages' ere 

used to analyse the data. The underlying goal was to search for trend , c phcit or 

implicit in the population of study. The following hypothesis was tested with respect to 

objective 1 of the study: 

• HO (null hypothesis): There ts no gap between employees' expectations and 

perception of strategy 

• HA (alternative hypothesis): A significant gap exists bet\\een the employet; ' 

expectations and perception of strategy 

Decision rule: Reject HO if calculated Tis < -1.96 or>+ 1.96 (significance level = 0.05) 

Measures of association and the strength of the relationships were also checked using the 

Pearson s correlation coefficient to test the veracity of question 2 of the study. Frequency 

tables were used for Part A of the Questionnaire. The other two parts were analysed \! ith 

frequencies, means standard deviation and tabulations. By comparing the differences 

between the means of the dimensions in Parts B and of the Questionnaire it was 

possible to identify the differences in perception from expectations. AT-test was done to 
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erify the statistical significance of the gap between the two in relation to que tion 1 of 

h e study. 

"-Jonnal distribution curves were drawn and graphical representations made to investigate 

"" hether there is a less than normal distribution - a pointer to the reliability of the data. 
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HAPTER OUR: FINDI G DI 10 

4.1 Introduction 

This Chapter details the findings and discussions of the research study. The data is 

summarized into mean scores percentages and frequencies. These are su sequently 

presented in tables and charts as appropriate. A discussion of the implications of the 

findings on the research subject follows each table, figure or chart. The hapter al o 

documents and discusses the various aspects of strategy and the differences clween 

employee expectations and the perceived performance ofKenGen's 5-Year Business Plan 

on those aspects. 

The analysis has been presented in four sections. The first section details data on the 

r sponse rate and the respondents' profiles. The second section presents descriptive data 

on critical issues that are considered in developing and implementing a business plan and 

how KenGen's 5-Year Plan was rated on each aspect by the employees surveyed. The 

third section is on the gap between employee expectations and how they perceive the 

performance of KenGen's 5-Year Business Plan. The fourth and last section detai Is 

factors influencing employee perception and their correlation with the strategic aspects of 

lhe study. 

4.2 Finding 

4.2.1 R pon e Rate 

Out of the 90 respondents selected randomly to participate in the study 70 completed and 

returned the questionnaires. This is a response rate of 78%. It is comparable to other 

41 



return rates ofbetween 30% and 85% that several researchers have rep rted in their work 

Matseshe, 1999; joroge, 2003). 

-t2.2 Respondent Profile 

This is documented in Tables 4a through 4d and figure 4a hereinafter. 

Table 4a: Re pondents Profile b Job ategory 

CATEGORY NUMBER PERCENT CUMULATIVE PERCENT 

!Senior Management 6 8.6 8.6 
!Middle Management 23 329 41.4 
Unionisable staff 41 58.6 100 
tfotal 70 100 
Source: Research Data 

Table 4a above shows that 4 I .4% and 58.6% of the sample was drawn from management 

and unionisable staff, respectively. The employee population is made up of 65% union 

and 3 '% management staff, respectively. There is therefore an over/under-representation 

of management and union, respectively, of 6.4%. This is, howe er considered to be an 

insigni ficant margin of the population under study. 

Table 4b: Re pondent Profile by Operational Area 

LOCATION NUMBER PERCENT %OF ACTUAL POPULATION 

[central Office 7 10 16 
Kipevu 12 17.1 14 

Plkaria 16 22.9 27 
Seven Forks Complex 20 28.6 24 
Turkwell 2 2.9 I 6 
Mini Hydros 13 18.6 9 
rrotal 70 100 
Source: Research Data 

Table 4b above shows that each operational area was well represented in the sample. 

Consistent with the population the areas with majority representation are Seven Forks, 

Olkaria, Mini Hydras and Kipevu. Central Office is primari ly responsible with 
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eveloping strategies while those in the outlying stations are in ol ed in implementation. 

ne sample representation of 10% and 90% between the Head Office and operational 

..reas, respectively is a reflection of the core business of KenGen: power generation. The 

ajor installations are located outside airobi, its headquarters. 

Table 4c: Re pondents Profile by ength of ervice in the ompan 

SERVICE NUMBER PERCENT CUMULATIVE PERCENT 

Not Exceeding 1 0 yrs 16 22.9 22.9 
11-20 yrs 35 50 72.9 
21-30 yrs 18 25.7 98.6 
Pver 31 yrs 1 1.4 100 

!Total 70 100 

Source: Research Data 

rom Table 4c above 50% of the respondents have been employees of KenGen for 

between 11 -20 years and 77% have served the Company for more than 10 years. It is 

lhere ore reasonable to e pect that they have a good appreciation of th company s 

ac tivities and can make a fair judgement on its strategic issues. 

Table 4d: Respondent Profile by Level of Education 

LEVEL OF EDUCATION NUMBER PERCENT CUMULATIVE PERCENT 

Primary 11 15.7 15.7 

Secondary 21 30 45.7 

Middle level college 27 38.6 84.3 

University 11 15.7 100 

~_otal 70 100 

Source: Research Data 

Table 4d shows that 54% of respondents had been to at least mid-level colleges. Of the 

balance 30% had secondary school education. Consequently, 84% of the respondents 

could make 'educated assessment of the strategic issues raised in the Questionnaire. 
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igure 4a: warene s of Ken en 5- ear Bu in Plan 

YES 
60% 

Source: Research Data 

NO 
40% 

60% of the respondents wer aware of the Business Plan. Their responses and e aluation 

is therefore based on informed knowledge, not guesswork. This results in a higher le el 

of confidence on the data than would otherwise be the case if a larger proportion of 

respondents were not aware of the Business Plan. 

4.2.3 Critical I ues in Developing and Implementjng a Busine Plan 

The various concepts of strategy in an organisation have been dealt with in detail in 

Chapter 1 of this Report. KenGen s 5-Year Business Plan was used to exemplify 

employee perception of strategy in a typical public organisation in Kenya. The strategy 

was operationalised by reaking it down into indicators that could be measured. 5-

point Likert scale (I to5) " as used as the basis of measurement, where 5 represented the 

highest (best level of positi e sentiment and l represented the highest level of negative 

sentiment. 
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The o i nalised indicators of trategy arc ranked hereunder based on the calculated 

m ore of r pondents on each item. he indicators demonstrate the respondents' 

e tations from a business plan based on how critical they consider each issue to be in 

th fonnulat1on and implementation of a busin ss plan. 

