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CS ADVANCED LEVEL 
 

STRATEGIC MANAGEMENT 
 

MONDAY: 4 December 2023. Morning Paper. Time Allowed: 3 hours. 
 

Answer ALL questions. Marks allocated to each question are shown at the end of the question. Do NOT write 
anything on this paper. 
 

WESTERN AGROCHEM LTD. (WAL) 
 
Western Agrochem Limited (WAL), is a private limited liability company established in 1985 by Wesonga, an 
Agricultural Extension Officer who had worked with the Ministry of Agriculture and Livestock Development. He had 
seen an opportunity to market agricultural chemicals in his local area, the rich agricultural area around Eldoret Town. 
He started small with the objective of making enough money to support his lifestyle seeing that he was about to retire 
from government service. When Wesonga retired in 1995, his son Wafula who had assisted him since the start of the 
business ten years ago, took over. Wafula, a Business Management graduate was well liked by his staff and had 
extensive contacts and networks with farmers and suppliers in the region.  
 
Since he took over, Wafula transformed WAL into a modern agrochemical company with manufacturing, retailing, 
wholesale distribution and exporting to the East African region. To manage an increasingly complex organisation, 
Wafula appointed five executive directors and three non-executive directors including his retired father as the Chair of 
the Board.  During a recent strategic management retreat, the Board highlighted the following strategic issues: 
 
• The role of the Board and effectiveness in providing strategic leadership  
• Change management in the digital economy  
• Winning strategies in a competitive economy   
 
Wafula is aware that the business environment is changing rapidly. He is also informed that he needs to modify the 
culture, structure and technology used in the business. Appointment of new directors had positively impacted on the 
culture and a different approach to business operations. However, it was noted that the bottom line, profit, remained 
wanting. The board resolved that there was need for a strategic review. Other than Wafula who had strategic 
management qualifications, the other board members lacked any experience in structuring a strategic review and the 
Board resolved to engage a strategic management consultancy firm to lead the process. Triple Bottom Consulting led 
by Clement Dennings was engaged to carry out the review. The brief given was that Mr. Dennings would be engaged 
on fulltime basis for 3 months to carry out the strategic review effective, January 2022. Mr. Dennings was a seasoned 
practitioner with wide experience and exposure in organisational restructuring, governance, change management, 
strategic planning and business re-engineering.   
 
In carrying out the assignment, Mr. Dennings did a thorough review of the resources of the business, previous 
performance, business development processes and corporate culture.  At the beginning, Mr. Dennings knew that the 
strategic perspective of WAL ought to be future oriented rather than focusing on past results. To get an overview of the 
business, he spent time engaging the directors, employees, competitors and other stakeholders. Mr. Dennings was able 
to establish the following on internal review of WAL: 
• WAL was driven by a mission to provide a full range of quality agrochemical products at reasonable prices in 

Kenya and the region.   
• WAL had consolidated its position as the biggest distributor of agrochemicals across Kenya and the East 

African region. 
• That WAL was made up of four main divisions; manufacturing, retail, wholesale and export. 
• That WAL had four product lines; pesticides, fertilizers, animal feeds and veterinary products.  
• That the current manufacturing plant and equipment was outdated and inefficient.  
• That WAL had initiated an investment program to build a new and integrated fully Good Manufacturing 

Practice (GMP) compliant facility that will increase output across product lines by about 250 percent.  
• WAL continues to extend its vast distribution network to provide quality and affordable agrochemicals to 

other regions. 
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A market position report indicates that WAL is not performing well due to the fragmented nature of the markets. 
Growth rates in most of the divisions served have fallen steadily over the last three years due to external competition 
from companies from Pakistan and India. WAL is now facing a series of markets that are stagnant or in decline. While 
WAL is still profitable due to substantial market shares, market decline should be addressed. Minimal growth is 
forecasted in the WAL current markets for the next four years due to foreign competition.  
 
Mr. Dennings has prepared a brief to the Directors of WAL to help them formulate a successful growth strategy. The 
brief contains the following salient issues: 
 
• The East Africa region enjoys a stable political, legal and economic system. Recent attempts to improve the 

economy have been largely successful, with inflation projected between 5% - 10% in the next three years.  
• Taxation is projected to remain at an average of 30%.  
• Public tenders are attractive target segments for large revenues and long-term commitment. However, public 

sector payments shall continue to be a challenge with the associated negative impact on WAL’s cash flow 
since it is WAL's largest customer.  

