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Abstract

As companies face pressure from increased conmetityrowing product complexity and
shortening product life cycles, many are findingytmeed to change the way they develop new
technologies, products and services. They find tiey can no longer afford to rely solely on
their own R&D and need to acquire ideas from otlad this lead to trend whereby firms are
moving away closed to a more open model of cooperdiirough alliances. The research sought
to establish the role of strategic alliances aswuace of competitiveness to Barclays bank of the
Kenya. In attempting to get the objective, a cdadysresearch design was adopted whereby six
respondents were interviewed and gave informatitat helped in arriving at the research
objective and conclusion. The research findingsewieat strategic alliances can be used as a tool
which enables firms to overcome threats from thrmmpetitors while gaining additional
benefits. The competitiveness of the firms resglfirom the alliance will is generated through
the synergistic effects of the collaboration, a evicustomer base, spreading of risk and
employment of better technology which consequemttiuction in the operational cost.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

New technologies, new products and new distributbains constantly alter the competitive
space within dynamic industries of the 21st centimyorder to compete and survive in this
turbulent business environment, a company needarigy (Bardin, 2004). In the modern
business world, a firm’s capacity to compete depeml its ability to change and develop new
strategic directions. The process of thinking abin& new, of considering novel ideas and
solutions, plays a crucial role in terms of acaqwgra competitive edge. In order to survive and
maintain further growth companies are forced tad fipartners to increase possibilities of

becoming the leader or have dominant position emthrket (Kogut, 2001).

Firms’ motivation to augment income and expandrthetivities to other markets or sectors has
caused increased necessity to create strateqao@ds, especially when particular firm could not
have enough resources or capital in-home. Econagiobalization, technical revolution,
unutilized opportunities, open international mar&at its private nature have helped a greater
number of companies to realize it is impossibletfi@m to accomplish new market development
only with their own resources and techniques. Tioeee they choose to establish strategic
alliances and cooperation in order to gain cleanalels through their joint market contracts. By
doing so, they can make up their shortages in tolgg and manufacturing, perfect the effect of
the supply chain, achieve market or scale econohinpripson, 2006) and strengthen their

domestic or international competitiveness.



The study is guided by both the transaction cosbryrand the resource based theory. Barclays
bank of Kenya has partnered with several firmsroheoto achieve competitive advantage as it
does not possess required all resources and kngaviedbe entrepreneurial and innovative in
dynamic competitive markets. Interorganizationdatrenships create the opportunity to share
the resources and capabilities of firms while wogkiwith partners to develop additional
resources and capabilities as the function for cempetitive advantages. This is consistent with
the Resource based theory in which strategic aliarare formed with the aim to get access to
rare and otherwise unavailable resources (Gul@f9) The desire to reduce costs traditionally
led companies in the direction of internationalizitheir business. However, the motive of
getting access to knowledge and rare resourcesrtaepgossesses; that is, organizational
learning through strategic alliances is becomingaasingly more important today. The study
also relies on transaction cost theory in which blamk enters strategic alliance in order to
enhance their productive capacities, to reduce rtainges in their internal structures and
external environments, to acquire competitive athges that enable them to increase profits, or
to gain future business opportunities that wilballthem to command higher market values for
their outputs. The Transaction costs theory viewp(Hrey, 2002) was that an important motive
for creating a strategic alliance is taking an apyuty to increase the economy of scope and to
reduce costs. In this case, a number of motivesiwhave implications on costs are involved,

rather than a single one.

The banking industry in Kenya has over the yeatsegsed drastic changes. The changes are
both complex and ‘chaotic’ and organizations hawenfl it difficult to cope with increasingly

complex environments from internal resources andpmiences alone. Barclays Bank of Kenya
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Limited has over the years operated alone withouhdal relationship with others and remain
successful, however the uncertain business enveohmhave increased the level of
competitiveness, which is putting increasingly tgegressure to the bank to acquire and to
increase their competitive advantages. Therefaresutvive and thrive, the bank has to make
greater efforts to acquire or improve constangycibmpetitive advantages, and as a result, their
level of competitiveness because it can providentaehigher level of growth and performance.
The banks’ growth and competitive strategies ndy orclude cost cutting measures and better
revenue management tools, but also strategic edimnvith other institutions. The bank form

alliances to gain access to other business marketsiled by technology and regulations.

1.1.1 Strategic Alliances

Strategic alliances are a form of inter-organizaiccooperation involving pooling of skills and
resources to achieve common objectives of alligrartners, but retaining their separate entities
(Varadarajan and Jayachandran, 2009). Firms inegiraalliances seek to enhance strategic
advantage and position of alliance partners byrdaiag critical capabilities (such as research
and design and marketing) and responding to marketechnological changes more flexibly. A
strategic alliance is “an agreement between firm&la business together in ways that goes
beyond normal company-to-company dealings, butstadirt of a merger or a full partnership”
(Wheelen and Hungar, 2000, p. 125). Strategic raléa generally represent inter-firm
cooperative agreements aimed at achieving comyetdéidvantage for the partners. These
alliances range from informal “hand shake” agreemdn formal agreements with lengthy
contracts in which the parties may also exchangétye@r contribute capital to form joint

venture Corporations.



By entering into a strategic alliance with othemganies a firm does not lose its strategic
independence, it is only exposed to some extethdaqgoractices and resources of its partners.
Within a strategic alliance only some of the p@sants' business activities are involved; in
every other respect firms remain not only sepataiealso usually competitors (Dicken, 2007).
In the process of choosing partners, companiesclsefar those that possess knowledge,
technological superiority and innovation potenti@bmpanies in the alliance tend to benefit
from their partners, especially when the partneescampetitors (Gong, 2007, p. 98). Alliances
tend to maintain and improve competitive advantagenaking strategic decisions, which are
primarily focused on development of new productsyises, and processes. These decisions are
the tools of aligning the strengths of the alliamaéh its external possibilities. Entering these
cooperative arrangements lowers the costs and, is&kse the costs and market risks for new
product/service development tend to be very highafoindividual company. A strategic alliance
has to contribute to the successful implementatibthe strategic plan; therefore, the alliance
must be strategic in nature. The relationship lsabet supported by executive leadership and

formed by lower management at the highest, mawel.le

1.1.2 Organizational Competitiveness

Competitiveness is the ability of companies, indast regions, nations, and supranational
regions to generate, while being and remaining sgg@do international competition, relatively
high factor income, and factor employment levelsasustainable basis (Gulati, 1999). Poeter
al., (2006) believes that competitiveness is the undenpg of prosperity, based on productive
potential of a nation's economy, which in turn imately set by the productivity of its
companies determined by sophistication of compapgrations and strategy and quality of

microeconomic business environment. A firm’s suthle competitiveness derives from its
4



ability to assemble and exploit an appropriate doatiopn of resources. It is achieved by
continuously developing existing and creating n@sources and capabilities in response to

dynamic market conditions (Barney, 2007).

Traill and Pitts, (2007, p 13) posit that “A comgee industry is one that possesses the
sustained ability to profitably gain and maintairarket share in domestic and/or foreign
markets”. Thus, defined, sectorial competitivertess its own role to play between business and
national competitiveness. While business competiiss mainly depends on the institutional
design of the particular company, national competitess, broadly speaking, depends on the
history and political economy of the country. Rewgib competitiveness, as the authors cited
above show, is a bit more difficult to grasp, bah®e as different from the national average as
the institutional framework of regions may deviatghin a nation. Within the context of
economic globalization in the international markewery country is trying to generate
competitive advantage in various sectors to impribveinternational competitiveness of their
product and expand market share. Industrial cotiyetiess is a country's specific industry's
ability to be able to provide the need to meet pobdlemand to the international market and
gain profits continuously, by its more advancedac#y and production efficiency compared
with other countries in the free trade internatlanarket (Zhao and Wen, 2004).