Table 4 ritical I ue in the 0 elopment and lmplem ntation of a Bu in Plan 

iNDICATORS MEAN SCORE 
STANDARD 
DEVIATIO 

RANK 
Expressing the direction and purpose of the company 11 .8 0.4 1 
HGtng salary and mcenbves that attract. retam and mot1vate staff 4 79 0.45 2 
raililg and development of employees 4.71 0.46 3 
~management commibnent 4.7 0.55 4 
Slnpe and clear vision and mission statements of the company 4.61 0.52 5 
PI'<Md!llg adequate budget for the planned activities 4.6 0.49 6 
alang into account existing and potential competitors in the market 4.57 0.58 7 
~acing emerging issues and technology (e.g. IT systems) 4.54 0.63 8 
~staff policies and practices that treat employees equitably 4.54 0.56 9 
Empowering employees in their jobs 4.53 0.56 10 
Communicating the business plan in the whole organisation 45 0.65 11 
Cfeallng organisational structures that enhance openness and flex1bilrty 4.5 0.56 12 
Haw19 mutual support and trust at all levels of the organisation 4.5 0.61 13 
~a!ion of employee needs and expectations 4.47 0.56 14 
~!ifymg cost-saving activities and opportunities 4 43 0.63 15 
Benchmarking the company performance with the Industry 4.33 0.61 16 
Employee mvolvement in developing a company's business plan 4.3 0.64 17 
amg account of major stakeholders (e.g. Govt, WB, IMF) 4 24 0.73 18 
~g some specific time to discuss the business plan 4.23 0.54 19 
PeveJopment of shared values and culture among employees 411 0.83 20 
~iog teams and coalitions 4 03 0.9 21 
eN levels of authority 3.86 0.87 22 

Encouraging personal initiative (risk-taking rather than risk avoidance) 3.81 1.04 23 
~ a right to question any issue 3.8 0.99 24 
,6,ccepling mistakes/tolerating failure 3.74 1.1 25 
Ability to outsource non-core activities (contracbng some services) 3.6 0.97 26 

Source· Research Data 

The findings indicate that the fi e topmost issues that employees expect a Business Plan 

to address are: expressing the direction and purpose of the company, having salary and 
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tha are attractive training and development, emor management commitment 

and a sunple and clear vision and mission statemcn of the ompany. The tssues that are 

1 ed to be of lesser significance include: ability to outsource non-core activitie 

accepting mistakes/tolerating failure, ha ing a nght to question any tssue, encouraging 

personal initiative and few le els of authority in the rganisation. he majority of 

ployees seem to rate out-sourcing of services lo" ly perhaps because of a perception 

tlut it may risk their job security. However, none of the issues under measurement had a 

means ore of less than 3.6 (out of 5); suggcstmg that all factor were considered t e 

unportant by employees. There was more consensus on issues that were rated high in 

importance (lower standard deviation) than those that were considered of less importance. 

The finding that ·expressing the direction and purpose of the company' ranked at the top 

of the table is consistent with the view that th fundamental role of strategy in an 

organisation is to provide direction (Hamel and Prahalad, 1994). Other aspects related to 

this strategic dimension were also rated high in importance, including senior management 

commitment, simple and clear mission and vision statements and shared alues and 

culture. The respondents also rated the need to embrace emerging issues such as 

information technology quite well. On the other hand, aspects that could benefit them 

more on an individual level were also given good ranking. These include empowering 

them in their jobs and equitable staff policies. The poor rating of outsourcing non-core 

activities is consistent with the human reaction to change; destabi I ising the status quo 

threatens existing corporate culture and power positions. 
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c ntrary to contemporary management thinking, the respondents rated some aspects that 

uld enhance innovation~ encourage efficiency and reduce bureaucracy as less critical 

in plan. These include having few levels of authonty, encouraging personal initiative, 

right to question issues and tolerating mistakes. These attributes are perhaps perce1ved y 

ployees as being of low importance in a public sector setting here individual effort 

and initiative can at times take bac.kstage due to corporate strategies that are imp sed on 

an organisation. 

4.2.4 Rating of KenGen's 5- ear Bu ioe Plan 

Respondents were requested to rate their perception of how KenGen 's 5-Year Business 

Plan has met their expectations on various aspects of strategy. The mean scores on each 

indicator were then calculated. The ranking is tabulated in Table 4f hereinafter. 
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bl f: Ratio of en en S- ear Bu ine Plan 

I DICATORS PERFORMANCE STANDARD 
DEVIATION RANK 

~ a1d dear Vlsion and mission statements of the company 3.97 1.05 1 
,_. ..... .....;.'::1 emergmg issues and technology (e.g. IT systems) 3.83 1.05 2 

lhe direclioo and purpose of the company 3.74 12 3 
Sella rncmgement commitment 3.46 111 4 
~adequate budget for the planned activities 3.4 129 5 
)~ aa:oontor major ml<ellolders (e.g. Govt, WB, IMF) 3.4 1.39 6 
fiamg mutual support and trust at all levels of the orgamsabon 3.33 111 7 
~ranng and development of employees 3.3 109 8 
~aill9 into account existing and potential compebtors in the market 3.26 115 9 
~to outsource noo-core activities (contracting some services) 3.26 116 10 
~~lying cost-saving activities and opportunities 3.26 1.06 11 
~powering employees m the1r jobs 3.21 1 05 12 
Benchmaoong the company performance with the Industry 3.19 1.24 13 
Crealing organisational structures that enhance openness and flexibility 3.17 0.98 14 .. 

of employee needs and expectations 3.13 0.99 15 
~municating the business plan in the whole organisation 3.1 1.17 16 
~ teams and coalitions 3.1 1.08 17 
e~~ levels of authority 3.07 1.09 18 

~aving salary and incentives that attract, retain and motivate staff 306 1.1 19 
~avilg staff por~eies and practices that treat employees equitably 3.04 0.98 20 
~aging personal initiative (risk-laking rather than risk avoidance) 3.04 1.17 21 
Pevelopment of shared values and culture among employees 3.04 1.04 22 
§tlplo_yee involvement in developing a company's business plan 3.03 0.98 23 
~ng mistakes/tolerating failure 3.03 1.06 24 
Alkr.Wtg some specific time to diSCtJss the business plan 2.91 1.15 25 

~aving a right to question any issue 2.84 1.15 26 

Source: Research Data 

The five areas of the Business Plan that were perceived to be meeting expectations by a 

high degree were clarity of Vision and Mission statements, embracing emerging issues 

and technology, expressing the direction and purpose of the company senior 

management commitment and proyjsion of an adequate budget. The Plan was perceived 

not to be doing well on right to question issues a11owing a specific time to discuss it 

tolerating mistakes, employee involvement in planning, and development of shared 

culture and values amongst employees. In the majority of issues the Plan was rated as 

'satisfactory' with mean scores being more close to 3 (out of 5). There was no issue 
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it was perceived to be 'excellent". This notwithstanding, there i cope and 

opportunity for improvement by incorporating a wider section of the workforce in the 

fi mmlation of strategy. 

4.2 PerceptuaJ ap of KenGen 5-Year Bu in Plan 

If !he percei ed perfonnance of the Business Plan were to meet employee expectations, 

!he differences in scores for Tables 4e and 4f would be zero. To in estigate what wa the 

po ilion in e ery case the mean scores for each dimen ion in Table 4f ·• as deducted from 

the corresponding item in Table 4e. The results are presented in Table 4g below. 