• Government procurement through competitive bidding is the cheapest despite the process bottlenecks but 
contributes significantly to the agrochemical market’s bottom line.  

• Government is the main contributor to the agrochemical industry’s cash flow problems due to delays in 
payments after supplies to central medical stores.  

• Branded agrochemical marketers are expected to adopt a differentiated pricing strategy specific to market 
segments and geographies in East Africa to make agricultural products affordable to a wide range of 
customers, thereby significantly expanding their customer base.  

• Foreign competitors in East Africa are expected to multiply their distribution channels by engaging in 
strategic partnerships with trustworthy local stakeholders through joint ventures and agency relationships.  

 
All in all, recent market data and both public and private sector projections indicate that the agrochemical industry and 
markets remain stable and show growth potential due to government initiatives to boost food security. WAL is poised 
to exploit this market potential by reviewing its business strategies and business model.  
 
Required:  
(a) Explain to the Board of WAL SIX benefits of carrying out a competitor analysis in strategy development.   
   (12 marks)  

(b) Using Bowman’s Strategy clock, evaluate FIVE groups of business strategies that WAL could adopt to gain a 
competitive advantage.  (10 marks)  

(c) Triple Bottom Consulting established that WAL is driven by a mission to provide a full range of 
agrochemical products at reasonable prices in Kenya and the region.  

Explain FOUR characteristics of a good mission statement.  (8 marks)  

(d) To counter the competition from Asia, WAL is considering establishing a strategic joint venture with a 
company from India.  

Discuss FIVE reasons why WAL may consider joint venture as a method of entry into international business. 
   (10 marks) 

 (Total: 40 marks) 
 
 

QUESTION TWO 
(a) Outline TWO impacts of organisation culture on strategy formulation.     (2 marks)                

(b) Identify FIVE merits of strategy formulation in the strategic management process.  (5 marks)  

(c) The BCG growth-share matrix is a tool used internally by management to assess the current state of value of 
a firm's units or product lines. 

Discuss FOUR categories in this matrix.  (8 marks)  
   (Total: 15 marks) 
 

QUESTION THREE 
(a) Explain FIVE reasons why decision-makers use strategic surveillance.   (5 marks)  

(b) Distinguish between “strategy formulation” and “strategy implementation”.  (4 marks)  

(c) Discuss THREE strategies that could be used in mitigating risk in an organisation.  (6 marks)           
   (Total: 15 marks) 
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QUESTION FOUR 
(a) Highlight THREE advantages of outsourcing value chain activities.         (3 marks)   

(b) Summarise FOUR benefits of the differentiation strategy to an organisation.  (4 marks)  

(c) Scenario planning involves building organisational awareness of what could happen so that leaders may spot 
warning signs of brewing challenges and respond accordingly.  

Examine FOUR types of scenario planning.  (8 marks)  
  (Total: 15 marks) 

 

QUESTION FIVE 
(a) Highlight FOUR strategies that an organisation could employ to mitigate challenges of strategic plan 

development.     (4 marks)  

(b) Successful strategic management involves monitoring key drivers for change and developing agile strategies 
that can adapt to evolving circumstances.  

In view of the above statement, evaluate FIVE drivers of change.          (5 marks) 

(c) Game Theory provides a framework for analysing situations in which the outcome of one player's decision 
depends on the decisions made by others.  

Explain THREE assumptions of this theory.  (6 marks)  
  (Total: 15 marks) 

....................................................................................................... 
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CS ADVANCED LEVEL 
 

STRATEGIC MANAGEMENT 
 
MONDAY: 21 August 2023. Morning Paper. Time Allowed: 3 hours. 
 
Answer ALL questions.  Marks allocated to each question are shown at the end of the question. Do NOT write 
anything on this paper. 
 
