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Message from the CEO, Richfield Graduate Institute of Technology
The Institution in its 29-year history, received great accolades and awards on a regional, national
and international scale for consistent performance. Richfield Graduate Institute of Technology
has in particular been recognised for consistent efforts towards developing its Higher Education
and Training education system in South Africa.
The Institution recently won several international awards in Oxford (UK), Geneva (Switzerland),
Rome (Italy) and London (UK), ranging from ‘perfection, quality and ideal performance’ to
‘sustainability, quality achievements and technology integration’. It was therefore not surprising
that Richfield has taken SA’s Top National Business of the Year Award in 2017.
I commend Prof Rosh Maharaj for setting up the Research Department and the work done over
the past ten years. In particular, I would like to acknowledge Dr Stephen Akandwanaho for
leading the planning and delivery of the Conference. The Institution is proud to have invested in
Technology to create an environment that stimulates research among staff and students with a
savvy information technology focus. This has laid the pathway for our migration and beefing up
of our programmes to respond to the challenges of the fourth Industrial Revolution and in
particular the embedding of Artificial Intelligence in Curriculum Design.
Richfield enhances the teaching for learning environment by providing ICT infrastructure and
access to technology-enabled tools and resources, digital library facilities as an ongoing process.
Richfield has become one of the top 10 Moodle (Learners Management System) users in Africa.
In addressing the key challenges in Higher Education, Richfield had focussed its energy in
integrating technology into the curriculum with the objective of improving student success rates.
The Institutions blended learning solution involves the use of a Tablet PC, Moodle as a Learner
Management System, Video Lab for recording lectures, a shift from lecturer centeredness to
student centeredness and in this way facilitating a migration to a greener planet.
All students registering for Higher Education Qualifications are provided with a Vodacom 10’
Tablet PC as part of their learning material package. The Tablet PC includes a 2-year warranty, 16
GIG memory card, preloaded support lectures, access to Press reader, Emerald, Springer eBooks
and the Microsoft IT Academy. The Tablet PC is lightweight, portable and comes with a basic
bundle of monthly data allowing students’ access where no Wi-Fi is available. The 2018 Tablet
PC’s also include a Bluetooth keyboard. A cohort of students and staff has already been trained
and certified in various tracks.
Our collaborations on various fronts help facilitate research. The global multinational technology
giant, IBM, is partnering with Richfield to develop the next generation of technical talent in Africa
and beyond by making Richfield a hub for next generation market-driven skills. Students and staff
of Richfield are set to benefit with advanced hands-on skills in a range of Information Technology
courses such as Cyber Security, Mobile Application Development, Business Analytics, Cloud, Big
Data Technologies, Internet of Things, Blockchain, etc. which are crucial to Africa’s social and
economic development.
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The Institution is also collaborating with the Council for Scientific and Industrial Research (CSIR).
CSIR members serve on the Research Forum, CIDD Committee and Senate. The collaboration is
contributing to enhancing Cybersecurity skills development, Cybersecurity Qualification
Development and coordination of research a Cybersecurity Qualification Development and
coordination of research and development leadership, to improve cybersecurity research. Having
relevant knowledge, a good commercial image and investing in Research and Development,
through sound business strategies will place us on a higher platform for the Fourth Industrial
Revolution.
We therefore see ourselves as not just a player in the Education space but equally assertive in
the Digital space. Richfield has become well known for lowering the cost of Higher Education
through the use of disruptive technologies yielding huge benefits for poor students to access
Higher Education. From this strong digital foundation Richfield is well positioned to contribute to
socially relevant education and research, promote life-long learning with technology support,
contribute to the development of a knowledge economy ensuring academic integrity in its digital
transformation and improving the quality of teaching for learning. Richfield has already made
significant inroads into the Fourth Industrial Revolution by deploying aspects of artificial
intelligence, big data cognitive technologies etc. in its curriculum review.
This conference will be followed by our second CIDD Workshop where some of the
recommendations shall be explored further and decisions taken about their possible inclusion in
our curriculum design and review processes. Some early aspects of Artificial Intelligence in
education design breaks away from the “one size fits all” approach to teaching and learning by
moving from lecturing to facilitation and coaching based on assessments from Moodle. Student
experiences are becoming more recognised particularly from an active tapping of social media
networks which allow for customised design and blended approaches for teaching and learning.
Technology now lends itself to what may be described as “Virtual student exchanges”. To this
end Richfield has partnered with the State University of New York in developing the Collaborative
Online International Learning (COIL) programme which will now make it possible for Richfield and
AAA students from its campuses from without South Africa and SUNY’s 64 campuses across the
State of New York City to participate in online group projects, work integrated learning projects
and joint application development type initiatives. We believe in the notion that one of the key
components of the Fourth Industrial Revolution is the promise of Artificial Intelligence providing
a transformative technology that holds the promise for tremendous societal and economic
benefit. We believe that one of Nelson Mandela’s most famous phrases that “Education is the
most powerful weapon which you can use to change the World” can also be applicable to the
Fourth Industrial Revolution by the inclusion of AI as a weapon.
Jay Ramnundlall
CEO RGIT
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Message from the Conference Chair
A very warm welcome to Richfield’s 2018 Research Conference on Information Technology in
Education, Business and Leadership. On behalf of the organizers, I would like to express my
sincerest gratitude for your presence. Special thanks to our keynote speakers and other delegates
who have traveled from far and wide to dignify and magnify our conference. I also want to thank
the authors for their submissions. You are the real stars of this conference, and we, the organizers
are but the instruments to bring together the best minds involved in the research of these
multidisciplinary specialties around our theme. Therefore, thank you so much for your
participation in the Richfield’s conference 2018.
This premier conference provides a highly competitive forum for reporting the latest
developments in research and application of IT ideas in the triad fields of education, business and
leadership. We are pleased to present the proceedings of the conference as its published record.
I am personally looking forward to all the sessions, especially the paper sessions, which are the
heart of the conference and offer the platform for researchers and practitioners to share their
work. We are very pleased with the high level of abstract submissions and look forward to
stimulating discussions. The conference theme of Rising to the IT Challenge; setting new norms
for Transformational Change in Education, Business and Leadership, speaks to the urgency for
quality deliberations on how we, as the research community can contribute to the growing
challenges of our time through collaborative and impactful research.
Richfield’s conference takes place during the 100th year anniversary of the birth of President
Nelson Mandela whose foresight and vision of education continue to be the lodestar of our time,
and to underpin our purpose, values and principles, as Richfield Graduate Institute of Technology.
We hope that this conference will further stimulate research in the area of IT towards solving
problems in the core domains of education, business and leadership, and provide practitioners
with better techniques, algorithms, and tools for deployment. We feel honored and privileged to
serve the best recent developments in the field of IT to you through this exciting conference.
The vision for this year’s conference is two-fold: First, to reflect on the advancements in IT for
the last decade and the disruption they have caused to different fields. Second, to assess the
emerging trends and propose solutions that will assuage and outlive the challenges engendered
by the disruption over the next decade. This is an exciting opportunity for engagement on what
we have done, where we are coming from, and where we are heading.
I am sure you will have fruitful and rewarding exchanges in the next few days. I wish you every
success

Stephen M. Akandwanaho, PhD
Head of Research
Richfield Graduate Institute of Technology
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Message from the conference co-convener
Tertiary Institutions have always played a pivotal role in research contributing to scientific, social,
and economic development. Research helps in critical enquiry, paradigm shifts and contributes
to scholarship, social and economic development. Higher Education has three core areas namely,
Teaching & Learning, Research and Community Engagement.
Richfield’s Research Department was established in 2008. Professor Prem Brijlal and Professor
Rosh Maharaj provided leadership and guidance since 2008. The Institution has published its
Internal Research Journal since 2008 with contributions from internal staff. As part of its 10-year
celebration, the Research Department is proud to be hosting its Research Conference.
The Research conference complements other important academic events namely the Library
Conference, Curriculum Innovation, Design and Development Committee (CIDD) and Senate
meetings. Although our research is at disciplinary, professional and teaching level, its applications
and impact will help stimulate communities of good practice. The Conference will help in
increasing knowledge networks, innovation strategies and research and development. Through
the current networks, we want to build a community of good practice for research. This
community of good practice will inspire our staff to conduct research and publish articles.
Education and research are equally important. Students investing in higher education are given
exposure and opportunities to use disciplinary knowledge to evolve and contribute to their field
of study.
When students are involved in research-based learning, they are bound to learn more and better
than they would without the integration of research. Students start as consumers of knowledge
and emerge as knowledge producers, as they move up the learning trajectory of lifelong learning.
The Institution has created an enabling environment for research via numerous interventions
namely: The Research Digital Library which include Emerald Group Publishing e-Journals and eCase Studies, WARC Resources and SpringerNature e-Book collection. The institution has also
established a partnership with Emerald Group Publishing from 2012. The Research Conference
will provide a platform for sharing experiences and good practices that will lead to further
discussions and contribute to quality promotion and enhancement. Research will also contribute
to elevating academic integrity making our qualifications globally competitive. Mentally
stimulating activities like research contribute to brain health. In "Educating the Brain to Avoid
Dementia: Can Mental Exercise Prevent Alzheimer Disease?", Margaret Gatz (2005) lists research
findings that support such position.
We look forward to increasing our pool of researchers and develop a community that will become
immune to Alzheimer Disease, but contribute to economic and social development.

Dr Muni Kooblal
Chief Academic Officer
Richfield Graduate Institute of Technology
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Conference Programme
Wednesday 12th September 2018
7:00-8:00

8:30-9:00

9:00-9:10
9:15-9:30

9:45-10:00

10:15:10:30

10:35:10:50
11:00-11:20

11:25-11:40

11:45-12:00

12:05-12:20

12:25-12:40
12:45-13:05

Registration and Tea Venue:
Registration: Auditorium 102, African Palms Building
Tea: L’Aperitivo Conference Centre, Aurora’s Building
Welcome and Introduction (Dr Muni Kooblal, CAO Richfield Holdings)
Opening Remarks (Jay Ramnundlall, Group CEO Richfield Holdings):
Venue: L’Aperitivo Conference Centre
International message from State University of New York on COIL: Dr Strini Pillay, DUT, SA
Venue: L’Aperitivo Conference Centre
The 4th Industrial Revolution Requires Socially Relevant Education and Research.
-Prof John Trimble (TUT, Howard University, USA)
Venue: L’Aperitivo Conference Centre
The Sustainability of Advertising Agencies in the Face of Digital Disruption
- Alistair Mokoena (CEO, Ogilvy & Mather, SA)
Venue: L’Aperitivo Conference Centre
Lifelong learning: The Transformative Power of Technology in Higher Education
- Minister for Higher Education, DRC, Hon. Steve Mbikayi
Venue: L’Aperitivo Conference Centre

Tea/Coffee: L’Aperitivo Conference Centre
Panel Discussion; Track A:
The Future of Education: AI, Ubiquitous Learning, Development for a Knowledge Economy.
Moderator: Prof. Louis Fourie (DVC CPUT)
Venue: L’Aperitivo Conference Centre
Panelists: Mr. Tola Adesina (Coventry University, UK), Prof. John Trimble (TUT), Mr. Jay
Ramnundlall (CEO, RGIT), Dr. Sampan Silapanad (Western Digital, Thailand), Hon Steve
Mbikayi (Minister of Higher Education, DRC), Brian P. Lewkowicz (Robotics Process
Automation, Ernst & Young, SA), Alistair Mokoena (CEO, Ogilvy & Mather, SA).
The Publishing Landscape, Publication Ethics, Choosing the Right Journals and Avoiding
Predatory Publishing.
- Mr. Sibu Zondi (Manager, Emerald Publishing)
Venue: L’Aperitivo Conference Centre
The Future of Work: Tomorrow being shaped by today
- Brian P. Lewkowicz (Robotics Process Automation, Ernst & Young ,Ernst & Young, SA)
Venue: L’Aperitivo Conference Centre
Offering high quality individualized learning using adaptive intelligence
- Dr Mark Horner (CEO, Siyavula)
Venue: L’Aperitivo Conference Centre
Dr Shaheeda Essack (Registrar PHEI, DHET, SA)
Venue: L’Aperitivo Conference Centre
Panel Discussion; Track B:
Academic Integrity
Moderator: Dr. Ngubane Sithembiso (UniZulu)
Panelists: Prof. Sibu Moyo (DVC, DUT), Dr. Shaheeda Essack (DHET), Dr. Mark Horner
(CEO, Siyavula), Mr. Sibu Zondi (Emerald), Dr. Strini Pillay (DUT), Dr. Muni Kooblal(RGIT),
Mr. Tola Adesina (Coventry University, UK), Dr. Sampan Silapanad (Thailand), Jay
Ramnundlall (CEO, RGIT)
Venue: L’Aperitivo Conference Centre

13:10-14:10

Lunch: Royal Palm Hotel (Private Venue)
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14:15-14:30

14:35-14:50
14:55-15:15

15:20-15:40

15:45-16:00

16:00-16:30

17:30 for
18:00

How Brain Science and Technology can combine to improve 21st Century Teaching and
Learning.
- Dr Lieb Liebenberg (CEO, ITSI)
Venue: L’Aperitivo Conference Centre
Dr Sampan Silapanad (Western Digital, Thailand)
Venue: L’Aperitivo Conference Centre
Cybersecurity Capability and Capacity Building in Africa -The Role of Business and
Education
-Prof. Joey Jansen van Vuuren (CSIR)
Venue: L’Aperitivo Conference Centre
Panel Discussion; Track C:
Cyber warfare and Security; E-Learning Systems
Moderator: Dr. Jabu Mtsweni (CSIR)
Panelists: Dr. Brett (Senior Lecturer, UKZN), Ms. Leeann Govender (RGIT), Mr. Alan
Walker (CEO, Walcom), Dr. Kiru Pillay (Cyber Security Director, Department of
Telecommunications and Postal Services), Prof Joey Jansen van Vuuren (CSIR), Dr.
Sampan Silapanad (VP, Western Digital), Mr. Myles Thies (EiffelCorp), Dr Sanjay Ranjeeth
(UKZN), Mr. Zane Ramnundlall (RGIT)
Venue: L’Aperitivo Conference Centre

Tea/Coffee: L’Aperitivo Conference Centre
Parallel Session
Parallel Session 1:
Parallel Session 2:
Venue: Richfield Auditorium
Venue: Richfield Auditorium
101 A
101 B
The role of online business An investigative research on
registration in service branding: A users’ perceptions of Information
case of department of trade and Systems service quality at the
industry in Congo-Brazzaville
University of KwaZulu-Natal
-Dr Momo Michael
-Ms. Zanele Ndamase
Venue: L’Aperitivo Conference Centre

Parallel Session 3:
Venue: Richfield
Auditorium 102
The Symbiotic
Relationship of
Marketing and the
Digital Age
-Lavashnee Naidoo

1) Cocktail & Networking
2) Gala Dinner
3) Master of Ceremonies by Mr. Henry Ramkissoon
4) Entertainment by Logie Naidoo (Politician turned comedian)

Programme Directors: Dr Muni Kooblal & Dr Stephen Akandwanaho
Thursday 13th September 2018
8:00-8:30

8:30-9:00

9:15-9:30

Tea/Coffee/Registration:
Venue: Registration: Auditorium 102 (New participants only)
Tea: L’Aperitivo Conference Centre
Feedback on Day 1 proceedings by track session moderators and parallel session chairs::
1) Prof Louis Fourie – Track A
2) Dr Ngubane Sithembiso – Track B
3) Dr Jabu Mtsweni – Track C
4) Dr Stephen Akandwanaho – Parallel sessions, 1, 2 & 3
Venue: L’Aperitivo Conference Centre
Global Learning through internationalization: The Role of Technology
-Tola Adesina, Coventry University, UK
Venue: L’Aperitivo Conference Centre
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9:35-9:50

9:55-10:10

10:15-10:45

10:50-11:05

11:10-11:25
11:30-12:00

12:00-12:15

12:20-12:50

12:55-13:55

The Blockchain: Trends and Paradigm Shifts
-John Singh (Senior Systems Analyst, Spar Group, Ltd)
Venue: L’Aperitivo Conference Centre
A Robot Took My Job and Other Headlines In The Year 2030: Future Proofing Universities &
Learners For a Rapidly Changing World
-Myles Thies, Director of Digital Learning Services, EiffelCorp
Venue: L’Aperitivo Conference Centre
Panel discussion; Track D:
Smart Cities; E-government
Moderator: Prof Olu Odugabara (DUT),
Panelists: Dr Raj Tulsee (RGIT), Prof Ahmed Adam (RGIT), Prof. Mammen (Professor at
University of Fort Hare), John Singh, Naasir Abrahams, Praveen Vasala (RGIT), Logie
Naidoo (Ex Deputy Mayor/Speaker, Ethekwini Municipality)
Venue: L’Aperitivo Conference Centre
Human Intelligence
-Dr Gerald Thaver
Venue: L’Aperitivo Conference Centre
Naasir Abrahams
Venue: L’Aperitivo Conference Centre
Panel Discussion; Track E:
The fourth industrial revolution: A time of rapid change
Moderator: Prof. Tankiso Moloi (UJ)
Panelists: Dr. Gerald Thaver (ABSA), Mr. Myles Thies (EiffelCorp), Mr. Wayne Janneker
(CAPRISA), Mr. John Singh, Naasir Abrahams, Craig Gokhale (UniZulu)
Venue: L’Aperitivo Conference Centre
Digital Alignment, The role of IT in HIV prevention and treatment.
-Wayne Janneker
Venue: L’Aperitivo Conference Centre
Panel Discussion; Track F:
Marketing in the 21st Century
Moderator: Prof Krishna Govender (Head AAA)
Panelists: Mr. Yuven Naidoo (RGIT), Prof Ronnie Perumal (Dean, UKZN), Prof Krishna
Govender (Head AAA), Mr. Charles Maggs (AAA), Lavashnee Naidoo (RGIT), Mpumi
Ngobese (CEO, Joe Public), Nick Marsh (Investec, London, UK)
Venue: L’Aperitivo Conference Centre

Lunch: Royal Palm Hotel (Private Venue)

Parallel Session
14:00-14:45
Parallel session 1: Venue: Parallel session 2: Venue: Parallel session 3:
Richfield Auditorium 101 A
Richfield Auditorium 101 B
Venue: Richfield
Auditorium 102
Solving
Global
Optimization Pan-African Banking:
Function Problems Using a Multi- Dynamics, challenges and
Setting the tone for
valued
discrete
Cockroach appropriate Mechanisms for
African mineral
Optimization Algorithm
Competitiveness
channels within USA-Dr Christiana Obagbuwa
CHINA trade war
-Michael Okoche
context: The case of
Congolese Coltan
-Dr Momo Michael
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14:50-15:35

Embedded Vision Systems for Implementing electronic lecture
Healthcare
Applications:
The evaluation information systems
Opportunities
technology (e-LEIST) for
-Dr Temitope Mapayi
monitoring and best practice of
teaching and learning in real
time
-Emmanuel Bakuli

An Appropriate Model
for Pan-African CrossBorder Banking: A case
of Kenya Commercial
Bank
-Michael Okoche

15:40-16:25

Designing informative and
preventive security measures to
avoid cyberattacks: A DSR
approach
-Senga Lupanda

Server Implementation
model for the
management of
computer laboratories.
A case study of RGIT
-Issa Ngoie

16:30-17:00

Feedback by track session moderators and parallel session chairs on the day’s
proceedings:
1) Prof Olu Odugabara – Track D
2) Prof Tankiso Moloi – Track E
3) Prof Krishna Govender – Track F
4) Dr Stephen Akandwanaho – Parallel sessions, 1, 2 & 3

17:30-

An integrated Framework for
Mobile Ad Hoc Network
Security
- Daniel Mwangalalo

Venue: L’Aperitivo Conference Centre
Conference Closure & Concluding Remarks:
Venue: L’Aperitivo Conference Centre
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Part 1: Keynote Abstracts
John Trimble: The 4th Industrial Revolution requires socially relevance Education and
Research
The evolution or revolution in computing has been truly phenomenal. Computing has been
central to the 3rd Industrial revolution and is even a bigger factor in the 4 th Industrial revolution.
To assure that we direct the 4th Industrial revolution in an ethical and humanistic direction we
should focus on ‘Appropriate technology’. This is technology to empower people and
communities. Technology transfer from the university to the community is important. There are
two types of technology transfer: Vertical transfer of technology from basic research to applied
research, then on to development, and production; and Horizontal technology transfer where
technology used in one place or context is transferred for use in a different place or context.
The technology transfer should also manifest in outreach work with community to provide
training, education and jobs; Job and Enterprise creation research to research on job creation
with existing industries and plan new enterprises that are community based; dissemination of
research to share and collaborate with academics internationally. Finally, decolonizing the
process of decolonizing the curriculum should encompass the following: critical & creative
thinking; computational thinking; scientific thinking; system thinking; appropriate technologies;
development studies; ethics & decolonization.
Alistair Mokoena: The sustainability of advertising agencies in the face of digital disruption.
Introduction:
The main issue at hand is that the digitalization of the marketing and advertising industry has
disrupted the functioning of advertising agencies. Key aspects of this digitalization process
include concepts such as digital marketing, marketing technology, data and analytics, artificial
intelligence and machine learning. Digitalisation has also given rise to new competitors such as
new small agile digital agencies, technology companies like Google and Facebook, and large
consulting firms like Accenture who are entering the advertising industry using a different
business model. The business model that advertising agencies have been relying on for decades
has come under scrutiny in recent times, with questions being asked about its appropriateness
in the digital age. The above explanation has informed the following problem statement, “the
South African advertising industry is using an outdated and ineffective operating model and
business approach from the 1970’s to compete in the digital age.”
Objectives:
The primary objective of this study is to explore the impact of digital disruption on the advertising
industry and develop a Critical Success Factors framework for the sustainability of advertising
agencies in a digitally disrupted ecosystem.
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Summary of Findings:
The advertising ecosystem is made up of the following elements: the marketing function, the
advertising function, client-agency relationships, the end consumer/customer, the media
landscape and competition in the advertising industry.
Table 1 below discusses the impact of digital disruption on the above-mentioned aspects of the
marketing ecosystem as well as the drivers of sustainability of advertising agencies.
Table 1: The impact of digital disruption and drivers of sustainability
Elements of the
Impact of Digital Disruption
Advertising
Ecosystem
Consumers/Customers  More vocal, more
interactive,
 More discerning, more
demanding, more critical
 More choice, less attention
to advertising, harder to
reach
 More purpose driven
 More tech savvy
Media landscape
 Fragmentation, more
choice
 Ad fraud
 Brand safety
 Interactive
 Legislation (POPI)
Marketing &
 Digitalization
Advertising functions
 Technology
 Disruptors, increased
competition
 Revenue and Margin
pressure
 Return on investment
 Insourcing
 High staff turnover
Client-Agency
Relationships






Less loyal, more choice,
more competition
Less trust
Commoditization
Fee and margin pressure
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Drivers of Sustainability for
advertising agencies





















Relevance – better insights
More purpose work
More engagement
More democratic / more
accommodating
Mass customization,
curation

Transparency
Programmatic media
buying
Social media services
Compliance
Digital skills
Speed, Agility
Efficiencies
Measurability
New Services: Data, CRM,
eCommerce
Shift from traditional to
digital advertising
Shift from advertising to
customer experience
Shift from retainer to
project fees
Need own platforms for
annuity income
Transparency



Archaic remuneration
models





Competition in the ad
industry










Small, nimble, agile,
cheaper agencies
Digitally led agencies
Traditional agencies closing
down
Tech firms
Media firms
Cheaper global competitors
Clients insourcing
Commoditization, price war







Co-development, colocation, mixed clientagency teams
Shift of focus from creative
awards to business impact
Strategic consulting
services
Multi-skilling, hybrid talent
New digital services
Technology – better
product, faster and
cheaper processes
Leaner structures,
automation
Consolidation, M&A
Activity

Conclusion:
Like most industries, the advertising and marketing industry has been impacted by digital
disruption due to the inherent weaknesses and vulnerabilities in the advertising industry’s
business model. The future belongs to leaner, nimble, agile, digitally led, tech savvy agencies that
are customer-centric, more efficient and effective. Old traditional advertising agencies with large
overheads and under-developed digital skills face an existential crisis. The advertising industry
therefore needs to urgently embrace digital transformation or risk loss of relevance and
ultimately disintermediation from the broader marketing value chain by fit-for-purpose
competitors.
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Brian P. Lewkowicz: The impact of rapid technological change
The way of work is changing due to technology enhancements and the need for businesses to
continue to grow in an ever changing environment. Are we aware of the challenges business face
and how the workforce of the future will change to meet these changes and challenging
environments?
Another perspective is that rapid advances in artificial intelligence and the rapid adoption of
robots across diverse industries are stalking the fear of jobless growth. Responses to these
developments have focused on what to do to ensure that robots don’t steal jobs. However, the
focus in these debates is misplaced. Jobs are not created or lost because of a single technology,
but because of the business models designed to leverage the power of the technology. Uber, for
example, may be called a “taxi-hailing app” service but the business is a constellation of
applications including algorithms, the automobile and GPS – all of which are organised around a
single business model.
Mark Horner: Offering high quality individualised learning using adaptive intelligence for
high school maths and science
Rather than developing technology for technology’s sake, it is important to start with the
foundations of what makes for good teaching and learning, by leveraging technology to create a
more effective learning environment. Recent developments in Technology engender
extraordinary opportunities, for example developments in Data Analysis and Cognitive Science.
While leveraging technology for effective teaching and learning, questions should be posed, for
example what kinds of practices enhance learning?
Owing to technology advances, practising for mastery needs to be goal-directed with targeted
feedback, pitched at the appropriate level of challenge, of a sufficient quantity, and sequenced
appropriately (interleaved). This in turn creates a unique experience based on adaptive learning.
Joey Jansen Van Vuuren: Cybersecurity Capability and Capacity Building in Africa -The
Role of Business and Education.
Transformation in the Cybersecurity environment capability cannot be attained by a single party;
researchers, government, private industry and academia should join hands and create publicprivate partnerships to share their knowledge and create solutions. If South Africa wants to be
sufficiently equipped to respond to cyber-threats and to ensure growth in the cybersecurity
sector, the country needs to strengthen the pipeline of cyber talent and support the development
of a cybersecurity workforce. These requirements provide an opportunity for industry, in
collaboration with government and academia, to initiate innovative and exciting approaches to
establish cybersecurity and a cybersecurity workforce in South Africa. This talk considers
measures for governments, business and academia to alleviate the cyber skills shortage.
Tola Adesina: Global Learning through internationalisation: The Role of Technology
Collaborative Online International Learning (COIL) promotes the use of technology to help
students acquire global competencies: the attitudes, skills, and knowledge to live and work in a
multicultural and interconnected world. The experience of traveling and studying abroad can be
transformative. Using online communication to connect faculty and students across borders is
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proving to be an accessible, affordable, and flexible option at a growing number of institutions
around the world. Like many education abroad programs, virtually connected classrooms can
provide meaningful global learning and cross-cultural experience.
Internationalization of education prepares students to function in an increasingly international
and culturally relevant and diverse environment. The integration process of international and
intercultural dimensions in education is the function of: teaching, researching and institutional
service delivering. As a matter of fact, internationalization of higher education is no longer
regarded as a goal in itself, but as a means to improve the quality of education. The knowledge
translation and acquisition, mobilization of talent in support of global research and enchantment
of the curriculum with international content are some of the benefits of internationalization of
higher education. At the centre of internationalization is technology which enhances global
learning in the classroom. However, integrating technology in the curriculum in order to enhance
students’ global learning and intercultural experience can be challenging. It requires additional
time and creativity of faculty and staff, and depends upon adequate Internet connectivity and
equipment, among other things.
Myles Thies: A Robot Took My Job and Other Headlines from The Year 2030: Future
Proofing Universities and Colleges for a Rapidly Changing World
One hundred and seventy years ago Karl Marx hints that robots could replace humans in the
workplace.
Penned in 1848 Marx states:
“Once adopted into the production process of capital, the means of labour passes
through different metamorphoses, whose culmination is the machine, or rather,
an automatic system of machinery. The workers themselves are cast merely as its
conscious linkages.”
The 4th industrial revolution has already started to affect the workplace, and its impact will
increase even further over the next several decades. Workers & SME’s, even those with difficult
to reproduce technical skills, should not be complacent about how much it will affect their
industry and livelihoods in the medium to long term.
The age-old debate of whether institutions should prepare the worker for the industry or if the
industry is responsible for this persists. Either way the new entrants to the workplace will have
to rapidly adapt to one dominated by technology. This means learning and skills training
programmes have to encourage committed student self-direction, agile skills acquisition and
adaptable outcomes assessment and completion mediated through technology.
The options open to learners are increasing too. As education institutions across the globe invest
more in online offerings, droves of students are embracing blended modes of learning and will
gravitate to those courses where the options for engagement are flexible, engaging and
recognised for their quality and employment prospects post completion.
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How do Institutions of learning plan to face these challenges and what parts of their digital
teaching & learning strategy address these issues today? What can institutions do now to
promote and impart vital digital skills for educators and staff to include on training programmes
to help them achieve higher levels of quality and engagement? Lastly, how will institutions of
learning manage new innovations like personalisation, demonstrated competency & concept
mastery?
John Singh: The blockchain: Trends and paradigm shifts
The blockchain has generated much excitement over the last few years. This is in part due to the
trends and paradigm shifts that have come to the fore in recent times. Blockchain is a distributed
ledger that underlie security for digital transactions. A key aspect of block chain is smart
contracts, which provides airtight agreements that must be honoured by all parties in the
transaction. Blockchain is also credited for its ability to verify information in real time, hence
combatting fraud. It lends itself to the Internet of Things (IoT) where edge computing has become
ubiquitous. Edge computing pushes the frontiers of computing applications, data and services
away from the centralized nodes to the logical extremes of the network. Blockchain provides
trust that is required to ensure data exchanges and services in a virtual environment. Its key
advantages include decentralization, time-series data, collective maintenance, programmability
and security. The technology lends itself to constructing a programmable monetary system,
financial system, and even the macroscopic societal system.
On traditional server architectures, every application has to set up its own servers that run their
own code in isolated silos, making sharing of data hard. If a single app is compromised or goes
offline, many users and other apps are affected. On a blockchain, anyone can set up a node that
replicates the necessary data for all nodes to reach an agreement and make transactions. The
user data remains private, but apps are decentralized, which is how the Internet was supposed
to work. Moreover, with Ethereum, users can build and deploy decentralized applications under
the blockchain technology.
Gerald Thaver: Marriage of AI and HR - finding middle ground
The impact of Artificial Intelligence (AI) on human capital. This is an area that is on the transition
from of HR from a transaction to one of a strategic partner. Other areas also covered included
the future skill sets required as defined by the World Economic Forum. On boarding was covered
from the perspective how A I can enable a more engaging and personalized, this approach was
also adopted when covering changing customer needs cogitative supporting decision making,
performance evaluation and the emergence of new training programmes. The last area
presented was requisite skills like critical thinking and innovation needed for the public and
private sector employees.
Wayne Janneker: Digital Alignment, The role of IT in HIV prevention and treatment.
Particular emphasis is placed on the role of mobile technology in HIV prevention and care.
Popular mobile technologies are not only confined to cell phones but also native and cloud-based
applications, social media, and mobile websites. The recent explosion in the use of social media
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can have a tremendous impact on HIV research, because these technologies can serve as
platforms not only to reach a large number of at risk individuals but also to gather data on the
behaviours of these individuals. Examples of information technology interventions used within
the HIV response cover a broad spectrum.
For example, a number of m-health apps (computer programmes that are downloaded onto
mobile devices) exist to help people living with HIV keep track of when they have taken
antiretroviral medication or to help health workers record and evaluate patient data.
Increasingly, communications apps such as WhatsApp are playing an important role in helping
people communicate with trained healthcare providers and counsellors at times and in places
that suit them. Moreover, Telehealth can increase the speed at which someone can access care
and can reduce the costs associated with accessing it, such as travel costs. It particularly holds
promise for the delivery of healthcare in rural areas. With the advent of ‘Big data’ which refers
to massive volumes of digital data being generated through the use of ICTs. More data is collected
on HIV patients for analysis. Some data sources are more obvious than others. For example,
online patient surveys clearly exist to generate data, however comments made on social media
in response to a health campaign are also a data source. Using new analytical tools on big stores
of digital data is providing the HIV response with the means to evaluate changes in the epidemic
at individual, community, population, local, national, regional and global level in a more accurate
and valuable way than ever before.

