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ABSTRACT

Electronic marketing strategies are adopted by mmdempetitive companies to gain
competitive edge in the market in terms of minimigzicosts and maximizing profits.
Due to changes in the internal and external busieesironment like; competition,
change of consumer buying patterns and globalizatiave necessitated companies to
integrate their marketing activities with Inform@ti Communication Technology to
bridge the gap between the company and the custdrhese objectives of the study
were; to establish electronic marketing strategidepted by Commercial Banks in
Kenya and to establish the relationship betweentreleic marketing strategies and
performance of Commercial Banks in Kenfaimary data was collected using semi-
structured questionnaires; with both close-endedl apen-ended questions.
Questionnaires were used to collect data and weng@ingstered by the researcher.
Descriptive statistics was used to analyze datfoiim of frequencies, percentages,
means and standard deviation to summarize the @Ragression and correlation
method was used to determine the joint relationdbgiween independent and
dependent variablesThe study established that some commercial bankpted
electronic marketing on a smaller extent due toitfieence of internal and external
factors. Therefore, this study recommends timelining of commercial bank staff on
electronic marketing practices. Integration of nrodechnologies in the organization
sub-systems for efficiency and effectiveness. Manant should allocate enough
resources to empower the initiative within the oigation thus minimal resistance
from employees. The Government of Kenya should édate and implement policies
that support small and large companies to use evaooe platform to buy and sell

their products and services through online thubaieation.



CHAPTER ONE: INTRODUCTION

1.1Background of the Study

Evolution and strategic direction of marketing tgges in international and local
environments has necessitated firms to electron@arketing technologies to gain
competitive edge in the market (Bui & Jones, 200@st development of technologies,
economic globalization and many other external uritstances stimulate changes in
marketing environment. For the company to gain cafitipe edge in today's market,
especially in the electronic market, it has to havegood knowledge of the external
environment, especially in technological environiirat affects business operations. It is
important for the company to know and predict emwnental conditions that influence
marketing activities. Some of the external facttirat influence marketing activities of
modern companies include; political, economic, aleciltural, and technological factors

(Adam, Mulye, Deans & Palihawadana, 2002).

Today's market grows incredibly fast. New ideasucttures, standards and necessities
spread in the way, it happened earlier with all\tbgues. Such a rate is determined by a
possibility of communicating with the help of tedhogy, not tied to geographic locations

and the formation of consumers' continued desiréhi® newest, best, most stylish, smaller
and faster devices (Flavian & Guinaliu, 2006). Oacproduct enters the same market, it
passes into the other. Each new future technolsgwtch better than its predecessor. As
soon as something new and revolutionary appearhe@market, it is immediately being

desired by the use of electronic marketing stragegDervenoael, Soopramanien, ElIms &

Hallsworth, 2006).



One of major trends in today’s marketing is oriéintaon exploitation of Internet and social

media for promoting of the company and its prod(Eibis, Johannson & Wagner, 2004).

Industrial and technological convergence, extinctaf physical constraints, changes in
consumer and retailer needs, competitors thatuprfrom previously non-market sectors,
makes it much more complex of for businesses teis(Darby, Jones & Madani, 2003).

Electronic marketing refers to the application odrketing principles and techniques via
electronic media and more specifically the Interf#éctronic marketing is the process of
marketing a brand using the Internet. It includethlzlirect response marketing and indirect
marketing elements and uses a range of technolégié®lp connect businesses to their
customers. Electronic marketing encompasses alhthgities a business conducts via the
worldwide web with the aim of attracting new busseretaining current business and

developing its brand identity (Adam, Mulye, Dea&sPalihawadana, 2002).

1.1.1 The Concept of E-Marketing

Electronic Marketing can be viewed as a new phjpbgoand a modern business practice
involved with the marketing of goods, servicespimiation and ideas via the Internet and
other electronic means. It involves the use oftebmic data and applications for planning
and executing the conception, distribution andipgof ideas, goods and services to create
exchanges that satisfy individual and organizatigoals (Gatticker, Perlusz & Bohmann,
2000). E-marketing is becoming more attractivdirass are utilizing the opportunities the

Internet is offering mainly through the wide expiesto their existing and new customers.

E-marketing is essentially a subset of marketingkd; 2009). E-marketing is one aspect of
an organizational function and a set of processesréating, communicating and delivering
value to customers, and for managing customerioekttips in ways that benefit the

organization and its stakeholders using electromans (Goldsmith & Lafferty, 2002). As



such an aspect, e-Marketing has its own approaehes tools that contribute to the
achievement of marketing goals and objectives. tElaic marketing help companies to
offer value added products and services in the ajlabarket. Benefits of electronic
marketing include; speedy access, track able, neg@ehwider public, efficient use of buyer
time, connecting to specific audiences, no resbrist on content, world-wide showcase,
easy to manage, efficient use of technology, mottaroh, savings in postal charges, simple

to use, and 24/7 availability (Hinson & Sorenszin6).

Correct implementations of electronic marketingatgtgy enable organizations to perform
effectively and efficiently all areas of operationt provide opportunities of maximizing
returns on investment, promote stakeholder relatitretween customers, suppliers,
investors, and competitors , increase profits, mawf sales, market share, development of
new products, and communication within and outside organization. E-marketing
provides faster exchange of information, but susfcesemployment of information raises

the effectiveness and profitability of an organimatReedy & Zimmerman, 2000).

1.1.2 The Concept of Electronic Marketing Strategig

The internet has revolutionalized business prastioE most firms in developing and
developed countries thus changing the way orgaoimtapproach customers. Trational
approaches of communication are being replaced cemn technologies including social
media networks that are enabled by internet coivigct The internet has changed
completely the way individuals and organizationd s&d buy products and services.
Consumers now use the internet to research andhgsec products/services online.

Organization now needs online strategies to attradtretain customers.



The electronic marketing strategies applied by astitipe organizations include; e-product,
e-pricing, e-place and e-promotion strategies. @imggions apply electronic marketing

strategies to minimize costs and maximize profitthie long run.

1.1.3 The Concept of Organizational Performance

Organizational performance comprises the actugbuiubr results of an organization as
measured against its intended outputs. It invothiesability of an organization to fulfill its
mission through sound management, strong governandea persistent rededication to
achieving results .Effective nonprofits are misstisiven, adaptable, customer-focused,
entrepreneurial, outcomes oriented and sustaindbteating flexible, high-performing,
learning organizations is the secret to gaining petitive advantage in a world that won't

stand still (Pickton & Broderick, 2001).

Organizational performance encompasses accumudateédesults of all the organization’s
work processes and activities. Performance measarebe financial or non-financial. Both
measures are used for competitive firms in the dyaausiness environment. Financial
measures of organizational performance includeyrmedn assets, return on sales, return on
equity, return on investment, return on capital kygd and sales growth. Non-financial
organizational performance measures include; wetoipeance track variations in traffic-

page views, advertising impressions served anduerigers.

The foundation of long-term performance is lifetimetomer value; the revenue customers
generate over their lives, less the cost of aaggirconverting, and retaining them. Web-
marketing strategy using the 4w's will result ininorease in efficiency within established
marketing functions (Goldsmith & Lafferty, 2002%econd, the technology of e-marketing

transforms many marketing strategies resultingaw musiness models that add customer



value or increase company profitabilifyocusing on web performance many e-commerce
companies collect data related to cost and usagfeeofwebsites, few of them understand,
in detail, how well such information measures thsites’ performance or how this
performance compares with that of competing sikea(n, Mulye, Deans & Palihawadana,

2002).