Table 4 : Difference between Expectation and Perceived performance of Plan 

INDICATORS RATING EXPECTATIONS GAP RANK 
~to outsource non-core activities (contracting some services) 3.26 3.60 -0.34 1 
~and dear vision and mission statements of the company 3.97 4.61 -0.64 2 
~ng emerging issues and technology (e.g. IT systems) 3.83 4.54 -071 3 
~ting m1stakesltolerating failure 3.03 3.74 -0 71 4 
px:ooraging personal initiative (risk-taking rather than risk avoidance) 3.04 3.81 -0.77 5 
~levels of authority 3.07 3.86 -0.79 6 
akilg account of major stakeholders (e.g. Govt. WB, IMF) 3.40 4.24 -0.84 7 
~ teams and coalitions 3.10 4.03 -0.93 8 
~avilg a right to question any issue 2.84 3.80 -0.96 9 
pPressing the direction and purpose of the company 3.74 4.80 -1.06 10 
~ment of shared values and culture among employees 3.04 4.11 -107 11 
~mar1<ing the company performance with the Industry 3.19 4.33 -1.14 12 
Identifying cost-saving activities and opportunities 3.26 4.43 -1 .17 13 
Havil9 mutual support and trust at all levels of the organisation 3.33 4.50 -1 .17 14 
ProWting adequate budget for the planned activities 3.40 4.60 -1.20 15 
Senaoc management commitment 3.46 4.70 -1.24 16 
~ee involvement in developing a company's business plan 3.03 4.30 -1.27 17 
aking into account existing and potential competitors in the market 3.26 4.57 -1.31 18 

Alowing some specific time to diSCllss the business plan 2.91 4.23 -1.32 19 
~ring employees in their jobs 3.21 4.53 -1.32 20 
~eating ()(ganisational structures that enhance openness and flexibility 3.17 4.50 -1.33 21 
~ation or employee needs and expectations 3.13 4.47 -1 .34 22 
~unicating the business plan in the whole organisation 3.10 4.50 -1 .40 23 
~railing and development or employees 3.30 4.71 -1 .41 24 
ttawl9 staff policies and practices that treat employees equitably 3.04 4.54 -1 .50 25 
~cMig salary and incentives that attract, retain and motivate staff 3.06 4.79 -1.73 26 

Source: Research Data 
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indi ors measured had gaps between expectations and perceived perfonnance. hi 

lied that the perceived performance of the Business Plan failed to meet the 

ndents' expectations. The perception gap was narrowest on outsourcing clarity of 

vis10n, embracing emerging issues, tolerating mistakes and encouraging personal 

initiati e. This was an indication that these issues met employee expectations with 

mirumal divergence. The gap was widest on salary and incentives, policies on treating 

employees equitably training and development and communicating the Business Plan 1n 

the whole organjsation. Thi implied that employees perceive these 1ssues to be 

marginally addressed or catered for by the Plan. Aspects related to employees welfare 

fearure significantly in areas where the perception gap was widest. This is consistent with 

the view that the HR policy ought to be part and parcel of the overall corporate strategy 

(Annstrong, 2001 ). 

orne aspects with a moderate perceptual gap such as tolerating mistakes encouraging 

personal initiative and few levels of authority are considered crucial in successful 

organisations (Peters and Waterman, 1982; Pearce and Robinson, 2000). The fact that 

KenGen employees perceive these to meet their expectations to a reasonable degree could 

imply a paradigm shift to a corporate culture that is normally associated with private 

sector organisations. 
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ct r Influencing Perception 

(i) Po itioo in th Organi ation 

The perceived performance and expectations of the various categories of employees was 

p tted to in estigate whether perception varies with one's position in the organisation. 

The fmdings are presented in Figure 4b below. 

Figur 4b: eniority in the Organi ation 

5.00 

4.00 

3.00 

2.00 

1.00 

0.00 

.... 
""" 

.A. ·-

~ 

• 

_....... 
""" 

• -
Senior Middle Unionisable 

Source: Research Data 

• 
• 
... 

Overall 

~Expectations 

-+- Performance 

Gap 

Figure 4b shows that there was a marginal increase in expectations and perceived 

performance of the KenGeo strategic plan as one moves down the organisational 

hierarchy. Unionisable staff expectations and performance rating were above other ranks 

followed by the middle management. Perhaps due to senior management involvement in 

the formulation and implementation of the Plan they are restrained in their expectations 

and bow the Plan has faired so far. 
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(ii Leo h of n •ice in tb ompao 

In rder to investigate \! hether length of service has an influence on perception the 

e. pcctations and perceived perfonnance of the respondents was plotted against the period 

the· · bav erved in the ompany. The results are plotted in figure 4c below. 

f i ure 4c: Length of ervice 
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Source· Research Data 

Figure 4c indicates that employee expectations from the plan remain almost constant till 

after 30 years when they decline. However, the perceived rating of the plan increases 

marginally but similarly declines after 30 years. The gap between expectation and 

perceived performance is widest for those who have served for shorter periods in the 

organisation but reduces with increase in service. For those with over 31 years, the 

perceived performance of strategy are very close to expectations (approximates zero). 

This would be consistent with the literature. Those who have served longest are likely to 

be influenced by past experiences of similar initiatives in the organisation (Bennett, 1997; 

Thornhill and Saunders, 2003). They are likely to moderate their expectations based on 

pre"ious information. Those who are new in the organisation, on the other hand, are 
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ely to be mfluenced by the company's public image, for instance through electronic 

print media. The reality on the ground, however may be otherwise. 

iiij G graphical Location 

There ha e been documented differences in management styles based on geographical 

I alion, especially at the global level. This was the basis for investigating to what degree 

perception of strategy is influenced by geographical location in lhis study. 

Figure 4d: Geographical Location 
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Source: Research Data 

Figure 4d indicates that strategy expectations were almost identical across all stations 

except in Turkwell, where there was a dip. The perceived performance of the Plan is 

nevertheless highest in Kipevu, Olkaria and Seven Forks. Central Office and Turkwell, 

rate it below the overall mean. The gap between expectation and perceived perfonnance 
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·td t in ntral Office. This may not be unexpected as the majority of those who 

\\ OUid be in olved m form ulation of the strategy are in Head Office. There is a need 

ne,·ertheless to make development of strategy more embracing by taking on board more 

eholders to the extent that resources can aJJow. This would en ure that they could 

m 1'e a realistic assessment of its performance during implementation. 

(i\ ) mployee evel of ducatioo 

The respondents \\ere requested to indicate their le el of education. This was plotted 

against both their expectations from the Plan and how they perceive its performance to 

be. The results are indicated hereunder. 