The atmosphere of high global competition demantiggher level of capacity to maintain or
increase steadily the performance of the busiriss.(2005) considered that the managers or
owners of management skills are very limited, byolht must be improved so that companies
are able to successfully implement business siestefat will improve their competitiveness.

However, there are several disagreements abowthpetitiveness measurement, due the used
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indexes and interpretations have generated poleftsn, studies of competitiveness have a
tendency to use economic parameters as synonyrasusade performance and real exchange
rates, terms of trade, relative labor costs, growt®DP per capita and growth of productivity
factor (Ezeala-Harrison 2005). Ezeala-Harrison @0®elieves that competitiveness can be
measured through seven indexes: nature of comygetitlvantage, capacity for innovation, the
brand extension, restriction of the regulationste environment, quality in the education of
mathematics and science, quality in the educatystes, and ease of access to credit. Another
study of the measurement of business competitigersealso presented by Fendel and Frenkel
(2005), who did not specify how the performance sueament should only have eight rates for
their calculation: physical infrastructure, humaapital, efficiency of goods market and work,
efficiency of financial market, technological dewgment, opening and market size,

sophistication of business, and innovation, therglolyicing its application.

1.1.3 Role of Strategic Alliance on Firms Competitieness

According to the resource-based view, strategi@aratks are devices for firms to access
complimentary resources beyond boundaries or tizaitopportunities resulting from their
ownership of certain resources. A firm’s resourcenmitment to an alliance has significant
impact on alliance performance (Chen and Li, 2008 resource-based view is grounded in the
perspective that a firm's internal environmenttemms of its resources and capabilities, is more
critical to the determination of strategic actidran is the external environment. Instead of
focusing on the accumulation of resources necesgarynplement the strategy dictated by
conditions and constraints in the external envireninthe resource-based view suggests that a
firm's unique resources and capabilities provide blasis for a strategy. The strategy chosen

should allow the firm to best exploits its core qmtencies relative to opportunities in the
6



external environment. According to this view anamgation is a set of unique resources and
capabilities that provides the basis for its detismaking and the primary source of its returns.
Thus, differences in firm's performances acrossetiane driven primarily by their unique
resources and capabilities rather than by an ingasitructural characteristics (Dicken, 2007).
With increasing effectiveness, the set of resouas@slable to the firm tends to become larger.
Individual resources may not yield to a competitadvantage. It is through the synergistic
combination and integration of sets of resourced tompetitive advantages are formed. A
capability is the capacity for a set of resouraesnteractively perform a task or an activity.
Through continued use, capabilities become stromger more difficult for competitors to

understand and imitate.

In the process of choosing partners, companiesclsefar those that possess knowledge,
technological superiority and innovation potent@bmpanies in the alliance tend to benefit
from their partners, especially when the partnees ampetitors (Acquaah, 2008). Alliances
tend to maintain and improve competitive advantagenaking strategic decisions, which are
primarily focused on development of new productsyises, and processes. These decisions are
the tool of aligning the strengths of the alliangih its external possibilities. Entering these
cooperative arrangements lowers the costs and, is&kse the costs and market risks for new
product/service development tend to be very highafo individual company. Bearing in mind
the increase in costs, risks and needs for newntdayies, the prerequisite for competitive
success is cooperation in terms of innovative @8, production and distribution of new
products (Dicken, 2007). On the other hand, thesress for company's survival in today's
turbulent environment is formulation and impleméota of innovation strategy. Innovation
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strategy can introduce new perspectives for devedmp of strategic alliances at any market.
Therefore, forming of strategic alliances and folating innovation strategy represent two

mutually dependent and linked processes

1.1.4 The Banking Industry in Kenya
The banking industry in Kenya is governed by thenpanies Act, the Banking Act, the Central

Bank of Kenya Act and the various prudential guites issued by the Central Bank of Kenya
(CBK). The banking sector was liberalized in 19898 axchange controls lifted. As at December
2012 there were forty six banking and non-bankitusbns, fifteen micro finance institutions

and one hundred and nine foreign exchange bur&amdraél Bank of Kenya Official Homepage,

2012). According to the Central Bank of Kenya Q#ficHomepage (2012), there are a total of 45
licensed commercial banks in the country and onetgage finance company. Out of the 45
institutions, 32 are locally owned and 13 are fgmedbwned. The Central Bank of Kenya annual
supervision report (2012) categorizes the finaniiatitutions into three tiers; Large, Medium

and Small in terms of net assets. Out of the 48tuni®ns, 13 were in the large peer group with
aggregate net assets of over Ksh. 15 billion. Tlediom peer group comprise of 17 institutions
with net assets ranging between Ksh. 5 billion dhdillion, whereas the small peer group had

15 institutions with net assets of less than Kshill®n.

In the coming period, according to the CBK (201dyersification into other financial services
is also expected as consumers increasingly seek ‘&top financial supermarket.” These
developments are expected to enhance banking gsodamg offered and bring more Kenyans
into the banking space. However, the main challserfgeing the banking sector today include

the Finance Act 2008, which took effect on 1 Jan09 that requires banks and mortgage



firms to build a minimum core capital of Ksh 1 lmh by December 2012. This requirement, it is
hoped, will transform small banks into more stabiganization. The implementation of this
requirement poses a challenge to some of the rgibinks and they may be forced to merge in
order to comply with the act. Owing to deregulatioew technology and changing consumer
behavior, the competition in the banking sectoga#ting fiercer. In the Kenyan banking sector
the intensified competition has recently resulte@ inumber of banks adopting agency banking
and new electronic distribution channels. The Kenlganking industry has continued to grow
both in terms of new local and foreign entrantstamer and deposit base, regionalization and
increased scrutiny from the regulators specificily Central Bank of Kenya. This new shift in
the Kenyan banking industry can be attributed te liberalization of the sector, increased
adoption of information technology and improved ibass environment due to reforms being
undertaken in the political, economic, social antural fields. With these changes, the level of
competition in the banking industry has reached adinlevel high and coupled with an
enlightened customers and increased scrutiny flenrégulators, local banks have had to shift

their attention to distribution strategies as arsewf competitive advantage.

