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ABSTRACT

The study set out to establish how the Tourism @Gowent Agencies had responded to
changes in the external environment in the impleatem of the Kenya Vision 2030 by
the tourism Government Agencies. In order to eslslthe objective the study made use
of both primary and secondary data. Primary dates wollected through a self
administered questionnaire to the five tourism gorent agencies. Secondary data was
obtained from the agencies in house publicationgpsites, strategic plans and
newspapers. A descriptive statistic analysis ef dlata obtained was carried out and
findings were presented in form of a brief discossbon the environmental changes and
key strategic responses identified. The study fothad the agencies have managed to
adopt strategies which include new product devekgmnew markets development,
product and market diversification, product andndrdifferentiation, rebranding and re-
positioning, strategic partnering/ co-operative keéing, research and development and
increased destination awareness. The findings durihdicated that the following
strategies were not fully utilized which include,ed®urce Mobilization, Crisis
management, Competency Development, Technologicahovation, Quality
management. The study also found i vision highlights that the Government will
promote aggressive advertising to inform poteribatists about Kenya'’s attractions and
facilities in order to increase her global markedre. The study concluded that political
and economic are the external environmental facioas are adversely affecting the
tourism industry in Kenya; it is recommended thatré is dire need to mitigate the
specific variables that are hindering the growthtlod destination.  The theoretical
underpinning was based on the Resource-Based Viewtlae Chaos theory. The
research finding revealed that the basis of annizgtion’s competitive advantage lies
primary in the application of the bundle of its wable resources. While on the Chaos
theory, the study affirmed that systems no mattev bomplex they rely on underlying
order and any disruption to that order can make thaustry very volatile.



CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

Strategy is an organization’s game plan for sungvin the changing environment. The
formulation of strategy is concerned with matchihg capabilities of an organization to
its environment (Scholes, 1997). This implies thfrategies are not static; they keep
changing as the environment changes. For orgaoimatio be effective and hence
successful, they should respond appropriately tngbs that occur in their respective
environment. This is what is termed as strateggpoases, which are the actions and
directions that an organization undertakes to aligelf with the environment. Any

organization that does not take actions to aligelfitwith the environment cannot survive

in the environment and is soon forced out of theketa(Gachambi, 2007).

In order to understand the total realm of the neteproblem and analysis, the study was
anchored on two theories. The Resource-Based \hieary which emphasis on the role
of resources as the foundation for a firm’s strateigd the Chaos Theory which provides
a useful theoretical framework for understanding dignamic evolution of organizations
and industries and the complex interactions amadgstry actors. According to Levy
(1994) industries can be conceptualized and matledle complex, dynamic systems
which can exhibit both unpredictability and underty order. The study also relied on
other studies that have been carried out in Kerddressing strategic responses to

different environments by various sectors



The Kenya Vision 2030 is the new country’s develepirblueprint covering the period
2008 -2030. It aims at making Kenya new indushuia$ “middle” income country
providing high quality life for its entire citizdoy year 2030. The vision is based on three
“pillars” namely: the economic pillar, social pilland political pillar. Tourism has been
identified as one of the six priority sectors thadmise to raise GDP growth rate to the

region of 10% in a number of years (Kenya, 2012).

The Ministry of Tourism recently merged with Eastriéa and Commerce sectors is
charged with the responsibility of formulating tmun policy and coordinating the
implementation of strategies aimed at developing tburism sector. Under the
Ministry’s tourism department there are five agesc(Parastatals) namely; Tourism
Finance Corporation, Tourism Fund, Kenya Tourisnaf8qKTB), Kenya Utalii College

and Kenyatta International Conference and Conver@ientre (KICC).

1.1.1 Concept of Strategy

Strategy is the direction and scope of the orgaioiazaver the long term which deliver a
competitive edge for the firm amidst an ever chagdiusiness environment. Effective
strategy configures a firm’s resources and corepsiencies and objectives. Strategy
creates a culture in the firm in which the firm ypfdcuses on the value adding priorities
in its mission and vision (Scholes, 1997). Compatistrategy is aimed at creating a
goodness of fit between the firm’s internal researcapabilities and the environmental

challenges (Aosa, 1992).



Strategy is a framework within which the choiceswhbthe nature and direction of an
organization are made. Framework means boundariga@meters defined by clear
criteria which help determine what lies inside atside the scope of the organization’s
strategy. The choices to be made are what produntér services will and will not be
offered; what markets (customers, consumers, awdrgphies) will and will not be

served; and what key capabilities are needed ®pakducts to markets.

According to Johnson and Scholes, (2001) they argjuat there are 3 levels of strategy:
corporate level strategy, business level strategly@perational level strategy. Corporate
level strategy is concerned with the future di@ctof the organization, business level
strategy is concerned with sustainability of diéfiet portfolios, whereas, the operational
level strategies are concerned with the shop ftl@ivery system and procedure. From
the forgoing it is clear that the environment igleghanging and tends to be dynamic and
turbulent. Organizations are therefore called ugmostrategically look at the long term.
Strategy needs to be well defined since it wouldemieine and communicate the
direction in which the organization will move anketlevel of performance it will

achieve.

1.1.2 Strategic Response
Strategic responses are the decisions that are byade organization in order to align
the organization to the dynamic environment. 8g@tresponses are part of competitive

strategies that organizations develop in definioglg and policies.



According to Pearce and Robinson (1997) strateggpanse is the decision and action
that result into analysis, formulation and implema¢ion of plans designed to achieve an
organization’s objectives. In achieving the orgation’s objectives, management is
faced by a complex and dynamic environment whichpaots heavily on the

organizations operations. In order to ensure noetl survival, top management has to
come up with action plan in response to the enwremal changes which is the

organization’s strategy.

According to Scholes (2001), strategic responsescancerned with understanding the
strategic position of the organization. What clemngre going on in the environment,
and how will they affect the organization and itdiaties. Strategic responses are
different from operational responses. Operatioagponses are concerned with efficiency
of operations Byars (1991). Strategic responseth@mther hand affect several areas of
operation, require senior management decisionse lamgount of resources, are future-
oriented and long term success of the organizatmh most importantly are dependent
on the environment. Therefore, each organizatidapts to strategies that match its

changing environment and which are supported bptiésnal capabilities and capacity.

1.1.3 External Environment

Organizations exist in the context of a complex wowrcial, economic, political,
technological, cultural and social world (Scho2801). All organizations, regardless of
the nature of their business, are always in cohstdaaraction with the environment.

This means that an organization operates as an yem. At the very basic level of



this interaction is the idea that the organizatienves their inputs from the environment
and give their output to the environment. The tspare usually in the form of raw
materials, labour, capital and skills. The fiimem engages internal processes to convert
the inputs to outputs which are fed back to theirenment. The outputs are usually
products, by-products and waste products. Theremwient will then give feedback to
the organizations which the organizations use tprawve their products (Gathambi,

2007).

The environment can be classified into the exteandl the internal environments. The
external environment is made up those factors dhatbeyond the firm’s control but
which affect its operations. This environment isdeaf political, economic, socio-
cultural, technological, ecological and legal valks (Ansoff and McDonnell (1990).
The internal environment on the other hand consit$actors within the firm’s
control, namely; financial resources, technologymhn resources, structures and
processes. Since the external environment is draitable, the firm has to match its

operations to the external environment in ordesuivive and succeed.

1.1.4 Implementation of Kenya Vision 2030

The Kenya Vision 2030 is the country’s long ternv@lepment blueprint which aims to
create a globally competitive and prosperous cgumtioviding a high quality of life for
all its citizens. It aspires to transform Kenyeoiat newly industrializing, middle income

country by 2030.