Figure 4e: mployees Level of Education 
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Source: Research Data 

Figure 4e above shows that expectations were almost at the same level irrespective of the 

education level. Perceived performance of the Plan on the other hand is at the same level 

for those at primary and secondary levels but decreases thereafter. The perception gap 

between expectations and performance therefore increases with education after the 
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school level. lt is at its widest for those with umve ity education. It is 

nable toe 'pect that this latter group of employees is well versed with the activities 

o e Company and are likely to restrain both their expectations and their perceived 

rmance o the Plan. It also means that special managerial focus may be needed when 

unicating strategy to the rest of the employees. 

( 1 mployee ' a rene of the 5- ear Bu ine Plan 

R -pondents were r que ted to indicate \\hether th y are aware or familiar With 

KenGen's 5-Year Business Plan. The results are presented hereunder. 

Fi re4f: Emplo_ ees ' arenes of the 5-Year Bu ine Plan 
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Figure 4f above shows that expectations from the Plan were at the same level whether 

one was aware of the Plan or not. But employees who were not aware of it rate the 

perceived performance low. This is perhaps because they ha e not seen its impact in their 

daily activities or on the organisation for that matter. This explains the big gap in 

perception for those who were not familiar with the Plan. The upshot of this is that 
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unicating strategy to employees can greatly reduce dissatisfaction enhanc c -

tion in implementation and boost morale. 

tatistical ignificance 

T- test was carried out to establish if the differences re ealed by the profiles and the 

between strategy expectations and perceptual ratings was statistically significant. The 

ulated T aJues ~ ere plotted on the horizontal axis against the strategy indicators (on 

vertical axis . The confidence level was set at 95% (0.05 significant le el). The 

Its are tabulated in Figure 4g belo . The following hypothesis \\a tested: 

• HO (null hypothesis) : There is no significant gap between employees ' 

expectations and perception of strategy 

• HA (alternative hypothesis) : A significant gap exists between employees' 

expectations and perception of strategy 

DeclSlon mle: Reject HO if calculated Tis < -1.96 or > -r 1.96 (signi ficancc Je el 0.05) 

Figure 4g: Significance T t on tbe difference ben een E pectation and Perceived 

Strategy Performance 
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on the above results, the null hypothesis (HO was rejected as all the alue ofT 

ov 1. . onsequently the gap between strategy expectations and its percei ed 

pert; nnance by employees was statistically significant on all aspects of the strategy 

r im tigation. This characteristic appears to be quite explicit in the data findings 

it has Lo b within the population under study, not just as a result of random ampling 

u tuation only. 

L. orrelation naly i 

Correlation is used to reveal the magnitude and direction of relationships. Magnitude 

re ·eals the degree a variable moves in the same or opposite direction while direction is 

indicated by whether a variable bas a +ve or - ve relationship (some variables may be 

inversely related . Absence of a relationsh1p is expressed by a coefficient that 

pproxim tes z ro. For example, Lh Pearson 's correlation co fficient, which was used in 

this work, ranges from - 1 through 0 to +1. Correlation was investigated on employee 

expectations of the Business Plan and its perceived performance, in relation to seniority, 

length of service in the Company and level of education. The results are presented in a 

correlation matrix in Appendix 4.2. 

(i) trate E pectatioo and eniority 

Based on the correlation matrix most of the aspects of strategy were not significantly 

correlated to seniority apart from 'Few Le els of authority' which was positively 

correlated to seniority. This means that senior members of staff do expect a "few levels of 

authority' in the organisation. This is consistent with the literature and current 
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(ill 

gem nt thinking Mullins, 1999). Other than this it can be concluded that seniority 

tittle or no relationship with strategy expectations in the ompany. 

pectatioos and Length of ervi 

ring organization structures that enhance openness and flexibility' was negatively 

rrelated to length of service. This means that those who have served for shorter periods 

of time have signi ficanlly higher expectations on openness and flexibility to undertake 

r actl\'tlies, but thi pirit d clines as one remains in the organisation for a longer 

penod. It is likely those who ha e served longer have pre ious experiences that moderate 

their expectations. 

'Having salary and incentives that attract, retain and motivate staff' was positively 

c~rrelated to length of service. This would be consist nt with the natural reaction of those 

who belie e whether rightly or wrongly that they have contributed to the success of the 

organisation and need to be rewarded for it. These feelings increase the longer one has 

served the organisation. 

(iii trategy Expectations and Level of ducation 

'Building teams and coalitions' was negatively correlated to the level of education. This 

means that those ' ith low levels of education ha e significantly higher expectations on 

this aspect in the Business Plan. This could be a wakeup call for their involvement in the 

formulation of such plans in future. 
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(i erceptioo of trate and eniorit 

The aspects that were positively correlated to seniority include: ' ommunicating the 

8 ess Plan' 'Allowing specific time to discuss the Business Plan', creating 

"'o·--· _ti.on structures that enhance openness and flexibility and having mutual support 

trust at all levels'. One aspect that v as negatively correlated to eniority at a 

1gmftcant level vas 'ability to outsource non-core activities'. This means that 

ou urcing of services as a trategy is viewed negati ely more so at the lower levels of 

th organi ation. Thi cou ld be a a result of the iew that uch a strategy may be a threat 

to existing jobs. 

(v) Perception of trategy and Length of ervice 

Perception of strategy was positively correlated to length of service on most aspects. 

Ho\\ ver COITelation wa significant with respect to 'simple and clear ision and mission 

statements' and 'encouraging personal initiative (risk taking rather than risk avoidance)'. 

This means that on these hvo aspects, the longer a person has served the Company the 

more likely they are to appreciate the strategy effort on these accounts. 

'Communicating the Business Plan in the whole organization' was, nonetheless, 

correlated negatively to length of service at a significant level. This implies that those 

who have served for a longer period perceived communication of the strategy as 

inadequate in the organisation. This must be as a result of prior experiences with the 

Company. 
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( 1 Perception of trategy and Level of ducation 

perception of strategy on most aspects was negatively correlated to the employees' 

I of education. This correlation was nevertheless, significant in the following 

aspects: allowing specific time to discuss the Business Plan' 'Training and development 

of employees', 'creating organization structures that enhance openness and Oexibility', 

·a rec iation of employee needs and expectations' , ' ha ing mutual support and tm t at 

all Je els f the organization ' senior management commitment' and 

'to! ratingtaccepting mistakes ' . This implies that those \) ith m re education arc less 

satisfied on these aspects of strategy than those with less education. onetheless one 

aspect was highly and positively correlated to level of education: ' ornmunicating the 

Business Plan in the whole organization' . This would imply that those with higher 

education perceived the Company to be doing significantly well in communicating the 

Plan throughout the organisation than those with less education. B cau e this IaUer group 

is at the lower Jevels of the organisation it means that communication of the strategy is 

not effective or non-existent at these levels. 