1.1.5 Barclays Bank of Kenya Limited

Barclays has operated in Kenya for over 90 yeairsari€ial strength coupled with extensive
local and international resources have positionadlBys Bank of Kenya as a foremost provider
of financial services. It has established an extensetwork of over 115 outlets with 236 ATMs
spread across the country. The bank's financidbpeance over the years has built confidence
among the 48,000 shareholders, with a reputatiomnasof the leading blue chip companies on
the Nairobi Stock Exchange. This means that thé batds a big chunk of the Kenyan market

share in providing financial services and is adyualmarket leader.
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Regionally, Barclays Bank Kenya has been considasthe most profitable subsidiary in the
East and Central Africa market among other branahdbke region (Barclays Africa, Annual
report, 2012). In the modern world of globalizati@arclays Bank of Kenya Limited has been
able to keep pace with the global banking indusicgnario by having strategic business
associations; associations which add value to #mnkibhg industry initiative and which help in
meeting the dynamic challenges of the modern bgnkidustry world. Barclays Bank of Kenya
Limited popularity led to the need to develop diffiet strategies through which they could
transact with customers and this led to the devetoy of alternative delivery channels such as
agency model. These services ensure that banlebkr¢o support their customers in places with
poor infrastructure or unavailability of an actdlatick and mortar’ establishment and ATMs.
The bank has entered into strategic alliance wiBSA bank based on several particular
characteristics that ABSA have. The development arahagement of the alliance further

ensured that both parties benefitted from theratka

1.2 Research Problem

In today's environment, creating sustainable vdhrecustomers and shareholders requires
creating effective alliances. Increasingly, withpich wealth growth of emerging global
economies, the basis of competitive advantage asgihg from internal capacities to network
capabilities. According to Nadkarni and Narayan200{f) what matters is not a company
ownership of hard assets but rather its abilityfuity utilize them to capture the worldwide
business opportunities. Economic globalizationhtézal revolution, unutilized opportunities,
open international market and its private natureehi@elped a greater number of companies to
realize it is impossible for them to accomplish nearket development only with their own

resources and techniques. Therefore, they choosstablish strategic alliance and cooperation
10



in order to gain clear channels through their jonarket contracts. By doing so, they can make
up their shortages in technology and manufacturpegfect the effect of the supply chain,
achieve market or scale economy (Thompson, 200@) stmengthen their domestic or
international competitiveness.

Barclays Bank of Kenya has entered into allianc warious institutions due to competition in
the industry because it is competition that brebhksbalance among commercial banks. They get
developed or eliminated in the process of balaratardze broken-balance. As a result, the bank
strengthen its efforts in creating specialties,deefacilitating the transmission of new ideas and
technologies and promoting the development of dthutao a higher level. Barclays Bank
competitiveness is manifested in the systemategnattion of the correlation, inter-influence and
restriction among all internal elements.

Several studies have been undertaken on the ralgadégic alliances on firms’ competitiveness.
Ogega (2010) researched on strategic alliance eat®afaricom and Equity Bank in the money
transfer service and established that there are madvantages than disadvantages realized from
the strategic alliance. Financial stability wasoalealized due to technology that was invested
and also operation cost was minimized thus a synéirat realized increased revenue for both
companies was created. Nzyimi (2012) worked on dinategic alliances and organizational
competitiveness at Kenya Commercial Bank and fooundthat strategic alliances provided the
partners with an opportunity to tap into resourdegwledge, capabilities and skills of their
partners to gain competitiveness. Chepkwony (2@08)a research on strategic alliances in
Kenya banking industry. The findings are that gadfility, technology, customer satisfaction,
competition and value addition as the main reasmn$o why banks seek strategic alliances.

Nguli (2009) worked on drivers of strategic alliasdetween Safaricom and Kenya Power and
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Lighting Company in mobile telephone payment anthl@shed that both organizations had
different key drivers for engaging in the alliant®ugh a few were shared i.e. to enhance
customer value and advancement of technology inefleeommunications sector providing new
opportunities. For Safaricom this was mainly drivsncompetition and need to guard against
declining Average Revenue per User (ARPU). KPLC masnly driven by the need to enhance
customer value and with time as subscription graws expected the organization will enjoy
benefits arising out of efficiencies associatedhwiechnology mainly in form of improved
revenue collection. From the studies done abovestady has been undertaken on the role of
strategic alliances on competitiveness of BarcBgek of Kenya. This study will therefore be

guided by the question: what role do strategi@aaties play in Barclays Bank competitiveness?

1.3 Research Objective

The objective of this study was to determine tHe aj strategic alliances on Barclays Bank of

Kenya Limited competitiveness.

1.4 Value of the Study

The study is of value to the management of BardBgysk of Kenya as they will know the value
of strategic alliances thus accelerates the volohadiances they enter so that they can achieve
competitive advantage over its competitors. An @oloial beneficiary in this research may
include organizations that are looking into entgtrategic alliances with partners who operate
in unrelated businesses so as to overcome compstltiallenges. The research outcome will
focus on factors that should be considered in lir@nae formation and management so as to
build an alliance that meets the set objectivepitiethe fact that their respective organizational

objectives are not related.
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The study will help managers in various organizatiainderstand the subject of strategic
alliances in strengthening competitiveness in thevise industry. The study will be quite

enriching to researchers, academic institutions sarwblars. This is because it will add to their
knowledge and enable them to be more informed vdomsidering forming strategic alliances

thus make informed decisions and choices. Thisamiynso because the study aims to highlight
factors unique to strategic alliances in the serucustry. Finally the research may be beneficial
for those with an interest in strategic allianced aould like to observe how different alliances

are formed and the reasons behind their formatmihcaoice of management.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

The chapter provides information from publicatiamstopics related to the research problem. It
examines what various scholars and authors hadeakaiut the concept of strategic alliances.
The chapter covers: theoretical foundation strataliiances, organizational competitiveness and

the role of strategic alliances as a source of &itiyeness in a firm.

2.2 Theoretical Foundation

The importance of strategic alliances in today’sibess environment has been a common point
of discussion from several scholars. Different sdétseasons can be found as to why a company
should seek for strategic alliance in order to cetapn today’s open, aggressive markets. For
some of them, strategic alliance are a ‘must’ idaids business strategy and are a matter of
survival; “Alliances between companies, whetherytaee from different parts of the world or
different ends of the supply chain, are a factif& in business today” (Moss, 2004, p.96).
Gomes-Casseres state, “the reality of alliancesomplex, but their impact on every facet of
economic competition is profound. No firm can affaio ignore the use of networking in

competitive strategy”.

In the transaction costs theory, the reason foerimtrganizational cooperation is found in
potential for transaction costs reduction for then$ involved (Frey 2002). On the other hand,
the game theory explores the problems of strategerdependence of firms and using the
famous prisoner's dilemma demonstrates the termghioh cooperation leads to better results

compared to individual action (Axelrod 1984) andpéasizes trust as an important element
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upon which cooperative arrangements are basedhelrsttategic management literature, firms’
networks are seen as a potential source of conveetilvantages for the firms involved. As
such, they are defined as "long term purposefud@gents among distinct but related for-profit
organizations that allow those firms in them tongai sustain competitive advantages-a-vis

their competitors outside the network” (Jarillo 809 32).

Resources are defined as: “stocks of knowledgesipaly assets, human capital, and other
tangible and intangible factors that a businesssomrmcontrols, which enable a firm to produce,
efficiently and/or effectively, market offeringsahhave value for some market segments”
(Pearce and Robinson, 2007, p. 42). A similar d&fimis given by Barney (1986) who among

others noted that the use of resources has mamgntmit advantages for firms such as the
achievement of greater efficiency and thereforeelowosts, increased quality and the possibility

of greater market share and/or profitability (Grdrt96).

The resource-based view regards the firm as a tegrsystem, which is characterized by
idiosyncratic and context-dependent competencdsaitgacore to strategic purpose. These are
conditioned by hierarchical capabilities, or settsautines, involved in the management of the
firm's core business processes that help to crealtee. Competences typically involve the
development of specialist expertise, and firms rbagome locked into a trajectory that is
difficult to change effectively in the short to niah-term (Amit and Schoemaker, 1993). The
premises of the resource-based view is that suttdssns develop distinctive capabilities on
which their future competitiveness will be basedhick capabilities are often idiosyncratic or
unique to each firm, and may also be tacit andngitde in nature (such as knowledge) (see

Teeceet al, 2007).
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Competitive advantage is seen to be founded om®lex of competences, capabilities, skills
and strategic assets possessed by an organizationpther words from the astute management
of physical and intellectual resources which foha tore capability of the business. Teetal
(2007) define core capabilities as “a set of dédferated skills, complementary assets, and
routines that provide the basis for a firm’s conitpet capacities and sustainable advantage in a
particular business”. Such capabilities or core petances are not built on discrete independent
skills but are “the synthesis of a variety of skilechnologies and knowledge streams” (Prahalad

and Hamel, 1990).

