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[bookmark: _Toc523314010][bookmark: _Toc57980078]ABSTRACT
This research aimed at moderating the effect of transformational leadership on the relationship between strategic alliance and competitiveness in the Financial Institutions.  The study Specific Objectives of the study were to determine the effect of Joint Venturing Alliance on competitiveness, to establish the influence on Equity Alliance on competitiveness, to analyze the effect of Non-Equity Alliance on competitiveness, to examine the influence of Product Licensing on competitiveness, to examine the moderating effect of Transformational Leadership on the relationship between Strategic Alliance and competitiveness in Financial Institutions in Kenya.  The study adopted four theories, main one being The Resource Based View Theory.  The study used Descriptive Research Design.  The area of study was the Financial Institutions in Kenya.  The target population of the study was 434 respondents in management departments in financial institutions in Kenya.  This study used Stratified Random Sampling Technique to collect data from the sample frame.  Questionnaire was used as the main data collection instrument.  The data was analyzed using Regression Analysis and Descriptive Statistics (SPSS version 20).  There was a strong positive relationship between strategic alliance and competiveness of the Financial Institutions.  The findings of the study revealed that Technological Alliances had a positive and statistically significant effect on Competitiveness of Financial Institutions with (r=0.630; p=<0.05), Product Alliances had a positive and statistically significant effect on Competitiveness of Financial Institutions with (r=0.620; p=<0.05), Marketing Alliance has a positive and statistically significant effect on competitiveness of Financial Institutions with (r=0.611; p=<0.05) and Joint Venture Alliance had a positive and statistically significant effect on competitiveness of Financial Institutions with (r=0.620; p=0.05).  Recommendations; the Managers to give more emphasis on utilization of Product Alliances since it helps the financial institution in diversification of its products and services to the customers. The assumption of Normality is based on the shape of normal distribution and gives the researcher knowledge about what values to expect, Linearity directly relates to the bias of the results of the whole analysis and the assumption that errors are independent of one another, implying that subjects are responding independently.
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[bookmark: _Toc523314013][bookmark: _Toc525896309][bookmark: _Toc12560321][bookmark: _Toc57980084]1.0	Introduction
This chapter comprises of background of the study, problem statement, general and specific objectives, hypotheses, and significance of the study 

[bookmark: _Toc57980085]1.1	Background of the Study
To supplement the shortcoming of insufficient infrastructural facilities and money related assets of firms, vital partnerships have turned out to be exceptionally important business administration executes to enhance their competitive advantage (Hoffmann and Schaper-Rinkel, 2001). Collaborations with providers creates more value than a go it alone approach and join abilities such that the competitive advantage of the accomplices is enhanced (Jiang and Li, 2009). In this way, strategic alliances lessen costs, as well as enhance product and service qualities, prompting consumer satisfaction and money related upgrades (Jiang and Li, 2009). Technological collaboration with partners and repeated interaction with new and existing partners improve new products’ performance (Soh, 2003).

Strategic alliances are arrangements between two or more independent companies that choose to carry out a project or operate in a specific business area, by coordinating the necessary skills and resources jointly rather than either operating on their own or merging their operations. This definition of alliances includes equity joint ventures as well as partnerships that did not entail the creation of a separate legal entity (Dussage, et al., 2000)

Alliances can also be defined as business partnerships of two or more firms or business units established with the purpose of realizing mutually beneficial strategic goals (Elmuti and Kathawala, 2001). These are voluntary arrangements comprising exchange, sharing or joint effort to develop products, technologies or services between firms on the same or different levels of the value chain (Gulati, 1998). Spekman et al. (1998) defined strategic alliances as close, long-term and mutually beneficial agreements between two or more business partners, to share information and capabilities to develop the competitive position of both parties. These alliances possess strategic rather than tactical importance and have a longer-term perspective compared to other kinds of partnerships (Gibbs and Humphries, 2009). Resources, risks, responsibilities, returns and new product development costs are shared between partners (Heimeriks&Duysters, 2007). 

Research results show that such collaborations reduce uncertainties around the firms (Gulati, 1998), create opportunities for accessing technologies and entering new markets (Heimeriks and Duysters, 2007); provide access to new and critical resources, knowledge and capabilities (Rothaermel and Boeker, 2008; contribute to the performance of business allies; and provide them competitive advantage (Tan and Thai, 2014). The relational view argues that firms can improve their innovation capability and hence performance by effectively managing their relationships with “suppliers, customers and other resource providers such as universities or other government agencies” (Kaufman et al., 2000, p. 649). According to this view, critical resources of the firm may extend outside the firm boundaries and be embedded in the routines and processes between firms (Artalay, et al., 2017).

Scholars have proposed that firms differ systematically in their alliance management capability and that these differences may be a source of firm-level competitive advantage (Ireland et al., 2002). Prior studies have found strong correlations between the amount of alliance activity and firm performance measures (Kelly and Rice, 2002). According to Lee et al. (2013) the business strategies include consolidation and acquisition, joint venture, ventures exclusively with company’s own investment, strategic alliance and so on. However, there is low understanding of the factors that compel firms to enter strategic alliances (Stuart, 2003).

The formation rate of inter-firm collaborations, such as strategic alliances, has increased dramatically in recent years (Simonin, 2017). It is estimated that US firms with US$ 2 billion or more in revenue each formed an average of 138 alliances between 1996 and 1999 (Schifrin, 2001a). Currently, the top 500 global business firms average 60 major strategic alliances each (Dyer et al., 2001). In Kenya there has been an increase in the number of organizations forming alliances for example Safaricom and banks for example equity, Kenya commercial banks, Safaricom and Kenya power and lighting; interbank alliances among others.