Economically, the Vision 2030 is to maintain a austd economic growth of 10% per
annum for most of the next 20 years. Socially isati@ain a just and cohesive society
enjoying equitable social development in a clead &ecure environment. Lastly,
politically is to have an issue-based people-centresult-oriented, and accountable

democratic political system (Kenya Vision 2030, 201

The foundations for national transformation targetsastructure, public sector reforms,
education, science and technology, health, se¢yniyulation, urbanization and housing
and environment, water and sanitation. EcononliarRiriority sector were identified on

the basis of their potential to contribute to tH&4l Gross Domestic Product (GDP)
growth; these sectors are; tourism, agricultureplegale and retail trade, manufacturing,
ICT and Business Process Outsourcing (BPO), arghéial services. There has been
remarkable success in implementation of the visutth all ministries and departments
under performance contracts. IT based Nationa&ghated Monitoring and Evaluation

System (NIMES) is used to track progress in impletagon of the vision.

The vision is being implemented through succes$ive year medium Term Plans
(MTP). The first MTP covers the period 200-2012 asdimplementation is ongoing.
Some notable achievements under the first mediumm Rdan (MTP) are; the financial
services sector recovered from a low growth of 2ii%008 to record an average 8%

growth in the past 3 years (2009 and 2011).



The transition rate from primary to secondary etlooaincreased from 64.1% in 2008 to
73.3% in 2011; construction of an additional 124ityopolytechnics and equipping of

560 youth polytechnics with relevant tools and pqent (Kenya Vision 2030, 2012).

Second medium term plan of Vision 2030: 2013-20drgets; increasing the share of
power generated from green and more cost effecitgces; increased investment in
infrastructure under Private Public PartnershipRP&rangements; take due cognizance
of the recent discovery of oil and other mineralo@ces in the country and will plan for

investment in the requisite infrastructure to fitgaié their exploitation.

1.1.5 The Tourism Sector in Kenya

The history of tourism in Kenya dates back to prgependence days. It can be traced
way back to 1898, when the earliest legislatiowitdlife establishing game reserves was
enacted and published in the Gazette for the Efigtaf protectorate of 1898. As early
as 1957 available statistics indicated that Kerga Wwelcomed 38,000 visitors rising to
42,000 in 1961. In 1967, Kenya played host to altot 127,667 visitors bring total
earning of Kshs 250 million. This reflected an aangrowth rate of 20% since 1961.
Despite this success the sector was taken for epaamd received little attention and

support.



Tourism currently accounts for about 12 percenthef Gross Domestic Product (GDP),
making it the third largest contribution to GDPeafAgriculture and manufacturing. It is
also Kenya'’s leading foreign exchange earner géngrabout Kshs. 90 billion in 2012
(KTB, 2012). The tourism sector contribution tmpoyment generation and earning
per employee has grown. The sector is also a rsajace of government revenue in the
form of taxes, duties, licence fees, park entrg f@mong others. The spatial distribution
of tourist attractions contributes to equitablertlsition of economic and infrastructural

development.

The tourism department is charged with the resditgiof formulating tourism policy

and coordinating the implementation of strategieted at developing the tourism sector.
The sector is among the leading foreign exchangeees and a major generator of
employment in Kenya. The sector has linkages wittelosectors of the economy thus

facilitating growth in those sectors.

The sector has been identified as one of the sixifyr of the economic sector targeted to
raise GDP growth rate to 10% by 2012 in the firsidiam term plan (MTP 2008-2012)
of vision 2030. The MTP sets out specific goals tfog tourism sector which include
trebling annual national earnings, doubling intéorel arrivals and doubling average
spending per visitor by 2012. A number of flagsimpmjects and programmes are

envisioned to facilitate the realization of thesalg.



1.1.6 Tourism Government Agencies in Kenya

The department of tourism in the spirit of the ¥isi2030 has set out strategies to make
Kenya the destination of choice and a goal leadesustainable tourism as part of
national heritage and posterity. As prescribecha 2010 tourism act, the department of

tourism is responsible for the following tourisneagies;

Tourism Finance Corporation: is responsible fopvpmion of financial assistance to
investors or entrepreneurs in the tourism sectar development, expansion and
maintenance of tourism activities and services igion. Tourism Fund:the purpose

and function of the fund is to finance the develeptnof tourism products and services.
Kenya Tourism Board: its objective and purpose tarenarket Kenya as a tourist
destination through development, implementation @matdination of a national tourism
strategy. Kenya Utalii College: is a major goveemt agency in the tourism industry.
The objective and purpose of Kenya Utalii Collegethe provision of tourism and

hospitality training and capacity building for tteairism sector.

Kenyatta International Conference and Conventiomt@e is another agency of the
government’s tourism body. The purpose of Kenyatti@rnational Conference and
Convention Centre is to promote business of megtimgnferences and exhibitions
through development and implementation of natiomaéetings, incentives for
conferences and exhibition strategy in collaboratwith the Kenya Tourism Board
(KTB). Other tourism agencies yet to be establisheger the Kenya Tourism Bill 2010
are: The Tourism Regulatory Authority, The TouridPnotection Services and the
Tourism Research and Monitory Institution.

9



1.2 Research Problem

The environment in which organization operate isstantly changing with different

factors influencing organizations. Since the tafthe millennium, the general business
environment has become more volatile, unpredictablé very competitive. Strategic
responses are the strategies that organizatiores ttakt are triggered by changing

environment.

According to Johnson and Scholes (1997) strategthaesdirection and scope of an
organization over the long term which achieves athge for the organization through
configuration of resources within a dynamic envim@mt to meet the needs of the
markets and to fulfil stakeholder's expectationsThis involves matching of an

organization’s activities to the environment in @it operates. In addition strategy can
also be seen as building on an organization’s ressuand competences to create

opportunities or capitalize on them.

This ideal does not just imply ensuring resouraesaaailable or can be availed to take
advantage of new opportunities in the changingrenment but it also means identifying
existing resources and competences which might béasis for creating new
opportunities in the market place. Therefore t@csasfully position a firm in a
competitive situation, its strategic managers sthdabk beyond their operations they
must consider the relevant others (Kok’s, 2008)nyéeas a country aims to be among

the top ten long-haul tourist destination glob&Kgnya Vision 2030, 2011).

10



China, Mexico and Malayasia are the leading destina for long-haul tourists’
worldwide, accounting for 47 million, 22 million dn16 million annual visitors,
respectively. In Africa, Egypt and South Africaeathe leading long-haul tourist
destinations (KTB, 2012). To be ranked amongttpeten, Kenya must expand her
global and African market share by offering newduas, expanding tourist expenditure

per capita and by improving her international marigstrategies.

To achieve the targets, the tourism sector willlemgent various key programmes and
projects through public-private-partnerships. Hoeernment will upscale the Tourism
Marketing Recovery initiative to help the sectoifutly recover from the slump that was
occasioned by the 2007/8 post-election violencel flom the impact of the current

global economic meltdown.

Several studies have been carried out in Kenyageaduhg strategic responses by various
sectors of the Kenyan’s economy in line with Visid830. Juma (2011) undertook a
study on strategic responses by Kenya Wildlife Besstowards realization of Kenya
Vision 2030. Muli (2010) carried out a study onagggic responses by the Ministry of
Public Works to the challenges of the Vision 208@&ino and Kithinji (2010) undertook
an empirical study on the bottlenecks in the exenutf Kenya Vision 2030 strategy.
Kyalo (2012) carried out a study on effectivenelssaonmunicating government policies,
a case of Kenya Vision 2030. Following the revi@mmughe relevant researches, it is clear
that no study had been conducted on the Strateggpdtises to changes in the External
Environment by the Tourism Government Agencies towamplementation of Kenya

Vision 2030.

11



Consequently, the study sought to address theef§icaResponse to changes in the
external environment by the Tourism Government Agen in Kenya towards the
implementation of the Kenya Vision 2030 as the kieolge gap necessitating the
research study. The study answered the questiohat \Afe the strategic responses to
changes in the external environment in the impldgatem of Kenya Vision 2030 by the

tourism government agencies?

1.3 Research Objectives
The objective of the study was to determine thatsgic responses to changes in the
external environment in the implementation of thenita Vision 2030 by the tourism

government agencies.

1.4 Value of the Study

The findings will be of benefit to the managemehttte tourism sector at large and
enable them gain insight on how the organizationlcdtetrategically respond to the
changes in the external environment in the implagatem of the Kenya Vision 2030.
The study will offer an in-depth understanding loé external environment and how to

effectively align strategies and capabilities.