(vii) Corr elation Analysis ummary 

There were three hypothesized factors that could affect employee expectation and 

perception of strategy: seniority in the organisation length of service and level of 

education. Based on analysis of data the employees' level of education is the most 

significant factor, correlating with eight out of twenty six aspects of strategy. Seniority in 

the organisation then follows with five factors, while length of service affected three 

aspects. anagerial effort to address strategy in the organisation, be it in formulation or 
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enution needs to take account of this ranking to enhance the Jikcliho d of 

41 Data Reliability 

Jormal distribution curves were drawn and graphical representations made lo in estigatc 

·hether th re is a less than nonnal distribution - a pointer to the retia ility of the data 

The curves were derived from data on each strateg_ aspect under study. The values 

origmate from linear regression where employee e ·pcctation is taken a the md pendent 

variable and the perception of the Plan as the dependent variable. The results are 

pr nted in Appendix 4.1: i) - (xxvi). From the summary on page 14 of this Appendix, 

17 of the 26 curves (65%) are very close to a normaJ distribution. 8 curves (31 %) are 

slightly skewed to the right, indicating a higher inclination to a positive response. On ly 

one curve 4%) was slightly skewed to the left. B sed on these findings it is onsid red 

that the data used had low variability and is reliable enough to be a basis of the 

conclusions made hereinafter. 
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0 L 10 RE O D TI 

llotroduction 

This Chapter addresses the findings of the study in relation to th objecti es outlined in 

Cb L It also highlights the limitations of the work and suggestions for further 

research. 

-.z cu ion a nd onclu ion 

The tudy established that there was a significant perception gap between employee 

expectations and perceived performance of the strategy in all indicators measured. This 

gap arises from more than just random sampling fluctuations alone; it is a characteristic 

of th population under study. The five topmost issues of concern to employees were; 

expr sing the direction and purpose of the Company. having salary and incentives that 

are attractive, training and development of employees, senior management commitment 

and simple and clear Vision and Mission statements. Issues that were perceived of less 

importance were: ability to outsource non-core activities, accepting mistakes/tolerating 

failure, having a right to question any issue encouraging personal initiative and having 

few levels of authority in the organisation. 

The perception gap was narrowest in outsourcing, clarity of Vision and Mission 

statements, embracing emerging issues, accepting mistakes and encouraging personal 

initia ive. It was widest on salary and incentives, policies on treating employees 

equitably training, and de elopment, communicating the Business Plan in the 

orgamsation and appreciation of employee needs and expectations. 
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The B · ess Plan was perceived to be best on clarity of vision and mission statement. 

emb ing emerging issues and technology, expressing the company purpose and 

directi n. senior management commitment and budget adequacy. It was rated lowest on 

right to question issues, allowing time to discuss the Plan tolerating mistakes and 

'!mplo ·ee involvement in planning acti ities. 

h1>ectations arising out of strategy appear to be affected marginally by the position in 

!he company's hierarchy, geographical location and educational le e l. HO\\ ever, there is 

a declining trend in expectations the longer one has served in the ompany. It is 

conceivable that new employees could have high expectations depending on the 

corporate image of the organisation in the marketplace. At the same time, those who have 

been in service for long are likely to be realistic of the finn's capabilities, based on past 

experiences. 

On the other hand, perceived performance of the strategy increases slightly with an 

emplo ee's position in the company, but is unaffected by period of service and 

geographical location. It nevertheless rises with the level of education after the secondary 

school level. [tis possible those with more education are in the majority higher up in the 

organisational hierarchy and will be more informed of constraints, or otherwise of the 

strategy implementation process. 

Expectations from strategy for those who bad prior knowledge of the Plan and those who 

didn't are marginal. The perceived performance is however, lower on those who were 
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n priv to the Plan. It is conce1vable that the impact of the strategy a a "common 

' running through the organisation is lacking. It is not mandat ry, nevertheles , that 

each employee has an individual copy of the document, but its impact should be felt 

throughout the whole organisation. 

A correlation between employee e pectations and their perception of strategy " as 

es abli hed depending on the le el of education seniority in the organisation or length of 

entce. he le el of education' as found to be the principal factor in th1 as oc1ation. 

5.3 Recommendations 

The significant perception gap between expectations and perfonnance requ1res 

managerial intervention. Additional effort and resources may be necessary to address 

lh1s. The large proportion of employees that are not aware of the strategy can be a 

hindrance to its implementation. All employees need to be stakeholders in the future 

direction of the organisation even if it will be in varying degrees. Their daily 

performance and activities should be measured along the specific milestones and core 

values identified by the Plan. The move towards ISO 900 I :2000 certification by the 

Company is therefore in the right direction as what cannot be measured cannot be 

managed. Involvement of outsiders such as consultants and external stakeholders should 

be considered in the strategy formulation to moderate "self-centeredness 'of employees. 
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-.4 ·mitation of the tudy 

The major limitations were time and financial resources. On this account, it as not 

po le to ha e a one-on-one interview with the respondents. A number of respondents 

exp ed the desire to give more insight to their views if this was possible. 

There was also a constraint of availability of employees through human engagements 

such as leave of absence training or fieldwork. onethelcss, the respondent rate wa 

high enough that these limitations had marginal effects on the o crall findings of the 

Study. 

It ' as also appreciated that respondents bias may have been an inevitable part of the 

Study as employees were required to make a judgement on the institution lbat they work 

for. One may percei e penalties or benefits resulting from taking a particular position en 

an issue. This was, however minimised by encouraging anonymous responses. 

5.5 uggestioo fo r Further R e earcb 

The study focused on one company in the Public Sector. Future research could cover 

several public sector firms or even a specific sector such as telecommunication or power. 

The research was also quantitative in nature, to a certain degree, as it identified the 

aggregate position of the situation without interrogating the quality of individual 

responses through interviews. A qualitative case study could be conducted in future to 
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d ell deeper into the reasons behind how and why employees perceive strategic issues 

as tdentified in this research. 
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APPENDICES 



:!J!ptDdi.I .4 (a): Introductory letter 

Dear ir/ adam 

RE:REQ 

Joseph . g'ang'a 

KenGen, tima Plaza 

P. 0. Box 47936 

airobi 

23rd July, 2 04 

a post graduate student in the Faculty of Commerce. niversity of airobi majoring 

in strategic management. My special area of interest is m usc of trategy to enhance 

corporate p rfonnance. In this respect I am con<.lu ling a Management Research Proj ct 

on 'employee Perception of Strategy in a Public Organisation: The Case of KenGen'. 

In order to undertake the research you have been selected to form part of the study. This 

is therefore to request your assistance in filling the attached questionnaire as truthfully as 

;uu can. The information you gjve will be treated in the strictest confidence and is 

n ed purely for a demic purposes. E n where a name has been pro ided it will not 

und rany circumstances appear in the final report. 

A copy of the final report will be made available to you upon request. 