Part 2: Panel Discussion Summaries
Track A: The future of education: AI, ubiquitous learning, Development for a knowledge
economy
When talking about the digital university of the future, the panellists had no doubt that the future
of Higher Education involves the increasing use of technology in almost all aspects. Although
access is important, we will move beyond access. In particular AI will play a major role in the
fourth industrial revolution (or Industry 4.0) and will be embedded in most technologies that will
be used in education (e.g. support chatbots, students at risk, prescriptive analytics). Teaching and
learning in the digital university will require change from a cognitive pedagogical approach to a
(socio-) constructive approach where knowledge is (co)constructed by the students. This
approach entails a change from the professor as teacher to the professor as facilitator. The 4th
industrial revolution requires a total new set of skills. If South Africa wants to take part in the
global race, HEIs will have to adapt their curricula and learning environment to include the new
hard and soft skills that are needed for the fourth industrial revolution. Due to the extensive use
of new technologies like blockchain in the future, we will see much more international
cooperation. However, to ensure that quality do not suffer due to the use of technology, Quality
Management will become of the utmost importance in the digital environment.
Track B: Academic Integrity
The panellists were given the opportunity to provide their understanding of “academic integrity”.
The responses were quite similar and included issues around moral code of behaviour in
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academia, responsibility in academia, educational/professional ethics. Why is academic integrity
important? Panelists noted that academic integrity ensures quality of academic work that is
produced, ensures professional credibility, protects one’s reputation and integrity, which gives
the university good academic standing and professional status. Students are encouraged not to
engage in plagiarism as it impacts on their academic career.
Track C: Cyber warfare and Security; E-Learning Systems
The panel noted that cybersecurity affects all spheres of our business and also borders of national
security and personal lives. A number of challenges were highlighted noting the cross-cutting
nature of cybersecurity, including affecting e-learning systems such as Moodle, which is widely
used by Richfield and other educational institutions. During the panel, it was highlighted that
South Africa is the largest victim of cyber-crime and cyber incidents continue to increase in
various shapes and forms. The panel also resolved that cybersecurity skills are in shortage, but
critical in addressing the myriad of challenges in South African and globally. It was also mentioned
that cybersecurity awareness and culture need be inculcated in our institutions in order to make
users aware and for them to protect themselves against the threats in the cyber space.
Furthermore, the panel resolved that the following needs to be done to deal with cybersecurity
challenges:


Build our own cybersecurity capabilities and capacity



Introduce cyber security concepts at early age – school level



Formal cybersecurity qualifications in our institutions and Richfield could lead this process



Continuous protection of our systems, data and technologies using various approaches



Collaborations, as no one organization can address all cybersecurity challenges



Critical Thinking: we need to think differently so that we can come up with different
solutions

Track D: Smart Cities; E-government
E-government
A wave of transparent policies and operating procedures is sweeping the globe for governments
to proactively release critical information and establish structures for individual citizens to access
government information on demand. The South African government has completed its term as a
lead-chair of the open government partnership which aims to improve public sector governance
and encourage civil society participation in making governments more open, accountable and
responsive to citizens. It is important to discuss the primary issues surrounding the successful
implementation of open government information regulations in South Africa, and comparing the
key concerns with those that have emerged in other contexts. The transformative promises of
big and open data innovation are substantial for enhancing the provisioning of e-government
services, increasing openness, transparency and smartness within governments as well as
fostering seamless interactivity between governments, citizens and business sector. However,
there are intrinsic policy challenges that should be addressed regarding big and open data
innovation
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Smart Cities
The holy grail of smart city innovations is an integrated and sustainable methodology to improve
efficiency of city operations and quality of life of citizens. However, despite the recent surge of
research activities and initiatives of smart cities in practice, there are still a number of challenges
to be surmounted in order to realise the ultimate vision of smarter cities.
What are the likely challenges of smart cities within the context of South Africa and how can these
challenges be adequately addressed?
In recent years, smart city has come to imply a certain idealised view of the city in relation to
open government, where everything and anything can be monitored through a novel cutting
edge technology of the Internet of all things that offers to connect a plethora of digital devices
endowed with several sensing, actuation and computing capabilities with the Internet to provide
manifold new services in the context of a smart city. However, any technology solution can
exacerbate problems of social inequity and data privacy. Smart cities, no matter how they are
defined, will drastically increase speed and opacity of government decision making, while the
control infrastructures and processes for such decisions will remain outside of government
through outsourcing. This problematizes the relationship between citizen and government,
particularly the desires for government to be more efficacious in delivering public services more
transparently, accountably and engaging with the public.
Track E: The fourth industrial revolution: A time of rapid change
The 1st Industrial Revolution brought with it a major shift from relying on animals, human effort
and biomass as primary sources of energy. A point was made that in reading the history of
western civilisation it is clear that there was a shift to rely on the usage of fossil fuels and the
mechanical power which improved production.
The 2nd Industrial Revolution meant that the mechanization process that had been seen in the
1st Industrial Revolution could now be electrified. This resulted in mass production! In the first
Industrial Revolution candles and gas lamps were used to light homes and factories. Therefore,
we can conclude that many activities were simply done in the daytime. Production could now
proceed in factories regardless of the time of the day. Economists of the time highlighted that
electrified mechanisation caused a major incline in unemployment due to machines taking the
jobs of actual humans. Production costs and prices fell dramatically and there was a rapid growth
in productivity. In 2012, the Economist observed that the first two industrial revolutions made
people richer and more urban.
In the third Industrial Revolution, advances in computing power has enabled new ways of
generating, processing and sharing information. In the past decade’s most factories and
manufacturing jobs moved to Asia and other developing countries' simply because of labour
costs, what we have seen with digitization and automation is that labour costs will become less
and less important.
With regard to the Fourth Industrial Revolution, it is the convergence of technologies that
distinguishes it from other Industrial Revolutions. The World Economic Forum (WEF) survey
points to three reasons why what we see today cannot be a prolongation of the 3rd Industrial
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Revolution: Velocity, scope and system impact. Moreover, the speed of current breakthroughs
has no historical precedent, that when compared with previous industrial revolutions, the 4th
Industrial Revolution is evolving at an exponential rather than a linear pace and that it is
disrupting almost every industry in every country. In an environment where technology is
disrupting every industry in every country, businesses that are not moving with times are at risk.
Employees that do not adapt to time are also at risk of being redundant.
Track F: Marketing in the 21st Century
“According to the Global Digital Statistics, in 2015 there were 11.8 million active social media
accounts in SA and 10.6 in 2014. This represents an almost 20% increase”. This underscores the
importance of social media as a target market for 21st century marketing. Various issues that
deserve attention in this day and age are, inter-alia, technological advancements; socially
responsible marketing, changing profile of consumers (techno-savvy and online-communities),
consumption patterns and competition. At the core of 21st century marketing are millennials who
are the major consumers and users of the technologies. They are therefore pivotal to the overall
marketing strategy. However, any marketing strategy should not lose sight of the concept of
‘social commerce’ which more or less sums up the business challenges. The conversation moved
to the implications for product development as well. Although shopping has become a social
experience, the question that still lingers is whether there is an overload on social media
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Abstract. Transnational strategy involves mixing attributes of multi-domestic and global
strategy therefore localization. Emergence of globalization focusing on standardization of
products and services has resulted in concepts like localization. Different scholars support
divergent approaches in cross-border banking. In view of the divergent views the
researcher commissioned a study to undertake an assessment of the influence of critical
aspects of transnational strategy and competitiveness by Kenya Commercial Bank.
Positivism was used as the research paradigm to guide the research study. This mainly
used positivist philosophy for determination of research design and methods of data
collection. The sample of 220 respondents was used for collection of quantitative data from
Uganda, Rwanda and Burundi. These were mainly managers, employees and agents of
Kenya Commercial Bank. Quantitative data collected was analysed using SPSS.
Descriptive, inferential and confirmatory factor analysis was used for assessment of the
influence of the critical aspects of transnational strategy on competitiveness by Kenya
Commercial Bank.
Key Words: Transnational, cross-border, Competitiveness and Banking
1.0 Introduction
The Transnational strategy involves careful crafting of a single strategy with differentiation
and low-cost advantage; the value chain activities are coordinated simultaneously on both a
global and country basis (Diconou, 2011). It is important to note that the international
competitive environment, the ability to develop a transnational organizational capability is the
key factor that can help a firm adapt to the changes in a dynamic environment (Twarowska
and Kakol, 2013). A transnational strategy, a hybrid situated between the multi-domestic and
global strategies, seeks to achieve global efficiency and local responsiveness (Luo and
Shenkar, 2006). Firms maintain greater intra-unit, integration to jointly exploit existing
knowledge or explore new knowledge (Zander, 2004).
Transnationality influences the global learning process and knowledge sharing within an
integrated structure (Luo and Shenkar, 2006). Firms depend more on information and
communication systems for coordination (Ghoshal and Nohria, 2008). The organizational
structure and global market diversity confers greater coverage of intra-unit transfer of
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information and resources (Child, 2005; Birnik, 2007; Berry, 2015). Transnationality affects
language selection and preference by foreign units, indicating a firm’s interdependence with
foreign markets and resources (Verbeke and Kano, 2015; Moran, Harris and Moran, 2011;
Neeley and Kaplan, 2014). Firms using a hybrid strategy must transfer distinctive competences
within the network while heeding pressures for local responsiveness (Camillo, 2015;
Gooderham, 2012). Transnational firms consist of subsidiaries that fulfill varying roles with
some subsidiaries playing strategic roles that global firms reserve for their headquarters
(Birnik, 2007; Buckley and Ghauri, 2015; Verbeke, 2013). Foreign sub-units adapt to different
organizational forms and identities to meet local government requirements and/or achieve
various strategies and objectives (Luo and Shenkar, 2008). The common practice is for the
firm to use a shared language as the parents’ primary functional language except where firms
have strictly ethnocentric staffing policies (Luo and Shenkar, 2006).
Transnational strategy emphasis is on subsidiaries fulfilling diverse roles and the headquarters
undertakes strategic role of coordination (Birnik, 2007; Buckley and Ghauri, 2015; Verbeke,
2013), transfer distinctive competences within the network while heeding pressures for local
responsiveness (Child, 2005). There is a need to minimize conflicts between globalization and
localization. The firm also seeks to expand foreign sub-units while headquarters maintain less
control over local units. The strategy fits well in a situation where sub-units must be sufficiently
differentiated to confront diverse cultures and unique markets with diverse tastes and
preferences (Luo and Shenkar, 2006).
2.0 Purpose
The purpose of the study was to undertake an examination of transnational strategy on
competitiveness by Kenya Commercial Bank
Research Design and Methodology
Philosophical issues are critical in the clarification of designs, provision of answers to questions
being investigated, helping the researcher to recognise designs that work and creating designs
outside the researcher’s experiences (Creswell, 2008; Cresswell, 2003). Positivism research
philosophy guided the study. The study in accordance to positivist research paradigm assumed
that different observers may have different viewpoints (Easterby-Smith, Thorpe & Jackson,
2012). It is for this reason that positivism argues that the social world exists externally and its
properties have to be measured objectively rather than by subjective inference (Easterby-Smith
et al., 2012).
Positivism provides the best way of investigating human and social behaviour that originated as
a reaction to metaphysical speculation (Aiken, 1956). Comte (1953:3) further argues that all good
intellect has repeated since Bacon’s time and there is no real knowledge apart from that which
is based on facts. The basis of ontological and epistemological assumptions about the existence
of reality and externally determined truth provides for the techniques for investigation that uses
quantitative methods. Positivism philosophy; existence of objective reality, the researcher
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independence from the study, human interests was being irrelevant, explanations must
demonstrate causality, research was progress through deductions and hypothesis, concepts was
being defined for ease of measurements, unit of analysis was being reduced into simple terms,
generalisation through statistical probability, and sampling by use of large numbers.
In accordance to positivist research philosophy the study used quantitative methods of data
collection and analysis for the investigation of cross-border strategies for competitiveness.
Quantitative methods of data collection were used for examination of the impact of global strategy
on competitiveness by Kenya commercial Bank. This was primarily by use of questionnaires
which were administered to employees of Kenya commercial bank. Validity and reliability of the
questionnaires were tested as a means of credible inquiry. Global strategy was examined by
looking at the different aspects of global strategy; global appeal, global dynamics, capture global
markets, standardization, and centralization. Global strategy has been analysed by looking at the
different concepts of competitive advantage; efficiency, risk management, learning and
innovation. Diaconou (2012) argues that global strategy involves careful crafting of a single
strategy for the entire network of subsidiaries and partners, encompassing many countries
simultaneously and leveraging synergies across many countries or organizational costs are high.
This facilitated development of pie charts, bar graphs for descriptive statistics and inferential
statistics.
3.0 Findings of the study
Transnational strategy examined by looking bargaining power between the subsidiaries and
headquarters, responsiveness to parent and local dynamics, knowledge sharing between
subsidiaries, specialised roles played by some subsidiaries, research and development are
undertaken by subsidiaries to enhance competitiveness. The transnational strategy analysed by
looking at the different concepts of competitive advantage; efficiency, risk management, learning,
and innovation. This involves careful crafting of a single strategy with differentiation and lowcost advantage; the value chain activities are coordinated simultaneously on both a global and
country basis (Diaconu, 2011); its critical to developing a transnational organisational capability
is the key factor that can help a firm adapt to the changes in a dynamic environment (Twarowska
and Kakol, 2013). A transnational strategy, a hybrid situated between the multi-domestic and
global strategies, seeks to achieve global efficiency and local responsiveness (Luo and Shenkar,
2006).
4.0 Subsidiaries have bargaining power while negotiating with headquarters and limited
flexibilities
The responses sought from the respondents regarding whether Kenya commercial banks subsidiary
branches have bargaining power while negotiating with headquarters and also limited flexibilities
in policies responding both local and international dynamics. Findings of the extent of the study
are about whether Kenya Commercial Bank undertakes cross-border banking with a mix of
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international and local dynamics by allowing the subsidiary to bargain and providing flexibilities
provided in figure 1 below.
Strongly Disagree

Disagree

Not Sure

Agree

Strongly Agree

3.30%

12.60%
8.90%

Limited flexibilities in policies

16.70%
1.50%
Bargaining Power with subsidiaries

14.30%
10.40%

17.50%

58.50%

56.30%

Figure 11: Showing whether KCB subsidiaries have bargaining power and limited flexibilities
in policies
The study established that 17.5% of the respondents strongly agreed, 56.3% agreed, 10.4% were
not sure, 14.3% disagreed and 1.5% strongly disagreed that Kenya Commercial bank subsidiaries
have bargaining power with the headquarters in the process development and implementation of
the strategy. The findings provide that 73.8% of the respondents agreed that the subsidiaries have
bargaining power while negotiating with headquarters.
The findings in relation whether the bank has limited flexibilities in policies the findings of the
study were 16.7% strongly agreed, 58.5% agreed, 8.9% were not sure, 12.6% disagreed, and 3.3%
strongly disagreed. The findings provide that 75.2% of the respondents agreed that the bank allows
limited flexibilities to subsidiaries in the process of development and implementation of the crossborder strategy.
As shown in Figure 1 above, highlights that Kenya Commercial to a great extent exercises
transnational strategy in cross-border banking. KCB maintains greater intra-unit, integration to
jointly exploit existing knowledge or explore new knowledge (Zander, 2004); facilitates the
integration of global learning process and knowledge sharing within an integrated structure (Luo
and Shenkar, 2006).
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4.1 Knowledge sharing between the subsidiaries enhances competitiveness
The responses sought from the respondents regarding whether knowledge sharing between
subsidiaries in cross-border banking enhances competitiveness. Findings of whether knowledge
sharing between subsidiaries enhances competitiveness presented in Figure 2 below.

Strongly Disagree

Disagree

0%
0%
Learning and Innovation 0.80%
Risk Management

Not Sure

Agree

Strongly Agree

31.30%

0.80%
1.40%
1.30%

67.90%

41.30%

0% 3.90%
Efficiency 1.20%

39.70%

56.00%
56.40%

Figure 2: Knowledge sharing between subsidiaries enhances competitiveness.
The study established that 56.4% of the respondents strongly agreed, 39.7% agreed, 1.2% were
not sure, 3.9% disagreed and none strongly disagreed that use of different management strategies
enhances efficiency. The findings provide that 83% of the respondents agreed that use of different
management strategies enhances efficiency. The findings in relation whether the use of different
management strategies enhances risk management the findings of the study were 56.0% strongly
agreed, 41.3% agreed, 1.3% were not sure, 1.4% disagreed, and 0.8% strongly disagreed. The
findings provide that 97.3% of the respondents agreed that knowledge sharing in the subsidiaries
enhances risk management. Use of different management strategies enhances risk management.
The study also established that 67.9% of the respondents strongly agreed, 31.3% agreed, 0.80%
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were not sure, and none disagreed that knowledge sharing between subsidiaries enhances learning
and innovation. Quantitative data established that 99.2% agreed that knowledge sharing between
subsidiaries enhances learning and innovation. Knowledge sharing among subsidiaries is critical
for enhancement of learning and innovation.
As shown in Figure 2 above, knowledge sharing between subsidiaries enhances competitiveness.
Luo and Shenkar (2006) argue that transnationality influences the global learning process and
knowledge sharing within an integrated structure. The firm, therefore, depends more on
information and communication systems for coordination (Ghoshal and Nohria, 2008);
organisational structure and global market diversity confers greater coverage of intra-unit transfer
of information and resources (Child, 2005; Birnik, 2007; Berry, 2015).
4.2 Subsidiaries undertaking specialised operations to support the parent and competitiveness
The responses sought from the respondents regarding whether undertaking specialised operations
by a subsidiary to support the parent enhances competitiveness. Findings of whether a subsidiary
undertaking specialised operations to support the parent enhance competitiveness presented in
Figure 3 below.

Strongly Disagree

Learning &
Innovation

Disagree

Not Sure

Agree

6.50%
4.90%

Strongly Agree

26.30%

19.10%
Risk Management

30.60%

5.80%

19.70%

24.80%

22.00%

Efficiency

37.50%

24.80%

6.70%

18.90%

39.00%

23.40%

Figure 3: Subsidiary undertaking specialised operations to support the parent strategy
enhances competitiveness.
The study established that 23.4% of the respondents strongly agreed, 18.8% agreed, 6.7% were
not sure, 39% disagreed and 22% strongly disagreed that a subsidiary undertaking specialised role
for the headquarters enhances efficiency. The findings provide that 61% of the respondents
disagreed with the opinion that subsidiary undertaking specialised role for the parent enhances
efficiency. The findings in relation whether undertaking specialised services by a subsidiary in
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support of the parent enhance risk management the findings of the study were 19.7% strongly
agreed, 24.8% agreed, 5.8% were not sure, 30.6% disagreed, and 19.1% strongly disagreed. The
opinion of the respondents divided whether having specialised functions by a subsidiary enhances
risk management as 44.5% agree and 49.7% disagree. However, a majority disagree that the
subsidiary undertaking specialised role enhances risk management. The study established that
24.8% of the respondents strongly agreed, 37.5% agreed, 4.9% were not sure, 26.9% disagreed
and 6.5% strongly disagreed that a subsidiary undertaking specialised role for the headquarters
enhances learning and innovation. The findings provide that 62.3% of the respondents disagreed
that subsidiary undertaking specialised role for the parent enhances learning and innovation.
As shown in Figure 3 above, undertaking specialised services by subsidiary on behalf of the parent
enhances competitiveness. Firms using a hybrid strategy usually support the transfer of distinctive
competences within the network while heeding pressures for local responsiveness (Camillo, 2015;
Gooderham, 2012). Transnational firms consist of subsidiaries that fulfill varying roles with some
subsidiaries playing strategic roles that global firms reserve for their headquarters (Birnik, 2007;
Buckley and Ghauri, 2015; Verbeke, 2013). Foreign sub-units adapt to different organisational
forms and identities to meet local government requirements and achieve various strategies and
objectives (Luo and Shenkar, 2008).
4.3 Research and development are undertaken by subsidiary enhance efficiency by Kenya
Commercial Bank
The responses sought from the respondents regarding whether undertaking research and
development by the subsidiary enhances competitiveness. Findings of subsidiary undertaking
research and development with competitiveness are provided in Figure 4-4 below.
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Strongly Disagree

Learning & Innovation

Disagree

Not Sure

Agree

Strongly Agree

0.40%
3.70%
1.20%
42.30%

Risk Management

3.30%
10.50%
3.20%
24.70%

Efficiency

4.70%
8.70%
2.30%

28.60%

52.40%

58.30%

56.30%

Figure 4: Showing undertaking research and development undertaken subsidiary enhances
competitiveness
The study established that 28.6% of the respondents strongly agreed, 56.3% agreed, 2.3% were
not sure, 8.7% disagreed and 4.7% strongly disagreed that research and development are
undertaken at the subsidiary enhance efficiency. The findings provide that 84.9% of the
respondents agreed that undertaking research and development at the subsidiary enhances
efficiency. The findings in relation whether the use of different management strategies enhances
risk management the findings of the study were 24.7% strongly agreed, 58.3% agreed, 3.2% were
not sure, 10.5% disagreed, and 3.3% strongly disagreed. The findings provide that 83% of the
respondents agreed that research and development are undertaken in the subsidiary enhance risk
management. Cross-border banks that undertake research and development in the subsidiary
enhance risk management.
The study also established that 42.3% of the respondents strongly agreed, 52.4% agreed, 1.2%
were not sure, 3.7% disagreed and 0.4% disagreed undertaking specialised research and
development in subsidiary enhances learning and innovation. Quantitative data established that
94.7% agreed that specialised research and development undertaken in the subsidiary enhances
learning and innovation. Specialised research and development undertaken in the subsidiary are
critical for enhancement of learning and innovation.
As shown in Figure 4 above, research and development enhance competitiveness. Transnational
strategy emphasis is on subsidiaries fulfilling diverse roles, and the headquarters undertakes the
strategic role of coordination (Birnik, 2007; Buckley and Ghauri, 2015; Verbeke, 2013), transfer
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distinctive competences within the network while heeding pressures for local responsiveness
(Child, 2005). The process of research and development facilitates the development of distinct,
unique characteristics a cross subsidiary. Adaptation of unique local characteristics mixing with
headquarters distinct, unique characteristics facilitates in competitiveness in cross-border banking.
4.4 Relationship between transnational strategy and competitiveness
Inferential statistics were used to determine the relationship between transnational strategy and
competitiveness. The relationship between transnational strategy and competitiveness was
investigated using non-parametric Spearman’s Rank correlation. The variables used for
investigation were global appeal and response to global dynamics as a means of assessing the
relationship between global strategy and competitiveness.
Findings are providing insight regarding the relationship between transnational strategy and
competitiveness presented in Table 1 below.
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Table 1: Showing the relationship between transnational strategy and competitiveness

Share knowledge
with other
subsidiaries
Specialised function
in the bank to
support the bank
Research and Dev’t

Correlation
Coefficient
P-value
N
Correlation
Coefficient
P-value
N
Correlation
Coefficient
P-value
N

Spearman's Rank Correlations
Share
Specialised
Research
knowledge
function in
and Dev’t
with other
the bank to
subsidiaries
support the
bank
1.000
0.709
0.826
0.000
168
0.809