The policy makers will obtain knowledge of the teuor industry dynamics and the
responses that are deemed appropriate; they vatetbre obtain guidance from this
study in designing policies that will be in linetithe implementation of the Kenya

Vision 2030 as pertains to the tourism sector.

12



The study will also be of value to academicianghey will find useful gaps that will
stimulate interest in further studies. It will albe important to the current and potential

scholars in the business field and especially sourito expand knowledge.

On the theoretical underpinning, the study was dase two theories, the Resource
Based View and the Chaos Theory. This study valbble to ascertain whether the two
theories are supported by the study or not. Intadg the study will establish whether

there is new information that could be added tarnkerpretation of the theories.
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CHAPTER TWO
LITERATURE REVIEW

2.1 Introduction

This chapter gives the introduction of the literatweview of the study. It captures the
concept of strategy and the strategic responsesnv¥oronment. Various authors who

explain out the strategic responses are highly@ted acknowledged. This chapter also
brings on board the existing literature on stratagisponses to various environmental
factors, both external and internal. Finally theuter also introduces the theories related

to strategic responses to environmental factors.

2.2 Theoretical Foundation

The reason why firms succeed or fail is perhapsctrdral question in strategy. It has
preoccupied the strategy field since its incepfiomr decades ago. The causes of firm
success or failure encompass all the other questibat have been raised in this
discussion. It is inextricably bound up in quessi®much as why firms differ, how they

behave, how they choose strategies, and how tleepanaged.

Since Thomas and Venkatraman (1988) introducedesgitagroups, their applications
can be summarized in the following (1) the desbrgtvalidity, which reflects the

heterogeneity of an industry, shown in the différstnategies that firms belonging to it
tend to follow; (2) the predictive validity, whiaimakes it possible to determine a priori
the performance level achieved by a firm belondmg specific strategic group; (3) they
describe how the competitive positions of firmsra@ over time by means of studies

which focus on group dynamics and therefore malgo#sible to observe the creation,

14



the evolution and, ultimately, the changes takitar@ in the industry under study; (4)
they help to achieve a better understanding ofdbhadations of competition and rivalry

within an industry or within the different strategjroups.

It has become increasingly apparent that any sdarche causes of firm success must
confront the reality of a firm’s capabilities, resoes and considers the impact of the
firm’s environment and the cognitive, normative aedulative structures that surround

the firms. The following two theories; resourcedxhview theory and the chaos theory
were used in this study to explain the phenomerdheostrategic responses to changes
in the external environment towards the implemeamtabf Kenya vision 2030 by the

tourism government agencies.
2.2.1 Resource-Based View Theory

According to the Resource-Based View (RBV), a fsmésources are the most relevant
factor (Barney, 1991). RBV is a method of analyzaryl identifying a firm’s strategic
advantage based on examining its distinct comlmnatf assets, skills, capabilities, and
intangibles as an organization. The RBV’'s undegypremise is that firms differ in
fundamental ways because each firm possesses @eutgndle’ of resources — tangible

and intangible assets and organizational capa&silitb make use of those assets.

Each firm develops competencies from these ressustel when developed especially
well, these become the source of the firm’s conipetadvantage (Pearce and Robinson,
1997). In addition, another level of analysis tanfound between the industry and the
firm; the strategic group, that is a set of companwithin an industry which pursue

mutually similar strategies (Porter, 1980).

15



Resource-Based View of the firm starts with theuagstion that the desired outcome of
an organization’s effort is a sustainable compatiadvantage. Achieving a sustainable
competitive advantage allows the organization tuea® its objective and have an edge
over its competitors (Pearce and Robinson, 199h)e resource based view contends
that the answer to this question lies in the passasof certain key resources, that is,
resources that have characteristics such as Jzdueers to duplication and relevance. A
sustainable competitive advantage can be achidvibe ifirm effectively deploys these
resources in its product-markets. Therefore, tlgV Remphasize strategic choice,
charging the organization’s management with the omgmt task of identifying,

developing and deploying key resources to maximengrn (Johnson and Scholes 1997).
2.2.2 Chaos Theory

To explain the competitive success of firms, wednaetheory of strategy which links
environmental circumstances and firm behaviour éoket outcomes. One such theory is
the Chaos theory. The two main components of theo€ theory are the ideas that
systems no matter how complex they rely upon aretdyidg order and those very
simple systems can cause very complex behaviowatoomes (Levy, 1994).

It implies a small disruption to the industry caaka the industry very volatile imposing
significant impact. Firms interact with each otlaed other actors in their environment
such as politics, legal, and economic. Theseaotams are strategic in the sense that
decisions by one actor take into account anticbagactions by others and thus reflect
recognition of interdependence. An ideal rececuaence in the tourism industry is the
2007/8 post election violence that affected theisou industry and it took up to the year

2011 for the industry to recover from the slump BX2012).
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2.3 Concept of Strategy

Strategy is the direction and scope of the orgaisazaver the long term which deliver a
competitive edge for the firm amidst an ever chagdiusiness environment. Effective
strategy configures a firm’s resources and corepstencies so as to adequately meet the
firm’s goal and objectives. Strategy creates aucelin the firm in which the firm only
focuses on the value adding priorities in its neoissiand vision (Scholes, 2001).
Competitive strategy is aimed at creating a goosliddit between the firm’s internal

resources capabilities and the environmental angdle (Aosa, 1992).

Various authors define strategy in different wayscording to John and Scholes (1997),
“Strategy is the direction and scope of an orgdmneaover the long term which achieves
advantage for the organization through it configoraof resources within a changing
environment to meet the needs of markets and tib §tdkeholder expectations”. Ansoff
and McDonnel (1990) defined strategy basically esetof decision-making rules for
guidance of organization behaviour. They furthddeal that there are four different
types of such rules as indicated below: The f&stardsticks by which present and future
performance of the firm is measured. The qualityyardsticks they say are called
objectives and the desired quantity are goals. other type is for developing the firm’s
relationship with its external environment whicle aralled product-market or business
strategy. The third rule is for establishing inedrmelations and processes within the
organization which are referred to as the orgainat concept. The last rule is the rule
by which the firm conducts its day to day businedsch are called the operating

policies.
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Aosa (1992) stated that strategy is creating hditveen the external characteristics and
the internal conditions of an organization to sadvstrategic problem. He continued to
define strategic problem as a mismatch betweenrnaltecharacteristics of an
organization and its external environment. Thécimae said is achieved by developing
an organization’s core capabilities related to ¢xéernal environment well enough to
allow for exploitation of opportunities in the extal environment to minimize threats.
Chandler (1992) defined strategy as the deterntinati the basic long term goals and
objectives of an enterprise and the adoption ofrsmsi of action and allocation of

resources necessary for carrying out the goals.

According to Henderson(1979) strategy is a delil@esaarch for a plan of action that will
develop a business’s competitive advantage and contpit. He further argued, this
search is an interactive process that begins witbgnition of where the firm is currently
and what it has. Ohmae (1979) argued out thdirigeine competition is not really what
strategy is all about. This is because when gjyatse focussed on beating the
competition the strategy will solely be definedt@mms of competition. He suggested
that the first attention should be paid to cust@raard the competitive realities should be

used to test possible strategies which should awaydescribed in terms of customers.

According to Pearce and Robinson (1991), “by stpgtenanagers mean their large-scale,
future —oriented plans for interacting with the @mtitive environment to optimize
achievement of organization objective. This metret strategy represents a firm’s

game-plan. Although it does not precisely detihiluaure deployments, it does provide a
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framework for managerial decisions. A strategyett a company’s knowledge of how
to compete, against whom, when, where and for wilRearce and Robinson (1997)
further stated that strategy can be viewed as ibgildefences against competitive forces

or finding positions in the industry where forces weakest.