Your assistance and co-operation will be highly appreciated. 

ours Sincerely, 

- --------------
Joseph . g'ang'a 

(Student) 

Jackson Maalu 

Lecturer, Dept of Business Administration 

(Project Supervisor 



Please respond to the follov ing questions to the b st of your ability. In icate with an 

or tick ./) your appropriate choice: 

: RE PO DE T PROFIL 

A 1. Your name ................................................................ ( ptional 

A2. Your jobs falls within: 
Senior management 0 
Middle management 0 
Unionisable staff 0 

A3. Indicate your operational area: 

Central office D 
Kipevu D 
Olkaria D 
Se en Forks Complex D 
Turkwell D 
Others (indicate) .................... .. . 

A4. Period of servic with the company 

ot exceeding 10 Years 8 
11 - 20 years 
21 - 30 years 
0 er 31 year 

A5. Highest le el of education attained 

Primary ~ Secondary 
Middle level college 
University 

A6. Am aware/familiar with Kerers 5-year Business Plan 
Yes 

0 



P RT : PI a e indicate the d r e to which io our vi ~ th followio i ue are 
important in de eloping and implementin a Bu ine Plan trat •): 

Exttemely Important Som what Not Completely 
important 1m rtant nnportant unn ce ary 

(5) (4) 3) (2) {1 ) 
' 

I Expressing th direction and purpose 
of the compai!Y_ 

2 Simple and clear vision and mission 
statements of the company 

J Employee involvement in developing 
a co~an__y's business plan 

4 Communicating the business plan in 
the whole organisation 

.s Allowing some specific time to 
discuss the business plan 

6 Takmg into account existing and 
potential cofl'!E_etitors in the market 

7 Embracing emerging issues and 
technol~e_:& IT systems) 

8 Training and de elopment of 
~mployees 

9 Creating organisational structures 
that enhance openness and flexibility 

10 Providing adequate budget for the 
planned actiVJties 

II Having salary and incentives that 
attract, retain and motivate staff 

12 Ha ing staffpolic1e and practices 
that treat employees equJtably 

13 Appreciation of employee needs and 
expectations 

14 Taking account of major 
stakeholders (e.g. Govt, WB, IMFl 

1.5 Ability to outsource non-core 
acuvitiesl_contractmg some serv1ces) 

16 Identifying cost-saving activities and 
opportunities 

17 Benchmarking the company 
erformance ' \'llh the Industry 

~ Encourag1ng p r ·onal iniuativc (n k-
taking rather than risk avoidancel 

19 Having mutual upport and trust at 
all levels of the organisation 

20 Senior management commitment 

21 Empowenng employees in their jobs 

22 Development of shared values and 
culture among_etTlQioyees 

23 Accepting mistakes/tolerating failure 

2-1 Building teams and coalitions 

25 Few levels of authority 

26 Having a right to question any issue 

2 



P RT : Plea e rate the degree to which in •our vie\\ K n eo S- ear 
Bu in Plan ba performed in the following are 

I Excellent Good Satisfactory p -r Don't know 

(5) (4) {3) (2) {l) 

I Expressing the direcllon and purpose 
of the company 

2 Having simple and clear vision and 
mission statements 

J Involving employees in developing 
the business plan 

4 Communicating the plan in the 
whole organisation 

5 Allowing some specific time to 
discuss the plan 

6 Taking into account existing and 
potential competitors in the market 

7 Embracing emerging issues and 
technol~e4- IT ~terns} 

8 Training and development of 
employees 

9 Creating organisational structures 
that enhance openness and flexibility 

10 Providing adequate budget for the 
planned activities 

II Having salaries and incentives that 
attract, retain and motivate staff 

12 Havmg staff policie and practices 
that rreat e_111Ployees eguitably 

13 Appreciating employees' needs and 
expectations 

14 Taking account of major 
stakeholders _(e_:K. Govt, WB, IMF) 

15 Outsourcing non-core activities 
( conrractin~ some services~ 

16 Identifying critical cost-saving 
activities and opportunities 

17 Benchmarking company 
performance wtth the Industry 

18 Encouragtng personal anaiative (n k-
taking rather than risk avoidance) 

19 Encouragmg mutual suppon and 
trust at all levels of the organisation 

20 Senior management commitment 

21 Empowering employees m their JObs 

22 De elopment of shared values and 
culture among employees 

2J Accepting mistakes/tolerating failure 

24 Building teams and coalitions 

25 Few levels of authority 

26 Having a right to question any issue , 
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Fre 
qu 
en 
cy 

Fre 
qu 
en 

cY 

for trat indi at r 

(i ) Having few levels of authority 

20 

10 

0 N = 70 .00 

-2 .00 -1.50 -1 .00 -.50 0.00 .50 1.00 1.50 2 .00 

Regression Standardized 

(ii) Building teams and coalitions 

N = 70.00 

-2.00 -1.50 -1.00 -.50 0.00 .50 1.00 1.50 2.00 

Regression Standardized 



Fre 
que 
ncy 

30 

20 

Fre 10 
qu 
en 
cy 

0 

(iii) Accepting mistakes and tolerating failure 

N = 70.00 

-2.00 -1 .50 -1 .00 -.50 0 .00 .50 1.0 0 1.50 2.00 

Regression Standardized - . . 

(iv) Development of shared values and culture 

Regression Standardized 
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Fre 
qu 
en 
cy 

F 
re 
q 

20 

u 1 0 
e 
n 
c 
y 0 

(v) Empowering employees in their jobs 

N = 70.00 

-2 .00 -1 .50 -1 .00 -. 50 0.00 .50 1.00 1.50 

Regression Standardized 

(vi) Senior management comm itment 

N = 70 .00 

Regression Standardized 
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Fr 
e 

20 

q 10 

u 
e 
nc 
y 

F re 
qu 
en 
cy 

0 

(vii) Having mutual support and trust at all leve ls 

N = 70 .00 

-2.00 -1.50 -1.00 -.50 0 .00 .50 1 .00 1.50 

Regress ion Standardized 

(viii) Encouraging personal initiative/Risk taking 

N = 70 .00 

Regression Standardized 
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Fre 
qu 
en 
cy 

Fre 
qu 
eo 
cy 

10 

0 

(ix) Benchmarking Co's Performance with the industry 

-2 .00 -1.50 -1.00 -.50 0.00 .50 1 .00 1.50 

Regression Standardized 

(x) Identifying cost-saving activities and opportunities 

N = 70 .00 

-2.00 

R e g re s s ion Stand a rd iz e d 
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Fre 
qu 
en 
cy 

Fre 
q u 
en 
cy 

20 

10 

0 

(xi) Ability to outsource non-core activities 

N = 70 .00 

-2 .50 -2 .00 -1 .50 -1 .00 -.50 0 .00 .50 1 .00 1.50 

Regression Standard ized 

(xii) Appreciating employees ' needs/expectations 

N = 70 .00 

Regression Standardized 
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Fre 
qu 
en 
cy 