1.1.4 The Banking Industry in Kenya

The banking sector in Kenya dating back to 168%ipes financial services to the low-
income households and micro and small enterprises ¢ontribute to poverty alleviation.
The Companies Act, the Banking Act, the Central Bah Kenya Act and the various
prudential guidelines issued by the Central Bankkehya (CBK, 2012), governs the
Banking industry in Kenya. The banking sector widerhlized in 1995 and exchange
controls lifted. The CBK, which falls under the N&ter for Finance’s docket, is responsible
for formulating and implementing monetary policydaostering the liquidity, solvency and
proper functioning of the financial system. The CBKblishes information on Kenya’'s
commercial banks and non-banking financial instng, interest rates and other
publications and guidelines. The banks have congethber under the Kenya Bankers
Association (KBA), which serves as a lobby for thenks’ interests and addresses issues

affecting its members (CBK, 2012).

According to the Central Bank of Kenya, there a&8didensed commercial banks in Kenya.
Three of the banks are public financial institudonith majority shareholding being the
Government and state corporations. The rest avatpriinancial institutions. Of the private
banks, 27 are local commercial banks while 13 areign commercial banks. Commercial

banks in Kenya play a major role in Kenya.



They contribute to economic growth of the countyynbaking funds available for investors
to borrow as well as financial deepening in thentou Commercial banks therefore have a

key role in the financial sector and to the whalereomy (CBK, 2012).

Due to changing business environment and consueegtsy commercial banks in Kenya are
faced by the challenge of attracting and retaimngtomers. Technology has remained
strategic tool of marketing commercial banks sawilocally and internationally. The extent
of adoption of electronic marketing strategies loa performance of commercial banks in
Kenya has remained a challenge due to employeetarse to change, inadequate

management support through staff training and stiffipetition from global firms.

1.2 Research Problem

Due to changing external business environment ctefaed by globalization and new
technologies in marketing of products and serviedsgtronic marketing has become the
modern approaches companies are using to atteaain mnd maintain customer relations to
gain competitive edge in the dynamic business enuiient (Dervenoael, Soopramanien,
Elms & Hallsworth, 2006). Change of consumer tasted preferences in the market,
electronic marketing has become the driving forteanpetitive companies in the global
market. Small and large organizations need to adlggtronic marketing strategies to gain

competitive edge against their competitors in tlzeket.

Companies that have successfully implemented eleictr marketing strategies have
distinguished performance in the market. Some eflinefits include; increased profits,
volume of sales, market share quality service dejivo customers without delay, minimal
costs of production, marketing and distribution amelv product development (Jutla,

Bodorik & Dhaliwal, 2002). On the other hand it evident that electronic marketing



concept is a new concept in developing countriethefworld due to various challenges
including inadequate infrastructure to support ¢oacept in all sectors of the economy.
Financial institutions both in developed and dep#lg countries have to adopt electronic
marketing strategies to gain competitive advaniagbe changing marketing environment

(Hinson & Sorensen, 2006).

Commercial Banks in Kenya are facing stiff competit from international and local

players in the financial industry. Electronic markg strategies have become one of the
drivers of their businesses locally and internalhyn It is evident that regardless the
benefits associated with the adoption of electromacketing, most of the commercial banks

in Kenya are experiencing challenges that has hixadiheir performance.

A study carried out by Kiprotich (2012) on the tadaship of e-commerce practices and
performance of microfinance institutions in Keny@entified that e-commerce is the most
effective and efficient marketing strategy of maddirms regadless its challenges of
adoption in the organization. Also a study by On¢2@11) on the influence of technology
on the performance of manufacturing in Kenya idadi that technology is the only

strategy companies can use to enter global maaket®utsmart their competitors.

A study by Nyangosi (2008) on E-Banking: An Intdgra Technology in Kenya shows that
majority of banks have introduced internet bankimgpbile banking and other e-banking
facilities, to enhance delivery channels to theistomers. It is however, important that the
introduction of these products be accompanied mittgrams to broaden consumer horizon
by enhancing their knowledge in the new and monevative way of conducting banking

business. Not many banks have embraced e-bankinmdyority have at least one or two



technology based delivery channels. The non adomioe-banking by banks has been
attributed to impaired non-availability of infrastture and legislation to support e-banking.
Another study by Ochieng (2006) on adoption of eawerce strategies on performance of
Commercial Banks in Kenya identified that banks fa®ed with a number of important
guestions, for examples how to take full advantafj@ew technology opportunities and

how e-developments change the ways customers ¢higith the financial.

However, it is evident that from the findings o&tprevious studies, adoption of electronic
marketing still remains a big challenge to Comnadr&lanks in Kenya. Previous studies
that have been carried out did not focus on elamranarketing strategies in relation to
performance of Commercial Banks; the studies chmgt focused in different sectors and
were too general. Therefore, it is for this reaos study seeks to investigate the influence
of electronic marketing strategies on the perforoeanf Commercial Banks in Kenya. The
study was guided by the following research questiamhat is the relationship between

electronic marketing strategies and performandearshmercial Banks in Kenya?

1.3 Research Objectives

The research objectives were:

i. To establish electronic marketing strategies adbpteCommercial Banks in Kenya.
ii. To establish the relationship between electronicketang strategies and performance

of Commercial Banks in Kenya.

1.4 Significance of the study
The findings of the study will be important to:
Commercial Bank employees in Kenya as it will béedio assess whether the electronic

marketing strategies adopted have been beneficidheém or not thus coming up with



appropriate policies to minimize customer costs madimize profits.

The government will be able to understand h&@emmercial Banksuse electronic
marketing strategieto gain competitive edge due to intense competifiom local and
foreign firms and hence their sustainability. Thev&nment will be in a position to support
internet supported initiatives to promote throudger optic cable initiatives to promote all
sectors of the economy. It will be in a positionftemulate policies that are aimed at

increasing productivity and safeguarding theirriests based on quality checks.

The development partners who are usually intereatdtelping the Commercial Banks to
prosper will have an understanding of a wide vgrieft factors that hinder them hence

sustainability and the extent to which the ideatffactors affect their operations.

To scholars and researchers who would like to @eloait carry out more studies on
electronic marketing strategiean use the study as well. The study will formagi® upon
which further research on the same will be basée. findings will enable the researchers
understand the necessary resources which may bé&egéqgn future related studie$he
findings of the study will also be important to etHirms, as it will provide information on

how they engage with their clients.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

The chapter outlines; theoretical foundation of ttedy, the concept of electronic
marketing strategies, organizational performandect®mnic marketing strategies and
organizational performance, digital media commutibcachannels, e-marketing Strategies

and conceptual framework.

2.2 Theoretical Foundation of the Study

The Hierarchy of Effects Model was created in 19§l avidge and Gary. This marketing
communication model, suggests that there are sepsstfrom viewing a product
advertisement (advert) to product purchase. Theojothe advertiser is to encourage the
customer to go through the six steps and purchaseroduct which include; awareness,
knowledge, liking, preference and purchase. Custersee many adverts each day but will
only remember the brand of a tiny fraction of prou Knowledge of the customer begins
when the product is advertised using various comaation channels which include; the
internet, retail advisors and product packagingotfay's digital world this step has become
more important as consumers expect to gather ptdsowledge at the click of a button.
Consumers will quickly move to competitor brandshiéy do not get the information they
want. The advertiser's job is to ensure produarmétion is easily available (Belch and

Belch, 2003).