QUESTION ONE 

MERCHANT BANK GROUP (MBG) 
 

Merchant Bank Group (MBG) was established in 1956 as a subsidiary of Trade Bank of Britain. It transformed into a 
savings and credit cooperative in 1989, and later became a fully-fledged commercial bank in 2015. Over the years, MBG 
has expanded its operations and developed a strong presence in Kenya and the East African region. The bank is regulated 
by the Central Bank of Kenya and was listed at the Nairobi Securities Exchange (NSE) in 2017. It has a diversified 
shareholder base, including institutional investors, individual shareholders and the Government of Kenya. MBG offers a 
wide range of banking products and services to cater for the needs of individuals, businesses and institutions. 
 
The bank had been growing exponentially until 2018 when it faced significant challenges due to the world economic 
recession. During the same period, Charles Kariuki retired as the CEO and Job Juma was hired in his place. Job Juma 
was a renowned strategic manager with extensive experience of turning around organisations. In the first two months of 
his engagement, he established that the bank was grappling with declining profitability as a result of inefficient 
operations and an outdated business model. He performed a SWOT analysis to get proper insights on how to return the 
bank to a growth trajectory. The analysis revealed, among other things, that the bank operated as a retail bank with 
limited geographic reach. This was of concern since it was hindering its ability to capitalise on emerging opportunities in 
the region.  
 
To overcome the challenges identified, MBG embarked on a strategic transformation journey under the stewardship of 
Job Juma. To actualise the journey, a 5-year strategic plan was launched after six months of meticulous planning and 
consultations with the stakeholders. The bank`s vision, mission and core values were revised to accommodate the 
volatility and ambiguity of the business environment. The bank`s vision statement was its mantra during the 
transformation period. The bank’s strategy also focused on four key pillars: operational excellence, customer-centricity, 
innovation, and geographic expansion. The bank began by streamlining its operations and improving efficiency by 
implementing robust technological systems and upgrading the IT infrastructure. Additionally, risk management practices 
were adopted to drive operational excellence. Customer-centric approach was another crucial aspect of MBG's strategy. 
The bank conducted extensive market research to understand customer needs and preferences, and then introduced 
innovative products and services tailored to specific customer segments, including mobile banking, agency banking, and 
digital solutions. These initiatives enhanced customer experience, increased customer acquisition and retention, and 
strengthened MBG's market position. 
 
Innovation played a significant role in MBG Group's strategy. The bank embraced emerging technologies such as 
artificial intelligence and data analytics to drive product development, enhance service delivery and improve internal 
processes. MBG's focus on innovation enabled it to stay ahead of the curve and deliver cutting-edge solutions to its 
customers. Geographic expansion was a critical element of MBG's strategy. The bank strategically entered new markets 
within the East African region, leveraging its strong brand and expertise. The bank acquired and successfully integrated 
several banks in Rwanda, Tanzania, Uganda, Burundi and South Sudan. This expansion not only increased the bank's 
market share but also diversified its revenue streams and helped it capitalise on the region's economic growth and cross-
border trade opportunities. 
 
The CEO`s strategic initiatives yielded significant results with the bank experiencing robust financial growth, with 
increased profitability and improved asset quality within two years. It expanded its customer base and market share 
thereby becoming one of the largest banks in East Africa by asset base. MBG's total assets grew substantially, and its 
return on equity consistently outperformed industry benchmarks. The bank's customer-centric approach led to enhanced 
customer satisfaction and loyalty. The bank's innovative digital solutions, such as mobile banking and agency banking, 
provided convenient and accessible banking services to a broader customer base. The bank's strong brand reputation, 
combined with its focus on customer experience, contributed to its competitive advantage. By venturing into new 
markets, the bank diversified its risk and revenue streams, reducing its dependence on the Kenyan market. 
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MBG's focus on operational excellence, customer-centricity, innovation, and geographic expansion played a pivotal role 
in its strategic turnaround.  As of December 2022, MBG was the largest commercial bank in Kenya with assets of more 
than KES 566 billion and KES776 billion in customer deposits. The bank has 201 branches, 497 ATMs, and 20,273 
registered Agents and Merchant outlets spread across the East African region. MBG has received numerous awards and 
recognitions for its performance, innovation, and contribution to the banking industry in Kenya and the region. It is also 
actively involved in various CSR initiatives, particularly in the areas of education, health, and environmental 
sustainability. The bank supports community projects and programs aimed at improving livelihoods and promoting social 
development. 
 
Required:  
(a) The CEO performed a certain analysis to get proper insights on how to return the bank back to a growth 

trajectory.  
 