2.3 Strategic Alliances

Strategic alliances are agreements between congpgraetners) to reach objectives of common
interest. Strategic alliances are among the varapi®ns which companies can use to achieve
their goals; they are based on cooperation betwmmnpanies (Mockler, 2009). Strategic
alliances are agreements between companies thatimremdependent and are often in
competition. Strategic alliances are not only tngdpartnerships that enhance the effectiveness
of the participating firms’ competitive strategibg providing for mutual resource exchanges

(technologies, skills, or products).

Strategic alliances are forms of strategy usedrnysfto be formidable in the global market and
for increasing market shares, among others. ItiSe eegarded as the best way in which to
compete and succeed in today's networked econonbybbilding a strategic alliances and
making it work are not easy. Emerging economiesireecall for more attention on strategic
alliances to boost their competitiveness in thebgloeconomy. In a global world, nations

compete to sustain and increase their standangiog l(Garelli, 2003).The businesses’ decision
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to compete by forming alliances rather than purguither alternatives such as acquisition,
merger, or internal development constitutes a eggratchoice and the goal of this choice is
seeking competitive advantages through cooperatibh other firms, including competitors

(Varadarajan and Jayachandran, 2009). Firms urk@estaategic alliances for many reasons: to
enhance their productive capacities, to reduce rtain&es in their internal structures and

external environments, to acquire competitive ath@es that enables them to increase profits,
or to gain future business opportunities that aflbw them to command higher market values

for their outputs (Webster, 2010).

Strategic alliances have different structures basethe type of relationship between the firms in
the alliance (Kale and Singh, 2009). They can be&ldd into contractual agreements which can
be further broken down in terms of traditional ecants and non-traditional contractual
partnerships where non-traditional contractual rmaghips consist of several examples of
strategic alliances such as joint research devetopnjoint marketing, joint manufacturing,
arrangements to access mutually complementary sassetskills and standard setting.
Alternatively, there are equity arrangements wtaah be sub-divided into no creation of new
firms, creation of separate entity which are the aweas where equity based strategic alliances
fall. These areas can further be subdivided intooniy equity investment and equity swaps in
terms of no creation of new firms. In terms of &reation of separate entities, they can be

divided into joint ventures, 50-50 joint ventureslainequal ventures (Kale and Singh, 2009).

2.4 Organizational Competitiveness

Competitiveness refers keenness or urge to comjiatelicates the capabilities of a firm or a

sector or a nation to compete successfully (Djankod Hoekman, 2011). Competitiveness is
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sustained through constant improvement and upggadih allows the maintenance and
improvement of the enterprise's competitive positio the market that enables business to
survive against its competition over a long permfdtime. Competitiveness has become a
prominent business and government concern in theokiglobalization. Competitiveness is a
multi dimensional concept in the sense that beioigppetitive requires superiority in several
aspects. Mahmood and Harrison (2001) emphasizetmapetitiveness depends on the capacity
of domestic industries to innovate and upgrade.tePofl990) posits that competitiveness
depends on strong domestic rivals, aggressive Hmamed suppliers and demanding home
markets. It calls for domestic firms to adopt hiygbfficient and productive methodologies such
as faster innovations, effective marketing strasg@nd most appropriate labour-capital-resource

combinations in production activities.

Competitiveness is evidently a decisive factordorvival in the business world. To achieve it
requires setting priorities, which can be definecaaset of options of varying importance that a
firm needs to have to compete in the market owdgtarmined time frame (Santesal., 2009).
According to Davis (2001), besides costs, qualrg #exibility, fast delivery and good service
are competitive priorities. Delivery is related ttee speed factor, because it entails supplying
products quickly, while service involves the waypgucts are delivered and accompanied after
sales. He also points to another priority, consistof offering products that do not harm the
environment and that are produced by processes twéhsame characteristic. A combined
analysis of various authors in the business adtnatisn area shows an emphasis on the
following factors that determine competitivenessalgy, cost, flexibility and reliability, or
dependability (Stevenson, 2001).
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Machado-da-Silva and Barbosa (2002) believe thaplementing successful knowledge
management creates a flexible competitive advanthgeis hard to imitate, because it goes
beyond the limits of physical resources, which r@gel and easy to imitate, and extends to an
exclusive aspect of the organization that it diffidor others to appropriate. Therefore, the firm
acquires a competitive advantage by means of tadaeship of knowledge with the ability to
innovate and to configure a flexible structure dd@aof reacting favorably to the frequent
changes in its environment. The study of competitess factors is important to achieve the
most suitable method for developing products amtgsses, with the use of the best practices
and at the lowest possible costs, to make hightgyabducts and get them to market quickly so
as to satisfy consumers’ needs. Mastery of theealitactors is indispensable for an organization

to perform better and thus meet its goals.

2.5 The role of Strategic Alliance on OrganizationeCompetitiveness

All kinds of strategic alliances are created inewrtb improve a firm’s competitiveness. There
are different factors which have an impact on nagton to collaborate, however all of them are
directly or indirectly connected with competitivelaviour of companies. Therefore, it could be
argued that successful alliances improve competigdgs of companies which are involved in
such type of partnership. Evidence suggests thmpmentary business level strategic alliance,
especially vertical ones, have the greatest préibalmf creating a sustainable competitive
advantage. More and more companies are enteriagaid@nces to gain competitive advantages
(Gari, 2009). Strategic alliance designed to redgoncompetition and to reduce uncertainty can
also create competitive advantages. However, tadgantages tend to be more temporary than

those developed through complementary (both véréind horizontal) strategic alliances. The
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argument behind this assertion is that complemgrafiiances have a stronger focus on the
creation of value compared to competition whichdlda uncertainty. The participants of
corporate-level strategies also can use the stestég develop and corroborate the knowledge
for future success and as a result, knowledge nesnmeigt is crucial for the firms to gain
maximum value from this knowledge. Further, to ®sstully commercialize inventions, firms
may choose to cooperate with other organizatiomsiategrate their knowledge and resources

(Simonin, 2007).

Risk sharing is another common rationale for urakény a cooperative arrangement (Winer,
2004). When a market has just opened up, or whene s much uncertainty and instability in a
particular market, sharing risks becomes partitplanportant since competitive nature of
business makes it difficult for business enteringeav market or launching a new product, and
forming a strategic alliance is one way to reduceamtrol a firm’s risks. According to Box and
Miller (2011) most firms are competent in some araad lack expertise in other areas; as such,
forming a strategic alliance can allow ready acdéedsnowledge and expertise in an area that a
company lacks. The information, knowledge and etigeethat a firm gains can be used, not just
in the joint venture project, but for other progeand purposes. The expertise and knowledge can
range from learning to deal with government regoie, production knowledge, or learning how

to acquire resources. Thus a learning organizagiangrowing organization.