Liking of the product involves customer willingnets buy a product after information
search in the market concerning the product orr.offfeeference involves consumers being
loyal to a particular brand compared to competiiands. At this stage advertisers will

want the consumer to disconnect from rival prodactd focus on their particular product.

10



Advertisers will want to highlight their brand'srizdits and unique selling points so that the
consumer can differentiate it from competitor bn@onviction to a product is a stage of
creating the customer's desire to purchase theuptod the market. Advertisers may

encourage conviction by allowing consumers toaestample the product (Buzzell, 2004).

Purchase involves is the final stage that consumepsrience in the buying process. The
advertiser may want the customer to purchase gieduct by emphasizing on the benefits
of the product to the consumer (Belch and Belcl®320This stage needs to be simple and
easy, otherwise the customer will get fed up andkveavay without a purchase. For
example a variety of payment options encourageshage whilst a complicated and slow
website discourages purchases. Companies shoultifydeew ways of increasing purchase
habits among consumers. Modern technologies liken@rpurchase and mobile phone
technologies should drive competitive companiess tminimizing costs of operation

(Alexander and Schouten, 2002).

2.3 The Concept of Electronic Marketing Strategies

Making the marketing objectives successful is thmmon goal that all companies want to
aim at. They all want to enhance the old relatigmstith customers, create the new ones,
increase the sales and become famous in the mémtegration between Internet marketing
strategies and traditional marketing can bringvidagy best result to a company. However, e-
marketing strategies solely are also powerful ancih maximize the effectiveness when

operating in the Internet environment (Adam, Mulpeans & Palihawadana, 2002).

Marketing strategy as a general direction of thengany reflects its response based on
information from the environment. E-marketing st involves using electronic methods

and affects traditional marketing in two ways. Eilis increases efficiency in established

11



marketing functions. Second, the technology of eketing transforms many marketing
strategies resulting in new business models that @agstomer value and/or increase

company profitability (Darby, Jones & Madani, 2003)

Electronic marketing strategy can be viewed asva medern business practice associated
with buying and selling goods, services, informateind ideas via the Internet and other
electronic means. A review of relevant literatusvealed that definitions of electronic
marketing vary according to each author's poinviefv, background and specialization.
While Collins, Buhalis & Peters (2003) defines &: &Achieving marketing objectives
through applying digital technologies”. It involvethe use of electronic data and
applications for planning and executing the conoeptdistribution and pricing of ideas,

goods and services to create exchanges that satibfydual and organizational objectives.

E-marketing strategy can bring many advantagesbiminess such as cost effective,
worldwide reach and access, time, space, inteiggtivalue added and competition. The
traditional ways of doing e-marketing are still ggion. E-marketing having rising up

provides not less convenience for businesses. dskeof conducting business is especially
cheaper. It becomes the prominent way for manynesses to choose. E-marketing
includes six media communication channels: Seambine marketing, online public

relations, On-line partnership, Viral marketing, tOp e-mail, and Interactive ads (Darby,

Jones & Madani, 2003).

E-marketing strategy is one part of the e-busing@ésmse strategies and activities of e-
marketing such as market research, product deveopnadvertising, and selling are

transferred to a digital environment. Moreover, dlegvities like introducing a company and

12



its products, communicating with customers, pronmtiand pricing goods or services are
also conducted over the Internet or through thdtalidools to achieve its marketing

objectives (Bui & Jones, 2006).

Many people regard e-marketing strategy simildnternet marketing. In addition, Internet
marketing strategy is similar to online marketinmgeb marketing, and digital marketing
because in general they have many things in com@®one-marketing can be considered to
be similar to other terms (Dervenoael, Soopramanieims & Hallsworth, 2006).
Nevertheless, e-marketing has a broader meaning thiernet marketing because it
“‘includes not only those digital media such as welmail and wireless media but also
management of digital customer data and electrongtomer relationship management

systems (E-CRM sys-tems)” (Adam, Mulye, Deans &itRatadana, 2002).

2.4 Organizational Performance

A key concern of this study is related with the @gptualization and measurement of
performance. Overall the literature suggests thatrequired a multidimensional scale. One
approach that is increasingly relied upon is th@regation of various performance
measures into a single measure of performanceas(Rilbhannson & Wagner, 2004). Firm
performance is measured through sales volume, tpbdity and market share for the
current period and perceived satisfaction with éhmgasures when considering the previous

year performance (Flavian & Guinaliu, 2006).

E-Performance involves identification of currentrke position in the web is an essential
issue. Although many e-commerce companies collest and usage data about their Web
sites, few of them understand in any detail howl weth information measures their sites’

performance or how success in attracting, conwgdimd retaining customers compares with

13



that of competing sites. However, since year 200@stors have been insisting, if not on
profits, at least on objective measures of a sigiscess in attracting, converting and

retaining customers (Fillis, Johannson & Wagnef40

Most measures of e-performance track variationstraffic-page views, advertising
impressions served, unique users, and so on. Bdbtindation of long-term performance is
lifetime customer value: the revenue customers rge@ever their lives, less the cost of
acquiring, converting, and retaining them. A reddieKinsey study (Kemmler et al., 2001)
shows that while the performance of Internet retails improving, most media and content
sites are going down. Thus, e-retailer sites agatuorg significantly more value than content

sites.

Marketing performance and success measures usetbropetitive companies include;

financial measures, competitive market measurasswuoer behaviour measures, consumer
intermediate measures, direct costumer measuregyativeness measures. Standardized
measures for E-marketing performance are both weadé necessary (Chaston & Mangles,
2003). E-marketing performance measures includenfiial measures, competitive market
measures, consumer behaviour measures, e-markeg@agures (such as: conversion rate,

traffic, visit duration, number of transactionsgarumber of users).

2.5 Electronic Marketing Strategies and Organizatioal Performance

Electronic marketing strategies are the world’stespensive and most efficient marketing
tool and help companies of all sizes to performl.wehelps them to disseminate sales and
marketing messages, create one-to-one relationsfipsate prospects, and support existing
customers on a worldwide scale”. Application ofcélenic marketing strategies, companies

can have many benefits based on those featureshiha@nvironment of Internet provides;
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following are the typical benefits for doing e-metikig to both companies and customers

(Darby, Jones & Madani, 2003).

2.5.1 Cost effectiveness

It is said that doing e-marketing is less expensliam doing traditional marketing. Because
the new companies who want to do business oventeemet don’'t need to spend money to
open new stores for selling products. In additibath new and existing companies can
reduce some costs for their firms such as the ebgtrinting the brochures, leaflets, or

catalogue for introducing new products to the miafRarby, Jones & Madani, 2003).

Moreover, most of services and communication amedaver the Internet, so companies
can decrease the number of staff in some deparsmastthe result they can lower the
overhead costs. If companies can sell productsttiréo customers, they don’t need the
middle men and can save money for that. Some coegpaan also cut the cost of
warehouse and inventory, because they just neathke an order from the suppliers when
there are customers who order the products froin websites (Jutla, Bodorik & Dhaliwal,

2002).