Explain FOUR components of the analysis.  (8 marks)  

(b) To actualise the strategic transformation journey, a particular plan was launched.  
  

Explain FIVE limitations of this plan.           (10 marks)  

(c) Evaluate FIVE features of the bank`s mantra during the transformation period. (10 marks)  
 

(d) A geographic expansion was a critical element of MBG's strategy. 
 
Analyse SIX strategies MBG adopted to achieve this.          (12 marks)  

 (Total: 40 marks) 
QUESTION TWO 
(a) When conducting strategic change, organisations plan and implement changes to boost competitive advantage or 

achieve another significant objective. 
 
Appraise FIVE steps an organisation could take to realise this change.  (5 marks)  

(b) Strategy implementation is a process that turns strategic plan into action by outlining the steps the organisation 
needs to take in order to achieve the set objectives.  
 
Summarise FIVE steps of the process an organisation could follow to make the implementation effective. 
  (5 marks) 
 

(c) In the context of business strategy, outline FIVE generic competitive strategies. (5 marks)  
 (Total: 15 marks) 
                                                                             
QUESTION THREE 
(a) Assess FOUR stages of logical incrementalism in strategy development process.                              (4 marks)  

(b) Strategy workshops are necessary to an organisation during any strategic management process.   

Identify FIVE purposes of these workshops.  (5 marks) 
 

(c) Organisation’s core competencies are important during strategic analysis.  
 
Explain Hamel and Prahalad’s THREE tests to confirm these competencies. (6 marks) 

 (Total: 15 marks) 
                                     
QUESTION FOUR 
(a) The Parenting Fit Matrix is a framework developed by McKinsey & Company to assess the fit between a 

corporate parent and its portfolio businesses. 
  
Identify FOUR positions of the Parenting Fit Matrix.  (4 marks)  
 

(b) Explain FIVE limitations of strategic management.  (5 marks)  
 

(c) Path dependency theory refers to the idea that past events and decisions can shape and influence the current and 
future development of a system or organisation.  
 
Outline SIX features of path dependency theory.  (6 marks)  

    (Total: 15 marks) 
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QUESTION FIVE 
(a) Strategic drift is a gradual deterioration of competitive action that results in the failure of an organisation to 

acknowledge and respond to changes in the business environment.                                                            
 
Explain FIVE ways in which a business can avoid this.   (5 marks) 

(b) Summarise FIVE steps of sustaining organisational effectiveness. (5 marks)   

(c) The matrix structure is a type of organisational structure that combines functional departments with project or 
product teams, creating a dual reporting system. 

Outline FIVE benefits of a matrix structure to an organisation. (5 marks)                                                                              
  (Total: 15 marks) 

....................................................................................................... 
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CS ADVANCED LEVEL 
 

STRATEGIC MANAGEMENT 
 
MONDAY: 24 April 2023. Morning Paper. Time Allowed: 3 hours. 
 
Answer ALL questions.  Marks allocated to each question are shown at the end of the question. Do NOT write 
anything on this paper. 
 

QUESTION ONE 
MAGHARIBI LIMITED (ML) 

 
In December 2018, Magharibi Limited, a software developing company founded in the year 1990, spent Sh.1.9 billion in 
acquisition of Quick Data Services (QDS), a data handling company. Though the takeover was a hostile one, it made ML 
become a formidable technology services provider. The takeover also enabled the company to better compete with 
Mashariki Limited, a technology services provider which controlled more than 10% market share of the multi-billion 
technology market. At the time of the acquisition, Mashariki Limited was the market leader in the technology industry, 
with Magharibi Limited in second place while QDS was a distance sixth.  Founded by Mark Mensa in the year 1995 as a 
start-up, QDS was the pioneer of outsourced business data management and was making profits until technology 
downturn happened in the year 2000. The situation was made worse by the threat of investors from Asia who were 
offering similar services at sharply reduced prices.  
 

The company has had a relatively low growth until January 2018 when Dan Ford was hired as the new Chief Executive 
officer (CEO).  With his recruitment, the company started exhibiting exponential growth. The CEO attributed this growth 
to the company`s strong commitment to its vision of creating cutting-edge technology. According to him, this made life 
better for everyone, everywhere.  
 