Synergy and competitive advantage is yet anotheargdge that strategic business networking
process will yield to the business partners (Tims@004). As compared to entering a market

alone, forming a strategic alliance becomes a waydécrease the risk of market entry,
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international expansion, research and developmint@mpetition becomes more effective
when partners leverage off each other’s strendphisging synergy into the process that would
be hard to achieve if attempting to enter a newketaor industry alone. In retail, entering a new
market is an expensive and time consuming prodéssming strategic alliances with an

established company with a good reputation can ¢relgte favourable brand image and efficient
distribution networks. Even established reputaldmganies need to introduce new brands to
market. In most of the times, smaller companies aenieve speed to market quicker than
bigger, more established companies (Timmons, 20G)eraging off the alliance will help to

capture the shelf space which is vital for the sgswf any brand.

The strategic integration is an essential prerégui® the competitiveness of organizations.
Achieving long-term competitive advantage involvé® design and operationalization of
appropriate business strategies that take intouamtcboth the mutations registered in the
business environment and the development stagehefotganization. A firm may have
competitive advantages deriving either from cagyout its activity in terms of lower costs or
from offering a product different from that of tkempetitors. In other words, the source of the
competitive advantage is the more efficient supp/compared to the competing companies, of
the purchase values (the type of reduced cost)eoconduct of activities at comparable costs,
creating however more purchase value by referemd¢bet competitors (Thompson, 2006). It is
important to note that, typically, a company canhold both types of competitive advantage,
meaning that it is focused either on cost reducaioa thus it will commercialize the product at a

price more accessible to consumers, or on spdeditires defining the product and, implicitly,
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the production costs will be higher. These featufethe product, with a special importance to

the purchasers, refer to quality, distribution ratwand servicing.

According to Potter (2000), the term ‘Strategicden strategic alliances has time dimension and
to the importance and impact on members. With cegatime, strategic alliances are generally
designed with a long time perspective. The analg$i€luster conditions indicates that the
membership composition chosen for a strategic ndtwdl have a decisive impact on potential
relationship types. When resources are complemerites bringing together of firms with no or
weak previous ties may result in forming suppliagdr relationship and extended network
horizons. In strategic networks made up of firmshvdimilar resources the member firms will
rather already have overlapping network horizon thember firms will already have
overlapping network horizons and only through obatons and comparing that competence

development may take place.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the research methodologywhatused to carry out the survey, what
informed the selection of the research designtalget population, sampling method to be used,

data collection instrument and how data was andlyinéerpreted and presented.

3.2 Research Design

The research design was a case study. A caseistadyin-depth investigation of an individual,
institution or phenomenon. Case studies allow aareher to collect in-depth information, more
depth than in cross-sectional studies with the ntde@ of understanding situations or
phenomenon. It also helps to reveal the multiplioit factors, which have interacted to produce

the unique character of the entity that is sulbpéstudy.

The study is used to determine the role of stratafiiance on Barclay Bank of Kenya Limited
competitiveness. The reason for this choice is dasethe knowledge that case studies are the
most appropriate for examining the processes bychvigvents unfold, as well as exploring

causal relationships and also they provide a holistderstanding of the phenomena.

3.3 Data Collection

The study used primary data which was collectedguan interview guide. An interview guide is
a set of questions that the interviewer asks wimerviewing. The respondents interviewed
managers in charge of shared services, marketintages, relationship manager, information

technology manager and human resource managere @hesonsidered to be key informants for
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this research since they are involved in the varistrategic alliances processes in the bank

during the negotiation stage or implementatiorhefshared activities.

This method should be considered more often byarekers since it provides more qualitative
information, more depth, more representation, naffieiency, more statistics, and more value
(Stokes and Bergin, 2006). The interviews consistiedpen-ended questions, and were carried
out in a semi-structured format so that some goiestcan be omitted or added if some new and

useful information come up through the whole praredwhich will be face to face interviews.

3.4 Data Analysis

The data obtained from the interview guide was ya®al using content analysis. Content
analysis is the systematic qualitative descriptbthe composition of the objects or materials of
the study (Hsieh and Shannon, 2005). It involveseolation and detailed description of objects,
items or things that comprise the object of stu@gntent analysis, as a class of methods at the
intersection of the qualitative and quantitativaditions, is used for rigorous exploration of many

important but difficult-to-study issues of interéstmanagement researchers.

This approach is more appropriate for the studyabse it allows for deep sense, detailed
accounts in changing conditions. Thus the qualigatnethod is suitable for this research because
this research was conducted within the environmehere the implementation initiatives
occurred. The reasons behind the strategic allahetveen firms might be known best through
an interview since the questionnaire might not calkthe reasons and at the same time some

answers might be gotten through a further proddwnthe researcher.
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CHAPTER FOUR: DATA ANALYSIS, FINDINGS AND DISCUSSIO N

4.1: Introduction
The research objective was to determine the rolstmtegic alliances on Barclays Bank of

Kenya Limited competitiveness. This chapter preséin¢ analysis and findings with regard to

the objective and discussion of the same.

4.2 Respondents Profile
This part of the interview guide was intended teegs the capacity of the respondents to answer

the questions on the interview guide and also wdredtiey are versed with the subject matter of
the study. The respondents comprised the top addlenievel managers of the bank. In total; the
researcher interviewed all the six respondentst Wark in the Shared services department,
marketing, relationship manager, information tedbgp manager and human resource manager.
This represented 100% response rate. All the rekpus interviewed had university degrees
with 3 of them having a Master in Business admiat&in degree as well and one a masters in
economics. Their work experienced span a totalBofdars in various departments ranging from
retail banking, human resources, information tettng accounting and auditing and as well as
marketing within the organization and other bamkthie country. In addition, the views of both

genders were represented in the respondents iemesdi because two of the respondents were
female against four men. This meant that the viewgressed by the respondents were not

gender biased.

One observation made from the results of the ierwvas that four of the respondents,
representing 67%, pointed that they are currerdlyply with their jobs. The reasons given were

that they felt the amount of work they undertakéhie organisation commensurate with the level
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of compensation they get. A number of opportesitivere available within and without the
organization such as career development, interaetia solving customer complains, and the
new challenges that come in the course of theiedufll these helped in personal development
of the respondents and thus creating a motivata#tfar@e. With their solid background in the
affairs of the organisation, the respondents weuad to be knowledgeable on the subject matter

of the research and thus help in the realizaticth@fesearch objective.

4.3 Strategic Alliance Process at Barclays Bank éfenya
In this section, the respondents were to give timelependent opinion on what they consider to

be the Barclays banks strategic alliance procesw, the same alliance is undertaken, which
organizations the same is carried out with and edssons for undertaking the alliance in the
first place. It was important to understand thganizations strategic alliance process because a
good strategy will be able to guide the organizatwwvards the realization of its objective and

thus create the necessary competitiveness.

Barclays bank form of strategic alliance came aubé¢ a hybrid alliance whereby the parties
involved aimed at obtaining increased sources wémee as well as obtaining knowledge that
could be perhaps utilized during alliances witheotarganizations. In addition, it also came out
that the banks alliance could at the same timealsk t& be business alliance when looked in
terms of the alliance goals than that of a hybtirece as its main goal was to increase the
number of customers, thereby increasing revenulee Bank had established an alliance with
different types of firms but all of them, even b other sectors, aimed at offering financial

services to their clients. Several firms were id&at as being in one form of alliance with BBK
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or another. These firms include Safaricom, Airddlestern Union and MoneyGram money

transfer services.