F re 
qu 
en 
cy 

(xiii) Creating equitable staff policies/practices 

N = 70 .00 

-2 .00 -1 .50 -1 .00 -.50 0 .00 .50 1.00 1 .50 2 .0 0 

Regression Standardized 

(xiv) Having attractive salaries and incentives 

N = 70 .00 

-2.00 -1.50 -1.00 -.50 0 .00 .50 1 .00 1 .50 

Regression Standardized 
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F 20 

re 
q 
u 
e 10 

n 
c 
y 

0 

Fre 0 
qu 
en 
cy 

0 

(xv) Providing adequate budget for the Plan 

N = 70 .00 

-2 .00 -1 .50 ·1 .00 -.50 0 .00 .50 1 .00 1 .50 

Regression Standardized 

(xvi) Creating organizational structures that enhance openness 

N = 700 0 

-2 .o -1 .0 0 .0 1 .0 2 .0 

Regression Standardized 
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Fr 
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10 

y 0 

Fre 
QU 
en 
cy 

10 

0 

(xvii) Training and development of employees 

N = 70 .00 

-2.00 -1.50 -1.00 - .50 0 .00 .50 1.00 1 .50 

Regression Standardized Residual 

(xviii) Embracing emerging issues/technology 

N = 70 00 

-3 .00 -2.50 -2 .00 -1.50 -1.00 -.50 0 .00 .50 1.00 

Regression Standardized 
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Fre 
qu 
en 
cy 

Fre 
qu 
en 
cy 

16 

14 

12 

10 

8 

6 

4 

2 

0 

(xix) Considering existing/potential competitors 

N = 70 .00 

Regression Standardized 

(xx) Allowing specific time to discuss the Plan 

N = 70 .00 

-1 .50 -1 .00 -.50 0 .00 .50 1 .00 1 .50 2 .00 

Regression Standardized 
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F 20 
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q 
u 
e 10 

n 
c 
y 

Fre 
qu 
en 
cy 

0 

(xxi) Communicating the Plan in the whole organ isation 

N = 70 .00 

-2 .00 -1 .50 -1 .00 - .50 0 .00 .50 1 .0 0 1 .50 

Regression Standardized 

I (x ii) Employee Involvement in Developing the Plan 

N = 70 .00 

Regression Standardized 
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30 

20 

Fre 10 
qu 
en 
cy 

Fre 
qu 
en 

cy 

0 

(xxiii) Having simple /c lear vision and mission statements 

N = 70 .00 

-3 .00 -2.50 -2.00 -1 .50 -1 .00 -.50 0 .00 .50 1 .00 

R e g res s ion Stand a rd iz e d 

(xxiv) Expressing direction/purpose of Company 

N = 70 00 

-2.50 -2 .00 -1.50 -1 .00 ·.50 0 .00 .50 1 .00 

Regression Standardized 
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Freq 
uenc 
y 

R'e 
QJ 

10 

0 

En 10 
Of 

(xxv) Taking account of major stakeholders (e .g. Govt. WB) 

N = 70 .00 

-2 .00 -1 .50 -1.00 - .50 0 .00 .50 1 .00 150 

Regression Standardized Residual 

(xxvi) Hiving arigpt to qte)ticnany isstE 

N=7000 

-2.SJ -1.SJ -.9) .9J 1.9) 

-2.00 -1.00 000 1.00 2.00 
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• . ormally distributed cur e : 1 11 nt, 1 

xxii xxv, x.xvi (17 out of26 - 65%) 

. .. .. . 
VI, Vll Xll Xlll, XIV, X X l XVll, XXI 

• urv kewed to the right: 111 IX x xt xvut xxm xxiv, xix ( ut of26 - 31% 

• urve kewed to the left: xx (1 out of26 - 4%) 
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orrelation R ult 

orr lation Betw en trategy xp ctation Rating eniority and ducation 

CORRELATIONS: STRATEGY EXPECTATIONS 
Seniority Length of service Level of 

Education 

~ressing the direction and Pearson Correlation -o.055 -0.156 0.099 
purpose of the company ISig. (2-tailed) 0.651 0.198 0.414 
Simple and clear vision and Pearson Correlation -0.192 -0.206 0.168 
~ission statements of the 

ISig. (2-tailed) ~mpany 0.111 0.087 0.166 
~ployee involvement in Pearson Correlation -0.017 0.055 0.038 
!developing a company s 

ISig. (2-tailed) J>t;siness Plan 0.888 0.653 0.754 

Communicating the business Pearson Correlation -o.017 0 0.094 
Plan in the whole organisation Sig. (2-tailed) 0.889 1 0.439 

Allowing some specific time to Pearson Correlation 0.122 -0.033 -0.019 
piscuss the business plan Sig. (2-tailed) 0.313 0.786 0.873 
Taking into account existing Pearson Correlation -0.153 -0.145 0.114 
and potential competitors in the 

Sig. (2-tailed) market 0.206 0.231 0.349 
Embracing emerging issues Pearson Correlation 0 .0.161 0.082 
~nd technology (e.g. IT 

Sig. (2-tailed) ~stems) 1 0.183 0.498 

Training and development of Pearson Correlation 0.146 0.135 .0.14 
~mployees ISig. (2-tailed) 0.227 0.264 0.248 

~reating organisational Pearson Correlation 0.06 -.281 (*} 0.083 
!structures that enhance 

Sig. (2-tailed) ppenness and flexibility 0.624 0.019 0.497 

Providing adequate budget for Pearson Correlation -0.18 -0.095 0.162 
~e planned activities ~ig. (2-tailed) 0.137 0.433 0.18 

!Having salary and incentives Pearson Correlation 0.124 . 301 (~} -0.167 
hat attract, retain and motivate 

ISig . (2-tailed) !staff 0.307 0.011 0.167 

~aving staff policies and Pearson Correlation 0.08 -0.112 0.093 
practices that treat employees 

Sig. (2-tailed) 0.358 0.443 eQuitably 0.512 

~preciation of employee Pearson Correlation 0.099 0.004 -o.053 

reeds and expectations Sig. (2-tailed) 0.413 0.974 0.664 

:Taking account of maJor Pearson Correlation 0.015 0.135 0 1 
~takeholders (e.g. Govt, WB, 

S1g . (2-tailed) 0.266 0.409 IMF) 0.901 

fAbility to oulsource non-core Pearson Correlation -0.137 -0.008 0.146 
Fictivities (contracting some 

Sig . (2-tailed) 0.947 0.228 !services) 0.257 

dentifying cost-saving activities Pearson Correlation 0.035 -0.085 -0.007 

~nd opportunities Sig. (2-tailed) 0.771 0.485 0.954 

!Benchmarking the company Pearson Correlation 0.128 -0.075 -o.063 

perfonnance with the Industry ISig. (2-tailed) 0.292 0.539 0.605 

~ncouraging personal initiative Pearson Correlation 0.096 0.165 0.016 
~risk-taking rather than risk 

~ig. (2-tailed) 0.43 0.173 0.898 !avoidance) 