The mission of ML is to provide innovative products and services that make a difference in the lives of its customers, and 
to continuously improve its offerings to meet their changing needs. The company’s values include; customer obsession, 
innovativeness, team spirit, integrity and responsibility.  
 

Magharibi Limited had been primarily known for its software development prowess, but the marketing department had 
not been vibrant until its hostile takeover of QDS. Before the acquisition of QDS, the company seemed not to have a 
clear focus on the strategy to pursue: whether low cost, high cost, penetrative or otherwise. The CEO lamented that many 
competitors offered information technology services that were “low-tech, low cost”. Their major rival Mashariki Limited 
offered “high-tech, high cost,” while ML did not have a clear marketing strategy. In the year 2021, Magharibi Limited 
embarked on a mission to offer customers “high-tech, low cost” services by improving the marketing of its outstanding 
services. To achieve this mission, the CEO split the centralised sales team and assigned them to each strategic business 
unit (SBU); he also hired executives from outside the company and cut costs by laying off some staff, among other 
changes. After the decentralisation, the SBUs controlled over 80% of their own budget expenses, up from 20% 
previously.  
 

Ford’s strategic and tactical interventions have borne fruits and the company is on an upward trajectory. The company’s 
profitability for the year 2022 was double the one for the previous year and the board is optimistic that the CEO will help 
the company scale even greater heights in the foreseeable future. 
 

Required:  
(a) Magharibi Limited (ML) spent Sh1.9 billion in acquisition of Quick Data Services (QDS), a data handling 

company.  
 

Evaluate FIVE benefits that could accrue to ML from this move.  (10 marks)  

(b) Examine FIVE components of Strategic Business Units (SBUs) as deployed at Magharibi Limited. (10 marks) 
  
(c) The CEO, Dan Ford, made critical strategic decisions to ensure growth of the company. 

 

Examine FIVE steps the CEO and his team could have followed while making the decision to takeover Quick 
Data Services (QDS).             (10 marks)  

(d) Explain FIVE considerations that could have made ML develop a good vision statement. (10 marks)  
  (Total: 40 marks) 
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QUESTION TWO 
(a) Describe FIVE organisational structures in strategic management.  (5 marks)  

(b) Identify FIVE benefits of using strategic management information system in an organisation.  (5 marks) 
 

(c) Examine FIVE benefits of formulating clear strategic objectives. (5 marks)  
 (Total: 15 marks) 
                                                                             
QUESTION THREE 
(a) Explain FIVE factors that affect workplace culture as espoused by Geert Hofstede.                              (5 marks)  

(b) Examine FIVE symptoms of resistance to change in an organisation.   (5 marks) 
 

(c) Analyse FIVE challenges faced while developing business strategy for foreign markets.  (5 marks) 
 (Total: 15 marks) 
                                     
QUESTION FOUR 
(a) Identify FIVE tools that companies can use to conduct an external business environment analysis. (5 marks)  

 
(b) The scope of a project needs to be defined first when entering a new market. Using the “deep dive” analogy, 

explain FIVE steps involved in the strategy development process.  (5 marks)  
 

(c) Strategic drift refers to the phenomenon where a company deviates from its original strategy over time.  
Analyse FIVE factors that may cause this drift.  (5 marks)  

    (Total: 15 marks) 
 
QUESTION FIVE 
(a) The VRIO framework is a tool that companies can use to analyse their internal resources and capabilities to 

determine whether they have a sustained competitive advantage.                                                            
 
Describe the FOUR elements of this framework.   (4 marks) 

(b) Assess 5Ps of strategy according to Henri Mintzberg. (5 marks)   

(c) Explain SIX types of Business strategy. (6 marks)                                                                              
  (Total: 15 marks) 

....................................................................................................... 
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CS ADVANCED LEVEL 
 

STRATEGIC MANAGEMENT 
 
MONDAY: 5 December 2022. Morning Paper. Time Allowed: 3 hours. 
 
Answer ALL questions.  Marks allocated to each question are shown at the end of the question. Do NOT write 
anything on this paper. 
 