0.000
168
1.000

0.000

0.000
168
0.826

0.000
168
0.563

0.000

0.000
168

0.000
168

0.000
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0.563

1.000

Efficiency

Risk Mgt

Learning
and
Innovation

0.747

0.714

0.822

0.000
168
0.791

0.000
168
0.792

0.000
168
0.806

0.000
168
0.811

0.000
168
0.789

0.000
168
0.879
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The relationship between transnational strategies and competitiveness was investigated using nonparametric Spearman’s Rank correlation.
Inferential statistics show that there was a positive relationship between knowledge sharing
between subsidiaries and efficiency (rho= 0.747, P-value<0.01), between knowledge sharing and
risk management (rho=0.714, P-value <0.01) and between knowledge sharing and learning with
innovation (rho=0.822, P-value<0.01). The research findings imply that knowledge sharing
between subsidiaries enhance efficiency, risk management, learning and innovation.
There is a significant positive relationship between specialised function in the bank to support the
bank and efficiency (rho = 0.791, P-value<0.01), between specialised function in the bank to
support the bank and risk management (rho = 0.792, P-value<0.01) and finally between specialised
function in the bank to support the bank and learning and innovation (rho = 0.806, P-value<0.01).
Inferential statistics opine that specialised functions in the subsidiary enhance efficiency, risk
management, learning and innovation. There is a significant positive relationship between research
and development with efficiency (rho = 0.811, P-value<0.01), between research and development
and development with risk management (rho = 0.789, P-value<0.01) and finally between research
and development with learning together with innovation (rho = 0.879, P-value<0.01). Research
findings highlight that research and development improves efficiency, risk management, learning
and innovation.
As shown in Table 1 above, the inferential statistics also confirm that transnational significantly
correlated with competitiveness.
5.0 Summary and conclusion
Descriptive statistics generally provided a picture that transnational strategy enhances
competitiveness. The findings are highlighted that KCB subsidiaries have bargaining power
with headquarters (73.8%), KCB subsidiaries have limited flexibilities in policies (75.2%),
knowledge sharing between subsidiaries enhances efficiency (96.1%), risk management
(91.3%), learning and innovation (99.2%), subsidiaries undertaking specialised operations
enhances efficiency (42.3%), risk management (44.5%), learning and innovation (62.3%),
research and development enhances efficiency (84.9%), risk management (83%) and learning
and innovation (94.7%).
Transnational strategy generally enhances efficiency, risk management, learning and
innovation and generally competitiveness. Knowledge sharing, research and development
enhance competitiveness. However, subsidiaries undertaking specialised don’t enhance
competitiveness. Inferential statistics highlight that there was a positive relationship between
Share knowledge with other subsidiaries and efficiency (rho= 0.747, P-value<0.01), between
Share knowledge with other subsidiaries and risk management (rho=0.714, P-value <0.01) and
between Share knowledge with other subsidiaries and learning and innovation (rho=0.822, P33

value<0.01). There was significant positive relationship between specialised function in the
bank to support the bank and efficiency (rho = 0.791, P-value<0.01), between specialised
function in the bank to support the bank and risk management (rho = 0.792, P-value<0.01) and
finally between specialized function in the bank to support the bank and learning and
innovation (rho = 0.806, P-value<0.01).
In conclusion, examination of transnational strategy and competitiveness in cross-border
established that the bargaining power between the subsidiaries and headquarters, knowledge
sharing between subsidiaries, specialization of some subsidiaries, research and development.
The study therefore concluded that transnational strategy is critical for cross-border banking it
provides an opportunity of establishment of a good strategic direction while understanding
local and international global dynamics.
6.0 Recommendations for cross-border banking
Encouraging participatory planning; in order to gain competitive advantage, the bank has
provided appropriate mechanisms for participatory planning at all levels of decision making. This
provides mechanisms for the development of strategy and competitiveness. Banks engaged in
cross-border banking have to provide a mechanism for planning that incorporates the subsidiary
and headquarters views in the process of cross-border banking. In order to gain competitive
advantage cross-border banks have to put in place mechanisms for participatory planning between
the subsidiaries and headquarters.
Development of policies aligned both to subsidiary and headquarters; in order for Kenya
Commercial Bank to be competitive the bank has to develop policies and procedure which are
aligned with both subsidiary and headquarters environments. These provide the bank with an
appropriate mix of integrating similar perspectives across subsidiaries and exploit unique, different
characteristics in the subsidiaries. Decentralised policies are critical for customization of policies
to local environments for enhancement of risk management, learning, and innovation. However,
headquarters provide for integration of policies to the different subsidiaries and capturing of global
dynamics and appeal.
Encouraging knowledge sharing between subsidiaries; in order for cross-border banks have to
encourage knowledge sharing between the subsidiaries. The process of knowledge sharing among
the subsidiaries encourages learning of practice, exchange of experiences, improvement of
practice, modeling of common strategy while appreciating differences. Knowledge sharing enables
the bank to gain competitiveness through learning and innovation, risk management, and
efficiency. These provide the bank with an appropriate mix of integrating similar perspectives
across subsidiaries and exploit unique, different characteristics in the subsidiaries.
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Providing mechanisms for bargaining between subsidiaries and headquarters; the study
established that cross-border competitiveness is enhanced by the provision of mechanisms for
bargaining in the process of development of strategies to execute in the subsidiaries. Bargaining
in the process of development of strategy facilitates critical analysis of the dynamics between the
different subsidiaries and headquarters. This process is critical of creating structures which are
similar and dissimilar across subsidiaries. The bargaining process is important for thinking and
rethinking of approaches, strategies, policies, and management of subsidiaries. Thinking and
rethinking provide the basis for competitiveness.
Encouraging research and development; in order for Kenya Commercial Bank to be competitive,
the bank has to undertake research and development both at the headquarters and subsidiaries.
Research undertaken at the subsidiary level facilitates the development of unique strategies in the
different subsidiaries while the headquarters research facilitates the development of integrating
part of the strategy. Research and development in the subsidiaries and headquarters facilitate the
enhancement of efficiency, risk management, learning and innovation across the bank.
Using appropriate management strategies; the study established that a hybrid management
structure embraces both localization and internationalization is more desirable for competitiveness.
The management strategies adopted in the subsidiaries have to use different perspectives in the
different subsidiaries and common aspects to encourage integration. The strategy has to undertake
both centralization and decentralization. Hybrid organisation structure is an appropriate framework
because it provides dimensions for globalisation and localization.
Encouraging specialised services by subsidiaries; In order for Kenya Commercial Bank to be
competitive, the bank has to enable some subsidiaries to undertake specialization. Specialization
enables the subsidiary to pilot some unique aspects that can be used by other subsidiaries to
improve the banking process. This was established by both the quantitative and qualitative part of
the study as providing a mechanism for competitiveness in cross-border banking.
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Abstract. Marketing has the power to persuade, empower and make you dream big. With
the integration of technology in almost every aspect of our daily lives, we investigate the
role traditional marketing and examine the notion that it has become obsolete. Marketing,
as an industry, can be counted on to change and adapt according to changing climates.
The fourth industrial revolution is upon us, data and information technology are sourced
and stored in almost all aspects of our lives. Marketing has changed accordingly, the basis
of all effective, current marketing campaigns are data collected personally or bought but
irrevocably containing personal details about consumers, their needs and likes and their
aspirations. This information used to be collected and held separately by the various
entities collecting them. The digital age has allowed these collections to be accessed and
converged, giving marketers a clear timeline of your habits and access to all parts of a
consumer’s life, in real time and even on the same platform. Scanners in shop windows of
the future will be telling the organization how many times you’ve passed by that shop
window and stared at the clothes. It will then probably send you a discount voucher for the
same. After scanning your recent doctor’s reports, your smart phone will probably sound
an alarm every time you want to buy that unhealthy burger when your doctor advises
against it. The mass consumer data currently being collected will encourage sugar-free
snack sellers to contact diabetic consumers, the snack seller is happy his marketing spend
results in a higher return rate, and you are happy because you don’t have to eat that guiltridden chocolate now that you are aware of alternatives. Data has changed the role of
marketing in consumers lives, does this mean that traditional marketing has become
irrelevant or unreliable as a sustainable industry? Although Marketing is traditionally
focused on selling to consumers, we will examine whether the practice of marketing has
evolved to offer consumers a symbiotic relationship that balances consumerism with
benefit to the consumer.
Keywords: Digital Marketing, Comparative advertising, Consumer behavior