The researcher also wished to establish the maiivaif the bank in entering into the alliances
with the firms. Several reasons were highlighteat formed the reason of this alliance. It was
pointed that due to the increased competition enlithnking industry in Kenya, it had become
necessary for the bank to pursue other avenudsooing up its revenue especially in the money
transfer service segment. With increased technolo@ny customers preferred save and send
money using their mobile phones without necessarggyto the ‘brick and Mortar’ banking
halls to transact. It was noted that the bank wemsidh slow in adopting the system and
embracing the mobile banking and was currentlycluaig’ up with other financial institution
that were fast enough to adopt the system. It wes found that the bank endeavored to
concentrate in some specific core services by igténto the strategic alliances with partners. It
was pointed that Barclays bank entered into aaralé with Postbank to pay government retirees
due to their existing branch network and therefoeeng able to be accessed by the many
pensioners spread all over the country. This tbeeefaved the organization from the acquisition
of new resources, by opening more branches, andaithsconcentrates in its core competency

areas.

The need for the bank to increase its market shiarecame out as yet another reason for BBK
to enter into strategic alliance. The respondewnted that BBK for example entered into an
alliance with Women and Youth Empowerment Micraafige institution in South Sudan to set

its foothold in the country and capture the largeapped market of estimated 3.4 M customers.

27



This move is comparable with strategic alliancer#éiture that presents greater value and
benefits, risk reduction by obtaining complementagources, and increased market share as
reasons for considering alliances between firmthénsame sector (Rusko, 2010). In addition,
the strategic move taken by the bank strengtheasctse of a firm focusing on its core
competences while obtaining additional competeraees resources from the alliance partners.
This is because, the alternative option of devalpgimilar resources and competencies as the
alliance partner might lead to sup optimal resa#ist would involve acquisition of several new

competences which if not successful could leadwaste of time and resources.

The partner selection process came out as an iemgastep in the strategic alliance process in
the bank. Towards the same, the researcher wishedtablish what factors BBK considers in
identifying its potential partners in the stratedecision. It came out that the partner strateigic f
with Barclays bank was an important parameter tsicker before selecting a partner. Strategic
fit can be seen in the banks goal of focusing @mnalar customer bracket and having similar
goals in maintaining the level of customer senacel customer reach. It was pointed that, for
example, Safaricom facilitated the banks’ desireethuce the level of queues in its banking halls
and also the need to open more branch networkketefore became necessary that the bank
entered into an alliance with the mobile servicevpters to facilitate customer withdrawal and
deposits via their mobile phones. At the same tithe, mobile service providers desired to
access the many ATMs operated by Barclays bankitgndffiliates such as PesaPoint and
Kenswitch. This will likely increase their revenumse through the increased number of
transactions coming out of the customers. It tloeeefollows that the alliance is synergistic in

nature. This position is similar to that observgdCimuma et al, (2000) who observed that as the
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core competences of the alliance partners arefiiereit areas it leads to a situation where the

available partner resources can be exploited ®b#nefit of the alliance.

The partner resource was in addition highlightedrasmportant factor to consider in forming an
alliance. Availability of resources is to most fgra constraining factor for entering a particular
market or capturing a given customer base. Thistcaimt is usually in form of financial or
technological. Barclays banks was found to deteenmwhether the partner firm has enough
resources that will facilitate the transaction &mel partner resources in question can be seen in
terms of their ability to share financing and tel@enunication resources that could be used
within the alliance to create new products andisesv AsKoza & Lewin, (2000)pointed out
different firms have different capabilities and ceces and it is therefore necessary that a firm
identifies the resources that it lacks but is fofnoth the other firm and come up with a mechanism
of using them to gain necessary competitivenebg dhoice of alliance partner is therefore an
important factor to take into consideration as #dity to form an alliance and create new
products and services is based on this decisions,Tés the core competences of the alliance
partners are in different areas it leads to a sdnavhere the available partner resources can be
exploited for the benefit of the alliance. Therefdhe choice of alliance partner is an important
factor to take into consideration as the abilityfdom an alliance and create new products and

services is based on this decision.

The respondents pointed out that the mobile phammpanies in Kenya had a cumulative
customer base exceeding 37M and that this poousfomers can at the same time form the

banks customers. In comparison to the 14.5 M actigomer accounts in the banking sector, it
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is evident that banks can increase their custorase by aligning themselves to these mobile
phone customers by offering services that can bessed and transacted through mobile phones.
It was therefore incumbent upon the firms in thelag sector to develop products that will
benefit these customers and be able to survive etngm. In the case of partnering with
international money transfer services such as Wes&taion and Moneygram, it was found that
bank targeted the diaspora market that reside untoes that the bank had no strong
establishment and from this, the banks custometbaninternational market has been able to

increase.

The other reason found for the strategic allianes W keep the customers loyal to the bank. It
was pointed that the bank alliance aimed at progidietter and quicker customer service while
keeping the service cost minimal. Thus mobile servprovider customers can enjoy
withdrawing cash from any Barclays bank ATM avoglithe challenges experienced through
dealer shops and agents in relation to float manage Many of the respondents said that
customers are very happy with this service sineg ttan access their cash easily even very late
at night since they can access the ATMS. On therdtland Barclays bank customers have a
chance to pay their loans through the phone urdepay bill option from their M-PESA menu
in the phone. Therefore customers avoid long quaudke bank halls to pay their bills thus
saves time and money. Also customers are proteftted insecurity of carrying money
physically to the bank, thus they can do theirgemtions without any fear. Also Barclays bank
customers have the chance to call the Safaricomcutdomer care number to be assisted on
queries in relation to their transactions made uride partnership; this is possible through

SafaricomJamboContact Centre.
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The uncertainty in the business environment as agefinancial field also explains the need for
alliances between the bank and some of the partReigical instability or unrests enables the
customers to still access their funds through the af the ATM or money transfer platforms
such as the Mpesa. In relation to this, there isenad sharing resources and thus eliminating the
concept of financial instability in times of uncartties. This alliance was to get the
organizations closer to achievement of their gotdat is improved quality service delivery,
profitability and increased market share. So th@agars saw the need to give alternative ways

for customers to access their money at all times.

4.4 Role of Strategic Alliances on the Firms’ Comgiveness
The competitiveness of a firm is determined by smvfactors and as a result, the researcher

wished to establish how Barclays bank level of cettipeness will have been influences by the

strategic alliances it has established with varigarsners.

The respondents pointed that for an organizatidmettome highly competitive, it is necessary to
identify the factors that influence its competitiess. This view was supported by Stevenson
(2000) who posited that a firm’s competitiveness ba traced to existence of quality products,
cost containment, flexibility and dependability.ette, as the respondents noted the firm should
endeavor to gain its competitiveness through aemmnt of various parameters that will give it
the necessary competitive advantage. Further, eaer@001) observed, strategies for success
wind up determining a set of premises that caneatplaced unless they no longer add value to
the organization. It was pointed out that BBK does have all necessary resources to meet the
expectation of all existing customers or poterdgias and as a result, it has to enter into allence

with other financial institutions such as Citibaok Postbank as well as, say, mobile money
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service providers. Small firm alliance with largaerfs has resulted in synergies and as a result,
when BBK enters into this alliance, they gain adeatiadvantage compared to if it had set up its
own infrastructure. They argument is similar to tkeource dependence theory which suggest
that firms need to enter into relationships becatl®y cannot generate all the necessary

resources internally.