QUESTION ONE 

MICHEZO ACCESSORIES LIMITED (MAL) 
 

Michezo Accessories Limited (MAL) was incorporated in the year 2008 as a sports equipment business in Nairobi, 
Kenya. It is the largest retail and wholesale dealer in East Africa specialising in sports, promotional items and camping 
equipment. MAL deals in goods, equipment and apparels of reputable international brands in almost all sporting 
activities. It was started by Bruce Okello with a lean staff establishment and a skeleton organisation structure. 
 
Bruce’s vision was to create high-quality and stylishly designed clothing and equipment for sporting activities. He built 
up a design team, but outsourced manufacturing to low-cost producers, primarily in China. Rather than selling through 
existing retailers, Bruce opted to open his own stores all over the East African region. The idea was to staff the stores 
with employees who were themselves passionate about body fitness and could act as ambassadors for healthy living 
through sports. The first retail store quickly became a runaway success and other stores soon followed suit. In the year 
2008 the company went public using the capital raised to accelerate its expansion plans. By the year 2013, MAL had over 
210 stores in the East African region, sales in excess of Sh.1 billion, and a market capitalisation of over Sh.4 billion. 
 
In the year 2018, Zuena Aero was hired as the CEO of MAL after the lapse of the term of the immediate former CEO. 
She had spent 20 years at Maisha Limited, a fast-moving consumer goods company, overseeing retail operations. She had 
a wealth of experience in strategic planning and she had a reputation for turning around companies. She immediately 
introduced differentiation as a business-level strategy at MAL. She was fully aware that the strategy would always give a 
company a competitive advantage. Getting the product right was undoubtedly a central part of her strategy. Zuena 
ensured uniqueness in the company`s products. The fitness-inspired athletic wear was well designed, stylish, 
comfortable, and used the best technical fabrics. An equally important part of the strategy was to only stock a limited 
supply of an item. New colours and seasonal items kept the product offerings feeling fresh and outstanding. The goal was 
to sell sporting gear at a premium price, and to condition customers to buy when they saw it, rather than wait, because if 
they do, it would soon be “out of stock.”  
 
Over the years, the strategy has worked; MAL never holds sales, and its items sell for a premium price. MAL continues 
to hire employees who are passionate about fitness. Part of the induction process involves taking new hires to fitness 
lessons. Seventy per cent of store managers are internal hires who started on the sales floor and grew up the ranks. Store 
managers are given an imprest of Sh.300,000 to repaint their stores twice a year. The look and interior design of each 
store is completely up to its manager’s discretion. Each store is also allocated Sh.2 million annually to spend on 
corporate social responsibility activities.  
 
Employees are trained to eavesdrop on customers` complaints and compliments. Clothes folding tables are placed near 
the fitting rooms rather than in a back room so that employees can overhear conversations about their products. In every 
store there is a suggestion box for customers to drop their complaints or compliments. These are sent back to 
headquarters for analysis and action planning.  This feedback is then incorporated into the product design process.  
 
The CEO is hands on and she physically visits stores randomly to confirm the authenticity of the daily reports that she 
gets from the enterprise resource planning system. She believes that software-generated data can give a company a false 
sense of security about the customers. She personally spends hours each week in stores observing how customers shop, 
listening to their complaints, and then using their feedback to tweak product development efforts 
 
Despite the company’s focus on providing quality, it has not all been plain sailing for MAL. In the year 2020, Covid-19 
pandemic hit businesses hard and MAL was heavily affected. Sales plummeted and revenues dwindled. Zuena Aero 
convinced the management to act fast and take their business online. The results were evident in a span of six months. A 
balanced score card was used to measure performance and establish whether taking the business online had paid 
dividends. The balanced score card was the choice tool since it would reveal measures in most aspects of the business. 
Compared to the same time in the year 2019, all the four measures showed a growth rate of 25% and above. 
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Most observers in the media and financial community believe that with Zuena Aero as the CEO, the company will 
continue its growth trajectory for many years to come. 
 
Required:  
(a) Discuss FIVE corporate social responsibility activities that MAL stores could spend the Sh.2 million awarded. 