2.5.2 Worldwide reach and access

The age of information technology enables peoplexdoess the websites if they have
Internet connection, no matter where they live e world. This feature becomes an
advantage for companies who do business online dand-marketing as such (Jutla,
Bodorik & Dhaliwal, 2002). Through that the audiencan know the information about
companies, their products, making the purchasereatiog the contact with one another,
and so on. Companies can launch a marketing cammaigr the Internet, people from

everywhere can see it if they access to the weQRitéa, Bodorik & Dhaliwal, 2002).
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Having the website over the Internet can bring ¢hance for companies to have more
potential customers than in offline marketing, hessathe market now is extended, and also
get more chance to increase the sales. Customeresdy stay or leave your sites. It not
only provides the chance for companies to haveitiess to customer” relationship but also
open a chance to have new relationships betweendsssand business together (Kotler,

Jain & Maesincee, 2000).

2.5.3 Time

People can get access into your companies’ wedlbitiee time in 24 hours a day and 7 days
of the week. E-marketing has the advantage thdtag auto responders, email, and
frequently asked question (FAQ). It helps to sawestfor both customers who look for the

answers in some common questions and time of #fé aft companies. Companies’ staff

instead can use the time intended for answeringdnge questions for doing other things,

so they can work more efficiently (Jutla, BodagilDhaliwal, 2002).

2.5.4 Space

Companies have an unlimited space on the Intermestdre information about their
companies as well as the products and other negessarmation, such as reports, video,
and advertising banner, news, financial informatod so on. The monthly money to host a
website is cheap and companies can store as migcination as they want (Jutla, Bodorik

& Dhaliwal, 2002).

2.5.5 Interactivity

Marketing on the Internet can create more intevagtbetween companies and customers.
People can give feedback about products and serligeposting comment on the sites.
They can ask questions and get the answers guickiymediately from companies’ staffs

or from other visitors. Through a website people frecus on the specific information they
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want to see, rather than the general informatiomfthe television which advertises about
companies and products. Companies can also cosduatys on their websites to know

more about their customers as well as the prospédtsla, Bodorik & Dhaliwal, 2002).

If the website has a community chat, it can seerésponse from customers about the
products they have bought. Customers can give e#dabout products’ quality as well as
services of companies, below product descriptitins. a good base for those who want to
buy the similar products from companies later, @b provides a good chance for
companies to have more sales if their products samdices make customers satisfied. In
online marketing customers can compare the prodaots prices between different

companies before making a purchase decision (&etfiPerlusz & Bohmann, 2000).

2.5.6 Value added and competition

Updating information in traditional marketing cae lzostly. However, in e-marketing
information can be updated frequently as much aspemies want without any cost. They
can introduce new products, new offers to custorbgnsriting information, post the digital
pictures, videos on their websites, and so on. Gmieg can add value to customers by
sending e-mails to them about the new productsef wish, or when there is the time for
discounting the cost of delivery, or offer bettaice if they buy online, etc. Internet
provides the equal competitive environment forcalinpanies, no matter how big or small
they are, because what customers interest morectirapanies’ size are the good products

with the attractive prices (Fisks, 2009).

2.6 Digital Media Communication Channels
Digital media communications channels and the prage of these techniques together

with a good website can help companies to drawttiiéic as well as achieving the e-
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marketing objectives they have set up (Jutla, B&d®mDhaliwal, 2002).

2.6.1 Search engine marketing (SEM)

Search engine marketing (SEM) is an important chboh e-marketing. It includes three
main techniques such as Search engine optimizg®&0), Paid per Click (PPC) and
Trusted feeds which includes Paid-for-inclusione3d elements of search engine marketing
can help companies to increase their visibilitytba search engine as well as spread their
names to many people. Moreover, they can providekiances for companies to introduce
new products and services to make the sales aatlyfinring profits (Jutla, Bodorik &

Dhaliwal, 2002).

2.6.2 Online public relations (Online PR)

In order to understand the online PR, it's goodstart with the traditional PR. Public

relation is one marketing communication channehwvitie purpose to create, promote,
maintain the goodwill, favorable image, and repatafor organization, brand, etc. toward
different stake-holders. The stakeholder is sonegticalled public or target audience. They
are investors, suppliers, customers, employees,sanon. The goal of public relations is

usually gained by the influence of the differentdiagJutla, Bodorik & Dhaliwal, 2002).

Online public relations is “all forms of online pighing activity which involve building
links to a website or delivering information ab@ucompany or its brands excludes search,
affiliates, advertising etc.” The purpose of onliR® in general is similar to traditional
public relations. Its main objectives are to enkatite awareness as well as “maximizing
favorable mentions of your company, brands, praoctwebsites on third party web sites

which are likely to be visited by your target audie (Hoffman & Novak, 1996).
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2.6.3 Online partnerships

Online partnerships can take many forms. The bestvk methods are affiliate marketing,
sponsorship, co-branding, link building and widgearketing. “Affiliate marketing is a
commission based arrangement where the merchant payercentage or a fixed
commission to the referring site (affiliate pubkshfor each lead or sale delivered” Online
sponsorship is “the linking of a brand with relatashtent or con-text for the purpose of
creating brand awareness and strengthening brapgabpgn a form that is clearly
distinguishable from a banner, button, or othendéadized ad unit” (Goldsmith & Lafferty,

2002).

The sponsorship usually happens between two compémat are unrelated to each other. A
company sponsors for the activity or events of otirganizations. The material support
here can vary from products, services and moneledd, the “sponsorship occurs through
advertisers paying for an association with a dzer@nge of things, from personalities,
sporting events, charity support, consumer or tragents to print columns and reports”

(Goldsmith & Lafferty, 2002).

2.6.4 Interactive ads Strategy

Online interactive advertising is the “use of omrlidisplay ads such as banners and rich
media ads to achieve brand awareness and encoclrelighrough to a target site”. The
goal of online interactive advertising is also $anito the goals of traditional marketing
(Fisks, 2009). A company uses those techniqueseag/dys to promote its new products or
services to the potential customers. Some techsigised in interactive advertising are
banner ads, skyscrapers, e-mail ads, pop-up a#ssponsorships, rich media video &

audio, PPC search engine ads, keyword search atigidngs.
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Traditional interactive advertising includes telwon advertising and classified ads (a small
and short advertisement usually appears in newspapagazines, and on-line periodicals,

etc.) (Hinson & Sorensen, 2006).

2.6.5 Opt-in e-mail Strategy

Opt-in e-mail is a kind of advertisement by e-mAilcompany obtains the e-mail ad-dresses
of online audiences and sends e-mail to them when agree to receive it. The e-mail is

only sent when online audiences clearly subsciabeeteive the news or information that

they are interested in. They usually fill in theafonic form to sign up. After that, they are

sometimes asked to confirm their email addressee again to activate it. The content of

this email usually made with the commerce and pt@nagurpose, sometimes it delivers

only news. In online market there are some compganl@ch collect the email addresses of
online audiences through their sign up in websgedanner ads (Hinson & Sorensen,

2006).

2.6.6 Online viral marketing Strategy

Viral marketing, buzz marketing and word of moutle gimilar to each other. Nowadays
this channel is frequently used in both online afftine marketing. Online viral marketing
is a type of online word of mouth marketing. Itaclever idea to do e-marketing. Online
viral marketing is various in contents, techniqaesl ways of delivering. The strategy is

used to encourage people to pass the messagd®ete oh the Internet.

By taking advantage of online social networks léenail, instant messages, chat rooms,
etc. the messages are transmitted from one to endtteffects like a virus, it makes rapid
trans-mission and multiplication. Online viral matikkg can make the messages spread

quickly to a lot of people and this is the reasdiywhey use the word “viral” to call it. The
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message is usually made with promotion purposmtibduces new services, products or

simply lets people know about some certain inforomatKotler, Jain & Maesincee, 2000).