1 Background
Historically, marketing is a consumer driven science. The 70’s saw the start of applying thought
and lifestyles to the company’s marketing plan, showing what life and aspirations could be had
and which products would take the consumer there, became the heart of marketing concepts.
During the 1970s, the average American consumer was ‘exposed to 1,600 ads per day, with as
little as 80 being consciously noticed’ (Rasure, K; 2015). Television was popular and soon became
a preferred advertising medium through the entire decade. Advertiser spending approached $5.9
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billion in 1976, with almost 70 million homes in the United States of America owning at least one
TV set and watching TV for an average of 6 hours per day. Positioning became the popular
advertising strategy of the 1970s. This was seen as an efficient way of placing ads in the minds of
potential customers. Science and statistics were used to achieve a successful position. Marketers
found it necessary to position a product in a consumer’s mind, given that the culture was already
so media-oriented. As a result of this positioning strategy, comparative advertising flourished.
Comparative advertising is the use of a lifestyle or persona that is different to the average
consumer’s reality, thus creating an improvement of reality that the consumer will ultimately be
aspiring towards, irrespective of degree of achievement that is practically attainable. For example,
the by-line of a commercial instructing the consumer to use a particular brand of deodorant,
encouraging consumers to use it and it will turn the consumer into a disco dancer, the likes of John
Travolta circa Saturday Night Fever. Or use a particular brand of orange juice, it will keep the
consumer’s family eating breakfast around the kitchen table. The product indicated a positive move
towards a better, aspirational lifestyle, but the commercial seldom indicated the reality of what this
change of lifestyle would actually entail; largely because the role of marketing was to sell products
not improve lifestyles and make aspirations a reality.
The advertising message at the time sought to create a perception of what the ideal American
family was. They also sought to visualize the perception of good American family ideals. The
perception of the ideal American family became tantamount to a Norman Rockwell painting. This
concept of the ideal American family was one that applied to many target markets. Because all of
American society at the time (the degree varied depending of citizen status, income group and
societal aspiration) aspired to fit in, be a part of something bigger and be idolized and admired by
their peers. Marketing was used to pursue this agenda, those who were immigrants knew what to
do to fit in; and those who were buying, knew what products would make them lead what was
perceived as a charmed life. Marketing showed you a lifestyle where if you aspired to be a disco
dancer, commercials and print media would show you that by owning a particular set of clothes,
buying a particular set of records and other related products, this lifestyle would be achieved by
the consumer.
When consumers reached a certain age, marketing campaigns at the time moved the focus from
personal aspiration what you needed to achieve next. The charmed life now consisted of a family,
two cars and these advertised products. Coca Cola advertisements included rosy cheeked children
and happy family dinner scenes. Marketing showed consumers what they needed to be in the 70’s.
By showing them glimpses of an ideal family, consumers actions and choices aspired to be like
the perceived ideal family, resulting in consumers trying to emulate the attribute perceived to
belong to this ideal. Remember, the perception was largely due to our own imagination, consumers
didn’t have the same awareness of the realities of stardom that they today. The eighties became
known as the ‘decade of the deal as it was called by the Advertising Age (2005). Cable TV had a profound
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impact in reshaping the TV industry during the decade. As cable channels prospered, they undermined the
influence of traditional broadcast networks. Pepsi-Cola changed its slogan in the 1980s to ‘the choice of a
new generation’ from its predecessor the ‘Pepsi generation’ and contracted with music icon Michael
Jackson in one of the largest celebrity endorsement contracts in advertising history.
The advent of the Video Cassette Recorder allowed viewers to manage, organize and control the programs
available to them. In addition, remote controls gave TV viewers the ability to skip through adverts that
appeared during their favourite programmes by changing the channel until the advert was over. Zipping
and zapping became common advertising terms according to Gherini (2018). The term ‘zipping’ was
coined to describe the practice of using the remote control to change channels during commercials. Viewers
could also ‘zap’ commercials out of recorded programs by fast-forwarding through them, thus ignoring ad
messages. Eventually, certain VCRs were marketed which could be programmed to automatically skip
commercials, compounding the problem for advertisers. Cable TV further contributed to the
internationalization of advertising. CNN sold advertising worldwide, offering companies the ability to
advertise their products to a worldwide audience.
A new form of electronic advertising, direct-response home shopping services, developed in the 1980s.
Cable television networks sold goods directly to television viewers, who phoned in and placed orders to
telephone operators, examples include the Home Shopping Network launched in 1982 and QVC launched
in 1986. This form of advertising became known as infomercials and became one of the fastest-growing
areas in TV advertising with immediate feedback about its effectiveness. Modifications to the adverts could
be made according to the real-time feedback. This was one of the earliest applications of interactive
marketing. 30-minute commercials featured celebrities and depicted news or informational programming;
they were in fact paid for promotional tools.
The 1980’s dramatically altered the traditional relationship between the media and politics as well.
Campaigning president Ronald Reagan and his aides staged news events for maximum media coverage,
timed announcements strategically so that they would be seen by large TV audiences and demonstrated an
unprecedented understanding of the power of visual media. The eighties were defined by indulgence,
with brands being placed in relation to popular themes of the day including the royal family and
extravagant movie stars. Similar to advertising in the 70’s, advertising in the 80’s was about honing
in to that alter ego that wanted fame, extravagance and a wealthy lifestyle. Popular television
shows at the time included Dallas and Dynasty, these factors were further reinforced when the
season finale of Dallas boasted record viewership even by today’s standards.
The nineties and twenties generation were about greater consciousness in both politics and
consumerism. Consumers now wanted to know the history of their goods and became interested
in the legacy they were leaving for future generations. The history of products, the value chain and
its processes before getting to consumers, the industry fat cats getting the profits and what they did
with the profits all became integral factors in consumer buying behaviour. The last ten years have
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become a culmination of all these factors; consumers want a story, the ideal family, ideal job, ideal
town. They also want the dream, the aspirations and the indulgence that they see so familiarly on
reality shows. Reality shows had exposed the human side of stardom, and brought these celestial
beings firmly down to the ground. Consumers also want to be a part of a bigger story, they want
to support companies, brands and personalities that they share values with. Consumers began to
protest against corporations they didn’t share values with by way of not buying those brands. An
example of such behavior is Nike, when consumers became aware of their child labour infractions
in China, sales dropped and public opinion about the brand plummeted. Ethics had become an
increasingly important part of a company’s reputation, due the extent that public opinion now
influenced consumer buying behaviour. New research from Mintel reveals that ‘56 percent of US
consumers stopped buying from companies they believe were unethical’ (Mintel press
office:2015). What’s more, over one third of consumers stopped buying from brands they
perceive as unethical even if there is no substitute available.
Where is marketing now? Marketer use mass collected data to paint themselves a clearer picture
of consumers lives, they do this to better understand the motivations and thought processes that go
into consumer buying behaviour. Information is gathered and applied in order to achieve
traditional direct marketing but in a more cost effective way because direct feedback, varied data
and personal motivation information is gathered without physically having to send a direct
marketer out to meet a potential customer. Direct marketing has been the most effective manner
of creating relationships with consumers, the personal interaction and engagement, the ability to
change the facilitators script according to the consumers’ response and ability to tailor make the
pitch according to the consumers’ needs are difficult to convey onto other marketing mediums.
Until now that is, marketers are able to tailor make their mass advertising according to indepth
needs and aspirations of individual consumers and deliver it on a mass medium, marketers are also
able to hone in on individual personality straits without having to foster the long relationship
traditionally required and its requisite number of steps. The ability to mass collect and collate data
has enabled organisations and their marketing practitioners to collate information collected on
consumers’ social media platforms, consumers’ workplace forums and websites, consumers’ kids
school portals, the social forums consumers belong to and through friends and peers who ‘tag’
consumers into their social activities. This multi-dimensional view of consumers helps marketers
understand the motivations and aspirations that drive consumer behavior that previously needed
to be captured over a long period of time with the added requirement of a direct marketing
campaign.
The mass collection of data, collected from various channels and collated into usable formats in
order to understand consumer behavior, have become the backbone of current strategic marketing
campaigns. Organisation’s get a larger return on advertising campaigns and the campaigns are
more precisely targeted to audiences where previously where your return on advertising campaigns
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were less than 5%. The utilisation of mass collected data has led to marketing to less consumers
but with a higher positive return on these campaigns.
Instead of ‘1 mill(ion) emails, ten thousand will do the same’, according to the Lyfe Marketing
website (www.lyfemarketing:2018), in response to the impact of digital marketing on the sheer
volume of the target audience needed for required response rates. Where income was earned based
on many web page advertisements, one well executed advertisement made in correlation with data
retrieved from internet activity could generate the same income.
Problem Statement
Has Marketing in the traditional sense becoming obsolete or has Marketing entered a renaissance
that will establish it as a key business function and not just a secondary one?
Data has changed the role of marketing in consumers lives. Does this mean that the current
marketing industry has become irrelevant or unreliable as a sustainable industry? Marketing,
historically, was solely focused on selling to consumers, we will examine whether the practice of
marketing has evolved to offer consumers a symbiotic relationship that balances consumerism with
benefit to the consumer.
Recommendations/Solution
The Coca Cola company is an example of an organization using traditional marketing successfully,
they successfully utilize billboard advertising, television advertising and branding in just about
every location you can imagine. The Coca Cola brand is the fourth most recognized brand in the
world according to Forbes (c2018).
Coca-Cola does not have a specific target market, and covers all ages but its main consumers are
12-30 years old’ (www.coca-colacompany.com: 2018). Coca Cola succeeds in reaching those
outside their target market successfully by primarily by partnering with fast food chains like
McDonalds. All of these aspects mentioned are firmly based on the traditional advertising
mediums. Coca Cola’s main consumers are young, they cover about 40% of Coca Cola’s target
market and fairly evenly distributed between both genders. This segment’s media habits include a
love for media exposure, largely because they are the mobile generation, and social media is a part
of their daily lives hence they are a well-connected demographic.
Coca Cola’s current marketing activities include social media campaigns, videos and a
combination of both. One of their most popular past campaigns include the Name-your-Coke
campaign, where consumers have their name printed on a coke, take a selfie, upload it onto social
media with ‘Coke’ as the tag. This campaign had an effective call to action- take a photo with your
personalized coke product. This campaign was effective in motivating consumers to take action,
this motivation came in the form of making the campaign available for a limited time only which
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accelerated and motivated the selfies tagged onto the Coke website. The nature of the campaign
directed that the call to action with the product was customized for each consumer, in the form of
the consumer’s names being printed, consumers then had personal relationships with this campaign
and aggressively promoted the product through the ‘sharing’ of these selfies on social media.
The Coca Cola company then released the app Coke On! This application (app) acted like a loyalty
card which accumulated points and gave consumers complimentary coke products after a
prerequisite number (about 15-20 depending on the exact location) had been purchased. The
application also served to collect information from cell phones depicting frequency of purchase,
area, time of day purchased and the social habits of consumers. During a heat wave in Japan when
temperatures soared over 35 degrees, coupons for free drinks were sent out to consumers in that
geographical area and marketed as a way in which Coke was helping consumers avoid heat stroke.
Through this campaign, which came as a result of abnormal weather, Coke was able to meet and
exceed corporate social responsibility objectives, branding objectives and had executed this
campaign from concept to execution in far less time than the traditional campaign timeline. Here,
smart phones were used as a data collection method, and as point of contact with the consumer.
Relationship marketing is the single most effective way of ensuring customers buy your product
and return for further purchases according to researchgate.net(c2017). An effective relationship
can also garner positive word of mouth referrals and future or continuing sales. According to
Bosschem (2017) “it now takes at least 18 sales and marketing touches to connect with a single
buyer. As the amount of noise and clutter climbs, prospecting is becoming increasingly difficult”.
Traditionally these contact touch points consisted of direct mail marketing, television advertising,
radio promotions and direct selling, if these tools were solely relied on today, you run a real risk
of not touching your customer at all.
The digital age has yielded a decline in consumer consciousness of these traditional methods.
Radio and television ads can be skipped, promotions through television shows can be missed
completely when streaming content or utilizing NetFlix or Youtube. In-store promotions can be
ineffective due to increasing time pressures faced by modern consumers and the lure of online
shopping. This traditional approach lends itself to a linear relationship between the advertiser and
the consumer, a linear relationship between the sales team and the consumer and an equally linear
relationship with the after-sales team and the consumer. These three relationships will seldom form
a cohesive message and usually exist parallel to each other.
An explosion in the number of ways we interact with customers has resulted in an abundance of
individual collections of consumer data. The digital age has allowed for the information gleaned
from the various relationships between the organisation and the consumer to be shared amongst
the entire marketing department.
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More especially, consumer information collected from outside the organization can be inculcated
seamlessly into the strategic marketing plan of the organization. Traditionally, consumer lists or
databases created by the organization can take years to collect, takes constant maintenance to
ensure validity, and is limited to those consumers who have interacted with the organization in
some way. Cross pollination of information, like in the case of Facebook, allows for rapid
population of your database and allows for added verifying factors that would be expensive and
time consuming for the organization to collect organically.
Facebook serves as a social media platform where users can highlight important events in their
life, share photos and stories with their chosen community of individuals and bring to the attention
of this community any other sources of information that they feel represents them or would be
relevant to their community. And it’s free, ensuring that a wide spread, cross section of the techno
population is able to regularly update their profiles, and share content. This ease of accessibility
has allowed Facebook unprecedented access to consumers, their preferences, major events and
interactions. For example, according to Facebook, the data collected by the social platform consists
of Social Plug-ins and Facebook Login; Facebook Analytics; Adverts; Advert Measurement and
Information Security.
Social plug-ins and Facebook Login information collected is made up of the consumer’s IP
address, browser/operating system information, and the address of the website or application being
used to make these features work. For example, knowing consumers IP addresses allows Facebook
to send the ‘Like’ button to consumer’s browsers and in their preferred language without
consumers having to physically change settings. Cookies and device identifiers help Facebook
determine whether consumers are logged in, what content they’re sharing and which other
applications are logged into using Facebook.
Facebook Analytics gives websites and applications, vital data about how they are used by the
consumer. IP addresses help Facebook identify the geographic location of their users, information
collected can range from specific countries to individual street addresses. Browser and operating
system information collected give developers’ information about the various platforms people use
to access their applications. Cookies and other identifiers count the number of unique visitors, as
well as monitor the flow of interaction on the website. On a retail website for example, the amount
of time spent on a particular item will be recorded as well as the amount of time browsing a
particular category and the path of browsing through the website completed by the consumer.
Cookies are used to recognize which visitors are Facebook users and are able to provide aggregated
demographic information, like age and gender, about the people using the application and about
people likely to find the application useful but are not yet a customer.
Facebook Audience Network enables other websites and applications to show advertisements from
Facebook advertisers. Facebook advertisers are those organizations that are given access to
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selected consumers identified through shopping patterns, geographic locations and demographics.
When marketing through an Audience Network advert, information about who and where to send
the advert is identified and used in conjunction with information about the advertisers’ browser
and operating system. Cookies and device identifiers determine whether targeted consumers use
Facebook. For those targeted consumers who don’t use Facebook, an advert encouraging them to
sign up for Facebook will be sent. When they open the Facebook account, adverts from the same
paid advertisers that are targeting them on Facebook will be sent. Websites or applications
previously visited are also reinforced through repeat advertising on Facebook showing consumer’s
adverts from actual businesses or similar ones back on Facebook. Whether the actual businesses
advertisement or a similar businesses advertisement are sent is dependent on who is currently
running a paid advertising campaign with Facebook at the time.
Ad Measurement is when an advertiser chooses to add the Facebook Pixel, a particular computer
code, to their website. These gives advertisers’ statistics about the number of people responding
to their ads, even if the advert was seen on a different tool, without access to consumer’s personal
information. Information retrieved from websites and applications are also used to protect the
security of Facebook. Data retrieved about the sites a particular browser has visited is used to
identify deceitful information seekers. If someone tries to log into a consumer’s account using an
IP address from a different country for example, will result in Facebook asking verification
questions to determine the authenticity of the person trying to access the account. Or if a browser
has visited hundreds of sites in a five-minute span, Facebook identifies that user as a hacking
software system known as a bot.
The same information capturing principles applied on Facebook is applicable to other social media
platforms such as Twitter, Linked, Instagram and Trumpet. Social media like Facebook, Instagram
and Twitter allows personal and direct interaction with consumers. All products are not meant to
be consumed by all consumers. In the case of traditional marketing, marketing through television
adverts or direct mail advertising to thirty thousand consumers were valid marketing tools, with
an expected return rate of about 5 -10%. The databases that marketers now have access to through
social media platforms have resulted in access to consumers that are specifically targeted for their
willingness to purchase and ability to purchase the marketers’ products. The advertising tools
marketers use have had to become personal and interactive like specialized coupons for individual
customers based on their historical buying behaviour. This is different from traditional coupons
because one campaign, for example 50% off children’s shoes, would be marketed to a target
audience and the effectiveness of this campaign would be measured against sales recorded for that
promotional period.
Access to consumer information, through social media information collected, now enables
coupons to be sent out for girl’s dresses, ladies shoes or men’s clothes depending on demographics
identified for each consumer. The effectiveness of this campaign can be measured against the
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specific coupon code sent out to each customer, this level of personalization ensures a much higher
return rate for this marketing campaign. In order to stand out against the noise of other marketing
campaigns, marketing campaigns have moved from traditional marketing tools to marketing that
consumers interact with in every step of their day. Traditional advertising has merged with digital
advertising to make for a stronger more effective campaign.
Digital Marketing allows marketers access to consumers, and their deepest workings but is
reinforced with traditional marketing. Digital marketing and traditional marketing together need
to capture the attention of the identified target market. Marketing channels have changed,
marketing tools have changed but the principles of marketing have remained. Identify merits of
your product, determine target market, formulate marketing message, identify medium for
delivering the message; these are the steps necessary for an effective marketing campaign and
resulting high product sales. If these steps are done effectively, the result must be conversion from
potential target to customer. The message itself has had to change from one dimensional call-toactions to messages to messages that have relevant content which promotes the organizations
products whilst providing added content which is of interest to the consumer. This is known as
Content Marketing, it is used to attract and hold consumers on media platforms in order to create
the 18 touch point relationship needed for an effective strategic marketing campaign. The digital
age has had an unexpected side effect for marketers – a split second attention span and a cynical
consumer. Simply advertising a product or utilizing traditional advertising on these platforms are
overlooked by consumers, Content Marketing is key to capturing your target marketing. This is
done in the form of interesting and informative content, entertaining content or competitions.
Future Trends
As data becomes mores voluminous and varied due to mass data collection methods and
interactivity between various technological platforms; the tougher it gets for human analysts with
conventional analytical tools to make full and effective use of the data collected. The sheer number
of qualified marketers needed to effectively analyse the data being collected on a daily basis is
staggering. This is where artificial intelligence has revolutionized the industry.
Artificial Intelligence in the form of applications have allowed marketers to customize marketing
tools and campaigns to individual personalities and unique needs. Artificial intelligence plays a
role in our television show selections in the form of Netflix, Showmax and YouTube. Shows that
you might like are offered to you based on an algorithm, which identifies shows based on your
current preferences, demographic and geographic information. The same technology is used to
send consumers coupons and special offers based on historical buying behavior and demographics.
As data becomes mores voluminous and varied – its gets tougher for human analysts with
conventional analytical tools to address changing needs and reply to the various triggers identified
and at the same time identifying trends.
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Artificial intelligence will take us into the next phase of marketing, neuro-marketing. This is where
neuroscience and behavioral patterns are utilized by algorithms to identify needs and wants before
a consumer realizes they have them. The future consists of fridges that order refill groceries online
without any input needed from the consumer – just wait for the doorbell and fetch your groceries
from the courier. It also includes smart-devices that remind us of dietary restrictions.
Imagine your smart phone shouting at you at a restaurant to put the dessert menu down if you are
diabetic. Marketers will also identify through collation of medical reports, social activity,
interactions with your community of family and friends and demographic factors, the best products
suited for you, and that you are likely to buy. The marketing of the future is focused on fewer
activities with higher returns because the target market is refined to the point where marketing
campaigns will address consumer needs and offer product to them that will find useful and
beneficial. In this way Marketing moves from an industry which is primarily focused on selling
products to consumers to offer a holistic service that combines offering beneficial products
combined with added value identified through personal interaction with the customers’ needs that
serve multi-purposes.
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Abstract. Pan-African Banks have become dominant in the African market as opposed to
European colonial banks substantially increasing their geographic footprints on the
continent. Academic literature provides nuanced messages about the impact of PanAfrican cross-border banking in Africa. African cross-border banks have become
economically significant beyond their home countries and of systematic importance in a
number of jurisdictions. This study was commissioned to systematically examine dynamics
and challenges faced by Pan-African Banks in cross-border banking. Kenya Commercial
bank was used as a case study for examining Pan-African cross-border banking.
Interprevitism was adopted as the philosophical foundation guiding the research study
using case study research design. The researcher mainly used qualitative data by
assessment of dynamics and challenges facing Pan-African banks. This was by
interviewing managers and policy makers from the three subsidiaries of Kenya
Commercial Bank; Uganda, Rwanda, and Burundi. Secondary data was also collected
from scholarly journals, collected. Thematic were developed using Maxqda qualitative
data analysis software. The study established that the challenges faced by Pan-African
banks include; different political environments, management of conflicting natural
interests, foreign currency risk exposure, differences in fiscal conditions and macroeconomic policies, divergent national supervisory standards and requirements,
transmission of risks from one jurisdiction to another, political instability, changing
regulatory environments, market volatility, changing consumer expectation and stiff
competition in the banking industry.
Keywords: Pan-African, Cross-border banking Global, and Competitive Advantage
1 Introduction
At the time of independence, most African countries had banking systems dominated by foreignowned banks from outside African continent (Becks et al, 2014), British banks dominated in the
British colonies, while French banks did so in the French and Portuguese banks in the Portuguese
colonies. This was partly for political reasons, but partly also due to a deliberate outcome
negotiated by banks to preserve their market share and avoid competition in order to extract rents
(Austin & Ugochukwu Uche, 2007).
The influence of cross-border banking was shaped regulatory frameworks that favoured former
colonies from running branches the former colonies. However, after independence there was a
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drive for nationalization of most enterprises as which were owned by colonial powers. Political
pressures mounted on newly independent governments to national banks that couldn’t discriminate
against Africans. Most leaders criticized European banks of discriminating against Africans and
African-owned businesses and lending almost exclusively to foreign companies for the purpose of
trade finance and other short-term purposes (Becks et al, 2014). The European banks in some
countries like Ghana and Uganda maintained their presence with a majority shares while in
countries like Nigeria and Malawi the foreign banks maintained minority shares (Brownbridge and
Harvey, 1998), but the influence of these foreign banks decreased with the emergence of new state
owned with local private banks.
The change of fortunes in the 1980s as a result of economic crises combined with failing domestic
policies and external shocks led to reversal of the nationalization (Becks et al, 2014), therefore
leading to liberalization of African economies. Many state-owned banks became insolvent due to
political pressure to make unsustainable loans, but also because of lack of technical expertise and
poor management Brownbridge and Harvey (1998). This paved way for emergence of European
banks in Africa therefore cross-border banking. Dynamics in different jurisdictions continued to
shape the landscapes in different countries in some African countries especially Nigeria and Kenya
the legislation for lower banking requirements enabled the local banks to gain competitiveness by
returns in sectors like foreign exchange (Becks et al, 2014). Specifically, in Kenya prudent
management and strong market position of Kenya Commercial Bank, control by government,
vibrant competition from the private, spurred innovation and, in the 2000s, provided a platform
for cross-border expansion in East Africa (Brownbridge and Harvey (1998).
Despite the entry of European banks but the policies adopted by these countries resulted
strengthening of local banks dwarfing foreign European banks. This encouraged the African based
banks to begin cross-border banking within the region and bolstering their presence in Africa
(Becks et al, 2014), physical and economic footprints of the local African Banks has tremendously
increased in the last decade.
African cross-border banks have significantly increased from 1995 to 2009 almost doubling from
120 to 227, resulting in a rise of capital from 29 percent to 51 percent (Claessens and van Horen,
2014). The cross-border banks which are incorporated within African continent jurisdictions
predominantly South Africa, Morocco, Nigeria, and Kenya have taken on cross-border banking.
Ecobank tripled its affiliate network in Africa between 2000 and 2013 from 11 to 32 countries7;
Nigeria’s United Bank for Africa increased its footprint from 1 to 19 countries; Morocco’s
Attijariwafa Bank increased its footprint from 1 to 12 countries after acquiring the African interests
of the French Crédit Agricole; and Morocco’s BMCE went from 2 to 18 countries; Kenya
Commercial Bank now has 6 branches and yet there was none in 2000 (Becks et al, 2014).
The Kenya Commercial Bank (KCB) is a private financial institution established under the
Banking and Financial Act No. 57 (2012) of the Republic of Kenya. The bank currently employs
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more than 6,500 people in all its East African branches. Over time, the Bank has increased the
number of customers in the region to 3,300,000 customers with a total of 238 branches, 958
automatic teller machines and 8,100 agents (KCB, 2014). KCB Bank roots trace back to July 1896
when the parent company, KCB Group was established as the National Bank of India (Tyson,
1963). This was followed with merging of National Bank of India with Grindlays Bank to form
National and Grindlays Bank (Tyson, 1963; Jones, 1993). Upon independence, the Government of
Kenya (GoK) acquired 60% shareholding in National & Grindlays Bank in an effort to bring
banking closer to the majority of Kenyans (Jones, 1993).
In 1970, the Government took full control of the Bank and renamed it to Kenya Commercial Bank
Group. KCB Bank Kenya was largest commercial bank in Kenya with assets of more than US$2.65
billion (Kagwe, 2011). The Bank provides products and services: deposits, savings, and loans for
the customers in Kenya. In the spirit of integration of the East African Community the Bank
opened its first branch in Tanzania in 1997. Kenya Commercial Bank went on to establish branches
in Uganda, Tanzania, Rwanda and Burundi (which joined the East African Community in 2002).
Kenya Commercial Bank is the largest bank in Kenya in terms of market share, liquidity,
profitability, and insolvency (Kagwe, 2011).
Although the Bank continues to have opportunities, challenges, threats, weaknesses and strengths,
it has put in place a strategic plan to guide its operations and development over a long time period.
This is through continued expansion in the East African region, refurbishment of branches,
improvement in customer service, and rights issues in the Nairobi stock exchange (NSE). This is
strategic alignment with dynamics in the market and industry. Innovation has characterized the
banking sector in Kenya thus driving competition. Kenya Commercial Bank has embraced the
challenge through the use of technology.
2.0 Methodology
The study used the case study research design based on Interprevitism research philosophy.
Qualitative methodologies are popular in social sciences for validation of models as it provides the
researchers with ability to understand experiences of the respondents (Strauss & Corbin, 1998;
Ghauri & Gronhaug, 2003). McGloin (2008:45) argued that qualitative research is concerned with
the explanation of a social phenomenon focusing on people’s behaviour being the effect of events
on people, cultural influence, developments and differences in social groups. Qualitative study
facilitated the expression of experiences which couldn’t be expressed in numbers (Strauss &
Corbin, 2003, Berg, 1989). It emphasized understanding from the participant’s point of view,
interpretation and the rational approach, observations and measurements in natural settings,
subjective and insider view and closeness to the data. The approach enabled the researcher to
explore operations of Kenya Commercial bank in the four countries covered by the scope of this
research. This enlightened the researcher on the insights of the holistic behaviour and regulatory
environments in Kenya, Uganda, Rwanda and Burundi. The study also proceeded enabled the
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researcher understand dynamics in the different countries, challenges in cross-border banking
facilitated development of appropriate mechanisms for competitiveness in cross-border banking
by Kenya Commercial bank.
3.0 Findings
3.1 Dynamics in organization strategy
Keegan (1998) companies must decide whether to expand by seeking new markets in existing
countries or, alternatively, seeking new country markets for already 27 identified and served
market segments. Ball and McCullach (1993), firms end up going abroad for a number of reasons
but mainly moved by a desire for increasing sales, profits and protection from erosion of
competition. According to KCB cascade, (2010), as part KCB’s regional growth strategy in
October 2008, KCB introduced a new technology platform T24 that has strengthened its operations
further. The new T24 platform has enabled KCB to be a one branch network across the region as
all its subsidiaries have it installed (Mwadime, 2010).
Dunning (1993) stated that less saturated foreign markets provide companies with the means to
maintain and expand distribution and gain overall market share by exploiting their current stock
of assets-that companies with valuable transaction-based ownership advantages, can reap
internalization benefits, circumvent market failure, and avoid trade barriers, moral hazards, and
broken contracts. Deresky (1997) argues that a company has mainly four strategies for
competition; customization of products which are standardized across the world, employment the
same strategy in the subsidiaries same to home strategy, provide goods and services according to
local tastes and preferences, and efficiently transfer the company’s resource strengths and
capabilities from one country to another in an effort to secure competitive advantage. The
regulatory frameworks across the East African region has been changing owing to diverse factors
within the region and global banking dynamics to promote monetary stability globally, regionally
and to local markets.
3.2 Dynamics in Kenya
Kenya; Economic growth for Kenya was initially projected at 6.9% underpinned by increased
government expenditure on infrastructure, improved rainfall and recovery in the tourism sector.
The economy has continued growing at a rate of 5% to 6.0% with growth in the third quarter
estimated at 5.8% (KCB, 2016). This growth has been mainly predominantly in communication,
construction, agriculture and house hold sector. Despite challenges in global and regional arena
the Kenyan economy has remained resilient. The Kenyan shilling experienced high levels of
volatility as a result of a strengthening of the US dollar, therefore losing 13% of its value to the
US dollar, closing 2015 at KShs 102.4 to the US Dollar as compared to KShs 90.6 at the close of
2014 (KCB, 2016). Interest rates also experienced an upward trend with the weighted average 91
day Treasury bill rate increasing to a high of 22.5% in the course of the year.
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The Monetary Policy Committee raised the Central Bank Rate (CBR) twice in the year from 8.5%
to 11.5%, where it has remained unchanged, enabling the recovery of the Kenya shilling which
stabilized at KShs 101 against the US dollar Headline inflation increased gradually through the
year, rising from 6% in December 2014 to 8% by December 2015, crossing over the Central Bank
upper threshold of 7.5%, before stabilizing around the 7% mark. Inflationary pressure was
attributed predominantly to the depreciation of the shilling (KCB, 2016).
Kenya has a well-developed financial system for a country of its income level (Beck and Fuchs
2004); it’s not too far off from the predicted level in a global cross-country model (Allen et al.
2012). Christensen (2010) classifies Kenya as a frontier market economy whose financial market
is advanced, but not to the same extent as emerging. The size of the Kenya’s financial sector is
beyond the threshold to negatively impact on economic growth (Mwega, 2014). Griffith-Jones and
Karwowski (2013) credit expansion in Kenya has been relatively modest in the previous decade
(at 19.5% over 2000-10) in comparison to selected SSA countries ( Angola 1545.5%, Malawi
215.6%, Mali 286.7%, Niger 174.4%, Nigeria 173.0%, Sao Tome and Principe 709.8%, Sierra
Leone 384.2%, Sudan 505.6%, Tanzania 274.4 and Uganda 152.8%).
The regulatory framework with Kenya the headquarters of Kenya Commercial Banking Group has
witnessed changes due to introduction and operationalisation of the Kenya Banks Reference Rate
(KBRR). KBRR provides mechanism for uniform base lending rate across the banking sector
enhancing transparency, competition, access to credit and overall cost of credit. This has
significantly influenced the business environment in Kenya as new and old floating, flexible and
variable credit facilities were transitioned to the framework by 30th June 2015 (KCB, 2015). This
encouraged the bank to review interest rates and notifying the customers about the review in line
with KBRR and foreign exchange exposures have been effectively revised from 20% to 10% of a
bank’s core capital. The regulatory framework has also come up with employment general rules
in 2014 clarifying the rights of employees in the work place. Introduction of the Finance Act 2015
amended various regulations including the elimination of stamp duty on transfer of REIT’s
instruments, Proceeds of Crime and Anti-Money Laundering Act, giving the Financial Reporting
Centre additional responsibilities and powers to seek information and documents on the financing
of terrorism (KCB, 2015).
Regulator has put in place a greater emphasis on Anti-Money Laundering supervision on banks by
the Regulator. The Banking Act has also been amended to eliminate the bureaucracy in issuing
annual bank licenses and introduced the vetting of influential non-significant shareholders. The
company’s act 2015 has significantly reformed the regulatory regime in terms of the incorporation,
registration, operation, management and regulation of companies (KCB, 2015). The Act has
simplified the incorporation of companies and ensuring that companies are appropriately and
effectively governed. The Act enhances corporate governance through an increase in the duty of
care and skill requirements for board members therefore creating more responsibility and
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accountability on company boards. It expressly clarifies the duties, responsibilities and liability of
directors in the management of companies. KCB has to undertake diverse compliance
mechanisms; training of directors, shareholders, senior management and staff involved in the
implementation of the Act, review charges and debentures, review the Bank’s Know Your
Customer (KYC) requirements for companies, amendment of Bank’s Memorandum and Articles
of Association and amendment of Board Charter.
Insolvency Act 2015 replaced the Bankruptcy Act therefore promoting restoration of financially
troubled companies and yet at the same time protecting creditors’ and public interest. This implies
that the bank has to amend credit agreements in line with the requirements on the administration
of struggling businesses to ensure that the Bank gets the best return possible and exercises a
measure of control over a borrower that is struggling financially (KCB, 2015). In 2015 marked the
formal implementation of the Unclaimed Financial Assets Act, 2011 requiring institutions
submitting requisite reports on and surrendering unclaimed financial assets to the Unclaimed
Financial Assets Authority (UFAA). This implies that unclaimed deposits have to be transferred
to the authority and KCB has to be audited on compliance. The implementation of Prevention of
Terrorism Act, 2012 and the Persons with Disability Act, 2003 started commenced in 2015. The
legislations require banks to comply with prevention of terrorism subject to scrutiny by the
Ministry of Internal Security and The National Council for Persons with Disability.
3.3 Dynamics in Uganda
Uganda’s economic activity grew by 5.0% in 2014/15 as opposed to the previous 4.8% in 2013/14
and economic growth has been largely driven by strong domestic demand with infrastructure
development. However, the economy has witnessed some instability and volatility arising from a
number of factors: the staging of a national election, a slowing and volatile global economy, and
the subsequent declining commodity prices resulting from slower growth in two large economies,
China and Brazil (Sebudde, 2016). This resulted in the loss of value of a shilling, reaching very
high depreciation rates of about 40% by September 2015 together with inflation of 8.5%.
The Bank of Uganda responded by pursuing a tighter monetary policy stance, that succeeded in
withdrawing money from circulation, signaling a tighter monetary policy (Sebudde, 2016). This
resulted in the increase in the price of treasury bills therefore constraining the government
borrowing and spending on its planned investments while the cost of borrowing from banks
increased for the private sector. The 91-day and 182-day Treasury bill rates respectively increased
to 19.5% and 22.8% in December 2015 compared to December 2014 (KCB, 2016). The Uganda
shilling also depreciated 21.8% against the US Dollar from an average rate of Ugx 2,773.1 in
December 2014 to Ugx 3,377.0 in December 2015. The depreciation of the shilling was attributed
to the global strengthening of the US Dollar as result of tepid recovery in the US economy and
wide current account deficit (KCB, 2016). Regulatory framework in Uganda is witnessing a new
landscape with proposal of different legislative frameworks.
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The Financial Institutions Act (FIA) Act 2016 enacted by parliament in January 2016 provides for
a legal framework for Islamic Banking, Banc assurance and Agency Banking. Anti-Money
Laundering Act 2015, amended the Anti-Money Laundering Act of 2013 provides for risk
assessment, protection of the identity of persons and provision of information on suspicious
transactions. The act provides powers for the enforcement of compliance, the establishment of the
Uganda Anti-Money Laundering Committee and related matters. The regulatory framework in
Uganda has also introduced Financial Consumer Protection Guidelines 2015 seeking to ensure
transparency and disclosure by banks to customers including Key Facts Documents that providing
product charges, terms and conditions. Bank of Uganda issued a memo in 2016 on primary data
centers’ and disaster recovery sites that requires all supervised financial institutions to have incountry primary data centers’ and disaster recovery sites by 2016 (KCB, 2016).
3.4 Dynamics in Rwanda
In Rwanda the Services sector has continued to play a significant role in the countries growth of
7.1% driven by a 10% financial services growth, industry standing at above 8% mainly driven by
increased manufacturing capacity in cement and increased investment in energy production and
distribution (KCB, 2015), inflation was 7.4% from 2.7% in December 2014. An accommodative
monetary policy played a significant increase in credit to the private sector from 13% to 25% in
2015. However, the strengthening of the dollar against Rwandan Francs led to depreciation of the
Rwandan Francs by 7.1%. Liquidity in the banking sector has remained robust signified by
increase 9.1% of liquid assets as interest rates remained fairly stable with the 91-day T/Bill rates
increasing from 4.57% at the beginning of the year to 5.56% towards the end of the year (KCB,
2015).
The regulatory framework in Rwanda witnessed introduction of Law No. 31/2015 that establishes
a Deposit Guarantee Fund. The law makes it mandatory for all the deposit taking institutions to
pay a premium, calculated as a percentage of their deposits, to the Fund. The requirement is meant
to increase confidence and security among depositors but has implications of increasing the cost
of business by the deposit taking institutions. Bank of Rwanda also issued a new Regulation No.
06/2015 relating to bouncing cheques and providing heavy penalties and sanctions to cheque
defaulters and obligates banks to report all bouncing cheques to the National Bank of Rwanda and
the Credit Reference Bureau (KCB, 2016).
3.5 Dynamics in Burundi
Burundi’s economy has experienced pressure as a result of political crisis that engulfed the country
resulting into poor economic performance therefore affecting the banking sector. The World Bank
indicates that the Burundi’s economic growth contracted by 2.3% in 2015 compared to a GDP
growth of 4.8% in 2014, coupled with increase in inflation from 3.5% to 7.1% as a result of
increase in consumer goods. The treasury bills rates have doubled in the middle of 2014 before
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finally declining. However, the lending rates remained at around 16.25 in 2015. The Burundi Franc
depreciated against major currencies with the official rate closing at BIF 1,617 against the dollar
from BIF 1,554 in 2014 (KCB, 2015). Burundi also changed its currency notes in 2015 by issuing
new notes providing for a different look in order to replace the old currency.
The Bank of Burundi the countries regulator has continued with reforms targeting harmonization
of policies with the East African Community members. One of the major reforms by the Bank of
Burundi was introduction of an online reporting system together with training of commercial bank
staff on the application of the prudential guidelines introduced in 2014. The regulatory framework
has not significantly changed in Burundi as a result unrest in the capital city which started in April
2015, following a long electoral period (KCB, 2016). The much anticipated regulations like the
Banking Bill and the law for Credit Reference Bureau are still awaiting debate in Parliament.
However, the major innovation was introduction of an online reporting system together with
training of commercial bank staff on the application of the prudential guidelines introduced in
2014. Additionally, the National Treasury issued a directive limiting withdrawals from foreign
currency accounts therefore leading to a decrease in deposits in foreign currency accounts and
increasing activity in the black market (KCB, 2016). The Banque de la Republique de Burundi
(BRB) also established a new permanent commission including, members from the local Bankers
Association under the Association des Establissements Financiers du Burundi (ABEF).
4. Challenges and appropriate mechanisms
A critical assessment of the implications of the research findings on the challenges faced by Kenya
commercial bank provided insight on the different challenges faced by the bank.
a) Differences in political environments in different jurisdictions: cross-border banking provides
Kenya Commercial bank with diverse opportunities as a result of opening subsidiaries across the
different East African communities. The bank increased competitiveness in the dimensions of
efficiency, risks management, learning and innovation. The study also established that crossborder banking has increased the bank’s profitability, reputation, increased customer base, market
share, increased revenue, , growth of bank deposits, enhanced corporate image, investors
confidence, increased share holder value, growth of the balance sheet, increased shareholder base,
building of a strong brand name, maintained the position in Kenya of being the largest bank,
provided favourable business environment, enhanced efficiency, effectiveness, risk management,
learning and innovation.
However, cross-border banking comes with challenges in terms of expansion to new territories.
The banks encounter different political environments with different demands and requirements.
One of the subsidiary managers argued that the political environments in the different jurisdictions
come with unique demands in terms of obligations. This require with critical factors for success.
Management must understand the different political environments and respond accordingly.” The
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company has to be equipped with knowledge about the dynamics in the cross-border ventures. The
process of anticipation and understanding the different factors is critical in the process of
enhancing competitiveness in cross-border banking.
One of the managers for the Ugandan subsidiary argued that
“Cross-border banking success doesn’t come on a silver plate. This calls for a
company to sufficiently be equipped with knowledge and understanding of the
market conditions in the subsidiary countries; economic, political, socio-cultural
and technological factors. This is critical for success as the environment is always
dynamic.
Kasembeli, (2009), the company seeking to embark on cross-border banking has undertaken an
assessment of the firms’ growth readiness and understand the market it intends to penetrate.
Knowledge of the market conditions in the countries readiness; economic, political, socio-cultural
and technological factors are critical for choice of strategy and level of competitiveness
(Mwadime, 2010). In order to gain competitiveness the bank has to provide adequate mechanisms
for effectively addressing the different dynamics in subsidiary environments.
b) Management of conflicting national interests: cross-border banking fosters financial
development, economic integration; stimulate competition and efficiency, innovation, modern
management, establishment of information systems and expertise in different areas. However,
different national regulators come with different unique interests. The national regulators have
national interest as per the mandate of the different legislative assemblies and at times in conflict
with the different subsidiary and home jurisdictions.
One of the respondents while highlighting the challenge of conflicting national interests gave a
case of the legislation by the republic of South Sudan said that one of the employees interviewed
argued that:
“regulators in the different jurisdictions have different guidelines to be followed for
successful competition. In the Republic of South Sudan, the regulator has conditions that
the South Sudanese citizens can’t be paid outside Sudan borders; the different jurisdictions
also have different legal requirements for liquidity and cash ratios in the different
countries. These strategies have different implications on strategy and competitiveness”.
Home regulator findings the opportunity of economic growth and expansion of the operations of
the cross-border bank as an opportunity for economic growth and provision of employment in the
different jurisdiction while the subsidiary regulator sees the opportunity for increased investment
and more penetration of the banking services to rural areas. The different positions in relation to
expectations of different regulators can affect success of the cross-border bank. Different
regulators are unlikely to take into consideration account of the requirements of the other
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regulators. National interests results in differences in priorities in terms of crisis management,
resource supervision therefore leading divergent regulatory frameworks and institutions. The
financial systems in the different countries significantly contribute to diversities.
The regulatory framework in Rwanda witnessed introduction of Law No. 31/2015 that establishes
a Deposit Guarantee Fund. The law makes it mandatory for all the deposit taking institutions to
pay a premium, calculated as a percentage of their deposits, to the Fund. The requirement is meant
to increase confidence and security among depositors but has implications of increasing the cost
of business by the deposit taking institutions. Bank of Rwanda also issued a new Regulation No.
06/2015 relating to bouncing cheques and providing heavy penalties and sanctions to cheque
defaulters and obligates banks to report all bouncing cheques to the National Bank of Rwanda and
the Credit Reference Bureau (KCB, 2016). In a cross-border context, serious conflicts of interest
can arise when it comes to agreeing on how to share the potential burden of such interventions.
c) Exposure to foreign exchange rate risks: Cross-border banking provides the enables banks to
operate in different jurisdictions with different currencies. The bank dealing with different
currencies provides the bank with different risks as a result of foreign currencies. Differences in
foreign currency exposures between Kenya the home country of KCB and different subsidiaries;
Uganda, Tanzania, Rwanda and Burundi have had important implications for the stability of their
financial sectors in the different countries. Kenya shilling is stronger than the currencies in the
subsidiaries this basically exposes the profits earned from this jurisdiction. Financial and
macroeconomic stability is thus enhanced if currency depreciation typically occurs during
downturns. Jackson one of the respondent argued operations in different countries exposes the
bank to different risks.
In his own words the employee of Kenya Commercial bank said that”
“the bank has faced divers’ challenges operating in different jurisdictions. The currencies
in most of these countries is low this makes the profits from these countries to be low. The
situation worsens when the exchange rate keeps changing further enabling the bank to
make losses”.
The bank has to undertake domestic currency invoicing and hedging as a means of reducing
exposure to exchange rate variations. Exchange rate exposures can be experienced as a result of
transaction, translation and economic risks. Transaction exposure is experienced as a result of
variations of value of committed in the future cash flows. The exposures to cross-border
transactions are experienced in the result of diverse economic challenges in the home and
subsidiary countries. Academic literature is nuanced with evidence of foreign exchange risks
experienced by cross-border organisations (Bodnar et al (2003) provides data comparing
operations for US and Dutch firms (Bodnar and Gebhard; 1999; Bodnar et al., 2003); Alayannis
and Ofek, 2001). In order for Kenya Commercial Bank to effectively manage risks associated
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with foreign exchange exposure as a result of differences in the exchange and variations in the
exchange rate.
d) Differences in fiscal conditions and macroeconomic policies: Kenya commercial banks
operate in different jurisdictions with different and divergent fiscal and macro-economic
conditions as a result of different government policy establishments. This creates divers’ policy
environments and provides different financing costs for operations creating both operational
planning and cost management challenges. East African communities have eight different macroeconomic and fiscal authorities in the different jurisdictions. This creates a cosmopolitan
environment for the different actors to participate in cross-border banking. One of the headquarter
managers argued:
“cross-border banking has diverse challenges but the major challenge the bank has to deal
with the different macro-economic policies in the East African region providing divers
challenges. The emphasis is the different economies create opportunities and unique
challenges. Competitiveness is determined by appropriate capturing of the divers
opportunities afforded in the different territories”.
Differences in the fiscal condition and macroeconomic policies of different governments, actual
and perceived, have led to differences in the financing costs faced by similar firms in different
countries. The cross-border bank as to maneuver with the different fiscal and macro-economic
dynamics afforded in the home country and subsidiaries. Competition in one jurisdiction requires
acute management due to divers’ changes in policies within one jurisdiction and actions of
competitors but the challenge becomes more challenging as a result of competition in more than
one location.
e) Divergences in national supervisory standards: Cross-border banks operate in different
jurisdictions with different supervisory standards and requirements. Kenya commercial bank
operates in 7 countries; Kenya, Uganda, Tanzania, Rwanda, Burundi, Southern Sudan and
Ethiopia. These different countries provide similar and different obligations to the cross-border
bank. The findings in the field highlight differences in the field supervision across the different
jurisdictions in approaches on application of common supervisory principles and regulations. The
bank operates in different jurisdictions with different standards and supervisory challenges. The
bank is expected to comply to both subsidiary and home regulators with different regulatory
standards with different and similar obligations. The structure and resources in the different
jurisdictions are significantly different in the home country and across the different subsidiaries.
The standards and regulations in different jurisdictions can create complicated for interpretation.
One of the headquarters managers highlighted that the bank continues to experience challenges
with the different rules and regulations in different jurisdictions. He argued that:
“the banks are usually expected to report both to the home and subsidiary regulators with
different standards. The bank finds challenges that there are situations where in most
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cases, the regulators may require same information to be reported in different formats
depending on the regulators requirement. This creates duplication therefore causing
duplicate reporting under Basel II and Basel III.”
In order to streamline operations and reporting mechanisms regulators put are working on
mechanisms for improvement through training and consultations with the different regulators and
harmonisation. However, these challenges have persisted to undermine bank performance. This
calls for urgent streamlining of operations and of the commercial banks by harmonisation of
regulatory frameworks and streamlining of actions at regional and continental level through East
African Community and African Union.
f) Transmission of risks from one jurisdiction to another: Cross-border banks provide the bank
with opportunities for enhancement of competitiveness. Cross-border bank has opportunities to
increasing efficiency, risk management, learning and innovation. The bank enhances efficiency
and competition, financial deepening and outreach, and financial stability in Africa. Despite the
benefits but cross-border banking provide new potential risks as new channels of contagion emerge
as national banking and financial systems become interwoven allowing transmission of shocks
across the border.
However, the banks as a result of being in different political and economic environment come in
contact with different risks and exposures to risks which can be transmitted to the headquarters
and other subsidiaries. One of the regulators argued that:
“cross-border banks become a means of transmission of risks from one jurisdiction to
another and significantly reducing authorities control over the economies. The process of
regulation of these banks therefore calls for collaboration with regulators in the different
jurisdictions which come with divers’ challenges.”
Transmission of risks from one jurisdiction to another come with provide more unique challenges
to regulators and cross-border bank. Regulators are forced to introduce protective regulations
which complicated cross-border banking. Regulatory bodies in different jurisdictions are
responsible for different protection of macro-economic stability in the different countries and
better financial performance. The central banks in the different jurisdictions undertake supervisory
oversight of the commercial banks in respective countries with a major objective of promotion of
macro-economic stability and promotion of economic growth. However, the challenge of different
jurisdictions with divers’ regulatory standards creates unique challenges for actors. Regional
cooperation between regulators provides mechanisms for effectively managing cross-border
contagion.
In order for cross-border banking to become more competitive there has to provide mechanisms
for harmonisation of the cross-border frameworks. This requires relevant agreement between the
stakeholders as a means of enhancing effective financial integration.
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g) Political instability: political stability determines integrity and the durability of a current
government regime, measure by the amount of violence and other forms of instability in the nation.
Subsidiary and home country political stability is critical in determination of the atmosphere for
banking. Political instability affects the level of economic activity in the jurisdictions. The
qualitative findings elude that political turbulence in the different subsidiaries affected the
profitability of the bank. The political situation in Burundi and South Sudan remained a major
challenge to the bank. The bank had to deal with political instability in the region as a result of war
adversely affecting operations of the bank in these countries. Jacinta one of the headquarters
managers highlighted that:
“political instability in South Sudan has affected our operations causing closure of most
operations and the policies issued by the central bank in Sudan have affected our
operations. Despite the continued operations in the different jurisdictions the operations
have been significantly been affected by civil strife as war has hampered activities in these
countries.”
Academic literature provides nuanced messages about the impact of political instability on
economic growth and financial challenges: lower economic growth (Alesina et al., 1996; Jong-APin, 2009; Aisen and Veiga, 2013); reduction in investment in the private sector (Rodrik, 1991;
Barro, 1991; Alesina and Perotti, 1996); increased inflation and financial volatility (Cukierman et
al., 1992; Aisen and Veiga, 2008); and diverse negative effects on the economy. The bank
experienced continued political instability in different countries significantly affecting operations
and profitability directly and indirectly.
The bank performance continued to improve in Tanzania and Rwanda despite political activities
in these jurisdictions as the political environment never became hostile. The bank has continued
to provide banking services across the subsidiaries despite the challenges.
h) Changing regulatory environment: in order to respond to global dynamics the different
countries have opted to make appropriate regulatory framework to manage changing economic
situations. The different jurisdictions in East Africa have kept changing the regulatory standards
further changing the dynamics of conducting cross-border banking. In Kenya the new companies
Act together with Capital Market legislation create major demands on the Board of Directors
(Biwott, 2016). In 2015 marked the formal implementation of the Unclaimed Financial Assets Act,
2011 requiring institutions submitting requisite reports on and surrendering unclaimed financial
assets to the Unclaimed Financial Assets Authority (UFAA). This implies that unclaimed deposits
have to be transferred to the authority and KCB has to be audited on compliance. The
implementation of Prevention of Terrorism Act, 2012 and the Persons with Disability Act, 2003
started commenced in 2015. The legislations require banks to comply with prevention of terrorism
subject to scrutiny by the Ministry of Internal Security and The National Council for Persons with
Disability.
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The regulatory framework in Uganda has also introduced Financial Consumer Protection
Guidelines 2015 seeking to ensure transparency and disclosure by banks to customers including
Key Facts Documents that providing product charges, terms and conditions. Bank of Uganda
issued a memo in 2016 on primary data centers’ and disaster recovery sites that requires all
supervised financial institutions to have in-country primary data centers’ and disaster recovery
sites by 2016 (KCB, 2016). The regulatory framework in Rwanda witnessed introduction of Law
No. 31/2015 that establishes a Deposit Guarantee Fund. The law makes it mandatory for all the
deposit taking institutions to pay a premium, calculated as a percentage of their deposits, to the
Fund. The requirement is meant to increase confidence and security among depositors but has
implications of increasing the cost of business by the deposit taking institutions. Bank of Rwanda
also issued a new Regulation No. 06/2015 relating to bouncing cheques and providing heavy
penalties and sanctions to cheque defaulters and obligates banks to report all bouncing cheques to
the National Bank of Rwanda and the Credit Reference Bureau (KCB, 2016).
In order to gain competitive advantage, the bank has to consistently and closely scan the business
environment in the home and subsidiary countries. This will provide the bank with proper
understanding of the changing dynamics and appropriately respond to changes. Pro-activity in
market is critically important for effective responsive. Competitiveness can best be harnessed by
crafting appropriate mechanisms for risk management and strategies aligned to unique conditions.
i) Volatility in the market conditions in the banking industry: Kenya Commercial has
experienced challenging operating environment both in the home country and subsidiaries. Keegan
(1998) companies must decide whether to expand by seeking new markets in existing countries or,
alternatively, seeking new country markets for already identified and served market segments. Ball
and McCullach (1993), firms end up going abroad for a number of reasons but mainly moved by
a desire for increasing sales, profits and protection from erosion of competition. According to KCB
cascade, (2010), as part KCB’s regional growth strategy in October 2008, KCB introduced a new
technology platform T24 that has strengthened its operations further. The new T24 platform has
enabled KCB to be a one branch network across the region as all its subsidiaries have it installed
(Mwadime, 2010).
However, the bank has experienced market volatility both in the home and subsidiary markets.
Despite resilience in the bank but the bank had experienced unique and challenging economic
environment as a result of depreciation in Kenya shilling and increase in the interest rate coupled
with tight liquidity. The banking sector generally experienced unique challenges across the areas
of operations as a result of strengthening of a dollar against the local currencies in the different
areas of operations. This led to banking institutions failed to make enough returns to return on
investment resulting in loss of profitability by different banks in the region with several negative
corporate actions like bankruptcy filing and bank closures.
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One of the employees highlighted that the environment across East Africa has been challenging
and said that “the banking industry in this region has generally experienced volatile environment
resulting into bankruptcy and closure of banks in the region.” The situation was faced by different
companies.
Banks in Uganda have experienced different challenges. Muhumuza (2017) in an article of the
daily monitor describing the situation of the economic challenges in Uganda state that:
“Crane Bank’s failure has been widely attributed to the general challenges facing the
economy. The disposable incomes of Ugandans had reduced with prices rising because of
the depreciating Shilling. In fact, in the entire 2015, businesses had to revise expenditure
plans because of the rather high cost of money and less consumer demand. The Uganda
Shilling depreciation was almost 20 percent in the entire 2015. Commercial Bank interest
rates had also edged up to almost 30 per cent from an average of 21 per cent in a space of
a year.”
In order gain competitiveness Kenya national bank has built up reserves and undertakes prudent
management of finances in accordance to Basel III building buffers; reserves However, the bank
found appropriate mechanisms for overcoming the challenging environment.
j) Changes in consumer tastes and preferences: Cross-border provides opportunity for provision
of services across different subsidiaries. Kotter and Hesket (1992) defined “culture as shared
values and norms that define appropriate attitudes and behaviors for organizational members.”
Culture is collective phenomena that embody people’s responses (Trice and Beyer, 1993:2). The
subsidiary and home country cultural environment embody practices, beliefs, customs and
behaviors in the subsidiary and home countries respectively.
Different socio-cultural environments in different countries have continued to exhibit different and
unique socio-cultural environments. The differences in culture and social characteristics in the
populations in different countries lead to countries exhibiting divergent tastes and preferences. One
of the respondents during the interview argued that:
“tastes and preferences in the different countries have continued to vary resulting
divergences in the preferences for products and services. Mobile banking is a product
which is appealing in Kenyan market but attempts to market the same product to the
different subsidiaries has not been well received. This is a very difficult challenge to bank”.
Kenya Commercial bank operating in different territories has found it hard to meet the unique
tastes of the different jurisdiction.
The bank has also continued to experience changing tastes and preferences as a result of changes
in customer characteristics as a result of changes in technology and globalization. One of the
respondents also argued that customer’ tastes in banking sector in the same jurisdiction have kept
changing. He said that “the banking industry especially with emergence of technology and
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globalization therefore significantly transforming tastes of customers. This requires the bank to be
well informed about the changing desires of customers.” This puts the bank on pressure of
delivering the level of service that consumers are demanding, especially in regards to technology.
Consumer preferences is conceived as attitude towards products reflected in consumer decision
making process (Lichtenstein & Slovic, 2006), evaluative judgment in terms of liking and dislike
of a product or service (Scherer, 2005). The consumer tastes and preferences noted in the decision
making processes like choices (Brehm, 1956; Sharot, De Martino & Dolan, 2009); unconsciously
(Coppin et al., 2010). Tastes and preferences could be a product geographical location, culture al
background, religious beliefs, and education (Zajonc, 1982; Sharot et al., 2009).
In order to appropriately manage the changing demands of customers as a result of changes in
tastes and preferences the bank has to undertake assessment of unique values across the different
jurisdictions and appropriately design products and services to meet the unique aspirations of
customers. The bank has to undertake continuous assessment of the environmental dynamics.
k) Intense competition in the banking industry: competition in the banking sector has become
stringent as Kenya commercial bank has continued to experience competition in the home country
and across borders. Different subsidiary jurisdictions have significantly affected the operations of
the bank in the different jurisdictions. Jane one of the employees of Kenya commercial Bank in
Uganda highlighted that:
“the banking environment in country is very competitive as a result of acquisition of the
Uganda commercial bank by Stanbic bank. This made the ground very difficult for the late
arrivals like Kenya commercial Bank.”
The Ugandan market was faced by entry on Stanbic bank from its initial entry to the Ugandan
market through purchase of Uganda commercial bank with branches across the country. This has
left subsequent banks with a limitation to bank in the commercial areas mainly targeting the urban
centers. KCB entry into Uganda in2008 was mainly started by targeting the Kenyan business
community in Uganda. The bank also started by branding in order to encourage people to
appreciate the brand of Kenya Commercial Banks. The banks entry strategy also involved mainly
employing personnel from the home country but eventually strategy recruiting staff from the local
banks like Stanbic Bank, Equity and centenary banks. These banks had understanding of the
conditions in the local market as a result of failures and a need to be more adaptive to the local
conditions. The bank recruited staff at top level like managers to ensure that ideologies and norms
in the local markets could be adopted. The first challenge was top management mainly being
Kenyan affected the performance of the banks due to mistrust and limited knowledge of the local
dynamics was critical in paradigm shift in the recruitment process. KCB marketing strategy mainly
focusing on asset financing, salary loans, mortgage mainly targeting income earners, bulk
marketing, Afro-based that would contract, loans, asset finance, salary base, support corporate
customers.
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Academic literature is nuanced with evidence of success of cross-border banking in Africa
(Claessens and Laeven, 2004; Gelos and Roldos, 2004; Yeyati and Micco, 2007). Cross-border
banking supports the development of an efficient and stable financial system that offers a wide
access to quality financial services at low cost (L´eon, 2014). However, cross-border increases
competitive pressure on the players as the players in the home market and subsidiary markets have
to use different strategies for competition. Whereas different scholars argue that cross-border
banks have a comparative advantage in the process of entering new markets in the process of
diversification, access to capital, risk scale economies, skill and management expertise. However,
the subsidiary operations provide diverse levels of competition. Competitive environment has
further dampened by financial technology companies which seem very attractive to customers.
Equity Bank in the beginning introduced a mobile sim cards that could support the provision of
financial services. Mobile telephone companies like MTN and safari com now provide loans to
customers that are using mobile money significantly affecting competitiveness of cross-border
banks.
In order to manage competition from different fronts the bank has built mechanisms for
competitiveness by undertaking market analysis and provides appropriate strategies for
competitiveness. Knowledge of the market conditions in the countries readiness; economic,
political, socio-cultural and technological factors are critical for choice of strategy and level of
competitiveness (Mwadime, 2010). The process of anticipation and understanding the different
factors is critical in the process of enhancing competitiveness in cross-border banking. Banks have
to improve the IT platforms in order to facilitate delivery of products and services competitively
to meet the emerging dynamics in the market. This should be coupled with building of partnerships
with critical stakeholders like mobile telephone companies, national governments and local
governments, public and private companies. This will provide leverage and impetus for the bank
to compete at home and across-borders.
5.0 Summary
A critical evaluation of the impact of the research findings on the challenges faced by Kenya
commercial bank provided insight on the different challenges faced by the bank. Cross-border banks
suffer political, economic and social difficulties in across the various jurisdictions.
The synopsis of critical challenges faced by cross-border banks presented in figure 4-567 below.
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Political
Challenges
-Political Environments
-Political Instability
-Regulatory Environment
-Unique Supervisory
Standards