  (10 marks)  

(b) Balanced Score Card tool was used to measure performance at MAL. 
(i) Define this tool.                                                                  (2 marks)  

(ii) Examine the FOUR metrics of Balanced Score Card tool identified in (b) (i) above.  (8 marks)  

(c) Analyse FIVE external factors that might affect business at MAL. (10 marks)  
 

(d) Evaluate FIVE benefits that could accrue to MAL from the business level strategy that was introduced by Zuena 
Aero.  (10 marks)  

  (Total: 40 marks) 
 
QUESTION TWO 
(a) Describe FIVE advantages of using gap analysis in organisational performance measurement. (5 marks)  

(b) Evaluate FIVE steps involved in strategic management process.                            (5 marks)  
 

(c) A mission statement influences corporate performance since it incorporates the basic business purpose and the 
reason for its existence. 
In view of the above statement, explain the influence of mission statement on performance. (5 marks)  

 (Total: 15 marks) 
                                                                             
QUESTION THREE 
(a) Examine FIVE limitations of Michael Porter’s five forces of competitive advantage.                             (5 marks)  

(b) Controlling is one of the critical functions of management in an organisation.  
Describe FIVE guidelines to adhere to when undertaking this function. (5 marks) 
 

(c) Assess FIVE weaknesses of hierarchical organisational structure.                                                (5 marks)         
 (Total: 15 marks) 
                                     
QUESTION FOUR 
(a) With reference to cultural dimensions, distinguish between “indulgence” and “restraint”. (4 marks)  

 
(b) Dr. John Kotter, a world-renown change expert, introduced eight elements in the change process in his book, 

"Leading Change". 
 
Appraise FOUR of these elements.  (4 marks)  
 

(c) ABC limited uses McKinsey’s 7S model in their strategic planning.  
 
Explain the elements in the model. 
   (7 marks)  

    (Total: 15 marks) 
 
QUESTION FIVE 
(a) With reference to international business environment, explain FOUR sources of comparative advantage to an 

organisation.                                                                                                                                                (4 marks) 

(b) Outline FIVE benefits of using patterns of strategy development. (5 marks)   

(c) With reference to the ‘deep dive’ analogy, describe THREE disciplines of strategic thinking one can develop to 
continually ground a business. (6 marks)                                                                              
  (Total: 15 marks) 

....................................................................................................... 
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CS ADVANCED LEVEL 

STRATEGIC MANAGEMENT 

MONDAY: 1 August 2022. Morning paper. Time Allowed: 3 hours. 

Answer ALL questions.  Marks allocated to each question are shown at the end of the question. Do NOT write 
anything on this paper. 

QUESTION ONE 
LADY BIRD COSMETICS (LBC) 

Founded in year 2006, Lady Bird Cosmetics (LBC) is considered one of the leading beauty brands in the East African 
market. Its mission is “To Impact Life through Beauty”.  To achieve the mission, LBC has focused on four main areas 
namely beauty shops, distribution of global products, training and corporate social investment through various 
subsidiaries 

Lady Bird Beautiful Faces (LBBF) is a multichannel retail business that operates more than 50 beauty shops in the main 
cities across East Africa. These beauty shops offer top of the range skincare, luxury perfumes and colour cosmetics. 
Through these shops the company brings top global brands in the beauty industry to the local market. LBBF also 
provides a retail avenue for upcoming local brands and manufacturers to access its rapidly growing consumer base. To be 
able to reach as many customers as possible, LBBF provides a wide range of products through in-shop experience and 
digital market places.  

Lady Bird Trade Limited (LBTL) exclusively distributes global brands in skin colour, perfumes and hair products to big 
retailers, salons, pharmacies, other retailers and spas across the region. In terms of shilling sales, LBTL is the most 
important unit of LBC.  

Lady Bird Academy (LBA) is a licensed beauty college that provides skills to aspiring beauty professionals, graduates, 
professional beauty artists, therapists and discerning customers. The academy also bridges the gap from training to 
industry by facilitating trainee placements and practicum with large retailers, beauty parlors and brands.  

Lady Bird Foundation (LBF) is a registered not-for-profit Corporate Social Investment unit of LBC. The foundation is 
founded on values of equal access to opportunities in the fast-growing beauty industry. Through advocacy and 
partnerships with governments and likeminded social impact organisations, the Foundation raises funds to provide 
scholarships and free medicare to disadvantaged women and youth in the wider East African region. However, this effort 
has not succeeded without some resistance from local politicians who feel undermined and exposed for not meeting the 
economic needs of their communities. Recently the Foundation launched the LBC Ajiri Programme that aims at 
providing technical skills through the Lady Bird Academy for out of school youth through upskilling and micro 
entrepreneurship in the beauty industry. Successful youth from the programme are provided with seed capital to start 
their own beauty businesses. Both the youth and microenterprises are also provided with market and industry linkages.  