2.7 E-Marketing Strategies

The internet is changing the way individuals andaoizations sell and buy products and
services. Consumers now use the internet to rdseadt purchase products/services online.
Organization now needs online strategies to at@adt retain customers. The e-marketing
mix considers the elements of presenting the miadkemix online. The electronic
marketing strategies applied by competitive orgatnins include-product, e-pricing, e-

place and e-promotion strategies (Gatticker, PeduBohmann, 2000).

2.7.1 E-product Strategies

Consumers walk into a shop and see a product tkeydssess and touch it. Online, this
immediate tangibility disappears. E-commerce satesincreasing at extremely high rates
since this strategy by competitive organizationsl@mith & Lafferty, 2002). This strategy
gives customers clear online facts about the proth&y are purchasing. The buyer knows
immediately about product features, the facts, sadés persons assumptions. The buying
process is also customized for returning visitonsaking repeat purchases easier.
Organizations can also offer immediately ancillprgducts along with the main purchase.
The product can also be customized to consumerdsneavw.nike.com offer customized
trainers to users online. Users can design andhsse trainers online before they order

(Goldsmith & Lafferty, 2002).

2.7.2 E-price strategies
Traditionally pricing was about finding about cqstisscovering how much consumers are
willing to pay, taking account competition pricitigen setting your price. The internet has

made pricing very competitive (Goldsmith & Laffer3002). Many costs like store costs,
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staff cost have disappeared for complete onlineest@lacing price pressures on traditional
retailers. The internet gives consumers the powshbp around for the best deal at a click

of a button.

Website compares products from different websiéarining consumers of where the best
deal is. Such easy access to information helpsaimtain prices within the online world.
The growth of online auctions also helps consunmersdictate price. E-pricing can also
easily reward loyal customers. Technology allowpeeg visitors to be tracked, easily
allowing loyalty incentives to be targeted towatdem. Payment is also easy, PayPal, or

online credit cards use allows for easy paymentléK Jain & Maesincee, 2000).

2.7.3 E-place strategies

Consumers can purchase direct from manufacturetsnguout retailers totally. The
challenge for online retailers is to ensure tha pinoduct is delivered to the consumer
within a reasonable time. Location is importanthiitthe place strategy. Online location
can refer to where links are placed on other websiPlacing a link on www.google.com
home page would generate high consumer traffi@foompany. Knowing the customer and
knowing where they visit should help a company usi@ded where to place online links and

advertisements to attract and retain customergi@®at, Perlusz & Bohmann, 2000).

2.7.4 E-promotion strategies

Promoting products and service online is concenvégd having a recognizable domain
name towards e-promotion. Organization successpdbitioned their brands on the online
world without physical space. Most organizationshiea competitive market have some form
of webpage used in most advertisements. Placingdvaadvertisements on other WebPages

is a common form of e-promotion. Banner ads mustpdaced where potential customers
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browse (Fisks, 2009).

Web public relations (WPR) are another approaclprtamoting online messages. News
worthy stories based on product or service launda@s be placed on the company’s
webpage, or WPR articles sent to review sites forsamers to read. Direct email is a
popular and common form of e-promotions, althoulglvly becoming the most hated by
many consumers (Sil§, 2007). Organizations can send e-leaflets to taasdand thousands
of respondents, hoping a small percentage will yrefd-promotion includes; Banner

promotions, Web public relations (WPR).

Figure: 1 Conceptual Framework
Independent Variable Dependent Variable

E-product strategies

E-price strategies

Performance of Commercial

A 4

Banks in Kenya

E-place strategies

E-promotion strategies

Source: (Author, 2013)
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlines the research design and rdelbgy that was used in the study. It
describes the population to be studied and the lgagndesign that was used. It also

discusses the data collection and analysis techaiqu

3.2 Research Design

A research design is a framework that guides aareber to know what to do in the whole
of the research process. The researcher used mtescrresearch design. Descriptive
research design involves observing and describireg hehavior of a subject without
influencing it in any way. Descriptive research wess research questions who, what,
where, when and how of the problem (Saunders, Lefighornhill, 2009). Thus,

descriptive research design was selected becausealtles the researcher to collect
appropriate respondent opinions analyze and irgetpem in relation to the problem under

investigation thus making accurate decisions.

3.3 Target Population of the Study

The target population in statistics is the specgfapulation about which information is
desired. A population is a well-defined or set &bple, services, elements, and events,
group of things or households that are being ingatdd. The study population consisted of
43 Commercial Banks operating in Kenya. The studs va census where all the 43
Commercial Banks operating in Kenya and license@éntral Bank of Kenya were used to
determine electronic marketing strategies on thdopmance of Commercial Banks in

Kenya.
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3.4 Data Collection

The study relied on both primary data and secondita sources. Primary data was
collected using semi-structured questionnairesh wibth close-ended and open-ended
guestions. Questionnaire are advantageous as tikegtcinformation that is not directly

observable, are less costly, using less time d@suments of data collection and useful in
obtaining objective data . Commercial Bank marlgetinanagers were the respondents in

the study. Questionnaires were administered byabearcher during working hours.

3.5 Data Analysis

The data collected in the research was edited, ccaohel entries made into statistical
software. This involved converting quantitative ifinal and ordinal data) into numerical
codes. Descriptive statistics was then run whichsisted of frequencies, percentages,
means and standard deviation to summarize the @a&.study adopted regressions and
correlation data analysis method to establish éhetionship between variables of interest.
Regression and correlation method was used to rdeterthe joint relationship between

independent and dependent variables.
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CHAPTER FOUR: DATA PRESENTATION AND DISCUSSION OF F INDINGS

4.1 Introduction
This chapter presents the output of data analykis.presentations are in form of tables and
statements. The presentation is according to thectibes of the study and the hypotheses

generated.

4.2 Academic Level of Respondents
The study sought and obtained details about theemce level of the respondents for
purposes of understanding their role in the vaeslolf study. Details of the respondents and

their academic level are shown in table 4.1 below;

Table 4.1 Academic Level of Respondents

Frequency Percentage (%)

Academic Level of Respondents

Masters Degree 1 2.6

First Degree 21 50.2

O-Level 5 9.2

Diploma 11 27.3

A-Level 6 11.4

Total 43 100

Source: Research data

As shown in Table 4.1, 50% of the respondents wlegree holders working in the banks.
27% of them were diploma hoders.11% of them weltewk} holders. 9% of them were O-

level holders and 3% of them were post-graduatddns|

4.3 Period Employees Worked in the Bank
Respondents were asked to indicate the period liadyworked in the bank. The findings

are summarized in Table 4.2;
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Table 4.2 Period Employees Worked in the Bank

Frequency Percentage (%)

Duration

6-10 years 21 50.2
11-15 years 1 2.6
16-19 year 5 9.2
Lessthan 5 years 11 27.3
20 and above years 6 11.4
Total 43 100

Source: Research data

As shown in Table 4.2, 50% of the respondents hawked in their banks for a period of 6-
10 years. 27% of them had worked for less thandsyel1% of them had worked for a
period of 20 years and above. 9% of them had wobletdeen 16-19 years. 2% of them had

worked for a period of 11-15 years.