Economic
Challenges
-Foreign Exchange Risks
-Fiscal conditions
-Monetary policies
-Transmission of Risks
-Volatile Markets

Social
Challenges
-Consumer Expectations
-Divergent Interests
-Cultural differences
-Language Management

Figure 4-27: Synopsis of challenges faced in cross-border banking

The assessment of the implications of the research findings on the challenges faced by Kenya
commercial bank provided insight on the different challenges faced by the bank. The challenges faced
by the multinational bank involve: operations in different political environments, management of
conflicting natural interests, foreign currency risk exposure, differences in fiscal conditions and macroeconomic policies, divergent national supervisory standards and requirements, transmission of risks
from one jurisdiction to another, political instability, changing regulatory environments, market
volatility, changing consumer expectation and stiff competition in the banking industry.

6.0 Conclusion
Pan-African is critical in reviving the fortunes of Africa in global world with diverse challenges.
Revival African fortuned significantly depends on a strong financial system which si critical in
driving social-economic development in Africa. However, Pan-African banks systematically
suffer despite the success face diverse challenges as per Kenya Commercial bank which was a case
study. The challenges faced by the bank operations in different political environments,
management of conflicting natural interests, foreign currency risk exposure, differences in fiscal
conditions and macro-economic policies, divergent national supervisory standards and
requirements, transmission of risks from one jurisdiction to another, political instability, changing
regulatory environments, market volatility, changing consumer expectation and stiff competition
in the banking industry.
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Pan-African banks also face challenges on the basis of operation in different jurisdictions
providing different unique problems and challenges basically facing the entire banking industry.
These challenges as a result of operations in different environments include unique political
environments, management of conflicting natural interests, foreign currency risk exposure,
differences in fiscal conditions and macro-economic policies, divergent national supervisory
standards and requirements, transmission of risks from one jurisdiction to another, political
instability, changing regulatory environments.
However, the banking industry is generally facing challenges; market volatility, changing
consumer expectation and stiff competition in the financial sector.
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Abstract. In recent years, major changes have occurred in the world economy, in
particular with regards to internet access. The development of internet access in
the world about sharing information and wireless fast becoming accepted to
maintain high-availability of internet so that internet connection for keeping
connection up and available at all the time. For avoiding” putting all the eggs in
one basket”. The world has an integrated and unified place where almost a wide
array of problems can be resolved by sharing information. The sharing of
information as an IT service product and to generate a specific model for the IT
unit, Security is a paramount concern in mobile ad hoc network (MANET) because
of its intrinsic vulnerabilities. These vulnerabilities are nature of MANET structure
that cannot be removed. As a result, attacks with malicious intent have been and
will be devised to exploit these vulnerabilities; The process of the packaging of IT
service that can help the users at the time they access the internet can be improving
users experience. For instance, students always complain that their connectivity
was cancelled due to infrastructure; it will be commendable to upgrade the quality
of satisfaction of the user’s Network usage.
Keywords: Black hole: Packet dropping: Malicious node: Vulnerabilities: Attack prevention Key
management
1 Introduction
In recent years, wireless communication has become one of the fastest-growing technologies. The
demand for connecting devices without the use of cables is increasing everywhere. Wireless LANs
can be found on college campuses, in office buildings, and in many public areas. In that case we
can distinguish two types of basic service set. A basic service set as the building block of a wireless
LAN, the mobile wireless station is known as the access point(AP). The BSS without an AP is a
stand-alone network and cannot collaborate with other BSSs and them it called an ad hoc
architecture that cannot need to have an access point and. A BSS with an AP is sometimes referred
to as an infrastructure network. A basic service set without an AP it’s called an ad hoc network.
Explosive growth of mobile computing devices, which mainly include laptops, personal digital
assistants (PDAs) and handheld digital devices, has impelled a revolutionary change in the
computing world: computing will not merely rely on the capability provided by the personal
computers, and the concept of ubiquitous computing emerges and becomes one of the researched
hotspots in the computer science society. In this context, the availability of computer networks is
vital since the incidents, however small, are immediately perceived by end users.
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The term "availability" is defined as the probability set up anywhere and anytime, without using
any pre-existing network infrastructure that a service is in operation during a given time or what
is the percentage of time during which a service is available, and not only be connected or available
and be secure, according to ideas we have to secure our network even small it is we must follow
some critical components that define security firstly, confidentiality, access, integrity, and
nonrepudiation. A network is not only logically vulnerable but is also physically at risk physical
security address the day-to-day security of a network no matter small or big it is. A set of networks
security policies and procedures need to be defined that addresses organizational vulnerabilities.
Security access is to be determined by such factors as who you are, what you do, what resources
you require, and why”. Manufacturers have therefore worked to implement mechanisms to
improve the convergence time of the network devices. In the ubiquitous computing environment,
individual users utilize, at the same time, several electronic platforms through which they can
access all the required information whenever and wherever they may be. The nature of the
ubiquitous computing has made it necessary to adopt wireless network as the interconnection
method: it is not possible for the ubiquitous devices to get wired network link whenever and
wherever they need to connect with other ubiquitous devices. The Mobile Ad Hoc Network is one
of the wireless networks that have attracted most concentrations from many researchers.
A Mobile Ad hoc Network (MANET) is a system of wireless mobile nodes that dynamically Selforganize in arbitrary and temporary network topologies. People and vehicles can thus be
Internetworked in areas without a pre-existing communication infrastructure or when the use of
such infrastructure requires wireless extension. In the mobile ad hoc network, nodes can directly
communicate with all the other nodes within their radio ranges; whereas nodes that are not in the
direct communication range use intermediate node(s) to communicate with each other. In these
two situations, all the nodes that have participated in the communication. Automatically form a
wireless network. Therefore, this kind of wireless network can be viewed as mobile ad hoc
network. The mobile ad hoc network has the following typical features this literature review
provides a summary of research into the mobile Ad hoc Network Security. Establishment
availability of communication. These technologies will be looked at to see how they can provide
a guaranteed service for different types of traffic in a network.
Mobile Ad hoc Network
A mobile ad hoc network (MANET) is a collection of autonomous nodes that communicate with
each other by forming a multi-hop radio network and maintaining connections in a decentralized
manner. Security remains a major challenge for these networks due to their features of open
medium, dynamically changing topologies, reliance on cooperative algorithms, absence of
centralized monitoring points, and lack of clear lines of defense. Most of the routing protocols
for MANETs are thus vulnerable to various types of attacks. Ad hoc on-demand distance vector
routing (AODV) is a very popular routing algorithm. However, it is vulnerable to the wellknown black hole attack, where a malicious node falsely advertises good paths to a destination
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node during the route discovery process. This attack becomes more sever when a group of
malicious nodes cooperate each other. In this paper, a defense mechanism is presented against a
coordinated attack by multiple black hole nodes in a MANET.
The simulation carried out on the proposed scheme has produced results that demonstrate the
effectiveness of the mechanism in detection of the attack while maintaining a reasonable level of
through put in the network. In this paper, routing security issues in MANETs are discussed in
general, and in particular the cooperative black hole attack has been described in detail. A security
protocol has been proposed that can be utilized to identify multiple black hole nodes in a MANET
and thereby identify a secure routing path from a source node to a destination node avoiding the
black hole nodes. As a future scope of work, the proposed security mechanism may be extended
so that it can defend against other attacks like resource consumption attack and packet dropping
attack. Adapting the protocol for efficiently defending against gray hole attack- an attack where
some nodes switch their states from black hole to honest intermittently and vice versa, is also an
interesting future work (Tata .2011). (A Mechanism for Detection of Cooperative Black Hole
Attack in Mobile Ad Hoc Networks), Wireless Ad-hoc Network is a temporary and decentralized
type of wireless network.
Due to security vulnerabilities in the routing protocol currently, this type of
network is
unprotected to network layer attacks. Black-hole attack is such a type of attack and is a Denial-ofService (DoS) attack. Due to its nature, the attack makes the source node send all the data packets
to a Black-hole node that ends up dropping all the packets. The aim of this paper is to reflect light
on the severe effects of a Black-hole attack in a Wireless Ad-hoc network and the drawbacks of
the security mechanisms being used for the mitigation of this attack Wireless Ad-hoc networks
have the ability to deploy a network where a traditional network infrastructure environment cannot
possibly be deployed. With development in computing environments, the services based on ad hoc
networks have been increased. Although many solutions for black-hole attack mitigation have been
proposed but still these solutions are not perfect in terms of effectiveness and efficiency.in this
study we analyzed the results of various simulations that ran black-hole attack in wireless ad-hoc
network and the effect of this attack on packet delivery.
Based on our research and analysis we draw the conclusion that the drop rate of packets is very
high when there is a black-hole node present in the network and that the detection of black hole
nodes in ad hoc networks is still considered to be a challenging task. An ad hoc wireless network
is a collection of wireless mobile nodes that self-configure to construct a network without the need
for any established infrastructure or backbone. Ad hoc networks use mobile nodes to enable
communication outside wireless transmission range. Due to the absence of any fixed infrastructure,
it becomes difficult to make use of the existing routing techniques for network services and this
poses a number of challenges in ensuring the security of the communication. Many of the ad hoc
routing protocols that address security issues rely on implicit trust relationships to route packets
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among participating nodes. The general security objectives like authentication, confidentiality,
integrity, availability and nonrepudiation, the ad hoc routing protocols should also address location
confidentiality, cooperation fairness and absence of traffic diversion. Mobile Ad-hoc networks are
a collection of mobile hosts that communicate with each other without any infrastructure. Due to
security vulnerabilities of the routing protocols, wireless ad hoc networks may be unprotected
against attacks by the malicious nodes.
One of these attacks is the Black Hole Attack against network integrity absorbing all data packets
in the network. Since the data packets do not reach the destination node on account of this attack,
data loss will occur. In this paper are doing simulation study of network under black hole attack
and do comparison with the network without attack working on AODV protocol using various
performance metrics such as throughput, PDF and End to End delay in three different scenarios.
In this paper we have analyzed the performance of ad hoc network under the black hole attack and
compared that with the network without any attack working using AODV routing protocol in three
scenarios (Reddy2011).
MANET is a network of mobile nodes without any infrastructure. Due to its dynamic in nature
MANET are at more risk to attacks. There are several attacks in MANET. Black Hole attack is
one of the attacks that advertise it for having the shortest path to destination node and drops the
entire packet that is coming from source node. In this paper, we have reviewed different IDS based
solutions against Black hole attacks in Mobile Ad-Hoc networks and thoroughly compare these
schemes to find out their various advantages and disadvantages. After it was being defined AODV
protocol in MANET and the various authors have given several proposals for detection and
prevention of black hole attacks in MANET but every proposal has its own disadvantages in their
respected solutions and we made a comparison among the existed solutions. We observe that the
mechanisms detect black hole node, but no one is reliable procedure since most of the solutions
are having more time delay, much network overhead because of newly introduced packets and
some mathematical calculations.
For future work, to find an effective solution to the black hole attack on AODV protocol (Sarita
Badiwal et al, May 2013), a mobile ad hoc network (MANET) is an autonomous network that
consists of mobile nodes that communicate with each other over wireless links. In the absence of
a fixed infrastructure, nodes have to cooperate in order to provide the necessary network
functionality. One of the principal routing protocols used in Ad hoc networks is AODV (Ad hoc
on demand Distance Vector) protocol. The security of the AODV protocol is compromised by a
particular type of attack called ‘Black Hole’ attack. In this attack a malicious node advertises itself
as having the shortest path to the node whose packets it wants to intercept. In this paper, their
address the problem of coordinated attack by multiple black holes acting in group. And we propose
a complete protocol to detect a chain of cooperating malicious nodes in an ad hoc network that
disrupts transmission of data by feeding wrong routing information. And present a technique to
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identify multiple black holes cooperating with each other and a solution to discover a safe route
avoiding cooperative black hole attack.
In this paper we have studied the routing security issues of MANETs, described the cooperative
black hole attack that can be mounted against a MANET and proposed a feasible solution for it in
the AODV protocol. The proposed solution can be applied to: Identify multiple black hole nodes
cooperating with each other in a MANET; and Discover secure paths from source to destination
by avoiding multiple black hole nodes acting in cooperation. As future work, we intend to develop
simulations to analyze the performance of the proposed solution. We also plan to study the impact
of GRAY hole nodes (nodes which switch from good nodes to black hole nodes) and techniques
for their identification ( Jhansi et all ,2012), MANETs are unprotected to various types of security
attacks. Black hole is one of these attacks. Black hole is a type of routing attack where malicious
nodes advertise itself as having the shortest path to all nodes in the environment by sending fake
route reply.
By doing this, the malicious node can deprive the traffic from the source node. There are lots of
detection and defense mechanisms to eliminate the intruder that carry out the black hole attack.
Here, a mechanism is proposed for the nodes which are deployed in MANETs in order to detect
and prevent black hole attacks. In this paper, we have surveyed and compared the existing solutions
to black hole attacks on AODV protocol. The various authors have given several proposals for
detection and prevention of black hole attacks in MANET but every proposal has its own
disadvantages in their respected solutions and we made a comparison among the existed solutions.
We observe that the mechanisms detect black hole node, but no one is reliable procedure since
most of the solutions are having more time delay, much network overhead because of newly
introduced packets and some mathematical calculations. For future work, to find an effective
solution to the black hole attack on AODV protocol. (Khushbu Patel, February-2014 Mobile Ad
hoc Networks (MANET) is a self-configuring, infrastructure less network consists of independent
mobile nodes that can communicate via wireless medium. Each mobile node can move freely in
any direction, and changes their links to other devices frequently. Security is an essential part of
ad hoc networks.
Mobile ad hoc networks are typically designed and evaluated in generic simulation environments.
However, the real conditions in which these networks are deployed can be quite different in terms
of RF attenuation, topology, and traffic load. Furthermore, specific situations often have a need
for a network that is optimized along certain characteristics such as delay, energy or overhead. In
response to the variety of conditions and requirements, ad hoc networking protocols are often
designed with many modifiable parameters. However, there is currently no methodical way for
choosing values for the parameters other than intuition and broad experience. In this paper we
investigate the use of genetic algorithms for automated selection of parameters in an ad hoc
networking system. We provide experimental results demonstrating that the genetic algorithm can
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optimize for different classes of operating conditions. We also compare our genetic algorithm
optimization against hand-tuning in a complex, realistic scenario and show how the genetic.
Algorithm provides better performance.
The first conclusion we can draw from our work is that the values chosen for the different
parameters of the networking algorithm make a big difference in the performance of the network.
Furthermore, there is not a single set of parameters that is the best, since the performance of a set
of parameters depends greatly on the conditions under which the network is operating. This makes
the problem of selecting a good set of parameters an important and difficult one.
A second conclusion is that automated parameter optimization produces significantly better
parameter values than hand tuning, at least based on our preliminary, experiments. Hence, the
automated approach is one well worth pursuing to greater levels of sophistication’s third
conclusion is that for automated parameter optimization to work best, the training data should
represent the full range of operating conditions under which the parameters need to function. This
need for sufficient quantity of representative training data is one that is not unique to this problem
but is rather common to all forms of statistical estimation. The work we have described is just
preliminary and suggests some possible future work. One potential future task is comparing the
genetic algorithm optimization performance with other stochastic optimization algorithms such as
simulated annealing or tabu search. While we only had opportunity to investigate one algorithm
so far, it would be valuable to do a comparative Study of optimization techniques. A second future
task is implementation of the capability to have multiple machines running evaluations of different
parameters simultaneously.
An important feature of genetic algorithms is the ability to achieve approximately linear speedups
via parallel evaluations, and we should exploit this to speed the optimization runs. David Montana
and Jason Redi, (Optimizing Parameters of a Mobile Ad Hoc Network Protocol with a Genetic
Algorithm),a Wireless ad-hoc network is a temporary network set up by wireless mobile computers
(or nodes) moving arbitrary in the places that have no network infrastructure. Since the nodes
communicate with each other, they cooperate by forwarding data packets to other nodes in the
network. Thus the nodes find a path to the destination node using routing protocols. However, due
to security vulnerabilities of the routing protocols, wireless ad-hoc networks are unprotected to
attacks of the malicious nodes. One of these attacks is the Black Hole Attack against network
integrity absorbing all data packets in the network. Since the data packets do not reach the
destination node on account of this attack, data loss will occur.
There is lots of detection and defense mechanisms to eliminate the intruder that carry out the black
hole attack. We simulated the black hole attack in various wireless ad-hoc network scenarios and
have tried to find a response system in simulations. In this paper, we analyzed the effect of Black
Hole in AODV network. For this we implemented an AODV protocol that behaves as Black Hole
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in NS2. Having simulated the black hole attack, we saw that the packet loss is increased in ad-hoc
network. The Black Hole Attack affects the overall network connectivity and causes data loss in
network Therefore to minimize the black hole effect, we implemented IDSAODV protocol. The
IDSAODV protocol will improve the packet delivery ratio and minimize the data loss. The
advantage of this approach is the implemented protocol does not make any modification in packet
format hence can work together with AODV protocol. Another advantage is that the proposed
IDSAODV does not require any additional overhead and require minimum modification in AODV
protocol. (www.ijera.com Vol. 2, Issue4, July-August 2012). One of these attacks is the Black
Hole Attack against network integrity absorbing all data packets in the network. Since the data
packets do not reach the destination node on account of this attack, data loss will occur. (Ranjeet
Suryawanshi et all, July-August 2012)
The above review of literature has traced, An integrated Mobile Ad Hoc Network Security
Framework from its meaning, the processes involved, benefits, reasons for failure to its advantages
due to the current technological used at Richfield Graduate of Institutes of Technology. The pivotal
argument has been that the users or students are at the center of the success on any efforts by
organizations to gain competitive advantage by using Mobile Ad Hoc Network Security Sampling
There are several alternative ways of sampling but the two main sampling techniques are nonprobability and probability sampling.
- Sampling method
(“Non-probability sample. This used when the research believes it is not feasible or necessary to
have a representative sample. Perhaps the time and cost of obtaining one are too great. Sometimes
researchers do not know enough about the population”. (Briony J Oates 2006).
A group of students from RGIT – Academy will participate in the research. Therefore, convenience
sampling which is one of the Non-probability sampling methods will be used since sample units
(which are students) were selected because they can be accessed easily and conveniently.)
Sample size
50 Students from Academy
For the purpose of this research, a questionnaire composing of two parts has been constructed.
Part 1 of the questionnaire measures the accessibility (connection) quality of the website.
Part 2 of the questionnaire measures user satisfaction and customer loyalty.
After going through a website student will be given questionnaire to evaluate the system’s
accessibility and their level of satisfaction.
- profile of respondents
• data Collection
-Data collection methods
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There are four main types of quantitative research designs. You will need to decide which one is
most appropriate for our research questions. While there are many different investigations that can
be done, a study with a quantitative approach generally can be described with the characteristics
of one of the following four types:
1. Descriptive,
2. Correlation,
3. Causal-Comparative/Quasi-Experimental, and
4. True Experimental.
For our work will choose Causal-Comparative because is the one can establish cause and effect
will see at the description: Causal-comparative research attempts to establish cause-effect
relationships among the variables. These types of design are very similar to true experiments, but
with some key differences. An independent variable is identified but not demonstrated by the
experimenter, and effects of the independent variable on the dependent variable are measured. The
researcher does not randomly assign groups and must use ones that are naturally formed or preexisting groups. Identified control groups exposed to the treatment variable are studied and
compared to groups who are not.
For other authors you can see there are different kinds of data used in quantitative data analysis
because different analysis techniques are suited to different kinds of data. We are particularly
concerned with four different types: nominal, ordinal, interval, and ratio data. in that list we choose
only Ordinal data, with ordinal data, number are allocated to a quantitative scale, for example,
students could be ranked in terms of terms of their examination results,1,2,3, for example. This
time unlike nominal data, there is an order to the designated code number so some arithmetical
operations are possible. We can tell which student did better than another student. However, the
arithmetical operations are limited. We don’t know how much better the first placed student was
than the second, or the tenth, and so on. A common use of ordinal data is in categorizing responses.
For example, the response ‘Disagree strongly’,’Disagree’,’neither agree’, ‘Agree strongly’ might
be coded 1,2,3,4 and 5, respectively. Again you can see there is an order to the designated code
number for each response,5 means greater agreement than4, for instance. But we cannot know by
how much’ strongly agree’ (5) is greater than’ Agree’ (4). For ordinal data, the categories are
ranked, but we don’t know the differences or intervals, between each rank.
Population
RGIT university students
Sampling frame
Durban Main campus
•
Measurement
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Fig 1