1 



Correla tion: Strategy Expectations (continued) 
Having mutual support and Pearson Correlallon 0.091 0.129 -0.051 
trust at all levels of the 

Sig. (2-tailed) organization 0.453 0288 0.678 

!senior management Pearson Correlation -0.142 0.114 0.039 
jcommitment $ig. (2-tailed) 0.242 0.346 0.747 

!Empowering employees in their Pearson Correlallon 0.179 -0 074 -0.03 
·obs Sig. (2-tailed) 0.138 0.541 0.806 

!Development of shared values Pearson Correlation 0.134 -0.035 -0.081 
~nd culture among employees Sig. (2-tailed) 0.268 0.776 0.506 

~ccepting mistakes 
Pearson Correlation 0222 -0.017 -0.171 

lsig. (2-tailed) 0.065 0.887 0.157 

Building teams and coalitions 
!Pearson Correlation 0.148 0.193 -.240(1 

lsig. (2-tailed) 0.222 0.109 0.045 

Few levels of authority 
!Pearson Correlation .330("*) 0.103 -0.221 

lsig. (2-tailed) 0.005 0.398 0.066 

Having a right to question any !Pearson Correlation 0.202 -0.024 -0.084 
ssue lsig. (2-tailed) 0.093 0.845 0.489 

!seniority 
Pearson Correlation 1 0.09 -.611 ("*} 

lsig. (2-tailed) 0.459 0 

1 ... ength of seJVice 
!Pearson Correlation 0.09 1 -.253("} 

lsig. (2-tailed) 0.459 0.035 

level of education 
!Pearson Correlation -.611 ("*1 -.253_L}_ 1 

jsig. (2-tailed) 0 0.035 

lo>- Correlation is significant at the O.Q1 level (2-tailed). 

Correlation is significant at the 0.05 level (2-tailed). 
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f<;ORRELATIONS RATING 

Seniority length of lov I of 
sorvlce Education 

~entority 
Pearson Correlation 1 0 09 -.611(•• 
ISig. (2-tailed) 0.459 0 

,_ength of service 
Pearson Correlation 009 1 -.253(* 
~ig . (2-tailed) 0.459 0.035 

... evel of Education 
Pearson Correlation -.611 (•• -.253(* 1 
~1g. (2-tailed) 0 0 .035 

Expressing the direction and Pearson Correlation 0.1 48 0.213 -0.182 
purpose of the company l51g (2-tailed) 0.222 0 .077 0.131 
Simple and clear vision and Pearson Correlation 0 .08~ .264'* -0.043 
mission statements of the 

ISig. (2-tailed) company 0.487 0.028 0.726 
Employee involvemen 1n Pearson Correlation 0.227 0.198 -0 19 
developing a company s 

ISig. (2-tailed) 0.059 business plan 0 .1 0.11!:: 

Communicating the busmess !Pearson Correlat1on .313(**1 -.260(*1 .587( .. 
plan in the whole organisation ISig. (2-tailed) 0.008 0.079 0.03 

IAJiowing some specif1c time to !Pearson CorrelatiOn .289(*1 0.142 -.277("" 
~iscuss the business plan ISig. (2-tailed) 0.015 0 241 0 02 
!faking into account existing and Pearson Correlation 0.193 0.187 -0.224 
potential competitors 1n the 

ISig. (2-tailed) 0.122 0.062 market 0.11 

Embracmg emergmg 1ssues and Pearson Correlation 0.042 0.087 -0.095 
echnology (e.g. IT systems) ISig. {2-tailed) 0.728 0.471 0 434 

jrra101ng and development of Pearson Correlallon 0.132 0.122 -.300(* 
I--

~mployees Sig (2-tailed) 0 278 0.316 0 012 

Preallng organizational Pearson Correlallon .249(•1 0.147 -.275(*] 
!structures that enhance 

Sig. (2-tailed) 0.226 ppenness and flexibility 0.037 0.021 

Providing adequate budget for Pearson Correlation 0 0.173 -0.002 
he planned activities Sig (2-tailed) 1 0152 0 984 

Having salary and incentives Pearson Correlation 0.06 0.227 -0.198 
hat attract, retain and motivate 

jsig. (2-tailed) 
:Staff 0.62 0 .05~ 0.101 

Having staff policies and !Pearson Correlallon -0 011 0.056 -0.072 
pra res tre·> t=>mployees 

l5ig (2- ed) 0.926! ~qu11ably 0.644 0.552 

~pprec1a11o of e ployee needs Pearson Correlat1on 0 101 0 12€ -.324( .. 1 

tand expectations lsig (2-ta,led) 0407 0 291 O.OOJ) 

1Tak1ng account of maJor IPearson Correlation -0 176 0.189 -0 035 
Isla eholders (e g Govt. WB. 

lsig. (2-~ailed) 0.146 0.117 IMF) 0.771 

~bility to outsource non-core Pearson Correlatton -.267(" 0.05 0.10jl 
F:~ctivrties (contracting some 

lsig. (2-tailed) 
!services) 0.026 0.681 0.31 
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[Correlations: Strategy Ratin2 (Continued) 
dentifying cost-saving activities Pearson Correlation 0.209 -0.001 -0185 

land opportunities ISig. {2-tailed) 0.082 0.997 0 . 12~ 

~enchmark1ng the company Pearson Correlation 0.027 0.225 -0.081 
performance with the Industry Sig. (2-tailed) 0.826 0.061 o.4n 
Encouraging personal initiative Pearson Correlation 0.217 .331(-\ -0.17S 
risk-taking rather than risk 

Sig. (2-tailed) avoidance) 0.071 0.005 0.139 

Having mutual support and trust !Pearson Correlation .289(• 0.223 -.366(" 
at all levels of the organization ISig. {2-tailed) 0.015 0.063 0.002 

Senior management Pearson Correlation 0.139 0.003 -.268(• 
commitment Sig. {2-tailed) 0.24~ 0.98 0.025 

Empowering employees in their Pearson Correlation 0.15S 0.11 ~ -0.178 
obs Sig. (2-tailed) 0.1S 0.344 0.14 

Development of shared values Pearson Correlation 0.223 0.147 -0.216 
and culture among employees ISig. {2-tailed) 0.063 0.224 0.073 

Accepting mistakes 
Pearson Correlation 0.083 0.201 -.319(" 
ISig. {2-tailed} 0.492 0.09€ 0.007 

Building teams and coalitions 
Pearson Correlation 0.113 0.138 -0.168 

lsig. {2-tailed} 0.352 0.25~ 0.164 

Few levels of authority 
Pearson Correlation 0.071 0.138 -0.221 
Sig. {2-tailed) 0.56 0.254 0.066 

Having a right to question any Pearson Correlation 0.029 0.147 -0.134 
ssue Sig. (2-tailed) 0.812 0.225 0.269 

~Correlation is significant at the 0.01 level (2-tailed). 

~ Correlation is significant at the 0.05 level (2-tailed). 
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