4.4 Longevity of the Bank Operation
Respondents were asked to indicate the period #mk mad operated in the Kenyan

markets. The findings are summarized in Table 4.3;

Table 4.3 Longevity of the Bank Operation

Frequency Percentage (%)

Duration

11-15 years 10.3 25.4
6-10 years 10.4 25.1
Less than 5 years 8 20.1
16-19 years 10.2 25.3
20 and above years 5 5.00
Total 43 100

Source: Research data

As shown in Table 4.3, respondents said that tim bad operated in the Kenyan market
for a period of 6-15 years. 25% of them indicatkdt tthey had operated for a period

between 16-19 years and some (5%) said they pachied for over 20 years.
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4.5 Bank Customer Base
Respondents were asked to indicate the period &mk ad operated in the Kenyan

markets. The findings are summarized in Table 4.3;

Table 4.4 Bank Customer Base

Bank Customer Base Frequency Percentage (%)
1,000,000 and above 13.3 27.4
Less 100,000 11.4 25.1
500,000-1,000,000 10.2 18.1
100,000-500,000 9.2 25.3
Total 43 100

Source: Research data

The researcher sought to know the commercial baskomer base as described in Table
4.4, 27% of the commercial banks were having aoctast base of above 1,000,000. 25% of
them were having less 100,000. 25% of them wer@gavi100,000-500,000 customer base.

18% were having 500,000-1,000,000 customers.

4.6 E-marketing Strategies

The study sought and obtained details about theabketing strategies that were used by
commercial banks. Details of the respondents anthBceting strategies used by banks are

shown in table 4.5 below;
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Table 4.5 E-marketing Strategies

E-marketing Strategies N Min Max | Mean Std Deviation
Product promotion via online catalogs 43 2 5 4.08 .882
Online transaction processing 43 2 5 4.08 .882
Electronic bills of lading processing 43 |2 5 3.24 .943
Online collaborative work interaction 43 |2 5 3.24 915
Online Sales promotion and advertising 43 1 5 3.24 .935
Online goods or services trading 43 2 5 3.24 1.137
Online catalogs 43 2 5 3.11 1.034
Online accounts settlement 2 5 3.11 1.034
Online digital content delivery 43 |2 5 3.66 .878
E-manufacturing management 43 |2 5 3.66 .878
E-Inventory management 43 2 5 3.66 .878
Online sourcing 43 |2 5 3.66 .878
Online public procurement 43 |2 5 3.66 .878
Online Customer support 43 |2 5 3.66 .878
Online post-sales service. 43 2 5 3.66 .878
Valid N (list wise) 43

Source: Research data

As indicated in Table 4.5, respondents indicated, groduct promotion via online catalogs
and online transaction processing were e-markedirgjegies that were used by the bank
with a mean of (4.08). This was the drive of batksninimize operational costs using

modern technologies. As indicated in literaturethbaew and existing companies can
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reduce some costs for their firms such as the ebgirinting the brochures, leaflets, or
catalogue for introducing new products to the miarkiost of services and communication
are done over the Internet, so companies can derrdge number of staff in some
departments, as the result they can lower the eaerttosts (Darby, Jones & Madani,

2003).

As indicated in Table 4.5 electronic bills of lagliprocessing, online collaborative work
interaction, online sales promotion and advertisamgl online goods or services trading
were e- marketing strategies used by commercidkbmith a mean of (3.4). They applied
the strategies in order to have worldwide accessisfomers, provide services to customers
all the time and have wider connectivity with tharket. As indicated in literature, the age
of information technology enables people to acdbss websites if they have Internet
connection, no matter where they live in the worldhrough that the audience can know the
information about companies, their products, makimg purchase or creating the contact
with one another. Companies can launch a market@mpaign over the Internet, people
from everywhere can see it if they access to theswe (Jutla, Bodorik & Dhaliwal, 2002).
Marketing on the Internet can create more intevdgtbetween companies and customers.
People can give feedback about products and serligeposting comment on the sites.
Through a website people can focus on the spenificmation they want to see, rather than
the general information from the television whiavartises about companies and products.

(Jutla, Bodorik & Dhaliwal, 2002).

Online catalogs and online accounts settlement wemgarketing strategies used with a
mean of (3.11). This was due to the ability of Hank to keep in touch with customers

using digital communication channels and searclnengarketing. As evident in literature,
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digital media communications channels and the prape of these techniques together with
a good website can help companies to draw thdadras$f well as achieving the e-marketing
objectives they have set up (Jutla, Bodorik & Divali 2002). Search engine marketing
(SEM) is an important channel of e-marketing. ktliges three main techniques such as
Search engine optimization (SEO), Paid per ClidR@Pand Trusted feeds which includes
Paid-for-inclusion. These elements of search engmaketing can help companies to
increase their visibility on the search engine &l as spread their names to many people

(Jutla, Bodorik & Dhaliwal, 2002).

As indicated in Table 4.5 online digital contentivkry, e-manufacturing management, e-
inventory management online sourcing online pupfimcurement, online customer support
and online post-sales service were e- marketiregegjfies used by the bank with a mean of
(3.66) as they provident opportunities of onlineblpu relations, online partnerships,
interactive ads strategy, opt-in e-mail strategyl amline viral marketing strategy. As
evident in literature public relation is one mamkgt communication channel with the
purpose to create, promote, maintain the gooddaNorable image, and reputation for
organization, brand, etc. toward different stak&déis. The goal of public relations is
usually gained by the influence of the differentdiagJutla, Bodorik & Dhaliwal, 2002).

The purpose of online PR is to enhance the awaseageswvell as “maximizing favorable
mentions of your company, brands, products or wedsin third party web sites which are

likely to be visited by your target audience (Hofim& Novak, 1996).

Online partnerships can take many forms. The bestvk methods are affiliate marketing,
sponsorship, co-branding, link building and widgearketing. “Affiliate marketing is a

commission based arrangement where the merchant payercentage or a fixed
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commission to the referring site (affiliate pubkshfor each lead or sale delivered” Online
sponsorship is “the linking of a brand with relatamhtent or con-text for the purpose of
creating brand awareness and strengthening brapgabpgn a form that is clearly
distinguishable from a banner, button, or othendsadized ad unit” (Goldsmith & Lafferty,

2002).

The goal of online interactive advertising is ad&milar to the goals of traditional marketing
(Fisks, 2009). A company uses those techniqueseaways to promote its new products or
services to the potential customers. Some techsigised in interactive advertising are
banner ads, skyscrapers, e-mail ads, pop-up a@sspgonsorships, rich media video &

audio, PPC search engine ads, keyword search @tigi@ngs (Hinson & Sorensen, 2006).

A company obtains the e-mail ad-dresses of onlimiemces and sends e-mail to them
when they agree to receive it. The e-mail is ordptswhen online audiences clearly
subscribe to receive the news or information thay tare interested in (Hinson & Sorensen,
2006). Online viral marketing is a type of onlinerd of mouth marketing. It is a clever
idea to do e-marketing. Online viral marketing &igus in contents, techniques and ways
of delivering. The strategy is used to encouragmleeto pass the messages to others on the
Internet. By taking advantage of online social re&s like e-mail, instant messages and

chat rooms (Hinson & Sorensen, 2006).