Fig 2
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Findings/Results
SCOPE OF EXPERIMENT
In order to identify the contributing factors to the time delay connectivity and packet loss of a
network, and to determine the possible configuration options that could be used to reduce the time
of connectivity, it is the interest of this study to examine some of the key components in mobile
ad hoc networks. This means manipulating some of their parameters or attributes to see if they
have direct impact on the impact of reduce the time. Some of the components to be investigated
include the label distribution protocol and the mobile ad hoc networks. Due to time and resource
constraints, it is not the aim of this study to examine each and every parameter/attribute of the
various components of the detecting and eliminating Black Hole attacks in ad hoc networks.
However, through the initial literature research of this study work, the scope of the experimentation
was limited to a few identified parameters for each component.
2 TOOLS
In our project we simulated our network using OMNET++4.5, this is a graphical network simulator
that allows you to easily design network topologies and then run simulations on them. At the
moment OMNET++4.5 supports Ad hoc routing; you can even extend your own network by
connecting it to your ad hoc topology.
3 LABORATORY SET-UP

Figure1 shows the implementation of the Mobile Ad Hoc Network Security

Set-up in the laboratory. Mobile Ad Hoc Network Security is formed by 3 computers. Whose
main functionality was to perform label self-configuration, were set up to form the core of the
network without an backbone or any infrastructure. Three computers can communicate (PC1, PC2,
and PC3) which were the main workhorse for this network without infrastructure; They formed
78

the entry and exit points to the computer. Each computer (PC1, PC1, PC1) was connected to two
Campus each one the computer for the follow students. Each Computer served as a link from the
user’s network to the service provider’s network.
1. Independence from central network administration
2. Self-configuring, nodes are also routers
3. Self-healing through continuous reconfiguration
4. Scalable: accommodates the addition of more nodes
5. Flexible: similar to being able to go the Internet from many different locations
4 Disadvantages
Each node must have full performance
1. Throughput is affected by system loading
2. Reliability requires a sufficient number of available nodes. That kind of networks can have
problems. Large networks can have excessive problems
Summary of findings
Indeed computing or information systems are growing fast because it is facing a big challenge in
the world, the world need progress all the time and in all generations want to be closed that is why
in the some way we need to solve that issue infrastructure network, to evaluate the easy connection
without using the infrastructure, can be capable to solving problems.
In fact, you can see with infrastructure network at many issues, is an advocacy organization to
represent the “nuts and bolts” of the internet and plans roles in public policy development. This
way will resolve the world the problems, here we make it, in using some strategies and method to
found a solution for the disconnection is happens while students study in group like scientific
workers we can solve problem if use simulator and technical solutions to get the outcome response
and need for students in academy
Limitations
This research has no restrictions since it expands to all the universities of the country and
computing sector is available in universities throughout the country
Recommendations for future research
This research is recommended in the planning of the university curriculum of any university that
has computing qualification
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Abstract: There is growing concern that Congolese business’ inability to compete
in a fiercely competitive international economy spells ruin for the economy of
Congo-Brazzaville. This paper uses bricolage and information systems
improvisation as a lens to explore the use of online business registration as a means
to rebrand government services. Building and achieving brand status is
challenging, however; public service organisations and country of any size with a
name can become high status brands. The investigation was done at the Department
of Trade and Industry (DTI) in Congo-Brazzaville using a mixed methodology. A
survey questionnaire on a sample size of N =260 from a total of 800 DTI full-time
employees was used to elicit information by requiring respondents to answer
objective questions. A focus group comprising of eight full-time employees selected
according to their level of IT awareness and position were invited for discussions
to gain a broader understanding of the research problem. An observation in the
form field work was also done to experience what it is like when there is no other
alternative to register a business but to follow the only lengthy and bureaucratic
process of traditional business registration. It was evident from the data that 74.2%
of respondents agreed that an online business registration system will enable DTI
Congo to play a crucial role in service branding. Findings reveal that online
business registration service adoption at the DTI Congo enables economic
diversification, poverty alleviation, electronic data integration and digital
marketing tools to boost DTI Congo profile.
Keywords: Online registration, information systems improvisation, bricolage, service
branding, Trade and industry
1. Introduction

The paper uses Information Systems (IS) improvisation as a lens to determine the potential of
online business registration to brand government services use at the Department of Trade and
Industry (DTI) in Congo-Brazzaville. The country is known for being at the bottom of the pile
when it comes to the ease of doing business ratings. The situation causes concern especially as
there is growing awareness that Congolese business’ inability to compete in a fiercely competitive
international economy spells ruin (Wasserman, 2001: 6). Thus, despite the potential role that
online business registration can play in service branding in developing countries, DTI Congo82

Brazzaville has insufficiently advocated for Information Systems (IS) improvisation. Such
insufficient advocacy of IS enforces the void of branding, positioning, security, safety and integrity
posed by hackers, viruses, fraud and denial-of-service to potential service users (Fovinoa, Guidib,
Maseraa, & Stefaninia, 2013). Arguably, branding precedes advertising, marketing, or public
relations owing to the fact that one must first create brand, then raises awareness of it. Building
and achieving brand status is challenging, however; public service organisations and country of
any size with a name can become high status brands (HBS Marketing, 2018). The study therefore
was aimed at exploring the use of online business registration as a means to rebrand government
services. Hence the question to address was how does the DTI Congo-Brazzaville intend to
improve business registration using online registration technology as a branding tool?
Patel (2018) shares the view that online business registration platform played catalytic role in the
government departments and country branding in USA. Arguably, the intent of the above3
mentioned authors’ works was to examine the drivers of online business registration across the
SMEs’ value chain. Respondent SMEs belonged to various sectors including manufacturing and
health care. Some managers from the respondent SMEs confirmed that online business registration
has permeated SMEs’ value chain, transformed their performance, and improved the functional
relationship between inbound and outbound logistics. However, others posit that online business
registration also increased sales and marketing activities of the SMEs. The rationale is that online
business registration as service does not come singly. It comes bundled with other relevant and
cost-reducing services linked to the registrar’s e-commerce Website. Indeed, beside basic online
application for business permit, registered SMEs qualify for other services namely: online tax
declaration, online customs declaration, and online advertisement.
In tune with that, the author agrees with Bharati (2005:71) on how India’s online business system
registration has emerged as an important business sector in the country’s economy. It is agreeable
that e-commerce became a leading factor of business diversification amongst Indian-American
SMEs. Arguably, the American General Electric (GE) uses a 70-70-70 business strategy in India.
The 70-70-70 business strategy mandates the outsourcing of 70 percent of General Electric’s IT
service requirements, of which 70 percent is given to Indian strategic suppliers, who in turn execute
70 percent of the work in India, and deliver finished products to GE via the Internet (Bharati,
2005:71-75). In reality, the main factor underlying the growing utilisation of e-commerce in India
is the need for Multinational Corporations (MNCs) to remain globally competitive by relocating
business operations from high compensation developed countries such as USA to lowcompensation developing ones namely India (Pollock, 2004:56). In the case of New Zealand, AlQirim and Bathula (2002:537-540) alluded that despite of the country’s geographical remoteness
from the rest of the world, online business registration played crucial role in service branding;
hence more than 30 per cent of the country’s Gross Domestic Product (GDP) is generated by wired
SMEs.
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In South Africa, SMEs rely on e-commerce in almost every transaction (Pillai, 2010:3). Computer
networks are utilised in stores, restaurants, law enforcement offices, manufacturing and electrical
plants to store and process data. Implementation of computer networks in South Africa affected
positively the perceived value of the country as brand by entrepreneurs and corporates. Currently,
reliance on computer networks is so absolute that SMEs in South Africa would dysfunction if
computer networks were removed (Show Me, 2018). Ecommerce technologies have long been
introduced at the South African Department of Trade and Industry (DTI), which enabled
entrepreneurs to register businesses electronically. At a national level, online business registration
re-branded the service industry in South Africa, leverage the country’s standards of conducting
business and will boost the pride of DTI South Africa, as public organisation, as well as its partners
in an aspect that is at the core of its values.
A study conducted by Cap Gemini about the role of e-commerce and e-government in European
Union (EU) economy reveals that the adoption of online business registration rebranded public
service within EU state members (Cap Gemini, 2018). Given the above, the argument that public
sector or non-profit organisation should focus on service delivery only, and less on branding is
obsolete (Centre of Excellence for Public Sector Marketing, 2016). In fact, branding is a process
enabling public, private organisations and even countries to serve customers better by establishing
consistent presence which conveys credibility. Currently, public organisations and countries use
IS improvisation for branding strategies and create consistent presence for sustainable
relationships with customers or citizens.
Problem Conceptualization
Bricolage and improvisation as the underpinning concepts were used as a lens through which to
understand and interpret the role of online business registration in service branding at the
Government department of trade and industry (DTI). However, there are many ways that scholars
defined theory. Sunday (2016) defines theory as a model or framework for observation and
understanding, which shapes both what people see and how they see it. Arguably, the purpose of
using improvisational theory in this research was to make links between the abstract world of
improvisation and bricolage and the concrete one of public service branding through Information
Systems.
Many researchers from Levi-Strauss (1966) to Smith and Blundel (2014); and Molnar (2009)
documented evidence of improvisation in different domains. Ciborra (2002) enforced that IS
improvisation and bricolage are inter-related. Indeed, bricolage, comes from Latin “bricola”, and
was adapted in French and translated in English as “tinkering”, while improvisation being in Latin
as “proviso”, translated in English as “providing something in advance”. There are numerous
applications and meanings of improvisation in different contexts. For example, in the context of
firefighting and rescuing car passengers caught in road accident, when being trained, firefighters
normally practice cutting cars with old models. However, in real life scenario, cars are different in
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models, size and features. Vera and Crossan (2005) recall that in terms of air bags, car
manufacturers do not tell firefighters in advance about their new standards so that they can prepare
themselves.
Hence, a firefighter said that:
“Every time we have people trapped in cars, we have to make a decision in the
moment and find a way to get them out of the car”
In that context, currently firefighters came up with a non-conventional instrument to save the life
of a heavy person caught in road accident and unable to come out of the car. That is improvisation.
Another case of improvisation can be in the area of facility management.
There was sudden mechanical breakdown of an air-conditioning system during a wedding
reception in the summer. The venue had no windows as the design plans and construction works
were made in a way that air-conditioning system must be on when using the venue. Guests, bride
and groom were sweating as the venue temperature continuously increased. It was so hot outside
that the actual unit on the roof was overheating. The facility manager had to improvise. He came
up with the idea to set up a sprinkler system to cool the unit down so that it would actually run.
Thus, the idea worked and the venue temperature was regulated (Vera & Crossan, 2005).
Smith and Blundel (2014) argue that from the above-mentioned examples, improvisation is “the
inverse of foresight and planning”. In the same way, Weick (2003) agrees that improvisation
means “without previous planning”; and Ciborra (2002) alludes that improvisation also means
“not seen ahead of time”. Information System Improvisation as theory guided, organised study
ideas, informed this research and provided a context of predictions in the role played by online
business registration in service branding. More than that, Information System improvisational
theory has the potential to generate new research in meso and macro theory levels. In this research,
the lens of improvisation and bricolage were used to study the social phenomenon based on the
awareness from Jazz and theatre improvisation. Even though many musicians from Wemba and
Olomide of the DR Congo to Jackson and Béyoncé of America emerged from improvisation on
the stage (Congo Vision, 2015); the current researcher argues that Information System
improvisation is not to be assumed to be automatically associated with innovation and
performance. Should there be, such direct transposition may rely heavily on descriptions of
improvisation, which is termed as improvisation metaphor, and might not yield desired results.
This research argues that improvisation alone does not necessarily generate innovative results in
the organisation. However, there are other managerial dimensions to consider for the effectiveness
of improvisation (Thomson & Pian, 2003:79; Chelariu, Johnston& Young, 2002). The research
context reconciles Information System improvisation theory with other organisational dimensions
such as expertise, team work, culture, communication and training. The use of Information System
improvisation as theory provided many benefits to the study. This theory increased researcher’s
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awareness of interconnections and of the broader significance of data; and enabled the researcher
to see the forest, not just a single tree.
Methodology
The nature of research dictated a mixed method where quantitative and qualitative
methodologies were used (Leedy, 1989:140). A focus group technique was used. Eight DTI Congo
full-time employees selected according to their level of IT awareness and
position were invited for discussion to gain a broader understanding of the research problem
(Brace, 2004:5). The outcome of the discussions informed the questionnaire and the sampling. The
targeted population comprised of 800 DTI Congo full-time employees who live in Brazzaville and
Pointe-Noire, from which sample size of N = 260 was used (Stat Trek, 2010). The study used
survey questionnaire to elicit information by requiring respondents to answer objective questions
(Brace, 2004:9). Observation technique was also applied in the form of field work in Brazzaville
and Pointe-Noire to experience what it is like when there is no other alternative to register a
business but to follow the only lengthy and bureaucratic process of traditional business
registration.
Findings and interpretation
Commitment to online business registration service adoption:
Findings reveal that DTI Congo by the decree n° 95-183 of 18 October, 1995; delegates the tasks
of business registration to the Center for Business and Administration Procedures (CFBAP) and
oversees the promotion of e-commerce and SMEs empowerment for economic diversification and
poverty alleviation purposes. More interestingly, the CFBAP is placed under joint authority of the
DTI and the Ministry of SMEs. Sadly, except the DTI Congo, neither the CFBAP, nor the Ministry
of SMEs has a dedicated Website. Yet, the CFBAP is the only Congolese governmental agency
appointed by the DTI Congo to deal with business registration, which currently is happening in
the brick-and-mortar process. In fact, data indicates that 74.2% of respondents agreed that an
online business registration system will enable DTI Congo to play crucial role in service branding,
bring innovation and add value in the product process; therefore create sustained conservativerelational competitive advantage for both service provider and end-user.
Electronic data business integration and distribution:
Considering that currently, DTI Congo-Brazzaville has poor understanding of user’s data security
concerns, it was revealed that the understanding, the development and implementation of the
normative model for online business registration for service branding could become imperative.
The reason is that various organisations in Congo-Brazzaville engage in offline economic and
business data collection for projection purposes. Indeed, online business registration adoption
would be the main avenue of business data collection and distribution to all stakeholders such as
the Ministry of SMEs, the CFBAP, the Department of Labour, taxation, the high court, the Social
Security Department, unions, the International Monetary Funds and the World Bank, the Economic
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Community of Central African States and the Central African Economic and Monetary
Community. This finding relates to the study aim and objective, which was t determine the role of
online business registration in service branding with the case of DTI Congo-Brazzaville in mind.
E-word of mouth platform and digital marketing: The adoption of online business registration
at DTI Congo will become part of Knowledge Management when dealing with savvier customers
in the context of globalised economy. Globalisation came about as a result of economies
throughout the world becoming globally interdependent since the end of the second millennium of
the Christian era, and accelerated by the technological advances of Information Communication
Technology (ICT). The effects of online business registration system will be to inundate DTI
Congo in an era of digital marketing, thereby promoting the spread of e-word of mouth via social
networks. In response to increasing competition, local SMEs will combine relational capabilities
to enable dynamic services that influence service innovation. Thus, 79.2 % of respondents believed
that social media links such as Facebook, YouTube and Twitter in the DTI Congo e-commerce
Website will enable contents marketing, where local SMEs will share their online business
registration experience.
Conclusion and recommendation
Despite the fact that online business registration improvisation might arise because of
serendipitous events in the business registration value chain; it will likely be an intentional
process involving consciousness of DTI Congo’s employees’ action. Indeed, when employees act
by improvisation, the organisation’s online business website planning, design, and implementation
phases will converge. Such convergence will be an ongoing process to obtain a novel outcome,
namely service branding at DTI Congo. The quality of that outcome will influence the organisation
and vice-versa. The novelty of the outcome will highlight the change in terms of service delivery
mode without modifying the essence of what is being delivered.
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ABSTRACT. Despite president Trump’s America First policy, current investments
in the field of artificial intelligence (AI), robotics and data management innovations
highlight both USA and China’s Congolese coltan dependency. When transformed,
coltan (Columbite-tantalite) becomes heat resistant powder that can hold high
electrical charge; making it major component in the manufacture of AI devices,
robotics and data management technologies. The research problem is that the
Trump administration alleges that the obligation on USA companies to prove to
regulators that they are not involved in blood minerals is causing harm in the
wartorn Congo and threatens the national security interest of the USA. The study
objective is to assess the applicability of social capital theory (SCT) in the
Congolese coltan supply chain. A case study approach was adopted, grounded in
the theoretical framework of social capital theory within buyer-supplier
relationship perspectives. The nature of study dictated qualitative and quantitative
methodologies; hence survey questionnaire and focus group techniques were used.
A sample size N=74 respondents from coltan contractual organisations in eastern
DR Congo was used. Owing to the known limited number of coltan buyer and
supplier in Goma, a non-probability purposive sampling method was employed.
This is a limitation of the study as it does not cover all coltan contractual
organisations scattered in the entire DR Congo, and alternatively excludes other
type of minerals. This study is significant in many ways. It positions Congolese
coltan miners in the context of the global market disruptions. Through the lenses of
SCT, the study advocates even wealth distribution amongst coltan supply chain
members. Further, it is a wake-up call for Africans and their minerals, to refrain
from responding to the AI revolution as servants, rather as dinners.
Key words: Social Capital Theory (SCT), Coltan Distribution Channel, USA-China Trade
War, DR Congo
1. Introduction
The USA trade war with China has reached higher level as American President Donald Trump
imposes 25% tariffs on $50bn worth of Chinese goods, and China retaliating with 25 % tariffs on
key USA exports (Aljazira, 2018). The causes include USA leaders’ mispredictions that economic
development and the birth of a middle class in China would move the country toward democracy.
Instead, China’s leadership took advantage of weaker West, fragmented European Union and
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political dysfunction in USA. Thus, China emerged as an alternative model of stability and
development. Another misprediction highlights USA lawmakers’ doubts that China would ever
become technologically innovative. Indeed, they believe that, like the Soviet Union, China’s statedominated economic system would run out of innovative ideas. Instead, China learned from the
Soviet Union mistakes. The state allegedly helped Chinese companies steal ideas, which could not
be developed at home. Currently, China is investing in the AI, robotics and data management
innovations that will determine tomorrow’s balance of power (Bremmer,2018).
Despite president Trump’s America First policy, current investments in the AI field, robotics and
data management innovations highlight both USA and China’s African coltan dependency. Coltan
(Columbite-tantalite) is a metallic ore found in major quantities in the DR Congo. When refined,
coltan becomes metallic tantalum, which is a heat-resistant powder that can hold a high electrical
charge. These properties make it a vital element in creating capacitors, the electronic elements that
control current flow inside miniature circuit boards. Tantalum capacitors are used in almost all cell
phones, laptops, pagers and many other electronics (ABC News, 2016). To curb the coltan rush
and ensure traceability, the Obama administration instituted the Dodd-Frank Act, which is being
threatened by President Trump.
1.1 Demise of Dodd-Frank Act and new dynamics in the Congolese coltan supply chain
The growing race for military superiority between USA and China is behind trade war and hightech companies’ objective to achieve low cost competitive advantage amongst coltan buying
organisations in the eastern DR Congo. Arguably, the Dodd-Frank Wall Street Reform and
Consumer Protection Act was introduced in 2010, out of concern for human rights in the war-torn
Congo. Currently, the Trump administration alleges that the obligation on USA companies to
prove to regulators that they are not involved in blood minerals is causing harm in the war-torn
Congo and threatens the national security interest of the USA. Given the above, the Guardian
(2017) reveals that the Trump administration drafted executive order proposing to suspend the
Dodd-Frank reforms designed to prevent USA companies from buying minerals that are fuelling
violence in the DR Congo. Indeed, far from being a humanitarian measure, the demise of the DoddFrank Act would embolden armed groups and fuels “the tragedy of the commons” in the country
(The Heritage Foundation, 2017).
Thus, were the draft executive order put into effect, it would be a gift to companies wanting to do
business with the criminals. The tragedy of the commons in marketing channels starts with the fact
that coltan buyers utilise arm’s length strategy when interacting with suppliers. In the arm’s length
strategy coltan customer organisations maintain short-term relationships with suppliers (The
Heritage Foundation, 2017). In doing so, coltan customer organisations hinder the flows in coltan
marketing channels and tend to minimize dependency on suppliers while maximizing their
bargaining power. In this dyad context, opportunism, lack of relational norms, trust,
cooperativeness and commitment prevail and erode the sustainability of relationships between
coltan buyer and supplier. Yet to be successful and generate sustainable competitive advantage, a
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long-term relationship between coltan buyer and supplier should rely on mutual trust, commitment
and shared core values (Noteboom, Berger & Noorder, 2017). Owing to the lack of sustainable
coltan buyer-supplier relationships, Congolese coltan suppliers have competitive advantage based
on product, price and promotion (Noteboom, et al., 2017). However, regulatory bodies in the
Congo request all USA and Chinese tech-companies from Apple to ZTE to upgrade the channel
performance of their electronic component suppliers and avoid unethically mined coltan. From the
above, Congolese coltan suppliers’ survival efforts within limited legal and market institutional
infrastructure are challenged in various ways. The first option in the business strategy of electronic
component manufacturers is to switch coltan suppliers. More than that, technological innovations
in the mining and electronic sectors enable remote competitors namely Altura (Australia),
Garimpeiros (Brazil) and Tantalum Mining Corp (Canada) to supply coltan (Sujan, Dan &
Charles, 2018). In this information age, race between USA and China, presumably, owing to high
labour cost, USA companies might find it difficult to subsequently source ethically mined coltan.
Hence, President Trump argued that:
“Coltan compliance costs are estimated at 3 to 4 billion USD upfront, and 200
million USD per year thereafter” (The Conversation, 2018).
In fact, the above explanatory statement does include something else of interest and undermines
evidence based on alternative facts. Arguably, the explanatory statement to the President Trump
draft executive order highlights the unintended consequences of the act namely job losses and lost
livelihoods. On this point, President Trump is right but for the wrong reasons, which I explain.
There are some unintended and anticipated socio-economic consequences caused by the DoddFrank Act reinforcement. It is argued that the act created negative effects on incomes, which
adversely affected indirectly healthcare accessibility thus increasing child mortality by 143 %. It
was also reported that the act created “Islands” of certified mining sites and stricter regulations
which allowed non-Western companies (Chinese) to control Congolese coltan channels (The
Conversation, 2018). Against Trump’s view, the Act did more good than harm. Given the above,
to tease out the research problem, objective and questions stated further, academic background
based on the underpinning theory of Social Capital, wealth creation and even wealth distribution
amongst supply chain members paved the vista. The literature identified components determining
the applicability of Social Capital Theory (SCT) in coltan mining, through which discussions and
statistics inferences enable the understanding and interpretation of the current social phenomenon.
2. Research Problem and Significance
Social capital plays an important role in explaining how wealth is created from firms’ network
relationships. However, the SCT publications share Dubos’ (2017) view that the theory overlooks
its applicability in the coltan distribution channels. The research problem is that the Trump
administration alleges that the obligation on USA companies to prove to regulators that they are
not involved in blood minerals is causing harm in the war-torn Congo and threatens the national
security interest of the USA. The study is significant in many ways. It does not only extend existing
coltan literature Ogunseitan, 2011:1; Cannon, Mullen & Petersen, 2010; Verbruggen, Francq &
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Cuvelier, 2011), rather positions coltan miners in the context of the disruptors. Through the lenses
of SCT, the study advocates even wealth distribution amongst coltan supply chain members.
Further, it is a wake up call for Africans and their minerals, to refrain from responding to the AI
revolution as servants, rather as dinners (Dubos, 2017).
Research Objective and Questions
Considering that both disruptors (USA and China) have strategy for Africans and their minerals,
the study objective is to assess the applicability of the SCT in the Congolese coltan supply chain.
The above statements led to the overarching research questions
(a) what are the challenges of social capital stance in the Congolese coltan supply chain?
And
(b) which components determine the applicability of social capital theory?
3. Literature Review
The organisational literature describes the SCT as a valuable asset that stems from access to
resources made available through social relationships (Dubos, 2017). The literature argues that
social capital has become an important perspective for theorising the nature of connection and
cooperation between buyer and supplier in the distribution channels. Arguably, the SCT is the sum
of the actual and potential resources embedded within, available through, and derived from the
network of buyer-supplier relationships. It is agreeable that exchanges in distribution channels do
not fit neatly on a market-hierarchy continuum, rather operate in an “embedded logic of exchange”;
and are shaped by the structure of buyer-supplier social relations (Baron & Markman, 2017). Social
capital provides coltan suppliers and buying organisations an opportunity to create wealth in the
process and share it evenly among channel members. However, that process could be hindered by
relational challenges.
4 Relational capital challenges in the Congolese coltan buyer-supplier relationship
There are four major relational challenges within the Congolese coltan buyer-supplier
relationships. The first challenge is related to the integration of distribution channel based on place,
product, price and promotion strategies; and the second is channel members’ inability to transform
short-run competitive advantage (CA) into a sustained competitive advantage (SCA) (Baron &
Markman, 2017). However, the combination of inter-firm relationships and heterogeneous
resources enable organisations to overcome these challenges. The third challenge is the potential
opportunistic behaviour in coltan buyer-supplier relationships. Coltan customer organisations tend
to develop close relationship with coltan suppliers in market exchange perspectives. Baron and
Markman (2017) argue that in market exchange perspectives, neither supplier, nor buyer makes
special investments to maintain a sustained relationship, and, therefore, none of them has difficulty
in switching to other firms.
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In tune of this, coltan distribution in the DR Congo requires little expertise from Congolese
suppliers, who have limited alternatives and high dependence on limited number of coltan buyers.
That meant coltan customer organisations in the DR Congo have more available alternatives at
low switching costs compared to coltan suppliers. That being said, opportunistic behaviour
amongst coltan buyer and supplier feeds in the lack of trust, commitment, effective cooperation,
information exchange and uncertainty created by market disruptors. The fourth challenge is the
Congolese coltan suppliers’ inability to manage effectively and empower their sales representative.
Coltan should not be perceived as a complex mineral only because of its lengthy process from the
mines to the plants, but also as a source of complex relationships between buyer and supplier,
which should be managed efficiently in order to optimise coltan channel members’ management
efforts (Glaser & Strauss, 2017).
4.1 Integrating Congolese coltan buyer-supplier relationship into governance and social
capital formation
Relationships between coltan buyer and supplier are comprised of a range of elements. Congolese
coltan distribution channel members are bound either by contractual or relational governance.
Contractual governance relies on the use of formalised, legally binding agreements to govern the
buyer-supplier relationship, while relational governance is represented through the development
of behavioural norms of flexibility, solidarity and information sharing among coltan channel
members (Glaser & Strauss,2017). It is argued that in the context of buyer-supplier relationship,
the aforementioned norms should indicate mutuality of interest and essentially prescribe
stewardship behavior between both coltan buyer and supplier (Up Counsel, 2018).
On the other hand, social capital is another approach for understanding how Congolese coltan
suppliers obtain resources that exist outside their boundaries and access the benefits of developing
closer ties with their Western customer organisations. The SCT supports the idea that buyersupplier relationship is instrumental to SCA. A growing debate between the three dimensions of
the theory namely cognitive, relational and structural and uncertainty in supplier’s social
environment exists. Cognitive dimension represents shared goals and attitudes of supply chain
members. Relational dimension refers to the assets created and leveraged through relationships
rooted in trust, norms, identification and structural dimension focusing on the social structures of
coltan buyer and supplier. Uncertainty is defined as the circumstances surrounding an exchange
(environmental uncertainty), and the performance, which cannot be easily verified on buyersupplier relationship (behavioural uncertainty). Demand uncertainty (linked to the predictability
of coltan buyer) and supply uncertainty (the extent of change and unpredictability of coltan
supplier) have the capacity to influence the governance of choices in business-to-business
relationships (Dubos, 2017). The possible applicability of the SCT in coltan distribution channel
has the potentials to transform CA to SCA.
4.2 Governance challenges in the Congolese coltan buyer-supplier relationship
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The two dimensions of buyer-supplier relationships governance namely relational and contractual
are well documented (Griffith & Zhao, 2015). The latter emphasises the use of formalised, legally
binding agreement to govern buyer-supplier relationships, and the former highlights the role of
norms of solidarity, flexibility and information flow in coltan distribution channels. Relational
governance enables coltan channel members to identify forms of behavior that are desirable such
as trust, flexibility and norms of solidarity, and undesirable behaviour namely opportunism.
Relational governance captures how coltan buyers and suppliers are challenged to manage
conflicting interests in the eastern DR Congo.
Early findings reveal that the first relational challenge of Congolese coltan suppliers is to integrate
place-based marketing strategy in their product, price and promotion-based strategies. Instead of
being subsequent tool of sustainable interactions in order to enforce self-safeguards among coltan
suppliers, relational governance in uncertain environment of Goma (eastern DR Congo) created
another challenge of hindering coltan suppliers from transforming short-run CA into SCA (Griffith
et. al., 2015). However, in low-level uncertain environment, the use of relational governance is
viable and efficient method to successfully govern and safeguard distribution channel members.
For example, Altura, Australian coltan supplier, utilises relational governance norms when
dealing with stakeholders to provide customers with a revolutionary way of buying minerals
(Altura, 2018). Distribution channel strategy excludes price haggling, sales pressure and includes
a friendly return policy. Prior to successful implementation of its policy in the channel, Altura had
to plan, build and develop infrastructures, organise, select and train wholesalers and resellers. That
meant copying Altura network would be expensive in terms of time, effort, commitment and
resources (product strategy), offering rebate (price strategy) or coming up with a clever advertising
campaign (promotional strategy) (Altura, 2018).
Relational governance fosters norms of flexibility, encourages and facilitates the adaptability of
coltan buyers and suppliers in the environment of behavioral uncertainty, and promotes solidarity
of shared approach to problem solving in the relationship. Relational governance also enforces the
norm of information exchange between channel members. Governing coltan buyer-supplier
relationships in this way is reported to help prevent opportunism. Opportunistic behavior is staged
when coltan customer organisations tend to develop close relationship with coltan suppliers in
market exchange perspectives (Dubos, 2017). In doing so, coltan customer organisations hinder
flows in marketing channels and tend to minimize dependence on suppliers while maximizing their
bargaining power, avoid investing and maintaining sustained buyer-supplier relationships and have
no difficulty in switching suppliers (Dubos, 2017). In that context, opportunistic behaviour
amongst coltan buyers and suppliers feeds in the lack of trust, commitment, effective cooperation,
information exchange and uncertainty, which requires further scrutiny regarding contractual
governance. Managing buyer-supplier relationships under conditions of uncertainties impact on
the sustainability of the relationship. Hence, contracts are considered a key mechanism of
governing inter-organisational exchange (Baron & Markman, 2017).
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A formal contract drafted between coltan buyers and suppliers signifies that the exchange is
important to both parties. Defined as “the extent to which detailed and binding contractual
agreements are used to specify the roles and obligations of the parties” (Baron & Markman, 2017),
contracts incorporate the expectations and obligations of coltan buyers and suppliers. The attention
to contractual details engaging coltan buyers and suppliers helps ensure that current prevailing
environmental, behavioural, demand and supply uncertainties in Goma are planned for, along with
likely contingencies. However, inefficient contractual coltan buyer-supplier relationships
governance is one of the challenges of both parties in Goma.
5. Research Design and Methodology
The research utilised the case study method. The objective of utilising a case study methodology
was to create an understanding of factors hindering the applicability of the
SCT in the Congolese coltan supply chain (IPIS, 2018).
5.1 Sampling
The nature of data dictated quantitative and qualitative methodologies combined and the sample
frame included respondents from 74 coltan contractual organisations that the researcher has
identified in Goma (IPIS, 2018). This sample frame was used for both the pilot study and the final
study, and because of known limited number of coltan buyer and supplier in Goma, a nonprobability purposive sampling method was employed. This is a limitation of the study as it does
not cover all coltan contractual organisations scattered in the entire DR Congo, and alternatively
excludes other type of minerals. Coltan contractual organisations lists were obtained from local
coltan buyer and supplier database in Goma, which includes firms with an extensive business-tobusiness relationships focus.
5.2 Level of analysis
The theoretical model outlined in Figure 1 dictates the level of analysis that was utilised. The unit
of analysis was the unit to which data was assigned for hypothesis testing and statistical analysis.
The central research question being based on investigating the challenges of social capital stance
in coltan supply chain in the DR Congo; thus the buyer-supplier dyadic perspective was the unit
of analysis in this study. This approach contrasts with most empirical work in this area, which is
typically confined to one aspect of the dyad. After collection, data were quantified in Cape Town
into numbers via a statistical analysis package; in order to measure the statistical significance of
facts and data.
5.3 Survey data collection
The data was collected in Goma by means of survey questionnaire, which was mailed to
respondents. It is acknowledged that mail surveys are often associated with low response rates;
however, a number of procedures including liaisons between the researcher and sales
representative in coltan contractual organisations was established. An advantage of a questionnaire
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was to elicit information by requiring respondents to answer objective questions (Brace, 2004:9).
The designed questionnaire contained the demographic variables relating to firm and individual
respondents’ characteristics. Measures at the ordinal level used five Likert scales. Arguably, the
total number of participants contacted being 74, only 50 respondents completed and returned the
survey questionnaire. Thus, the research had 67% of response rate. However, despite advantages
provided by the questionnaire, this technique reveals two main disadvantages namely a lack of
interaction with respondents and the fact that researcher could only obtain answers to a question
that has been asked. To counter-act the above disadvantages of a questionnaire, focus group technic
was used in the qualitative research method.
5.4 Focus group
The rationale of using focus group meeting is that some respondents may have useful information
that is not excised by the questions in a questionnaire, therefore increasing the level of validity and
ability to compare findings. Selected in alphabetical order, five participants in coltan customer
organisation serving as the head of purchasing department and five employees in the supplying
company serving as sales representative were invited. The focus group meeting was held at the
city of Goma municipality premises, in order to gain a broader of research problem.
5.5 Pilot study
The survey was refined through focus group meeting outcomes with the coltan purchasing
executives and their suppliers in Goma. Arguably, 15 % of study populations were pilot-studied,
testing through focus group meetings helped to refine and focus the final closed-end question
survey. In the meeting, the attendees were asked to complete the questionnaire and raise questions
where problems and ambiguities arise with wording and the questionnaire layout. The feedback
received from them informed the content validity of the measurement instrument. Changes were
made to accommodate for the language used. The focus group meeting was taped-recorded and
last on average one and a half hours. The pilot testing of the questionnaire assisted in assessment
of time and cost involved in its completion.
5.6 Ethical considerations
A letter of consent was sent to the respondents, and ensured their confidentiality. The purpose of
the letter introduced respondents to the study objectives and also briefs them
on the content of the questionnaire.
6. Discussions and Research Findings
Coltan buyers and suppliers in the DR Congo are governed by uncertainty, which is defined as
the circumstances surrounding an exchange (environmental uncertainty), and
the performance, which cannot be easily verified on buyer-supplier relationship (behavioural
uncertainty) (The Guardian, 2018). Demand uncertainty (linked to the predictability of coltan
buyer) and supply uncertainty (the extent of change and unpredictability of coltan supplier) have
the capacity to influence the governance of choices in business-to-business relationships
97