According to Mintzberg, (1994) strategy is viewedn five interrelated definition which

are in terms of strategy as a ploy, plan, positioattern or perspective intended to
outmanoeuvre competitors. Strategy as a ploysigeaific manoeuvre intended to outwit
competitors. Strategy as a plan specifies a dalibe consciously intended course of
action that is designed in advance of the actibig®verns. As a position, strategy is a
means of locating an organization in the environnaga indicates how the organization
will develop a sustainable competitive advantagles a pattern, strategy emerges from a
stream of actions, visualized only after the evalftds governs and is developed in the
absence of intentions and without preconceptiostlizaas a perspective, strategy gives
an organization an identity and reveals the waymaganization perceives the outside
world. Mintzberg (1994) further argued that ne aefinition should be preferred to the
others. In some senses they can be consideredteasatives or complementary

approaches to strategy.

Abbot (2007) defined strategy as the distinctive anique actions a company takes to
achieve a competitive advantage that will contebtat greater profitability. Strategy he
said is all that create a distinctive approach ¢costomer differentiated value proposition.

He further argued that sometimes what is so mubtdrresl as strategy is usually an
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operational plan involving some wishful thinkingdaa projection of existing status quo
into the future and adjusting by a given percentag&ccording to his definition, hard
analysis and ruthless questioning of fundamentsdiragtion is usually lacking in such

plan which should be present in a strategic plan.

The overall goal of strategy is to effectively iz the internal firm capabilities so as to
create a competitive position in the firms ovenalarket (Aosa, 1992). The aim of
competitive strategy is not only to create profiiah but also a sustainable competitive
strategy which helps position the firm ahead ofcbgnpetitors in the industry. Strategy
creates a superior performance for a firm throufgcBve moderation of environmental

challenges and offerings of product of great qualit

Strategic management is the art and science ofulatmg, implementing and evaluating
cross-functional decisions that will enable an argation to achieve its objectives. It is
the process of specifying the organization’s oliyest developing policies and plans to
achieve these objectives, and allocating resourc@aplement the policies and plans to
achieve the organization’s objectives. Strategimagament therefore, combines the
activities of the various functional areas of a ibess to achieve organizational
objectives. It is the highest level of manager@iaty, usually formulated by the Board

of Directors and performed by the organization'seCltxecutive Officer (CEO) and

executive team. Strategic management provides lbwirection to the enterprise and is

closely related to the field of organization stsdie
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Strategic management is the process of specifymgrganization’s objectives, and

developing policies and plans to achieve thesectibbgs, and allocating resources so as
to implement the plans. Strategic management isséteof decisions and actions that
result in the formulation and implementation ofr@adesigned to achieve a company’s
objectives (Pearce and Robinson, 1991). Accordinghtompson and Strickland (1993),

strategic management focuses on the total enterpsisvell as the environment in which
it operates; the direction management intends ithdad; management’s strategic plan
getting the enterprise moving in that directiore thanagerial task of implementing and

executing the chosen plan successfully.

Ansoff and McDonnel (1990) define strategic manageinas a process through which an
organization manages its relationships with theirenment in which it operates. It
consists of strategic planning, capability plannargl management of change. Hax and
Majihaf, (1996) defined strategic management aga o conducting an organization. It
has the ultimate objective of the development ofpomte values, managerial
capabilities. They further argued that strateganagement focuses on the decisions of

the entire organization in one direction.

According to Pearce and Robinson (1991), the chenatics of strategic management
decisions vary with the level of strategy activitpncern. At the corporate level,
decisions are value-oriented, conceptual and lessrete. They involve greater risk,
cost and profit potential with longer time horizaarsd greater need for flexibility. They

are far-reaching, futuristic, innovative and peivasn nature. Functional level strategies
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involve action-oriented operational issues and leadplementation of some part of the
overall strategy. They are usually short rangeiandlve periodic planning, low risk and

moderate costs. Business level strategies bridgedrporate and functional strategies
and are less risky and costly than corporate sgfiegebut more costly and risky than

functional ones.

Strategic decisions are concerned with and afflet lbng-term direction of a firm

(Johnson and Scholes, 1997). They are also aanadhieving some advantage for the
firm and are sometimes understood as the searcéffistive positioning of the firm to

give advantage to the firm. They argued that simtisions are likely to be concerned
with the scope of an organization’s activities tlgatvhat it should be like and what it
should be all about. Strategy involves matchirggfilm’s activities to the environment it

operates in which they term as strategic fit. Hesvestrategy can also be building and
stretching resources and competences in ordere@tecropportunities or capitalize on
them. Further they added, strategy may requir@mnrasources and are likely to affect
operational decisions. Lastly, they argued, sfpaie affected by environmental forces,
resources availability and the values and expectatof those who have power in and

around the organization.

2.4 Response Strategy

Strategic responses are the set of decisions atidnscin the formulation and
implementation of plans designed to achieve anrmzgéon’s objectives (Pearce and
Robinson, 1991). Strategic responses are padropetitive strategies that organizations
develop in defining goals and policies. They &eereactions to what is happening in the
organization’s environment.
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Ansoff and McDonnel (1990) discusses the role afegal management into organization
strategic response. They stated that for an azgdon to implement a strategic
response, there components must be in place. Taesehe right climate (will to
respond), competence (ability to respond) and ¢gpamlume of responses). The entire
management should therefore ensure that the oag@mzengage in behaviour which
will optimize the attainment of the organizationtng term objectives. The climate
settings determine the organization culture andliresmentality and power positions of
the managers. Competence determines the orgamgattructures, systems and shared
knowledge. Lastly, capacity to accommodate varmmasagement challenges which may

arise over time.

Ansoff and McDonnell (1990) further argued that sii@tegic responses involve changes
to the organization behaviour. Such responses takg forms depending on the

organization capability and environment in whichoperates. Well developed and
targeted strategic responses are important weawanffrm in acquiring and sustaining a
competitive edge. The results of strategic afgtigre new products, new markets, new
services for attracting the markets and new resgmre the social and political

challenges. The entire responsibilities for effectresponses belong to the general

management of the firm.

According to Pearce and Robinson (1988) stratezgpanses are a set of decisions and
actions that result into formulation and impleméota of plans designed to achieve a
firm’s objectives. Byars (1991) differentiated adtrgic responses from operational

responses as follows: He stated operational regsoare concerned with efficiency of
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operations. Strategic responses on the other haffel;t several areas of operation,
require top management decisions and large amdurgsources, are future —oriented
and affect long-term prosperity of the organizateord most importantly are dependent
on the environment. Strategic responses are tmeistrategies adopted by a firm in

response to changes in the environment.

Various authors have suggested some strategicnsspahat organizations can adopt in
matching the environmental changes. To cope withfive forces of the competitive

environment, Porter (1980) advanced three gen&mategies that organizations can use
to succeed in the industry. The three generic egsifas are overall cost leadership,
differentiation and focus. Overall cost leadersmpolves aggressive minimization of

costs with tactics like construction of efficierdage facilities, tight cost and overhead
control, avoiding marginal customer accounts and Iesearch and development,

advertising and service costs.

Differentiation involves creating something thatviswed as being unique and includes
tactics like brand image, added features, techyolagd customer service. Focus
strategy involves narrowing down to a particulaydn) segment of product line, market
segment or even geographical area and using theocalfferentiation strategy for the
narrowed down segment. The focus segment restheoidea that the firm is able to
serve the narrower target more effectively or eéhdy. Porter (1980) further argued that
any firm that does not pursue any of these straseigi ‘stuck in the middle” which is an

extremely poor strategic position which almost gnéees an organization’s failure.
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In responding to environmental changes, managemeryt be categorized in different
kind of ways. Ansoff and, McDonnel (1990) idergdi three kinds of management

namely decisive, reactive and planned managemgetst

When a discontinuity affects a firm, it is mostlysguised by normal business
fluctuations thus most firms deal with it using pasasures. However, past measures
fail to work thus the discontinuity is identifieds @ new one. Decisive management is
quick to learn from the failure of past measured quickly triggers a response. This

quick response reduces the costs of the organizatio

Reactive management however delays response winicteases the costs to the
organization. The delays are usually caused biesydelay as information is collected
and transmitted to managers who then consume tonemzinicating with each other.
Verification delays as managers argued that theathmay not be real and allow time to
see if it passes by itself. Political delays avene managers feel admission of a threat
will ruin their reputation and unfamiliarity rejesh delay as managers reject unfamiliar
ideas inconsistent with their experiences. Botbisiee and reactive management act
after the threat has appeared and are charactdryzesliance on historical information.
Planned management involves forecasting discontisiuchanges by use of non-
extrapolative technology and triggering responséhatpoint of forecasting (Gathambi,

2007).
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For an organization to be effective and hence ssfak they should respond
appropriately to changes that occur in their respe@nvironment. Consequently they
need strategies to focus on their customers and vdéa the emerging environment

challenges.