The need to distribution risk in a firm came oubsgly as yet another reason why the bank
enters a strategic alliance with partners. It wated that if the bank was to be the sole entity to
disburse the government of Kenya pensions to esjrthen in the case of the system failure,
there runs a risk of the bank being highlightedatiegly and therefore, there is need to spread
the potential risk through entering into a parthgrwith other firms to carry out the same task.
This move of diversification helps in reducing tiiek that can face the bank. It was also noted
that the capacity of the bank to enter into completary business level strategic alliance,
especially with other firms outside the banking ustly has had the effect of creating a
sustainable competitive advantage. This view supgbe assertion by Gari (2009) that strategic
alliances designed to respond to competition andethuce uncertainty create competitive
advantages. When a market has just opened up,asubhbanking, there is much uncertainty
and instability in the banking market and sharirgks becomes particularly important since
competitive nature of business makes it difficolt business launching a new product to reduce
or control the risk level. They therefore assetteat entering into alliances with other upstream

firms helps in reducing the risk exposure.
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The development of knowledge gained from the atksnalso came out as a source of
competitiveness to the bank. It was the participamtcorporate-level strategies also can use the
strategies to develop and corroborate the knowlefilgefuture success and as a result,
knowledge management is crucial for the firms t;h gaaximum value from this knowledge.
Further, to successfully commercialize inventiofisns may choose to cooperate with other

organizations and integrate their knowledge anduess (Simonin, 2007).

Synergy and competitive advantage is yet anotheargdge that strategic business networking
process will yield to the business partners. Therimewees pointed that as compared to the bank
entering a market alone; forming a strategic atleatbecomes a way to decrease the risk of
market entry or international expansion. Competitomth in the local and international market
becomes more effective when partners support eter’'s strengths and in the process bring
synergy into the process that would be hard toeaehif attempting to enter a new market or

industry alone.

The strategic integration is an essential prerégui® the competitiveness of organizations.
Achieving long-term competitive advantage involvé® design and operationalization of
appropriate business strategies that take into umtcboth the mutations registered in the
business environment and the development stagehefotganization. A firm may have
competitive advantages deriving either from cagyout its activity in terms of lower costs or

from offering a product different from that of thempetitors.
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The exchange of knowledge and experiences in thegyahip was also pointed out to lead to
innovations in the firm. The respondents noted thiedugh the alliances with partners, BBK has
been able to innovate other products such as HAboey and Internet banking. From the
exchange and recombination of knowledge with offagtnering firms, the respondents observed
that the bank has been able to improve on thegtiegi products and at the same time suggested
ways of improving the services offered by the pemrdn As an example, they gave was the
development of a swift transfer. Further, they padnthat their alliances with Citibank has
generated knowledge that can be used by parens$ tiomenhance innovations in strategic and
operational areas unrelated to the alliance assitFor example, it was pointed that Barclays
bank was able to introduce Hallo money. On the tjuef what the organization need to
undertake in order to realize value from the calalive process, the respondents observed that
the banks managers should learn to identify oppdrés from the wide consultation involved in
the alliance process. This is because during tinsudtation process, one party of the alliance

might actually discover an opportunity which had been discovered earlier on.

Alliances among firms affect the behaviour of emyples. The respondents noted that with
collaboration, there is flow of new ideas from adésthe company and this gives a fresh glimpse
on previously adopted patterns of conduct. They dgample noted that when the bank
introduces Real Time Gross Settlement (RTGS) systhioh involves collaboration with many

other banks as well as the Central Bank, the systemeased the motivation level of its

employees, especially those that had been usedntonon procedures. This system involved
testing of the new technology, analysis and compatian with different technical persons. For

such a collaboration to succeed there was needllftihhe parties to increase their trust on each
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other which in the process lead to a motivated voode. However, the respondents also
appreciated the need for economic incentive tovier@ded to the employees involved and this
coupled with good communication between companidisbe expected to yield good results

from the alliances process.

4.5 Discussion
In the present day business environment, organizattare confronted with substantial increases

in both competition and uncertainty and conseqyerttiey have realized the need to look
outside the organization for alliances that wilingrabout an operational synergy. It findings
from the study was that organizations competitigenis a decisive factor for survival in the
business world, and more so in an industry suchhasbanking sector that Barclays bank
operates in. The study found that BBK had estabtisttrategic alliances with a number strategic
alliances with these partners has been able tdigosn leveraging its critical capabilities and
respond better to market and technological changee flexibly. The strategic move taken by
the bank strengthens the case of a firm focusingt®rcore competences while obtaining
additional competences and resources from thenadligartners. This findings supports Porters
(1985) position that a firms competitiveness wél $ourced in cases where it focuses in an area

where it is better placed to offer the productenwge much cheaply than competitors.

The findings of the study also point to the need dostrategic fit to be present between the
partners in the alliance. The choice of alliancensa is based on factors such as strategic fit and
partner resources. (Douma et al, 2000; Nielsen R0OIBe choice of Safaricom is seen as
relevant in terms of strategic fit as well as partresources. Strategic fit can be seen in thail go

of focusing on a similar customer bracket, espictake lower market end, and having similar
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goals in terms of the alliance formed. Partner ueses can be seen in terms of their ability to
share financing and telecommunication resourcdascthad be used within the alliance to create
new products and services. This is in consideratian the bank on its own does not have the
necessary resources to roll out the mobile bankorgept and hence the option available was to
form alliances with the mobile firms. The findings the need for a strategic fit was also
supported by Nielsen (2010) who observed that mstrstegic alliances that have not had a
strategic fit have not succeeded in their busines$nership. It therefore becomes imperative
that an organization should assess its internalatipas and capacity and determine whether it

will be able to align well with the partners in thigategic alliance.

The motivations for entering into the strategidaate included increased competition from

competitors, acquisition of new resources whileuieg on core competences, and increased
market penetration which contributed to the banteasing more clients. These are comparable
with strategic alliance literature that presentsatgr value and benefits, risk reduction by
obtaining complementary resources, and increasexkenahare as reasons for considering
alliances (2009; Rusko, 2010; Osarenkhoe, 2010jth&umore, it strengthens the case of

focusing on core competences while obtaining aolibii competences and resources from the
alliance partners. The alternative option of depilg similar resources as the alliance partner
could lead to undesirable results as it would imgchcquisition of several new competences

which if not successful could lead to a waste moketiand resources
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CHAPTER FIVE: SUMMARY, CONCLUSION AND
RECOMMENDATION

5.1 Introduction
The purpose of this chapter is to give an ovenaévindings, conclusion and recommendation.

The conclusions are made from the analysis andlijestive of the research.

5.2 Summary
The results centered on determining the role ditefiic alliance on the competitiveness of

Barclays bank.

An organization decision to entering into a strategliance is determined by several factors
which dependents on the type of strategic allidhaeone is forming. There is need for a firm to
ensure that there exist a strategic fit betweerptiitners to reduce any conflicts that come up in
the course of the alliance. The strategic fit wake the form of there being a common customer
base that both parties are serving or will wiskd¢ove. The management of alliance between the
partners requires a dedicated team from both fands who will need full support from the top
leadership of the organizations. In the study,ldaek alliance was found to take a hybrid form
whereby the parties involved aimed at obtainingraased sources of revenue as well as
obtaining knowledge that could be perhaps utilidadng alliances with other organizations. In
addition, it also came out that the banks alliacmeld at the same time be said to be business
alliance when looked in terms of the alliance gala#s that of a hybrid alliance as its main goal
was to increase the number of customers, theredygasing revenue. The strategic move taken
by the bank strengthens the case of a firm focusmgts core competences while obtaining

additional competences and resources from thenadipartners.
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The need to keep customers of a firm was anothesore for a firm forming alliances. The
maintenance of customers comes about through pngyigetter and quicker customer service
while keeping the service cost minimal. The undgetyain the business environment, such as
political instability, explains the need for all@es between firms as a way of diversifying such
operational risk. By entering into alliances, thesesharing of resources and thus reducing the
level of financial instability in times of uncentdies. A firm alliance with other firms brings
about the increase on knowledge of both partiethenrmanagement of business alliances and
challenges expected to be faced in the processhamdthe same can be overcome. This
knowledge gained will help in increasing the contpemness of the firm since the employees
level of competence of handling such transactidhbei enhanced and in the process identify the

opportunities to be found in the deal.