(Villena, Revilla & Choi, 2011:561-562). The contention of uncertainties around the
sustainability of coltan buyer-supplier relationships governance within social capital perspective
is based on the conceptual model illustrated in Figure 2.
6.1. Basis of discussions: hypotheses (H) and propositions (P)
A hypothesised model of discussion that was tested. The model is centred on the premises that
coltan marketing channel strategies based on product; price and promotion create competitive
advantage for Congolese channel members in the eastern DR Congo. The study had to determine
whether competitive advantage deriving from the H1P1, H2P2, H3P3 and H4P4 is sustainable to
(H5). Arguably, the study tested whether correlations between marketing channel strategy, social
capital theory and uncertainty (H4P4) create sustainable competitive advantage, reduce
opportunism and empower coltan sales representative in the DR Congo.
Hypotheses model of discussions and findings
It is argued that cognitive dimension represents buyer-supplier’s shared goals, attitudes and
strategic direction amongst coltan distribution channel members (Dubos, 2017). However,
considering that the relationship between sales representatives and their employer in the Congolese
coltan channel is albeit difficult to maintain (Dubos, 2017); and limiting the ability of both coltan
buyer and supplier to build relational value in coltan buyer-supplier relationships, hypothesis 1 and
proposition 1 were drawn as: H1P1: Under conditions of coltan demand, supply, behavioural
and environmental uncertainties, cognitive dimension and contractual governance are
positively related, thus making long-term relationships stronger and undermine any strategy
based on product only.
H2P2: Under conditions of coltan supply uncertainty, positive relationship between
relational dimension and contractual governance correlates with product price utilities
enabling even wealth distribution amongst chain members.
The SCT supports the idea that buyer-supplier relationship is instrumental to sustainable buyersupplier relationships, which generate sustainable competitive advantage. In order to survive
adversarial “leap frog” effects from the dyads under coltan demand uncertainty and gain
sustainable competitive advantage, there should be a mutual willingness between coltan buyers
and suppliers to improve coltan distribution channels (Baron & Markman, 2017). Thus, contractual
governance is an important factor in the development of social capital in coltan buyer-supplier
relationships. More than that, structural dimension focuses on the differences of social structures
between Western buyers and their Congolese counter-part. The above-mentioned differences
impact on the nature of buyer-supplier relationships and hinder easy flows of products, negotiation,
ownership, information and promotion in distribution channels (Baron & Markman, 2017): H3P3:
Under conditions of coltan demand uncertainty, positive relationships between structural
and cognitive dimensions are stronger and promote buyer-supplier long-term relationships
and coltan distribution sustainability.
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The contribution of cognitive, relational and structural dimensions in shaping buyersupplier
relationships is documented (Baron & Markman, 2017). However, uncertainty in Congolese coltan
supplier’s social environment exists. In periods of trade war between the world leading economies
and coltan buyers, holding American and Chinese companies to the letter of contract through
inflexible contractual mechanism of governance is likely to invoke a desirable response. When
coltan buyers and suppliers make specific investment in a relationship, they expose their assets to
a certain risk. If one of the actors in buyer-supplier relationship is able to leverage a degree of
opportunistic behaviour, the actors involved may become vulnerable as the assets they have
deployed becomes specific to the relationship (Baron & Markman, 2017). However,
trying to prevent opportunistic behaviour through contracts would be a preferable approach in a
disrupted environment; thus hypothesis: H4P4: Relational-based governance is positively
related to cognitive dimension under conditions of behavioural uncertainty, which promotes
relationship sustainability, undermine opportunistic while empowering coltan sales
representatives.
The next section focuses on recommendations for further intellectual discourse.
7. Recommendations
Coltan mining activities represent major source of income for both citizens and the state of the
Congo; and also have the potentials to empower citizens and alleviate poverty. However,
environmental uncertainty is debilitating to the value creation in buyer-supplier relationships.
Considering the Dodd-Frank suspension, that the military, militia and other foreign forces might
invade the coltan mines. From the above, following recommendations are formulated:
(a) USA government should continue to reinforce the Dodd-Frank Act, Congolese government
should consider removal of tax duplication of same product and quantities,
(b) Coltan buying organisations should encourage and invest in training and skills
development of coltan miners and sellers. There is a need for health, environmental and
safety risk mitigation.
8. Conclusion
Coltan (Columbite-tantalite) is a metallic ore found in major quantities in the DR Congo, country
strategically rich in minerals ranged from Acathite to Zirconium. Coltan chemical properties make
it vital element in the manufacturing of cell phones, laptops, pagers and many other electronics.
Indeed, latest cell phone brands namely: iPhone and Samsung, raised expectations of cell phone
users, and increased cell phone demand in consumer market. The race to achieve low cost
competitive advantage amongst coltan buying organisations in the eastern DR Congo led to “the
tragedy of the commons” in the supply chain. Hence, the Dodd-Frank act was introduced, from
which Social Capital plays an important role improving the livelihood of coltan miners. Its
potential suspension by the President Trump administration undermines human rights and
environmental concerns in the DR Congo.#
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ABSTRACT
Although marketers described and measured quality in physical goods, quality in services
is still largely undefined and relatively less researched. The quality of service, which
marketers call Service Quality is an encompassing term that describes the comparison of
customer’s expectations as it relates to the company’s performance. Customers compare
the service they experience with their inherent expectations of the service. Consequently,
the creation of a gap occurs when there is a mismatch between the service expectations
and the actual service. This work undertook an exploratory research to evaluate the
Service Quality of Information Systems available at the University of KwaZulu-Natal in
relation to the customer satisfaction of diverse clientele. The investigation employed a
mixed-methodology approach, which has the characteristics of both quantitative and
qualitative techniques towards analyzing and interpreting the responses of participants.
The understanding of the customer perceptions has been through using tools such as
questionnaires and interviews to collect data. Results demonstrated an uneven user
satisfaction and dissatisfaction pattern with the various dimensions of the delivered
service, displaying the less experienced users of Information Systems as satisfied whilst
the more experienced users were dissatisfied. This formed the basis for the various
propositions brought forth in this paper.

Keywords
Information systems; Service quality; User or Customer; Quality requirements; Specification;
Experiences; Perceptions; Expectations; Gaps; SERVQUAL; Conformance; Conformity testing.

Introduction
The study is located in the discipline of Information Systems and Technology, within an institution
of higher learning that serves a multitude of customers. The sum of customers within the
institution includes all the beneficiaries of Information Systems (IS), and these are the students
of the University of KwaZulu-Natal (UKZN) and the university staff members. In consideration of
the fact that the survival of any organization entirely depends on the excellence of the provided
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services, the study is interested in the Service Quality of IS. The principal aim is to discover the
determinants of IS service quality as perceived by the customers. Service quality has been widely
defined in the literature under various contexts. Enlisting a few known examples of author’s
includes: Gi-Du, K. & Jeffrey, J. 2004; Grönroos, 1984; Parasuraman, Zeithaml & Berry, 1985;
Zeithaml, 1987; Cronin, J. & Taylor, S. A., 1992, 1994; Curry, A., 1999; Curry, A., Stark, S. &
Summerhill, L., 1999; Duggan, E. W. & Reichgelt, H., 2006; Kritikos and Plexousakis, 2009;
Padayachee, I., Kotze, P. and Van der Merwe, A., 2010; Lovelock and Wirtz, 2011; Naidoo &
Mutinta, 2014). Through this research, UKZN will have achieved its mission to provide excellent
service.
Grönroos (1984) and Lovelock & Wirtz (2011) define service quality as a construct that measures
how much the delivered service meets the customers’ expectations. Moreover, Parasuraman,
Zeithaml, and Berry, (1985) provided a deeper perspective of service quality through the RATER
model which describes service quality as the discrepancy or gap between consumers’ perceived
delivery of service and their expectations of the delivered service. Zeithaml (1987) defined service
quality as a consumer’s judgment about an entity’s overall excellence or superiority in service
delivery. Cronin and Taylor (1992) also attempted to substantiate their view of service quality
through the SERVPERF model that discards the expectations portion in the service quality, thus
proposing it as a construct that focuses on performance only. Kritikos and Plexousakis, (2009)
provided a definition that mainly applies to software services. Their definition proposed that
service quality is a set of non-functional attributes of the contextual entities considered relevant
to the service-client interaction, which bear on the ability of the service to satisfy stated or
implied needs. What the researcher gathers from the various definitions is that service quality
refers to a concept that is multi-dimensional and requires aspiring for the great value attached
to it. The frequent use of the word ‘quality’ has the negative result that the real meaning has
been lost. The traditional use of quality relates to symbolizing excellence, beauty or high cost.
However, this rather imprecise view of the concept is of little value. David Garvin (1984) explored
how different people perceive quality, enlisting the following quality perspectives: (1) the
transcendental-based view, (2) the product-based view, (3) the manufacturing-based view, (4)
the economics-based or value-based view, and (5) the user-based view. Briefly, describing
Garvin’s (1984) explored quality perspectives suggests Transcendental-based view, whereby
quality is something that people can recognize but not define. Product-based view stresses that
quality relates to inherent product characteristics. Manufacturing-based view considers quality
as conformance to specification. Economics-based or Value-based view sees quality as dependent
on the amount the customer is willing to pay for derived value. The user-based view defines
quality as fitness for purpose. Although quality is a much-studied subject in manufacturing and
service sectors, there is, however, no universally accepted definition for it. Research indicates
that the initial interest to understand the underlying factors of quality was first applied to
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products in the manufacturing sector where studies were undertaken by management experts in
the 1950s (Crosby, 1979; Deming, 1986; Juran, 1999; and Juran, 2004). It was eventually
understood that the quality concept is subjective; hence its variable definitions. Thus, the
definition changes in each setting. Stacie Petter et al., (2008) also believe that the varying nature
in the descriptions of service quality is rooted in the imprecise view of ‘quality’ as a concept. From
a generic viewpoint such as when referring to products, ‘quality’ may imply how good or bad the
products are. However, a more useful definition of quality, both in a products-driven as well as
the process-driven business environment, is meeting the requirements of the customer.
As this particular study focuses on processes that sometimes require tools to provide efficient
services, whatever it takes to satisfy the customer refers to those characteristics of a good
service that determine whether the provided service meets the implied requirements of
the customers. This includes the characteristics of deployed tools in order to provide intended
services to the customers. That is, the characteristics of service processes and service tools fit in
the class of observed dimensions to provide quality service that earns customer satisfaction.
Customer satisfaction reflects the experiences and expectations that the customers have
regarding a service or product. Furthermore, the expectations reflect both past and current
evaluations by the customers. The researcher’s synthesis of the reviewed definitions of service
quality and perspectives of quality produces the service quality definition that is adequate for the
study, given the circumstantial issues of the organization producing the paper. The organization
is service-driven in nature. Therefore, service quality refers to the consumer’s judgment of an
entity’s overall excellence that measures the set of relevant service-client interaction attributes,
with the aim to expose the gap between consumers’ perceived delivery of service and their
expectations of the delivered service.
Quality is the manifestation of consumer comparison when the exposed gap through consumer’s
judgment is negligible to earn the satisfaction of their needs. Four out of the five quality views
from the exploration by Garvin (1984) are relevant to this study, with the exception of the
manufacturing view, which is product-oriented. Although this is a further proof of the subjective
nature of quality, the underlying factor is meeting the requirements of the customer. With the
view of also calling service quality characteristics as quality requirements, the necessary first step
is to define the requirements in advance before focusing on the tools needed in order to meet
those requirements. For an organization that wishes to meet specific quality requirements,
whether for processes or for products, concurrently there needs to be specified organizational
expression of its intentions and aims regarding quality that should be produced by executive
management. The importance of the executive management within an organization becomes
evident in decision-making that is necessary during policy-making to drive the operations of the
institution. In a technical environment, the executive management includes technical
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professionals who must decide on the characteristic of needed tools at the procurement stage in
preparation to deliver the services. Naturally, the word ‘requirements’ is equated with the
specification; hence, quality acquires the definition of conformance to specification.
Conformance usually acquires the definition of testing to see if an implementation faithfully
meets the requirements of a standard or specification. The general definition for conformance
has changed over time and has been refined for specific standards. Even the Business Dictionary
describes the concept ‘conformance to standards’ as confirmation that a good service, or
conduct, meets the requirements of accepted practices and prescribed rules or terms of a
contract.
The two concepts that emerge as classic definitions for quality, whether in relation to the
provided services or the tools needed to provide the services, are ‘conformance to standards’
and ‘fitness for use’. Both these two concepts communicate the need for testing whenever
quality is of primary concern. A stronger need for testing is evident within an organization that
serves a multitude of customers who habitually require tools to implement the services in various
departments. The term for the testing procedure is conformance testing or compliance testing.
This is a methodology used to ensure that a process, or system, or computer program meets a
defined set of standards. The many types of testing in a computing environment may include
testing for process functions, performance, behavior, robustness, and interoperability. Although
conformance testing may include some of these tests, it has one fundamental difference – the
criteria for conformance must appear as a standard or specification. This is usually in a
conformance clause or conformance statement, but sometimes some of the criteria can form
part of the body in the specification. Equally, if the criteria for conformance are not specified,
then there can be no conformance testing. Some experts defined conformance testing as ‘test to
evaluate the adherence or non-adherence of a candidate implementation to a standard’ (ISO/IEC
DIS 10641, 1991). Others defined conformance as ‘fulfillment by a product, process or service of
all specified conformance criteria’ (ISO/IEC TR 13233). Recently, the term conformity has gained
international use and has generally replaced the term conformance in ISO documents, wherein
ISO is the international standard-setting body composed of representatives from various
national standards organizations. ISO is the acronym used to refer to International Organisation
for Standardisation.
Research Problem
With the existing evidence that shows IS researchers’ challenge to be faced with major challenges
regarding forms of validating IS service quality, whether instrumental, statistical, or otherwise
(Gefen et al. 2000; Boudreau et al. 2001; and Boudreau et al. 2004); lately, there is growing
debate over the use of the RATER tool to assess IS service quality. Critics argue that the tool is
unreliable and that its dimensionality and validity is unpredictable. Advocates argue for the
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diagnostic power of the gap between expectations and perceived delivery, while also
demonstrating empirical stability and reliability. Thus, measuring an existing gap is still
questionable.
The aim of the study
Since the study’s main goal is to determine user satisfaction of IS service quality within a
community of higher education, the achievement of this aim is through the outlined research
objectives. A personal experience of the researcher is that the approach of higher learning
institutions to gather, store and disseminate the information for the benefit of the relevant
consumers of information is often unreliable. In support to this view, other researchers suggest
that, although several systems delivery methods purport to improve IS quality, scholars have
always lamented that processes of software interventions for the improvement on quality and
delivery in IS organisations dot not obtain the necessary engagement (Duggan, 2004; Duggan and
Reichgelt, 2006; Fichman and Kemerer, 1997). Furthermore, most technology customers have
either had little or no contribution towards the technology they use. This non-intervention
contributes to ineffective user-developer communication (Barki and Hartwick, 1994). In this view
greater concern in the study is on students, who often become victims of poor IS service quality
or service delivery at critical times such as when they expect to receive academic results but may
be prevented from obtaining them due to ineffective IS service delivery. In addition to a greater
commitment to system decisions and outcomes, user involvement in systems delivery facilitates
the capture of appropriate domain expert knowledge and lessens the likelihood of usage failures
(Barki and Hartwick, 1994). According to Duggan and Reichgelt (2006) institutions do not meet
the mandated service requirements because of limited ability to create revenues for the funding
of IS programs that are vital to managing bureaucracies and serving according to the interest of
customers. This idea suggests that consumers of technology and technologists can find aspects
of commonality and shared aims that are necessary for human communication, provided there
is a shared meeting place from which mutual ideas may flow (Duggan and Reichgelt, 2006).
Research objectives
Principally there are three research objectives for the study. Associated with the three objectives
are three questions for the three stakeholders of UKZN, namely: the students, academics, and
administrators. Each stakeholder category obtains a repetition of the same three questions.
Below is an outline of the purpose of the three objectives.
a) To determine customer perceptions of information systems service quality at UKZN;
b) To ascertain existing gaps between perceptions of customers at UKZN;
As the significance of the study, the intention is to examine the difference or gap in perceptions
and expectations of IS users, in relation to IS providers’ perceptions of the provided service, using
similar structural views of the instrument to users and providers. Therefore, the study collected
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empirical evidence on the customers’ perceptions in relation to their needs and expectations.
The study served to determine the gaps in IS users’ views, as well as perceptions of university
staff who provide the IS service at UKZN. For the study, IS users are students, academics, and
administrators; IS providers are the staff of the department of Student Academic Administration
(SAA) and their supporting division of Information & Communication Services (ICS). Both
sections operate across all the five campuses of the university. A study on the perceptions of IS
service quality at UKZN is critical as it contributes to the understanding of the perceptions and
expectations, as well as the gap between IS users and IS providers. In this view, the university and
other organizations may use IS service quality as a unifying marketing tool to draw students’
intake. The university may use IS in its strategies of management by excelling at the quality in
perception (Landeweerd, 2013) to make students loyal, and eventually retain them so that they
support the university’s efforts for business survival. IS service quality may be the university’s
strategy to boost its socio-economic value, which can add value to its endeavors of absolutely
becoming an institution of excellence.
Literature Review
Based on the different definitions proposed for the term ‘service quality’ different scales for
measuring the same as well as the models underpinning the study have been presented. Some
of the scales are SERVQUAL, SERVPERF, and L1BQUAL+ (Al-Hudhaif, S.A. 2010; Jain, S. K. and
Gupta, G. 2004). SERVQUAL is produced by the combination of the concepts ‘service’ and
‘quality’. SERVPERF focuses on the performance component of the service; hence, the name is a
product of the two concepts, i.e. ‘service’ and ‘performance’. Similarly, to SERVQUAL, the quality
in the library environment influences LIBQUAL+.
The SERVQUAL Model
The SERVQUAL model contains a questionnaire that evaluates five generic service dimensions
through 22 questions, evaluating both performance and expectation using a seven-point Likert
scale. The model evaluates service quality (SQ) by calculating the difference (or gap) between
customer perceptions and expectations. Therefore, SQ = ‘P’ – ‘E’, where P represents customer
perceptions of service and E represents expectations before a service is experienced
(Parasuraman et al., 1985). If the answer is negative, dissatisfaction occurs; otherwise, a positive
value of SQ denotes the achievement of excellent service. The equation is sometimes called the
Gap analysis, which identifies the following in each of the five dimensions of the RATER Model:
 Future state – the “place” the organization of interest wants to be regarding the provision of
exceptional service.
 Current situation – how the organization of interest is currently providing the service.
 Next Actions – how the organization of interest will move from the current situation of service
quality to the future state.
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The RATER model is an excellent complement of the SERVQUAL which proved useful after
refinement of the SERVQUAL. Furthermore, after the refinement of the SERVQUAL, the 22
variables are grouped as the five service attributes or dimensions of RATER (Pitt et al., 1995, 1997,
1998). Also, RATER is an acronym from the five dimensions. These are (1) Reliability is the ability
to perform service dependably and accurately, (2) Assurance is the ability of staff to inspire
confidence and trust, (3) Tangibles refer to physical facilities, equipment, and staff appearance,
(4) Empathy refers to the extent to which caring individualized service is given, (5) Responsiveness
is the willingness to help and respond to customer need.
However, SERVQUAL was accepted as the tool for measuring service quality with some criticism,
which primarily resulted from its subjective ‘quality’ component. The issues questioned included
the overlap among the five dimensions of the revised tool, poor predictive ability, and the
ambiguous definition of the ‘expectation’ construct (Babakus & Boller 1992; Carman, 1990;
Brown, Churchill, & Peter, 1992; Van Dyke, Prybutok, & Kappelman, 1999). What displays the
model’s value for subjective inputs is that it contains a separate section for customers to rank the
dimensions on their relative importance.
SERVQUAL
dimensions

Reliability
Assurance
Tangibles
Empathy

External factors
influencing
expectation

Perceived
service
Gap
5
Expected service

Perceived Service
Quality

Responsiveness
Figure 2: SERVQUAL or RATER model… (Parasuraman et al.
1985)
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Scales used to measure Service Quality
SERVPERF

When the SERVQUAL was criticised on theoretical and measurement bases by Cronin & Taylor
(1992, 1993) they proposed an alternative measure of customer satisfaction, the SERVPERF,
which is only based on perceived performance by the customers. SERVPERF is a performance only
subset of SERVQUAL. It only measures customers’ perceptions of service provider performance.
That is, customer expectations do not affect the SERVPERF (Parasuraman et al., 1994). The
SERVPERF was used as a replacement of the criticised SERVQUAL instrument. By discarding the
expectations portion in the SERVQUAL model, Cronin and Taylor (1992) attempted to justify the
SERVPERF or performance only instrument.
L1BQUAL+
A significant initiative adapted from the SERVQUAL is the L1BQUAL+. This achievement was
through making the considerate adjustments on the SERVQUAL to suit libraries. The Association
of Research Libraries (ARL) in the US and Canada chose to undertake a project in order to
influence the environment of scholarly communication, thus providing leadership in public and
information policy to the scholarly and higher education communities. This initiative helped to
shape a future environment that influences the interests of candidates associated with a
particular organization (http://www.arl.org). LibQUAL+ aims to improve library service quality,
which is also a concern within the researched university.