Organizations therefore have to constantly scaim #émvironments to identify the trends
and conditions that may eventually affect the imduand adapt to them (Thomson and
Strickland, 1993). According to Aosa (1992) a masch between the environment and
the organization brought about by failure to respa@a changes in the environment

creates a strategic problem.

2.5 External Environment

All organizations, regardless of the nature of nthmisinesses, are always in constant
interaction with the environment. The organizatitmpends on the environment for their
continued survival Ansoff and McDonnell (1990). This means that an organization
operates as an open system. At the very baset dd\his interaction is the idea that the
organizations derive their inputs from their enmimeent and give their output to the same
environment. The input is usually in the form afvrmaterials, labour, capital and skills.
The firm then engages internal processes to coiierinputs to outputs which are fed
back to the environment the output are productgrbducts and waste products. The
environment will then give feedback to the firmsieththe firms use to improve their

products.
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According to Pearce and Robinson (1991) they ddfamdernal environment as that part
of the environment which consists of all conditiomsid forces that affect an
organization’s strategic response and are typidadiyond the control of an organization.
Therese factors, which constitute the external renment, can be divided into three
categories: the remote environment, the industryirenment and the operating
environment. There is an interrelation betweenoaganization and its remote, its
industry and its operating environment. A comhborabf these factors forms the basis of

the opportunities and threats that an organizdtioes in its competitive environment.

As argued by Pearce and Robinson (1991) the extemaonment is that part of the
environment which consists of all the conditionsl &orces that affect a firm’s strategic
options but are typically beyond the organizatiorostrol. They further argued that the
strategic management model shows the external@maent to consist of two interactive
and interrelated segments, the operating envirohaet the remote environment. The
operating environment is also referred to as thmepmiditive or task environment. Pearce
and Robinson (1991) stated that the operating enwient consists of forces and
conditions within a specific industry and a sp@&cdompetitive operating situation which
is external to an organization and influence tHecti®n and attainment of the strategic

responses.

Changes in this environment are shaped by strategions taken by an organization or
its competitors, consumers, suppliers and creditblswever, the operating environment
is subject to much more influence or control by trganization thus calls for more

proactivity on the part of the organization.
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An organization must assess its competitive adganita order to improve its chances of
designing strategies that optimize the environmemgortunities. Customer profiles
must also be developed in order to understand asfided value to the customers.
Suppliers and creditor delivery resources and mpahd therefore a dependable
relationship with them must be encouraged for gaoization’s long term survival. The
organization must also be able to attract and ramintapable employees with relevant

skills and knowledge needed.

Ansoff and McDonnell (1990) explained changes ie #nvironment as turbulence.
According to them environment turbulence is a corabdimeasure of the changeability
and predictability of an organization’s environmenthey described changeability to
consist of the complexity of the organization’s eorment and the relative novelty of
the successive challenges the firm encountersiretivironment. Predictability consists
of the rapidity of the change which is the ratetlod speed with which environmental
challenges evolve compared to the speed of thesfiremsponse and visibility of the

future which assess the adequacy and timelineiséavfation about the future.

According to Pearce and Robinson (1991), the remotonment consists of forces and
conditions that originate beyond and are irrespecif any single organization’s
operating environment. It generates the econonutifigal, social and technological

frameworks within which competing organization aerin.

An economic consideration concerns the nature aedtn of the economy of which an
organization operates in. Each organization mustsider economic trends in the

segment that affects its industry on a national iaternational side. The top managers
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must put into considerations the general availgbdi credit, level of disposal income
and the propensity of people to spend (Pearce armnBon (1991). Other economic
factors to monitor are interest rates, inflatiotesaand trends in the growth of the gross

national products.

Social consideration include beliefs, values, it opinions and lifestyles which are
developed from cultural, ecological, demographieligions, educational and ethnic
conditioning. Like other forces in the remote em& environment, social forces are
dynamic, and will constantly change from effortsimdlividuals to satisfy their desires

and needs (Ansoff and McDonnell 1990).

Political factors define the legal and regulatogrgmeters within which firms must
operate in Gathambi, (2007).  The direction stadbility of political factors should be a
major consideration by top managers in formulatmgorganization’s strategy (Pearce
and Robinson (1991). Political factors consistariables like political stability, budget,
surplus or deficit, personal and corporate taxesranothers. Legal prescriptions include

labour laws, anti-monopoly laws, municipal courtaWs and copyrights.

Technological factor is the fourth set of factarsthe remote environment. Technology
considerations must be monitored to mitigate anammation from being rendered
obsolete (Ansoff and McDonnell 1990). Technologgmes involve new manufacturing
processes, new products from both suppliers andoebtars and any new technology

that affects the way a firm operates (Gathambi, 7200

29



Ecological factor is the most prominent factor e tremote environment. A firm

basically exists within the physical and ecologiealironment and devices most of its
input from it (Johnson and Scholes, 1997). Vaaahh the physical environment include
pollution control, energy source, ecological conseaffecting consumer habits and the

availability of raw materials.

Since one of the main problems of strategic managens copying with uncertainty in
the changing environment, it is useful to analysednvironment (Johnson and Scholes,
1997). An understanding of the environmental uefices help examine their differential
impact on the organization either historically nrterms of the likely future impact and

hence helps managers determine their strategiorap(Gathambi, 2007).
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Introduction

The chapter describes the proposed research methbdds will include the research

design, target population, data collection and datlysis.

3.2 Research Design

A cross-sectional survey was used to collect pymdata. Olsen & George (2004)
pointed out that in this type of research desigiinee the entire population or a subset
thereof is selected, and from these individualta dee collected to help answer research
guestions of interest. This was a cross-sectibeglause the information about the
subjects that was gathered was to represent wkagaiag on at only one point in time.
For the purposes of the study, all the 5 governnteatism agencies in Kenya were

targeted thus making it a census survey.

The cross-sectional survey took a perspectiveddszriptive study. A description study
is concerned with finding out who, what, where, whar how much. It is more
formalized and typically structured with clearlyatgd hypothesis or investigative

guestions (Orodho, 2003).
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3.3 Population of the Study

In research, target population is the entire setnifs for which the survey data is to be
used to make inferences. The eligible populati@t tvas to be included in the research
was all the five tourism government agencies utiderMinistry of East African Affairs,

Commerce and Tourism (see appendix ii).

The five agencies have different responsibilitiest tare aimed at fulfilling the tourism
agenda for the Kenya government and the countigrge. For example, the Kenya
Tourism Board is responsible for marketing Kenyaaapreferred tourist destination
whereas the Tourism Finance Corporation is resptndior provision of financial

assistance to investors or entrepreneurs in théstowsector for development, expansion

and maintenance of tourism activities and serviresision.

3.4 Data Collection

The study used both primary and secondary dat&. pfimary data was collected using a
self administered questionnaire. The questionnaias divided into three sections,
section (1) demographics of the respondents, (2jegfic responses employed and, (3)
external environment. The questionnaire was dediveéo the respondents either by
email or by hand (drop and pick). On the otherchdre secondary data was obtained
from the agencies records such as strategic ptahpuse magazines, websites and

publications.
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The study was carried out in Nairobi where the eaders of all the tourism agencies
are located and the target respondents based. r@3pmondents comprised senior

management employees from the five tourism agencies

3.5 Data Analysis

The collected data was checked and edited for cetenpdss, comprehensibility,
consistency and reliability. The descriptive staiss was adopted for data analysis.
Descriptive statistics was used to describe allchismtures of the data in the study in

order to allow an in depth understanding of issodke survey.