To grow its business, LBC in the year 2018 established its first high end Beauty Spa in one of the affluent suburbs of 
Nairobi. This was followed by seven more spread out in the major cities in the region. The company also established 
exclusive beauty parlors in Nairobi, Kampala and Kigali. LBC is also in the process of building its own manufacturing 
plant that will produce own label brands as well as producing global brands under license. LBC is awaiting an 
environmental impact assessment report before commencing with the actual construction of the manufacturing plant. 
These developments will make LBC a fully integrated beauty products company. Also being considered is an expansion 
to cover more East African countries but security concerns and political instability have made LBC to shelf those plans 
for the time being. Another area of concern is the requirement in those countries that foreign companies must meet 
certain minimum local shareholding to be registered. This is in contrast to LBC’s country of origin where the company is 
100% locally owned. Market surveys have indicated a skewed income distribution in those target countries but holding 
other factors constant, a viable market exists. At the moment LBC is considering serving the new markets through digital 
market places although access by the population to the internet is considered to be a limiting factor. 
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LBC’s distribution strategy is based on two models: Business to Consumer (B2C) and Business to Business (B2B). By 
using B2C, LBC brands are sold directly to consumers. The entire marketing strategy is directly dedicated to them. This 
is the strategy adopted in the LBC beauty shops, beauty spas and beauty parlors.  By using B2B, the sale of the products 
is aimed at other businesses: hotels, spas, beauty centers, beauty salons and retailers within a framework of 
customer/supplier relations.  
 
In deploying its distribution strategy, location has been a key consideration for LBC. Most of its retailing and customer 
contact points have been located at prominent malls in cities. However, LBC was forced to change this strategy due to 
the collapse of a number of large-scale supermarkets within the region. Most of these large-scale retailers were 
considered anchor tenants in the malls and their collapse led to reduction in foot traffic within the malls making the 
beauty shops, parlours and spas within the malls experience fewer walk-in clients. Although LBC has maintained 
presence in malls, the company has established customer contact points distributed within the high streets of most 
commercial centers. The company has done this as-a risk mitigation measure.  
 
Required:  
(a) Evaluate the disadvantages that LBC would face from adopting a vertically integrated strategy. (10 marks)  

(b) Assess five benefits that could accrue to LBC from its corporate social investment arm; Lady Bird Foundation.                                                                              
  (10 marks)  

(c) Evaluate the likely PESTLE factors that LBC would face when executing their strategies in the region.  
   (12 marks)  

(d) Using Michael Porter’s Diamond model, analyse four factors that might impact on LBC’s international strategy.                                                                                                        
  (8 marks)  

  (Total: 40 marks) 
QUESTION TWO 
(a) In the context of strategic management, distinguish between the following terms: 

(i) Deliberate strategy and emergent strategy.                                                            (4 marks)  

(ii) Agility and resilience. (4 marks)  

(b) Assess seven drivers of change in strategic management.                            (7 marks)  
 (Total: 15 marks) 
                                                                             
QUESTION THREE 
(a) Discuss four major corporate level strategies.                                             (8 marks)  

(b) With regard to strategic management: 

(i) Explain the term “game theory”. (2 marks) 

(ii) Describe one application of game theory. (2 marks) 

(c) Enumerate the purpose of strategy in an organisation.                                                (3 marks)         
 (Total: 15 marks) 
                                     
QUESTION FOUR 
(a) Implementation of a new strategic plan requires introduction of change in an organisation. 

 
Evaluate four ways a strategic leader could make use of a strategic plan to manage resistance to change.  (8 marks)  
 

(b) Explain seven measures that could be instituted in an organisation to deal with organisational politics.  (7 marks)  
    (Total: 15 marks) 
 
QUESTION FIVE 
(a) Discuss five justifications of the use of policies in strategy implementation. (5 marks)  

(b) Examine five drivers of globalisation. (5 marks)   

(c) Explain the significance of “deep dive” of strategic thinking for an organisation of your choice. (5 marks)                                                                              
  (Total: 15 marks) 

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