4.7 Performance Measurements
The respondents were asked to indicate performane@zesures their banks used. Details of

the respondents and performance measures usecthky &@ shown in table 4.6;

32



Table 4.6 Performance Measurements

N Min Max | Mean Std Deviation
Performance Measurements
Reduced costs of production 43 |1 5 4.00 .900
Increased customer satisfaction 43 |2 5 4.00 921
Increased market share 43 |2 4 3.10 841
Increased profitability 43 |2 5 3.10 844
Introduction of new products 43 |1 4 3.11 789
Increased Job Satisfaction 43 |2 5 311 .894
Minimal customer complaints 43 |2 5 2.68 .789
ICT integration in customer service 43 |2 4 2.68 .852
delivery
Increased Departmental synergy 43 |2 5 2.68 878
Expansion into new markets 43 |1 4 2.68 .882
Improved employee performance 43 |2 4 2.54 1.040
Increased return on investments 43 |2 5 2.54 1.040
Increased Cross functional trainings |43 |1 4 254 1.030
Low Employee turn over 43 |2 5 2.54 1.040
Valid N (list wise) 43

Source: Primary data

As indicated in Table 4.6, respondents indicatedt te-marketing strategies enabled

commercial banks to perform in the market thus cetitipe edge based on reduced costs of
production and increase customer satisfaction avithean of (4.00). Increased market share
and profitability were ranked second with a mea(Bat0). Introduction of new products

And increased job satisfactions were ranked thieéisares of performance with a mean of

(3.11).
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Minimal customer complaintsICT integration in customer service delivelipncreased
departmental synerggxpansion into new markets were measures of peaiocmthat were
ranked fourth with commercial banks with a mear{2068).Finally, respondents indicated
that improved employee performance, increased rretur investments, cross functional
trainings and low employee turnover were measufe®mmercial bank performance with

a mean of (3.54)

4.8 Relationship between electronic marketing stratgies and performance of
commercial banks

This section answers objective two of the studye Telationship between electronic
marketing strategies and performance of commetugaiks was investigated using E-
product strategies, E-price strategies, E-placategites and E-promotion strategias

dimensions for Commercial Bank Performance.

Table 4.7: Pearson’s Correlation analysis

1 2 3 4
E-product strategies, 1
E-price strategies 0.21% 1
E-place strategies 0.30% 0.502 1
E-promotion strategies 0.294- 0.09% 0.29% 1
Reporting 0.276~ 0.389- 0.299- 0.179-

** 5=0.01 (correlation is significant at 0.01 levelté2led)
* 6=0.05 (Correlation is significant at 0.05 leveltézled)

The correlation table presents the relationshipveeh dimensions of Commercial Bank
Performance measured by E-product strategies, de-wirategies, E-place strategies, E-
promotion strategies and Reporting. The resultswshioat all the dimensions relate

positively. Specifically, E-price strategies, E-q#astrategies, E-promotion strategies and
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reporting (r = 0.294, p < 0.01; r = 0.338, p < 0.0% 0.276, p < 0.01) respectively. These
suggest that the e-marketing strategies relatesitiyedg with commercial bank

performance.

4.9 E-marketing strategies and commercial bank pedrmance

Table 4.7 above shows that the e-marketing stredeigi positively related to E-promotion
strategies with r = 0.294 and standard error, p04,CE-place strategies is positively related
with commercial bank performance with r = 0.301 atahdard error, p < 0.01, and E-price
strategies is positively related to commercial bpakkormance reporting with r = 0.217and
p < 0.01. This suggests that the e-marketing gfiegeare related with commercial bank
performance and therefore hypothesis oH&4)( there is a relationshipbetween thee-

marketing strategieandthe performance of commercial banks in Kersyaccepted.
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CHAPTER FIVE: SUMMARY FINDINGS, CONCLUSION AND

RECOMMENDATION

5.1 Introduction

This chapter summarizes the major findings of $tigly. This study sought to find out the
influence of electronic marketing strategies on pleeformance of commercial banks in
Kenya. In addition, this chapter provides a dittior further studies and also gives some
recommendations for policy making by the relevariharities. Questionnaires were used to
gather primary data. The questionnaires compri$dxaih closed and open-ended questions
and were strictly administered by the researcheth Brimary and secondary information

was used to determine the results findings of thdys

5.2 Summary and Findings

To gain competitive edge in the dynamic businesaremment, large and small firms

should adopt e-marketing strategies for survivab achieve objectives like profit

maximization, offsetting costs of operations, bass survival and gaining competitive
advantage in the market, e-product strategy, engrie-strategy, e-promotion e-strategy, e-

distribution strategy are drivers of the dynamiakea

The study established that, to a certain extentt mosimercial banks applied electronic
marketing strategies with an aim of reaching custemglobally and cutting down
operational costs. Some of the electronic markesingtegies that they adopted include;
Product promotion via online catalogs, online transactiancpssing, electronic bills of
lading processing, online collaborative work int#i@n, online sales promotion and

advertising, online goods or services trading amiine catalogs.
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The study established that some commercial bankpted electronic marketing on a
smaller extent due to technological challenge efitiiernal systems, staff, and inadequate
management support. Some of these electronic gieateinclude; online accounts
settlement, online digital content delivery, e-miacturing management, e-inventory
management, online sourcing, online public proceemnonline customer support and
online post-sales service. It was also establishadresistance by employees to accept new

technologies in customer service was a major ahngdle

The study established that electronic marketingtatries have contributed to improved
performance of commercial banks in terms of; reducests of production, increased
customer satisfaction, increased market sharejtaodity, introduction of new products
and increased job satisfaction. Therefore, techgyis the driver of competitive companies
in the dynamic marketing environment. The studwldsthed that, there is a relationship
between the e-marketing strategies tredperformance of commercial banks in Kenya. The
influence of e-product, e-pricing, e-promotion amdlistribution contribute to improved

performance of commercial banks in Kenya

5.3 Discussions

E-marketing has remained the driver of competiteenpanies in local and international
markets. (Fisks, 2009). It help companies to oatsntheir competitors by creating,

communicating and delivering value to customers, fan managing customer relationships
in ways that benefit the organization and its stak#ers using electronic means (Goldsmith
& Lafferty, 2002).

E-marketing has its own approaches and tools tbatribute to the achievement of

marketing goals and objectives. It help compan@soffer value added products and

services in the domestic and global market. Bemetdit electronic marketing are; speedy
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access, track able, reaching a wider public, efficiuse of buyer time, connecting to
specific audiences, no restrictions on content,ldvaide showcase, easy to manage,
efficient use of technology, modern touch, savimggostal charges, simple to use, and 24/7

availability (Hinson & Sorensen, 2006).

Effective implementations of electronic marketirigategy enable organizations to perform
effectively and efficiently all areas of operationt provide opportunities of maximizing
returns on investment, promote stakeholder relatitretween customers, suppliers,
investors, and competitors , increase profits, mawf sales, market share, development of
new products, and communication within and outdite organization. It also provides
faster exchange of information between the compang the customer (Reedy &

Zimmerman, 2000).

5.4 Conclusions

The findings indicate that commercial banks endeaio achieve some competitive

advantage over their competitors in such a stormyirenment by using different e-

marketing strategies which include; e-product etygf e-pricing strategy, e-promotion

strategy and e-distribution strategy. It is coneldidhat if a proper mechanism is put in place
with regard to investment in e-marketing stratedigs commercial banks operating in

Kenya, commercial banks will gain competitive adege in the market thus contributing to
social economic developments in Kenya. Training colnmercial bank staff, capital

advancement and in reasonable terms, good busom=wting environment and good
business practices, the banking industry will dbote to social economic developments of

the Kenyan people.
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From the findings, it was established that thegreriince of commercial banks is affected
by the electronic marketing strategies selectethbybank. There is a rapid development in
technology and hence banks are not being left bleimrthe adoption of new technology,

due to either pressure from customers, stiff coitipetor change in technology. The banks
performance is affected by electronic marketingtetyies selected. The banks which have
adopted the electronic marketing strategies, th®peance is improved, banks which have
not yet adopted the electronic marketing strategresstruggling in the performance. The
banking sector should embrace electronic markesimgtegy in order to survive in the

rapidly changing markets.