Descriptive statistics that were used are measiresntral tendency and the measures of

variability. For measures of central tendency treamwas used while the measures of

variability, the standard deviation was used.
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CHAPTER FOUR
DATA ANALYSIS, FINDINGS AND INTERPRETATIONS

4.1 Introduction

This chapter considers the results and findingsftbe questionnaire survey. The
findings of the study are presented according ® ithsearch questions. The study
targeted a total of 10 respondents from the 5 sourgovernment agencies under the
Ministry of East African Affairs, Commerce and Tam. All were filled and returned

which translated to 100% response rate. This fegponse rate reduced the risk of bias
in the responses. This high response rate was\aahby the great cooperation between
the researcher and the respondents. All the reduguestionnaires were found fit for

analysis.

4.2 Background Information

The Study sought to establish the name of organizathe job title of the respondent,
how many years the organization has been in theabpe and how long the respondent
has worked with the organization. This was to fiogt if the respondent and the
organization has been in operation long enougmtterstand the strategic responses and
the external environments that affect their regpeatrganization. It was noted that all

the respondents were in senior management positions

4.2.1 Year of Operation of the Tourism Agencies
The findings presented in table 4.1 indicate tf@® 2f the agencies had been operating
for a period between 11 and 22 years. 10% pointraitthey have been in operation for

a period of 3 years. It is also indicated that 7@the agencies had been in business for
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a period between 21 and 30 years. This is anatidic that most of these agencies had
been in the business for long to have a good utatelmg of the strategic responses and

external environment.

Table 4. 1: Years of Operation of the Tourism Agecies

No. of Years Frequency Percent
Less than 10 years 0%
11-22 years 2 20%
21 -30 years 7 70%
31 years and above 1 10%
TOTAL 10 100%

4.2.2 Number of Years in the Organization

The study sought to establish the number of ydaesréspondents had worked for a
particular organization. This was with an intenttorfind out if the respondent had been
involved in the cycle of strategic planning namedignning, implementation, monitoring

and evaluation. Findings are presented in table 4.2

Results presented in table 4.2 indicate that ndrneorespondents had worked in the
organization for less than three years while 40% knaorked in their respective
organization for between 3-6 years. 60% of thepaoedents had worked for their
organization for a period above 6 years. This ear indication that majority of the
respondents had worked in the organization longb& able to understand the

organization’s strategic management process.
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Table 4.2 Number of years in the organization

No. of Years Frequency Percent
Less than 3 years 0 0%
3-6 years 4 40%
Above 6 years 6 60%
TOTAL 10 100%

4.3 Strategic Responses

The strategic responses were analysed using ai@queste to determine the strategic
responses to the changes in the external enviranmeihe implementation of Kenya

Vision 2030 by the tourism government agencies.

4.3.1 Existence of strategic Plan

On strategic responses, the first inquiry was omthwr the organizations had a formal

strategic plan in place. Statements were rated scale of 1 to 5 and mean scores were
computed on the statements to determine their weiBlsults are presented in table 4.3

below.

Findings presented in table 4.3 indicate that tbari$m agencies had a formal
documented strategic plan in place as shown by iM&a54, Std. Dev, 0.011), and that
the strategic plans are well communicated to enggdofMean= 3.70, Std. Dev, 0.071).
Results also indicate that the strategic plansfraguently reviewed (Mean= 3.26, Std.

Dev, 0.053)

Further, most respondents were of the opinion #ilarelevant stakeholders are not
involved in the formulation and documentation oé strategic plan (Mean= 2.53, Std.

Dev, 0.026).
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Table 4.3: Rating on Strategic planning formulatian

Statement Mean STD
Scores Deviation

The organization has formal documented strategio.pl 4.54 011

The documented strategic plan is in line with treny@ 3.65 .621

Vision 2030.

The documentation of the organization’s stratedemp 2.53 .026

involves all relevant shareholders.

The strategic plan is well communicated to emplsyee 3.70 071

The organization’s strategic plan is periodicalgviewed 3.26 .053

4.3.2 Strategies
The strategies were rated on a scale of 1 to 5naeah scores were computed on the

statements to determine their weight. Resultpsesented in table 4.4 below.

The following were the specific strategies that gle@ernment tourism agencies had put
in place in response to the changes in the extemaronment in order to ensure the
implementation of the Kenya Vision 2030 includewneroduct development, new
markets development, product and market diversifina product and brand
differentiation, rebranding and re-positioning, agtgic Partnering/ co-operative
marketing, research and development and increassithdtion awareness. The findings
further indicated that the following strategies aarot fully utilized which include,
resource mobilization, crisis management, compgtedevelopment, technological

innovation, quality management.
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Table 4.4 Strategies by government agencies

Strategies Mean Std
Scores Deviation

New product development 4.760 0.072
New markets development 4.543 0.061
Product and market diversification 3.519 0.036
Product and brand differentiation 4.260 0.021
Rebranding and re-positioning 2.130 0.058
Strategic Partnering/ Co-operative marketing 4.521 0.006
Research and Development 3.582 0.025
Increased destination awareness 3.667 0.114
Resource Mobilization 2.565 0.028
Crisis management 2.504 0.039
Competency Development 2.404 0.042
Technological innovation 2.543 0.077
Quality management 3.542 0.809

4.3.3 New Market Development

Marketing Kenya as a tourist destination, the vidiaghlights that the Government will
promote aggressive advertising to inform poteribatists about Kenya'’s attractions and
facilities in order to increase her global markbare. Kenya ran the global brand
campaign dubbed “jambo” which was funded by thedfld it ran on major international
media for example the CNN. The success of thepaagn is evident with the growth of
international arrivals and revenues generated ftmemindustry. The agencies have also
set up a domestic marketing unit and increased diien®urism awareness through

campaigns and increased funding to promote domieatiel and development.

The agencies had also expanded and diversifiddutsst source markets to include new
entrants namely: domestic, Brazil, Uganda Chinasiky UAE, India and South Africa.
As one of the key strategy to achieving the Kenysiovi 2030, the government tourism

agencies have diversified their key products saad beach to incorporate cultural
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tourism, sports tourism, eco-tourism, conferencgison and many others. This has also
been emphasized by increased funding to promotédediielopment of the new products.
The agencies have also worked with the industrigestalders to enable and increase
connectivity flights between key tourist marketstsas India, Korea, China and African

states.

To add value, the national parks and reserves leath bebranded according to their
various attributes. Mt. Kenya National Park haérbeebranded with a new logo, flag
and slogan “come touch the sky”. Other parks tet been rebranded include; Hells
Gate National Park with the wheel barrow race, Laka&kuru National Park had
introduced the Cycle with a Rhino game. NatidRabkerves such as Maasai Mara had

also introduced the Mara Marathon as part of tteranding initiatives.

Attaining the top ten long-haul destination statadi involve addressing constraints
facing the sector and implementing strategic ptsjéz improve the quality and breadth
of Kenya’s tourist offering at the Coast, in gamarks, and in ‘niche’ products for
example cultural and ecotourism. Further attentwii be paid to creating an
environment where tourists spend more per vigitthough focus is to promote Kenya as
a long haul tourist destination, Vision 2030 enegar domestic and regional tourism in
order to even out fluctuations occasioned by theimke of visitors during the traditional

low seasons.
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To ensure guality managemeall the tourism government agencies are 1ISO cedtifor

a quality management system (QMS). The QMS entigeorganizations achieve the
goals and objectives set out in the policies amatesgies. It helps provide consistency
and satisfaction in terms of methods, materialsjipggent, and interacts with all
activities of the organization. The organizatitwasl also developed a quality monitoring
and evaluation framework and a risk managementdvaork to ensure that there is pro-

activeness in all processes and eventual qualibyiiput.

To ensure that products are filling a slot in tbesumer’s lifestyle and customer needs is
necessary to understand their motivations, needswamts. The government agencies
utilizes research which allows identification of pmptunities, minimisation of risks
(through accurate needs assessment), monitoripgogfess, evaluation of performance
and consequently aid strategic marketing and bugigtning to maximize return on
investment. Research tools used are both queaétatnd quantitative in nature and

encompass a diverse range of surveys.