109

Comparison of the Service Quality Scales
Although the difference between the basic operations of the SERVPERF and SERQUAL is not so
great, there is no clear agreement as to which one is superior. Al-Hudhaif (2010) believes that an
ideal service quality scale needs to be diagnostically strong to offer managers with ideas for
corrective actions if quality shortfalls have been selected. Although empirical studies evaluating
validity, reliability, and methodological soundness of service quality scales point to the
superiority of the SERVPERF scale, its diagnostic ability has not been empirically confirmed. This
is in addition to the discovery of the deficiency of the SERVPERF scale as a diagnostic tool. The
SERVQUAL scale was considered to outperform the SERVPERF, due to its superiority in
pinpointing areas for managerial interventions in the event of service quality shortfalls (AlHudhaif, S.A. 2010; Jain, S. K. and Gupta, G. 2004). If the aim is to identify areas of service quality
shortfalls for possible intervention by managers, then the SERVQUAL scale is favored because of
its superior diagnostic power (Kettinger and Lee, 1997; Parasuraman et al., 1985; Pitt et al., 1997;
Watson et al., 1998). Hence, the SERVQUAL model is chosen for this study. Regardless of
observed differences in the tools, a critical success factor for a successful measuring tool is user
involvement (Davis, 1999). The SERVQUAL model offers a suitable conceptual frame for the
research and service quality measurement in the service sector. Hence, a number of researchers
suggested the SERVQUAL to measure Information Systems Service Quality (Davis, 1999; Kettinger
and Lee, 1994, 1995, 1997; Pitt et al., 1995). Finally, the authors concluded that expectations at
the beginning of the course are often different from the recollection of expectations at the end
of the experience. They were also of the view that the reconstruction of earlier expectations is
influenced by the strength of the experience. Therefore, it seems experiences have to be made
remarkable in a positive way in order for them last for longer in memory.
Application of SERVQUAL in libraries
Libraries are essentially learning organizations stimulating academic and research activities by
providing access to information resources. Traditionally, measurement of the success of any
library is in terms of the size of its collection, staff, and budget (Colleen, Heath, & Thompson,
2000). Currently, the libraries need to go beyond the traditional modes of assessments and apply
marketing techniques for understanding customer requirements (Wicks, A. M., & Roethlein, C. J.,
2009). Services delivery organizations need to focus on the customers’ view of service quality, as
their primary objective is to satisfy the customers. Furthermore, the success of an establishment
depends on customers’ judgment of the quality of provided products or services by the service
personnel in libraries (Colleen, Heath, & Thompson, 2001), particularly because service quality is
the measure of how well the products or services delivered meet the expectations of customers.
According to the authors, among the laws of library science, particularly Ranganathan's fourth
law ‘Save The Time of the Reader’ which implicitly focuses on quality of library products or
services from customers’ perspective, quality is viewed through efficient catalogues, self110

instructive signal guides, knowledgeable staff, proper shelving, error-free records, and good
documentation service (Wicks, A. M., & Roethlein, C. J., 2009). Obtaining information quickly is
the main concern of library users (Saravanan, R. & Rao, K. S. P., 2007). Knowledgeable staff
provides seamless access to information, regardless of format and whether the user is in the
library or at a remote location (Zeithaml V. A., Bitner M. J., Gremler D. D., 2006). That is, the
viewpoints expressed by Colleen, Heath, & Thompson (2001). The SERVQUAL based user-surveys
carried out by the libraries reveal the validity of the instrument to measure service quality in
library settings. The studies varied from testing a single service (e.g. Inter-Library Loan) to test
the whole range of library services. Use of the SERVQUAL instrument was in academic, public and
special libraries. As viewed by customers in some studies, the reliability emerged as the most
important dimension. Reliability received the most negative score. The second most important
dimension, responsiveness, had the second most negative score. Other dimensions, which also
had significant negative scores, were empathy and tangibles. An attribute that achieved the least
negative score was assurance.
Research methodology
This section discusses research design, data collection, population and sampling, and data
analysis used for this research.
As part of a bigger study, this particular article focuses on only two research questions. Attempts
aimed to show the difference or gaps within the students, academics, and administrators. Service
quality gaps are then validated against perceptions of the IS provider population within the
university. Data concerning research variables are collected using primary and secondary
research methods, literature review, questionnaire, and in-depth interviews to obtain
quantitative and qualitative data. The particular study is based on the mixed approach. However,
the framework does not provide solutions to problems. Instead, it offers the theoretical
underpinning for understanding the set of procedures applied to a specific case. It encompasses
concepts such as research design, target population, sampling procedure, sample size, data
collection instruments and data analysis procedures. Creswell (2003) is in agreement with Kothari
(2004) in suggesting that the dictated roadmap leads to obtaining answers to research questions.
Design of research tools
Qualitative analysis leads to rich data that gives an in-depth picture. Qualitative analysis is
particularly useful for exploring how and why particular behaviors occur. In the conduction of
this particular investigation, which is a case study at UKZN, the use of the secondary quantitative
phase of study served to examine the phenomenon in a more generalizable fashion. Thereafter,
the information helped to amend research tools towards the development of appropriate survey
instruments to collect empirical data during a subsequent major study. Quantitative data is
analyzed with a range of statistical techniques that include Excel documents and graphs to show
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the data patterns. Other phenomena that are not obviously numerical in nature may be
examined using quantitative methods, such as the opinions of groups of people about a particular
element of their lives. In this view, the method used in the investigation involved the use of
questionnaires that asked research participants to express their relative agreement with
statements on a five-point psychometric response scale, i.e. the Likert scale. The scales enabled
direct translation of statements of opinion into numerical data. A further session of interviews
was undertaken, a means for collection of more data to assist the clarity of issues.
Target population
The study is located at the University of KwaZulu-Natal (UKZN) in the discipline of Information
Systems and Technology, which makes specialized use of Information Systems (IS) across the five
university campuses. The study involves the three university stakeholders, namely: students,
academic staff, and administrative staff. The three stakeholders are the customers of UKZN who
are consumers of the IS service provided by UKZN. The study investigates the perceptions and
expectations of the customers regarding the quality of the delivered IS service in the university
and the gaps between perceptions and expectations in each stakeholder category as well as the
gaps between perceptions and expectations across stakeholders.
Sampling method and sampling size
Convenience sampling technique is employed to determine the study sample. In this method the
researcher has the freedom to choose staff who are willing to participate in the survey; hence,
the term “convenience sampling”. Although the survey of the subsequent data collection should
run on all five campuses of the university, the data for the exploratory research is drawn from
where the researcher is located within the university, i.e. in the Westville campus. The researcher
took time to move across the various sections of the university campus to consult staff and
students to participate in the survey. The researcher based participant selection upon a variety
of criteria that include capacity and willingness to participate in the research or specialist
knowledge of the research issue because some participants are most likely to contribute
appropriate data, both in terms of relevance and depth of the factors of interest to the study.
Hence, those participants are selected for the interviews. However, some participants who may
be willing to undergo interviews may not be able to provide sufficiently rich data; hence, they are
not selected to form part of the study.
During the determination of the sample size, including participants for in-depth interviews and
questionnaires, the Human Resource Office of UKZN is contacted to determine the most recent
record of the population. Although the distribution of questionnaires may have been more
random, the selection of interview candidates summed up to sixteen, with one participant opting
for exclusion very early from the study, thus leaving fifteen, i.e. three administrative staff, two
academic staff, and ten students. These ten student participants had been selected from diverse
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undergraduate levels in order to promote a diversification of customer views. Four additional
participants were drawn from sections of IS providers, i.e. two from the department of Student
Academic Administration (SAA) and two from the supporting division of Information &
Communication Services (ICS). The purpose to include these four additional participants from the
provider sections had been to corroborate the views of the customers. However, the four
provider participants also left the study quite early, particularly on being requested to sign the
consent form, which provided space for participant name and signature. Although the informed
consent serves to provide the participants with sufficiently detailed information on the study, so
that they can make an informed, voluntary and rational decision to participate, the physical form
signed by each participant and the information given by the researcher about the purpose of
study may negatively affect the willingness of some participants. Although it is not desirable to
deceive participants through hiding important elements of the informed consent form, a
researcher needs to strategize in order to counteract the negative repercussions of the required
transparency.
Techniques of data collection and analysis
As the approach of the study is both qualitative and quantitative towards analytically interpreting
the responses of participants, the qualitative technique appeared easier compared to the
quantitative one. Quantitative techniques of analysis, which always use mathematical and
statistical methods to produce numerical data were introduced to participants simultaneously
with the informed consent form. Allowing time to sign the consent form also gave the researcher
the opportunity to initiate a discussion to arrange the interview session. The goal had been to
draw on the unique strengths of each approach to provide a complete understanding not possible
when using only one approach. The later use of quantitative techniques to data initially obtained
through interviews served as an attempt to avoid the risk of making personal opinions of
participants to be imprecise. This lead the researcher to return to the data set to find a variable
that captures a particular concern and then incorporated it into the analysis. In particular,
qualitative techniques helped to capture an in-depth understanding of the detailed reasons for
the particular behavior of participants. The final report includes information on the association
between perceptions and expectations of participants with regard to the various dimensions of
research interest. In combination, the two components provide greater insight than a single one
alone, with the quantitative phase providing generalizability and the qualitative phase giving
context to the findings.
Limitations
In pointing a possibility, the case study nature of this research may introduce a limitation, as all
issues are specific to the UKZN campus from where the participants were drawn; thus, the results
may not be generalizable. In this view, the external validity of the study may have been
compromised by the sample design.
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Findings and Analysis
Although the fifteen participants of the study were from two broad categories, i.e. staff and
students, which formed a wide range of age group from less than twenty-one years to sixty years,
they were also sub-divided into smaller categories. The analysis of this work was less rigorous
because the initial motivation was mainly to refine the data collection tools in order to get a
general sense of the applicability and validity of research tools in preparation for the subsequent
main study data collection. For the questionnaires data, the summed item responses created
scores for groups of items. In the less rigorous qualitative thematic analytic response analysis,
the themes became the categories for analysis. The purpose of using a qualitative data method
was to capture the detailed reasons for particular behaviors of participants in depth. The
qualitative technique also served to avoid the risk of making opinions of participants to be
imprecise. Table 4 displays the age of participants and their percentages whilst Figure 3 shows
the same participant numbers and percentages graphically.
Important service quality determinants to customers
On generally reviewing the various dimensions of service quality, participants highlighted
particular determinants as more important than others did. This summarises the participants’
choice of important service quality determinants:
Service provider’s interest to help customers, printing of needed documents by customers,
Dependability of service, Service provider’s courtesy, Ability of service provider to promote
confidence in customers, Customers’ view of safety and security of the service, Individualised
attention given to customers by provider, Customers’ ability to access provider for needed
services, Providers' ability to show an understanding of customer needs, and Provider’s
willingness and availability to help customers.

Age
group
< 21 yrs
21-25
yrs
26-30
yrs
31-40
yrs

Number of Percentage
participants of
participants
2
13.3%
4
26.7%
2

13.3%

4

26.7%

Numbers of participants and their percentages
30
25
20
15
10
5
0
< 21 yrs 21-25 26-30 31-40 41-45 46-50 51-55 56-60
yrs
yrs
yrs
yrs
yrs
yrs
yrs

Number of participants
Percentage of participants
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41-45
yrs
46-50
yrs
51-55
yrs
56-60
yrs
Total

2

13.3%

0

0.0%

1

6.7%

0

0.0%

15

100%

Figure 1: Graphic demographic profile of the
participants

Table 1: Demographic profile of the
participants
Results demonstrated an uneven user satisfaction and dissatisfaction pattern with the various
dimensions of the delivered service. The uneven pattern display less experienced users of IS as
satisfied with UKZN service quality whilst users that are more experienced show dissatisfaction.
A characteristic that helps users to be less dependent on service support is computer efficiency,
which when reviewed through a statement gave the participants an opportunity to rate
themselves as excellent, very good, good, average, and below average. Table 6 and Figure 4 have
the main categories of participants showing how they rated themselves in computer proficiency.
In addition to a response omission by the staff category of participants, the computer efficiency
ratings also include an interesting observation that no staff rated themselves as good, despite
another important observation that both staff and students did not rate themselves as below
average in the use of computers. Nonetheless, the average and excellent characteristics were still
lower than expected.

Participati Number Percenta Computer Proficiency
ng
of
ge
%
%
%
%
%
%
university participa
<
Averag Good Very
Excelle Omitte
stakehold nts
averag e
good
nt
d
ers
e
Staff
5
33%
0
6.67%
0.00% 13.33% 13.33% 0.00%
Students
10
67%
0
13.33% 6.67% 26.67% 13.33% 6.67%
Total
15
100
0
20.00% 6.67% 40.00% 26.66% 6.67%
Table 3: Main categories of participants displaying how they rated themselves in computer
proficiency
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Computer proficiency of participants
70
60
50
40
30
20
10
0
Total
percentages

Omitted

% Excellent

% Very good

Computer proficiency of staff

% Good

% Average

% Below
average

Computer proficiency of students

Figure 4: Proficiency of customers in the use of computers
Table 6 displays the views of participants regarding the performance of the various service quality
determinants, wherein the views are related to a performance statement and thus grouped as
strongly agree, agree, uncertain/not applicable, disagree and strongly disagree. The responses of
customers firstly appear as a total before the separation of the same responses into data for staff
and for students. Thereafter, the graphical representation of all the responses displays existing
patterns within the data.
Participant
responses

Total
Categories
of
number
participant
of
numbers
responses
Staff
Students

Strongly agree
Agree
Uncertain/not
applicable
Disagree
Strongly disagree

18
62
29

3
19
10

15
43
19

Categories
of Total
of
participant
percentages
response
percentages
Staff
Students Staff
+
Students
16.67% 83.33%
100%
30.65% 69.35%
100%
34.48% 65.52%
100%

34
6

14
3

20
3

41.18%
50.00%

58.82%
50.00%

100%
100%

Table 4: Staff and students’ responses on service quality determinants
In relation to some important service quality determinants and across participant categories,
there is agreement that indicates poor performance. Whilst staff are dissatisfied (16.67% and
30.65%), there is generally a larger proportion of students (83.33% and 69.35%) who display
satisfaction with service quality determinants. Students also display a relatively larger portion
(65.52%) of being uncertain with specific performance statements. The students’ uncertainty is
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ascribed to their diverse study levels, which may change as their skill eloquence advances. The
staff proportion of uncertainty is ascribed to lack of involvement in specific computing services.
Performance of various
service quality determinants
90
80
70
60
50
40
30
20
10
0
Total number of
responses
Stongly agree

Staff responses
Agree

Students' responses% of staff responses

Uncertain/not applicable

Disagree

% of students'
responses

Strongly disagree

Figure 5: Performance of various service quality determinants
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Words of mouth
communication

Personal needs

Past experience

Expected service
Consumer
GAP 5

Perceived
service
GAP 4

GAP

Service delivery, (including
pre and post contacts)
GAP 3

Marketer

GAP 2

External
communications
to the consumer

Translation of
perceptions into service
quality specifications

Management perceptions
of the consumer
expectations
Figure 2: GAP Model… (Parasuraman et al. 1985)
SERVQUAL as a reliable tool
The emergence of SERVQUAL as a reliable tool, despite criticisms, was followed by its increased
ability to catch the attention of researchers and service organizations. In 1990s SERVQUAL-based
research studies were also found in other service organizations that include libraries. The tool
was already in its revised version containing 22 variables, which are grouped into five service
dimensions (Pitt et al., 1995, 1997, 1998). Among the studies that used this instrument to
measure service quality, as well as proof of SERVQUAL model as the best model to measure
service quality in customer-focused service sectors, the researcher appreciates the academic
similarity between the proven effectiveness of the LIBQUAL+ version of SERVQUAL used in
libraries and the higher learning environment where this research originates. The support for the
SERVQUAL model that includes its use by hotel executives during decision making when catering
for unpredictable guests is enough reason to consider using it in a service environment that
makes specialized use of information through computers.
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A computer Information System (IS) is a system composed of people and computers that process
or interpret information. An Information System is a set of interrelated components that collect,
manipulate, store, and disseminate data and information, as well as provide a feedback
mechanism to meet an objective (Stair, R.M. & Reynolds, G.W. (2014). In the IS department
computers are used to integrate business processes and information technology solutions to
meet the information needs of the organization. Operations of IS departments make use of wide
variety of information systems to handle organizational service delivery processes. Naturally, the
various types of information systems include transaction processing systems, decision support
systems, knowledge management systems, learning management systems, database
management systems, as well as office information systems. Critical to most information systems
are information technologies, which are typically designed to enable humans to perform tasks
for which the human brain is not well suited, such as handling large amounts of information that
include complex calculations whenever necessary, as well as controlling many simultaneous
processes. Information Technology is the application of computers and telecommunications
equipment to store, retrieve, transmit and manipulate data, often in the context of a business
(Stair, R.M. & Reynolds, G.W. (2014). Information technologies always serve as an operable
resource to executives and staff of computing departments.
Comparing definitions of Service Quality
The perspective of concept originators and perspective in ISO documents
Service quality means relating the superiority of the service with the judgment of a person and
clarified as involving evaluations of the outcome of what the customer actually receives from the
service and the process of the service act (i.e. the manner in which service is delivered) –
Parasuraman, Zeithaml, and Berry (1988).
Table 2: Service Quality Dimensions and their descriptions
Service
Dimension
Reliability

Quality Description

The ability to perform the service dependably, consistently and
accurately
Assurance
The knowledge and courtesy of employees and their ability to convey
trust and confidence
Tangibles
The physical evidence of service including physical facilities, the
appearance of personnel, tools, and equipment used to provide the
service
Empathy
Caring, individualized attention to its customers.
Responsiveness
The willingness to help customers and provide prompt service.
Table 2: (Parasuraman, Zeithaml, and Berry - 1988)
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The perspective of Service Quality in ISO documents
As defined in ISO–9126, (2001) Service Quality is viewed as having two broad classes of
characteristics; namely, external and internal characteristics. Each class of the main
characteristics has six sub-classes, and each subclass has its own child-class. The table below
provides suggestions by Steve McConnell (2004). He believes that external characteristics are
those characteristics that a user of the software product is aware of, can experience and enjoy.
Although the difference between these two software characteristics is not completely clear-cut,
the belief is that at some level, internal characteristics affect external characteristics, and internal
quality has a direct effect on external quality (Steve McConnell, 2004). Within each child-class of
characteristics, compliance is used similarly to conformance, which implies that it may be tested.
Private companies that specialize in a particular service can carry out conformance testing. In
some instances, the vendor maintains an in-house department for conducting conformance tests
prior to the initial release of the facility, or its upgrade. For instance, in the software industry,
after the completion of the set of tests wherein a program complies with all the applicable
standards, the program can be advertised as having been certified by the organization that
defined the standards and conducted the tests. Generally, excellent service to customers is the
primary goal of service organizations, as it is the ability of the service provider to deliver the
promised service. This suggests that an organization that provides a service must ensure that the
quality of the provided service conforms or complies with the specifications of the customers.
Parasuraman, Zeithaml & Berry (1985) originally defined service quality as ‘the extent of
discrepancy between customer expectations and their perception of delivery’. This definition is
the comparison of what customers expect before they begin to consume the service to
experience actual delivery. This is according to the view of marketing professionals who were
motivated to consider quality during the service provision (Cronin & Taylor, 1992, 1994; Rust R.T.
& Oliver R.L. Eds., 1994; Kotler & Fox, 1995; and Grönroos, C, 2007). The implication is that a
service provider who knows what the customers expect is better able to offer them an enjoyable
experience. Therefore, service providers need to make an effort to discover the expectations of
the customers in order to ensure that they meet the customers’ needs.
Quality management principles in ISO documents
Quality management standards obtain their base on seven quality management principles. One
of the definitions of a principle is that it is a basic belief, theory or rule that has a major influence
on the manner of doing which something is done. Quality management principles are a set of
fundamental beliefs, norms, rules, and values that are accepted as true and can be used as a basis
to manage quality. The quality management principles can serve towards a foundation to guide
the improvement in performance of an organization. They were developed and updated by
international experts of ISO/TC 176, which is responsible for developing and maintaining ISO’s
120

quality management standards. Each quality management principle has four layers of
description, namely:
Statement: Description of the principle
Rationale: Explanation of why the principle is important for the organization
Key benefits: Examples of benefits associated with the principle
Actions to take: Examples of typical actions to improve the organization’s performance when
applying the principle. A summary of the sequence of principles one-to-seven for managing
quality follows: (1) Customer focus, (2) Leadership, (3) Engagement of people, (4) Process
approach, (5) Improvement, (6) Evidence-based decision-making, (7) Relationship management.
Although the principles do not necessarily follow a list in the order of priority, it is important to
mention that the relative importance of each principle varies from organization to organization
and any particular order can change over time. However, the paper does not plan to untangle all
the principles, but only details the important components of the Quality Management Principle
1 as highlighted above, i.e. Customer Focus, to display key issues of customer service. Although
the arrangement of principles is not necessarily in the order of priority, it is important to mention
that the relative importance of each principle varies from organization to organization and any
particular order can change over time.
Quality Management Principle 1: Customer focus
Statement: This refers to the primary focus of quality management is to meet customer
requirements and to strive to exceed customer expectations.
Rationale: This refers to the achievement of sustained success when an organization attracts and
retains the confidence of customers and other interested parties. Every aspect of customer
interaction provides an opportunity to create more value for the customer. Understanding
current and future needs of customers and other interested parties contribute to the sustained
success of the organization.
Key benefits: These include increased customer value, increased customer satisfaction, improved
customer loyalty, enhanced repeat business, enhanced reputation of the organization, expanded
customer base, and increased revenue and market share.
Actions to take: According to Quality Management Principle 1, the highlighted actions to take
include the following:
Recognize direct and indirect customers as those who receive value from the organization
Understand customers’ current and future needs and expectations
Link the organization’s objectives to customers’ needs and expectations
Communicate customer needs and expectations throughout the organization
Plan, design, develop, produce, deliver and support services to meet customers’ needs and
expectations
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Measure and monitor customer satisfaction and take appropriate actions
Determine and take actions on interested parties’ needs and expectations that can affect
customer satisfaction
Actively manage relationships with customers to achieve sustained success
Comparison between the perspective of concept originators and perspective in ISO documents
Generally, the service quality characteristics outlined by the concept originators are more
appealing to customers while the characteristics outlined in the ISO documents focus more on
developers of service environments. However, there are some overlaps between the two
perspectives. For example, even if the wording of the description of the reliability characteristic
is slightly different in each of the two perspectives, it is typically similar.
ISO characteristics and principles that are appropriate for this study
The characteristics and principles addressed in Quality Management Principle 1 of the ISO
documents are appropriate for this study because they condense the important features of a
service-oriented business, which relies on the happiness of its clientele for sustainability. Quality
Management Principle 1 also dictates the necessary actions to ensure that employees of a
service-oriented business are not without ideas on how to promote excellence. Although the
paper has no intention to discuss all the quality management principles, it is noted that Quality
Management Principle 2 bears reference to the leadership of a business. In the researcher’s view,
other important service quality characteristics suggested by Witold Suryn, Alain Abran & Claude
Laporte, (2002) appear in Table 3, i.e. cohesion, concision, and simplicity. Furthermore, ensuring
the success of a business to master the requirements of quality management happens through
following structured policies towards a service delivery plan, which further displays the
significant role played by executive management in organizational operations.

Figure 3: PDCA improvement cycle (Deming Edwards,
1986)
A brief description of the PDCA improvement cycle
The researcher has chosen focus on the description of service processes rather than products.
Thus, the four phases of this cycle are sure to move an organization towards excellent services.
The phases include PLAN – A business establishes the objectives and processes necessary to
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deliver results in accordance with the expected output, DO – A business implements the plan, and
executes the process. It also collects data for charting and analysis in the next ‘CHECK’ and ‘ACT’
steps. CHECK – A business compares the actual result against the expected result to figure out the
differences. ACT / ADJUST – After comparing result, a business takes corrective actions on
significant differences between actual and expected results. In this step, the business analyses
the differences to determine their root causes, then determines where to apply changes that will
include improvement of the process.

CONCLUSION AND RECOMMENDATIONS
As suggested by Puneet Manchanda, Sungjoon Nam and Pradeep K. Chintagunta, in Larry Yu
(2007), Word of mouth (WoM) is a great way to reach new customers, but it is an even better
way to lose them. Manchanda (2007) further suggests that since bad news is more contagious
than good news, it is important to get service delivery right the first time. In addition, service
quality directly affects usage intentions and user satisfaction with the system, which, in turn,
affect the net benefits produced by the system (Sepahvand, R. & Arefnezhad, M., 2013). At the
University of KwaZulu-Natal, the less-experienced users of IS are often new customers such as
new students, who are mostly targets of WoM (Yu L., 2007; Libai B., Muller E., & Peres R., 2013).
The experienced users of IS are often old customers that may include senior students and staff
members. This latter group is mainly targeted through written organizational adverts and
announcements (Yu L., 2007; Libai B., Muller E., & Peres R., 2013). The use of both WoM and
written organizational announcements can reach out to all customers of the organization.
In view of the closer distance between company owner and customers, Brad Fay (2012) who is
the chairman of the board of the WoM Marketing Association and chief operating officer of Keller
Fay Group – (i.e. an award-winning WoM research and consulting company) – believes that small
organisations have a huge advantage over large ones in WoM marketing. He attributes his claim
to the opportunity that customers of smaller organizations enjoy a closer relationship with
management. Thus, management may find it easier to customize the offered services.
Extrapolating from this belief, supervisors in bigger organizations such as the University of
KwaZulu-Natal, who in terms of immediacy relations with customers play a similar role with
managers of smaller organizations, can also customize the offered services within their bigger
organizations. This strategy would serve well to personalize attention for the customers.
Consequently, the same strategy will raise the level of customer satisfaction, particularly if the
supervisors efficiently convey customers’ expectations to management and eventually promote
the customers’ willingness to advocate on behalf of the organisation, – i.e. closing Gap 2, Gap 3,
Gap 4 and Gap 5 of the model by Parasuraman et al (1985) through initially closing Gap 1.
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After the study collected data on the perceptions and expectations of university customers to
determine existing differences among the groups of importance, the operations of closely linked
departments [i.e. IS providers, who are the staff of the Department of Student Academic
Administration (SAA) and their supporting division of Information & Communication Services
(ICS)] the observation indicated a lesser connection than expected. Both sections operate across
all the five campuses of the university, but their functionality seems divorced from each other,
even if the ICS department provides the needed technical expertise throughout. The collected
data evidenced some interaction between the two sections, particularly during the critical times
such as when student results may be due for release.
The degree of independent operation between the two sections appeared non-standard, as this
discovery became clear during interview sessions. There were instances that compelled the
researcher to associate with one or two particular sectional representatives within each entire
section, as the majority were less interested to answer questions that relate to functions of a
potentially linked section to which they do not belong. In particular cases, sectional
representatives were very vocal about the level of being overwhelmed and inundated with duties
simply because they are the only ones to whom university-wide queries are directed. In their
personal capacity, they felt that the procedure of operations is an abuse to their disposition to
be willing to take responsibilities, which no one else is prepared to take, nor interested to learn.
In conclusion, the leadership of the institution needs to ensure that there are existing policies
developed to serve as a monitoring tool. Such policies must also ensure equity in the distribution
of work. Occurrences of customer disappointments may be less if the criteria to deploy staff in
particular key sections is relatively uniform. Although this does not advocate for duplication of
skills, it has the ability to prevent complaints from customers who perceive neglect by less keen
sectional representatives. Furthermore, this may also enable easy substitution of staff and
alleviate unequal distribution of workload to employees.#
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