5.5 Recommendations

The study established that some commercial bankpted electronic marketing on a

smaller extent due to the influence of internal axtkernal factors. Therefore, this study
recommends timely training of commercial bank staif electronic marketing practices.

Integration of modern technologies in the orgamatsub-systems for efficiency and

effectiveness. Management should allocate enoughurees to empower the initiative

within the organization thus minimal resistancerfremployees. The Government of Kenya
should formulate and implement policies that supporall and large companies to use e-
commerce platform to buy and sell their productsl @aervices through online thus

globalization.

Policy makers should regulate and provide or develolicies that will facilitate easy

adoption of e-marketing in the banking sector. phkcy makers should implement policies
that will protect and attract more banks to adoptagketing strategy in order to improve
economic performance not only of banks but of thientry as a whole. The study confined

itself to commercial banks in Kenya. This reseaherefore should be replicated in all other
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financial institutions especially microfinance iitstions, savings banks and the results be
compared so as to establish whether there is d¢ensisin the performance of all financial

institutions as a result of e-marketing.

5.6 Limitations of the Study

Getting accurate information from the respondends wne of the major challenges since
some of the workers were threatened that the irddon may be used against them by the
management in the terms of performance hence irngeof their jobs. The challenge was
minimized by assuring the respondents of confi@ditytiof the information they gave. Most
of the respondents were unwilling to give the infation due to negative perception of the
study. The challenge was minimized by giving inosd to respondents in order to get

positive response and accurate information.

The staffs of commercial banks were usually vergyband therefore they required a lot of
time in order to fill in the questionnaires. Thealtnge was overcome by giving the
respondents the questionnaires at the right timeddquate financial resources affected the
results of the study. Accommodation and statioraogts delayed the exercise but early
preparation and support from well-wishers and dgwelent partners made the study a
reality. This study was based on a sample limitedammercial banks in Kenya. The study
did not cover other financial institutions opergtin the country and therefore it would not
be prudent to say that their exist correlation eff@rmance and electronic marketing
strategy within financial institutions and thus fivedings may not be a thorough reflection

of the sector as a whole.
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APPENDICES

Appendix I: Introductory Letter
C/o University of Nairobi,

P.O Box 30197-00100

Nairobi.

Kenya.

TO WHOM IT MAY CONCERN

Dear Sir/Madam,

REF: MASTER OF BUSINESS ADMINISTRATION RESEARCH ST UDY

| am a student pursuing a post graduate degreeastdviof Business Administration (MBA) at

the University of Nairobi. In partial fulfillmentfahe requirements for the award of the MBA

degree, | am required to carry out a research ahohis a management proposal project. The
topic of my research is;lfifluence of electronic marketing strategies on theerformance

of commercial banks in Kenya”

| kindly request you to spare your minutes out ugybschedule to fill the attached questionnaire.
Please rest assured that any information (datapsmide will be treated with high confidentiality
and used for academic purpose only.

Yours Faithfully,

Esther W. Ngugi



Appendix Il: Questionnaire
SECTION: A DEMOGRAPHIC PROFILE OF RESPONDENTS

Please supply the required data by filling in thenks where space is provided or by ticking
[] against the most appropriate answer.

Name of the DanK. ..o e,

1. Academic level

e O-Level [ ]
e A-Level [ ]
* Diploma

» First Degree
* Masters Degree

———
e e ey

2. How long have you worked in this organization?

» Lessthan5 years
e 6-10 years
 11-15 years

e 16-19 vyears

» 20 and above years

——
—_— ey —

— —
—_

3. How long has the bank been operating in Kenya?
» Lessthan5 years [
e 6-10 years
e 11-15 vyears
e 16-19 vyears
» 20 and above years

_— .
—_
—_— —_

4. What is your customer base?

 Less 100,000

e 100,000-500,000

e 500,000-1,000,000

e 1,000,000 and above

—_———_
d el



SECTION B: E-MARKETING STRATEGIES

6. To what extent does your business apply the folving E-marketing strategies?

E-MARKETING STRATEGIES To Very To a Toa Toasmall | Not
Large Large moderate | Extent At all
Extent Extent Extent
[1]
[5] [4] 3] [2]

Online goods or services trading

Online catalogs

Online Sales promotion and advertisin

Online digital content delivery

Online transaction processing

Electronic bills of lading processing

Online collaborative work interaction

E-manufacturing management

Online accounts settlement

Online sourcing

Online public procurement

E-Inventory management

Online Customer support

Online post-sales service.

Product promotion via online catalogs




SECTION: C PERFORMANCE MEASUREMENTS

To what extent are the following performance indicéors influenced by E-marketing

strategies in thebanking sector in Kenya

Performance Measures Very Great Moderate Little No
Great Extent  Extent Extent  Extent
Extent  [4] 3] 2] [1]
(5]
a) Increased market share [ ] [ 1] [ ] 0 [ ]
b) Increased profitability [ ] [ ] [ ] [1] [ ]
c) Reduced costs of production [ ] [ 1] [ ] [ ] [ ]
d) Increased customer satisfaction [ ] [ ] I [ ] [ ]
e) Introduction of new products [ ] [ ] [ ] [ 1] [ ]
f) Improved employee performance [ ] [ ] I [ ] [ ]
g) Expansion into new markets [ ] [ ] [ ] (] [ ]
h) Increased return on investments [ ] [ 1] I [ ] [ ]
i) ICT integration in customer [ ] [ 1] [ ] [ 1] [ ]
service delivery
j) Increased Departmental synergy [ ] [ ] 1 [ ] [ ]
k) Increased Cross functional [ ] [ ] [ ] [ ] [ ]
trainings
) Minimal customer complaints [ 1] [ 1] [ ] [ ] [ ]
m) Increased Job Satisfaction [ ] [ ] [ ] I [ ]
n) Low Employee turn over [ ] [ ] [ ] [] [ ]

Thank You for Your Positive Response



Appendix IlI: List of Licensed Commercial Banks in Kenya

ABC Bank (Kenya)

Bank of Africa

Bank of Baroda

Bank of India

Barclays Bank

CFC Stanbic Bank

Chase Bank (Kenya)
Citibank

. Commercial Bank of Africa
10.Consolidated Bank of Kenya
11.Cooperative Bank of Kenya
12.Credit Bank
13.Development Bank of Kenya
14.Diamond Trust Bank

15. Dubai Bank Kenya

16. Ecobank

17.Equatorial Commercial Bank
18. Equity Bank

19. Family Bank

20.Fidelity Commercial Bank Limited
21.Fina Bank

22.First Community Bank
23.Giro Commercial Bank
24.Guardian Bank

25. Gulf African Bank
26.Habib Bank

27.Habib Bank AG Zurich
28.1&M Bank

29.Imperial Bank Kenya
30.Jamii Bora Bank

31.Kenya Commercial Bank
32.K-Rep Bank

33.Middle East Bank Kenya
34.National Bank of Kenya
35.NIC Bank

36. Oriental Commercial Bank
37.Paramount Universal Bank
38.Prime Bank (Kenya)

39. Standard Chartered Kenya
40. Trans National Bank Kenya
41.United Bank for Africa
42.Victoria Commercial Bank
43.Housing Finance

CoNoOrWNE

Source: Central Bank of Kenya Report (2010)