Lastly, other strategies that have been employectiasis management to avert tainting
the destination negatively, resource mobilization $ufficient funding. Competency
developments to ensure the organization are managedmpetent staff for functional
excellence and leadership. Lastly, there is ocoetl strategic partnerships and
collaboration effort between industry stakeholdéet had helped to gain time and cost
efficiencies and indentify new market potential.e$b partners include the Ministry of

East Africa Affairs, Commerce and Tourism, the Breg, the Central Bank of Kenya,
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Ministry of Planning, Ministry of Foreign Affairstl{rough functional liaisons in Kenya
embassies, missions and consulates abroad) anstimpgartners (KTF, KAHC, KATO,

KATA, KQ, KWS, KAA) among others.

4.4 External Environmental Changes

There have been a number of changes in the extenvadonment globally, within the
last ten years that have resulted in a changingpettive situation and have posed
various challenges to the tourism industry. Thelgtestablished that there had been
many changes in the external environment variabks.shown in table 4.5 below, the
respondent identified the key environmental factorsthe order of percentages as
Political (35%), Economic (30%) Social (12%), Tecloygy (10%) Ecology (7%) and
Legal (6%). The variables had impacted the toutisdustry to extent given leading the
government tourism agencies drafting strategicareses to address the changes in those

variables.

Table 4.5 External Environmental Changes

NO. FACTOR PERCENTAGES
1. Political 35%

2. Economic 30%

3. Social 12%

4. Technology 10%

5. Ecology 7%

6. Legal 6%

In the political framework which had the most impdB85%) had adversely and
periodically affected the tourism sector not omyelation to volume of business but also

in creating a negative and unstable image of Kasya tourist destination. The recent
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grenade attacks in Garissa and Nairobi, perceigddfrom outlawed groups such as
Mungiki and MRC at the Coast. The history of Kemyaclashes and election violence -

post election violence (PEV) in 2008 had also askigraffected the industry negatively.

Economic environment is second according to thpardents with (30%) score. Global
economic growth remains polarised, with emergingnemies performing strongly, and
the developing countries continuing to stagnataroEZone crisis - the jobless rate in the
17 countries using the Euro as their currency wa8%. This is approximately 16.3
million people out of work, this has led most peopbd cut costs by doing short haul
travel which leaves Kenya out. On domestic markdtation had been at 14% down
from 19% last year. This high inflation had beemcerbated by high fuel prices and
high cost of borrowing. This inflation impacts @ost of tourist product due to the
expensive inputs for example hotel food. Centaikoof Kenya had reduced the CBR
from a high of 18% in 2012 to 10% in 2013. Thisl ladfected the level of investment in
the tourism industry with many hotels staying awlagm bank loans for capital
expenditure. The Tourism Finance Corporation wischlso supposed to advance loan
to private investors had also increased it lendatgs. However, there is development in
transport infrastructure across the country which apen up new markets for Kenya'’s
tourism and the tourism agencies will take advamtém promote new products and

regions.

The third key variable of the external environmenthe social factors (12%). Moral
degradation as a result of tourist activities -lcclsex tourism, human trafficking, drug

abuse are some of the activities affecting the shhgu Discrimination of the domestic
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tourist at some facilities in country had elicitedblic outrage on radio and online
mediums. There is also a new trend of multi-getnm@nal travel where there more
grandparents travelling with their grand childreqp@sing the young ones to the culture

of travel at early age.

Technology (10%), Ecological (7%) and Legal (6% ather key variables that have
continued to affect the tourism industry. On teabgical aspect, one key massive
effect on tourism is the rapid increase in onlim®king that has given consumers more
opportunity to make holiday. Mobile phones arethap handy channel already some
agents on the Kenya market have started using MP&S#\payment mode. Ecological
front, the destination had been affected by filtbni poor waste disposal, poaching has
had a negative impact on conservation efforts aretooowding in some national parks

and game reserves is putting a strain on the est@isy

Lastly, Legal — the new Tourism Act No. 28 of 2044s recently enacted and it aimed to
provide for the development, management, marketing regulation of sustainable
tourism and tourism-related activities and servicd$ere is lack of a clear policy and
framework on tourism management. The classificadibtourism facilities was last done
10 year ago. Changes on labour laws and wage silmpacting negatively on the

industry eliciting unrest and high turnover amoheg work force.
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

The study set out to identify changes in the exieemvironment that affect the tourism
government agencies in the implementation of theyideVision 2030 and the strategic
responses that the agencies had put in place tavitbahese changes. The study made
use of both the secondary data and the primam. dahe secondary data was collected
from journals, newspapers, websites and in-housdigations. The primary data was
collected using a self administered questionnalfee study targeted a total of 10
respondents from the 5 tourism government agentidsr the Ministry of East African

Affairs, Commerce and Tourism.
5.2 Summary

The following were the specific strategies that go@ernment tourism agencies had put
in place in response to the changes in the extemaronment in order to ensure the
implementation of the Kenya Vision 2030: new praddevelopment, new markets
development, product and market diversificationpdoict and brand differentiation,
rebranding and re-positioning, strategic partnécogperative marketing, research and
development and increased destination awarenessfifidings further indicated that the
following strategies were not fully utilized whighclude, resource mobilization, crisis
management, competency development, technologicaiovation and quality

management.
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The study also found thd&b ensure that products are filling a slot in tlmmsumer’s
lifestyle and customer needs is necessary to utahelstheir motivations, needs and
wants. The government agencies utilizes researcichwhllows identification of
opportunities, minimisation of risks (through acter needs assessment), monitoring of
progress, evaluation of performance and consequaiatistrategic marketing and budget
planning to maximize return on investment. Rede&vols used are both qualitative and

guantitative in nature and encompass a diverseerahgurveys.

The study also found thahe vision highlights that the Government will prow
aggressive advertising to inform potential toura®ut Kenya’s attractions and facilities
in order to increase her global market share wfachitates expansion of tourism market

share.

5.3 Conclusion

Tourism is a key pillar to the country economy amdhe 2nd largest source of foreign
exchange revenue after Agriculture.  However, ithgustry is faced with a lot of
challenging mainly the external environment thateclly or indirectly affect the
performance of the industry. The government tonragencies have employed a great
mix of strategic responses in various facet ofrtleisiness in order to cope with the

environment changes.

The study concludes that economic factors likeatidh affect the tourism industry.
This high inflation has been exacerbated by high fuices and high cost of borrowing.
This inflation impacts on cost of tourist productedto the expensive inputs for example
hotel food. This has affected the level of investimin the tourism industry with many

hotels staying away from bank loans for capitalesdgture.
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Other external factors affecting tourism include tmoral degradation as a result of
tourist activities — child sex tourism, human tigking, drug abuse are some of the
activities affecting the industry. Discrimination the domestic tourist at some facilities
in country has elicited public outrage on radio andne mediums. There is also a new
trend of multi-generational travel where there mgrandparents travelling with their

grand children exposing the young ones to the rulbfitravel at early age.

The study further concludes that technological eispleat has key massive effect on
tourism is the rapid increase in online bookingttl@s given consumers more
opportunity to make holiday. Mobile phones arethap handy channel already some
agents on the Kenya market have started using MP&S#payment mode. Ecological
front, the destination had been affected by filtbni poor waste disposal, poaching has
had a negative impact on conservation efforts aretooowding in some national parks

and game reserves is putting a strain on the esi@isy

5.4 Recommendations

The Kenya Vision 2030 is the country’s long ternvelepment plan, which aims to
create a globally competitive and prosperous cguiiourism has been identified as one
of the six priority sectors that will support tlggowth. The government tourism agencies
under the Ministry of East African Affairs, Commerand Tourism are tasked with the
responsibility of fostering the tourism agendahe tountry. In order for the tourism
agencies to achieve their agenda they have to aathsscan their external environment

in order to match their operations to the environtder their prosperity.
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Whereas the tourism industry in Kenya has beenampg in terms of increased tourist
arrivals and revenues earned from the industry kvhizs been occasioned by increased
and aggressive marketing and improvement of thestounfrastructure by all the parties
involved. From the research findings, it was emtdéat political and economic are the
external factors that are adversely affecting tbarism industry in Kenya, it is
recommended that there is dire need to mitigatespleeific varies that are hindering the

growth of the destination.