The participants of corporate-level strategies atsm use the strategies to develop and
corroborate the knowledge for future success aral r@sult, knowledge management is crucial
for the firms to gain maximum value from this knedge since the synergy resulting from such
a relationship will be beneficial to all partnensthe alliance. With increased technology, many
customers preferred save and send money usingniogile phones without necessary going to
the ‘brick and Mortar’ banking halls to transachefe is need for an organization to be though
fast in adopting any technology that will contribub the attainment of its objectives at the same

time lower cost.

5.3 Conclusion
Strategic alliances as a form of collaboration lesmvdifferent entities play very important role

in enhancing the level of competitiveness in a fiumd there is no doubt that such kind of
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cooperation can be essential creating economicevatuproduce new technological growth.
However, creation of alliance does not pave the wraguccess on its own and there are many
factors which may influence the outcome of thisetygf partnership. Starting from partner
selection, management and the need for a strafiégstrategic alliance is not an easy task to
undertake and as a result, there is need for alirtnagers of the partners to support the process
for the desired competitiveness to be realizedhémodern world, companies have to be more
efficient and competitive. In most of the casess thfficiency comes from the adoption of
modern technology and this explains why combinatioh two firms to utilize their

complimentary resources will be advocated.

Strategic alliances of companies have a role imtorg business competitiveness. The
competitive advantage of companies in today's emgnstems not from market position, but

from difficult to replicate cooperation betweemis and the manner in which they are deployed
by the partners in generated value. Effective mameent of the cooperation enables an
organization to grow and develop the appropriagaoizational competencies. Therefore, the
fact that organizational competencies are basethereffective and efficient management of

partner firm relationship puts it at the heart o§imess performance and value creation.

However, while implementing, strategic allianceswaen organisations, the managers need to
be aware of the challenges that might delay orcatiee implementation of the same process.
They need to consider what value the cooperatidhgenerate, determine how the firm can

exploit the special characteristic of alliance twtaon a niche in the market, establish how the
firm can avoid being imitated by other firms andaakstablish how the firm can organize the

exploitation of resources in order to implemeneefive alliance of the firms.
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5.4 Recommendation
This study makes several recommendations;

5.4.1 Policy Implications
Firstly, strategic alliances between firms in Keras not been taken seriously as a source of

competitiveness of the partner firms and theredsdnfor the Kenyan firms to explore this
avenue especially in the current business envirohavbere investment in the technology based

operation might be exorbitant for a single entityptrsue.

Secondly, it was also found that some alliancelspsé after only 2 or 3 years of the relationship
due to a lack of strategic fit between the partn@&here is need therefore for a managerial as
well as strategic fit evaluation of the partnersobe the cooperation is entered into. More of
involvement of top level management is requiredoti@r leadership support to the alliance

process and there is a better chance of success.

5.4.2 Recommendations for Further Research
Due to the findings of the research that most efdlliances collapsing in their initial years of

their cooperation, more research need to be dortbeostrategies that one of the partners may
pursue if the partner engage in partnering witheottompetitors in the same industry of the
former partner after the winding up. In additiorstady needs to be carried out on the different
forms of management in cross industry alliancesoltld highlight whether different forms of

management in terms of whether a combined manadeie®m is created, or whether separate

organizational teams are used to manage the adlianperhaps a combination of both. It would
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be interesting to see the advantages and drawhzckid§ferent methods, as well as which

method has been most effective in alliance manageme

Another research area may include the analysishefalliance based on the other party’s
perspective i.e. the mobile phone company. Thiddctwe in terms of the benefits they are
gaining through this alliance and perhaps whethey &re able to exploit the alliance further to
gain more than financial resources. A focus onrtfeationship with differ banks and how these
relationships affect each other would also prowahel interesting view on alliance portfolio

management

5.5 Limitation of the Study
One of the limitations of this research is the pmesbiasness on the part of the respondents

because for any study making use of an intervieideggithere is a possibility that the answers
from the respondents for all questions are not;tthes study is no exception. Because the
interview guide questions were personally admingsteand all questions asked were related to
practices of risk management the researchers esséme right to believe that the responses were
true and honest to the extent of the knowledgéefrespondent and contain minimum level of

biasness.

The second limitation, the number of respondenés fnalized based on the managers involved
in the organization strategic alliance process lagdce the researcher had to settle to the six
respondents. It is there assumed that their reggassepresentative of that that will have been

given by the other respondents.
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APPENDIX I: Interview Guide

The interview guide will seek to achieve the follog objectives;

1. Establish the role of strategic alliances on fisompetitiveness at Barclays bank of Kenya
SECTION A: Demographic Data

Name of the respondent( optional)

For how long have you been holding the currenttmre?

For how long have you worked in the bank?

P w0 NP

What is the highest level of education you haveeved?

Section B: Strategic Alliance

. What kind of strategic alliance have you entered?

5

6. Which organizations have Barclays Bank enter itv@tegic alliance with?

7. Does the proposed alliance contribute to the mmssrovision of the organization?

8. Does this proposed alliance allow the organizatmachieve its objectives more effectively

or more efficiently?

9. Why did Barclays Bank decide to enter into an at& with the organizations? What was its
aim?

10.In your opinion what has led to the success ofstn&tegic alliance between Barclays Bank and
other organizations?

11.What factors were considered when choosing thentrgaon to enter into strategic alliance
with?

12. Were organizational goals a factor during alliafmenation? If so, what were they? And were

they in alignment i.e. the goals between the omgiuns?

Section C: Role of strategic alliances on firms’ aopetitiveness
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13.Has the strategic alliance led to increase of @gkb markets share in terms of rapid entry
into other markets while keeping the cost down?asdeslaborate

14.How has the organizational learning been affectdd® the alliances led to ready access to
knowledge and expertise in an area that the bakisPaPlease elaborate.

15.What effect has the alliances had on the bankéityatn introduce novel products or services
in a short period.

16.Has there been any synergy created as a resutiedbank collaborating with other firms?
Please expound

17.How has the networks contributed to the firm’s imaion process

18.Has the firm created sustainable fruitful collaltiomas with the other players in the networks
and therefore giving it a significant competitivilvantage? Please expound further.

19.How has the alliance led to financial risks shammogning out of uncertainty and instability
the financial market?

20.How are risks and profits shared between the badkother organizations in the alliance?

21.What kind of critical resources does the other pizgtions in alliance have which Barclay
Bank considers it can be complementary resources?

22.Has the bank entered into alliance in order to es&ftlly commercialize inventions and
integrate their knowledge and resources? Pleassiegp

23.What factors fosters strategic alliance betweerbtrk and other organizations?

24.How has the bank used strategic alliance for giraositioning purposes?

25.What are the factors that have negatively hindsteategic alliance between the bank and

other organizations?
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