On the political front that has continually contribd to the negative tainting of the
destination, there is need for the tourism agentoefoster a positive image for the
destination to push messages of peace and stabiliy-assure potential tourists. They
need to lobby the government and relevant stakem®loh the need of maintaining peace
and stability in the country. A clear pre and palsttion peace keeping strategy needs to
be developed and implemented immediately.

5.5. Limitation of the Study

The time available for this study was limited aispecially in data collection considering
that most of the respondents were senior manageamehtvere either busy attending a
series of meetings and conferences or outsidedhstry on official duty. In addition,
due to their busy schedule, the senior managefferped to fill in the form with the

presence and assistance of the researcher.
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Lastly, this study focused on management only whkiehorganization’s stakeholders are
many. The findings of this study are thereforeitiah to the views from the senior

management as opposed to all relevant stakeholders.

5.5 Areas for Further Research

The study focused on the tourism agencies respdnsesvironment changes. These
environmental changes affect all agencies in amgtig, to understand, the strategic
responses possible for these changes, furtherestutbuld be carried out in other

agencies affected by the same environmental changes

Different agencies respond to environmental changegifferent ways. Tourism
agencies had applied the strategic responsesfiddniti this study. However, to gain a
full understanding of why the tourism agencies lshdsen to use these strategies, a
further study could be carried out. This couldu®®n the strategic responses available
and why the tourism agencies had chosen to useespmonses it had adopted in the
implementation of the Kenya Vision 2030.

Lastly, the study was only confined on to stratagsponses to changes in the external
environment in the implementation of Kenya visidi8@ by Kenya tourism government
agencies. The study recommends a further resedrohlds be conducted on other

agencies in other sectors implementing the Keng@ni2030
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5.6 Implication of the Study on Policy, Practice ad Theory

The study aimed to find out the strategic responseschanges in the external
environment in the implementation of Kenya Visiof32 by the Kenya Tourism

Government Agencies. The study analysis of thenghs in the external environment
gives a clear guidance and knowledge of tourismstrgg dynamics to the policy makers
in designing policies which will be in line with@éhmplementation of the Kenya Vision

2030.

For the practitioners in the tourism industry, e 8tudy has given actual highlights and
insights to the changes in the external environimEme insights will help them on how
to strategically respond to the changes in thereatenvironment in the implementation
of the Kenya Vision 2030. The academicians witidfiuseful gaps that will stimulate

interest for further studies.

On the theoretical perspective, the findings predican affirmation of the Resource
Based View theory that certain unique existing veses will result in superior

performance and ultimately build a competitive adage. An organization should

exploit existing business opportunities using thespnt resources while generating and
developing a new set of resources to sustain itspetitiveness in the future market
environments. The study finding revealed that Klemya's tourism product had been
differentiated and diversified due to their distime nature. The study findings also
supported the Chaos theory on the premise thagregsho matter how complex they rely

on underlying order and any disruption to that o make the industry very volatile.
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APPENDICES

Appendix I: Introduction Letter

UNIVERSITY OF NAIROBI
SCHOOL OF BUSINESS
MBA PROGRAMME

Telephone: 020-2059162 P.O. Box 30197
Telegrams: “Varsity”, Nairobi Nairobi, Kenya
Telex: 22095 Varsity

NN

Registration No.....[.2 GlL1.82343 ) KA\

is a bona fide continuing student in the Master of Business Administration (MBA) degree
program in this University.

He/she is required to submit as part of his/her coursework assessment a research project
report on a management problem. We would like the students to do their projects on real
problems affecting firms in Kenya. We would, therefore, appreciate your assistance to
enable him/her collect data in your organization.

The results of the report will be used solely for academic purposes and a cnonv of the sams
will be availed to the interviewed organizations on request.

Thank you.

PATRICK NYABUTO
MBA ADMINISTRATOR
SCHOOL OF BUSINESS
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Appendix Il — Research Questions

Serial NO....cocovviiiiiiii

INSTRUCTIONS:

Respondent’s questionnaire orstfategic responses to changes in the external
environment in the implementation of Kenya vision P30 by Kenya Tourism

Government Agencies”

Please note that your views in form of answershesé questions will be treated
confidentially. Note that also there are no rightvrong answers.

DATE FILLED: 1] 1] HIEININ

PLEASE ENSURE THAT YOU:

a) Fill in your answers to all questions in the spgueided.
b) Do not indicate your name on the questionnaire
c) Itis absolutely important that all the sectionséna response

d) You are going to give your opinions based on a figmt likert scale rating of 1 —
5 where, 5 represented very great extent, 4, Gaet@int, 3, Moderate, 2, Low
extent and 1, very low extent

e) For questions where there are no numbers to betéidk | request you write your

answers in your own words in the spaces provided.
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SECTION A:

Background information of the respondent:

1. Name of organization;

2. Job title
Managing Director/CEO
Head of Department/Unit
Manager
Other

(SPECITY) v

HNENN

3. How old is the organization?
a) Less than 10 years

b) 11-20 years

c) 21-30 years

Ood O

d) 31 years and above

4. For how long have you worked for your current oigation?
a) Lessthan 3 years ]
b) 3-6 years []

L]

c) Above 6 years
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SECTION B:

Strategic responses adopted by tourism governmentgancy in Kenya towards
implementation of Vision 2030

1. To what extent do you agree with the following staénts on strategic measures
adopted by tourism government agencies? Use a sfale5 where 1 is to
strongly disagree while 5 is strongly agree.

Strategic Plan 1 2 3 4 5

The organization has formal documented

strategic plan.

The documented strategic plan is in line with the
Kenya Vision 2030.

The documentation of the organization’s

strategic plan involves all relevant shareholders.

The strategic plan is well communicated |to

employees

The organization’s strategic plan is periodicg

reviewed

2. To what extent do the tourism government agenaegtahe following strategies
to remain competitive towards the implementatioVision 20307 Use a scale of

1-5 where 1 is to a very low extent while 5 is ayvgreat extent.

Strategies 1 2 3 4 5

New product development

New markets development

Product and market diversification

Product and brand differentiation

Rebranding and re-positioning
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Strategic Partnering/ Co-operative marketing

Research and Development

Increased destination awareness

Resource Mobilization

Crisis management

Competency Development

Technological innovation

Quality management

SECTION C:
External environmental changes facing the Tourism @Gvernment Agencies in the

implementation of Kenya Vision 2030

1. To what extent do the following external environt@rchanges affect the tourism
government agency in the implemention of Vision@®8)se a scale of 1-5 where 1 is to

a very low extent while 5 is a very great extent.

POLITICAL FACTORS 1 2 3 4 5

History of Kenya on clashes and
Political/election violence

Political Stability

Terrorism and piracy

Travel advisories

ECONOMIC FACTORS 1 2 3 4 5

Global economic crisis

Fluctuating foreign currency exchange rate

\"24
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Economic growth rate

Budget/resources

SOCIAL FACTORS 1

Influence on culture

Negative social effects of tourism for
example- sex tourism and drug use.

Population demographics

Family life cycle

TECHNOLOGICAL FACTORS 1

Limited internet accessibility

Advanced technology

Rate of obsolescence

Speed of technology transfer

ECOLOGICAL FACTORS 1

Global warming

Poor waste disposal

Congestion and traffic

Mass Tourism

LEGAL FACTORS 1

New laws and legislation - New constitution
and tourism act.

Lack of policy and regulatory framework on
tourism management

Classification of tourism facilities

Labour laws

THANK YOU
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Appendix IlI: List of Tourism Government Agencies

Tourism Finance Corporation
Tourism Fund

Kenya Tourism Board

Kenya Utalii College

a kr 0N e

Kenyatta International Conference and Conventiontee

Source Ministry of African Affairs, Commerce and Toums(2012)
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