Collaborative approaches represent an important shift from the traditional approaches to strategic management which assumed that firms work on their own to gain competitive advantage by developing new products and services superior to their competitors (Gibbs and Humphries, 2009).  Changes in the domestic and international market conditions have led firms to develop alternative ways for competition, built upon the realization that more and more competencies and resources required for sustained performance lie beyond the boundaries of the firm, in the hands of other entities. This explains why strategic alliances, especially with firms that complement the value chain (i.e. suppliers or distributors) and with competitors, that enable joint creation of knowledge and innovation (Capaldo, 2007) have become so popular during the past decades (Culpan, 2009) as an organizational form and as an important tool for strategic implementation (Inkpen, 2006). 

The factors that lead firms to form strategic alliances have become an important field of research. The transaction costs theory presumes that every transaction on earth has a cost and takes the transaction cost as the unit of analysis. According to this view, firms try to minimize transaction costs in their decisions on economic exchanges (Williamson, 1981). Strategic alliances are hybrid organizational forms that may minimize transaction costs by enabling firms to work with well-known and trusted business partners (Williamson, 1991). If a firm cannot adopt a transaction within its hierarchy because of its legal or economic costs, it may prefer to enter a strategic alliance to stand against the threats of market forces (Burgers et al., 1993). In that case, generation of relational rents depends on “the establishment of an effective alliance governance structure and the evolution of inter firm routines that facilitate the sharing of knowledge and information within the boundaries of the alliance” (Lavie, 2006, p. 642).

Resource dependence theory, on the other hand, sees strategic alliance as a coordinative mechanism (Pfeffer and Salancik, 1978) claiming that firms adopt one of the buffering or bridging strategies to minimize resource dependencies (Scott, 2002). Strategic alliance is a form of bridging strategy that enables firms to take measures against losses by developing relationships with other businesses that provide critical resources. The third perspective is the resource-based theory, which asserts that interfirm relationships enable firms to access strategic resources that could provide competitive advantage. Firms can improve and renew their current capabilities through strategic alliances (Park et al., 2004). The relational approach as developed by Dyer and Singh (1998) complements the Resource based view by introducing the concept of relational rents, jointly generated by alliance partners. The institutional theory proposes that firms imitate the actions of other organizations in their strategic environment (Gulati, 1995). According to this view, the reason for the increase in the number of alliances is imitation of this form by other organizations (Harrigan, 1988). 

As can be deduced from the mainstream theoretical assertions, factors such as market uncertainties, resource dependencies, heterogeneity of resources and capabilities and imperfect market conditions have led firms to seek strategic alliances in their efforts to acquire competitive advantage (Varadajaran and Cunningham, 1995). Improved productivity, quality and innovation performance are the main objectives behind strategic alliances (Cante et al., 2004).

There is an ongoing debate in the social network literature on the degree of organizational coupling that would improve commercial performance of innovations. Some researchers have shown that tighter organizational coupling between alliance members improves innovation performance (Hansen, 1999), while some others showed the negative effects of tight coupling on innovation performance (Kim et al., 2006). To resolve these contradictory findings, various studies have investigated different contingencies that have an impact on the right degree of embeddedness or organizational coupling in alliance networks to maximize performance outcomes. 
One study explored the performance implications of structural and relational embeddedness in the steel and semiconductor industries (Rowley et al., 2000); another analyzed the evolution of firm networks from the emergence to early growth of the firm to propose contingencies conducive to firm performance (Hite and Hesterly, 2001); another study explored the strategic orientation and environmental uncertainty contingencies that influence the impact of inter-firm network ties on innovation performance of firms (Peng et al., 2008); and a more recent one analyzed the impact of different degrees of organizational coupling among the members of innovation alliance project networks on the commercial performance of collaborative innovations and learn about the moderating variables in the task environment that may have an impact on this relationship (Hofman et al., 2016). 
According to Kale and Singh (2007) marketing alliances offer great learning opportunities for firms to develop firm capabilities. A study by Kim (2015) on the effect of strategic alliance types such as joint venture, joint technical development and joint marketing on firm productivity in South Korea found that joint ventures positively affect firm productivity and that the formation of international intra-industry alliances has a positive impact on firm productivity.

A more recent interest in the field pertains to research in alliance portfolios (Wassmer, 2010), dealing with topics such as portfolio size, portfolio diversity, portfolio management, etc. As observed by Lavie (2007), firms having similar portfolio sizes often end up with heterogeneous performance outcomes. Recently, it has become popular to investigate the contingencies that have an impact on the relationship between some property of alliance networks and performance outcomes. 
While it is common to expect increasing alliance portfolio size to positively affect innovation and financial performance, recent studies have evidenced the dampening effects of alliance portfolio after a certain size, finding inverted U-shaped impact on both innovation and financial performance, contrary to the popular belief (Lahiri and Narayanan, 2013). Another recent study found results supporting the hypothesis that the alliance capital of a firm has an inverted U-shaped effect on its technological performance (Vanhaverbeke et al., 2015). A similar hypothesis was confirmed in another study that predicted an inverted U-shaped relationship between a firm’s level of alliance portfolio partner diversity and its level of innovation outcomes (Oerlemans et al., 2013).

Leadership style has been highlighted as a strategic factor influencing innovation and knowledge (Nonaka and Takeuchi, 1995). Transformational leadership, unlike ‘transactional’ leadership, stimulates innovation and knowledge and generates advantages for organizational performance (Howell and Avolio, 1993). It influences the fundamental attitudes and assumptions of an organization’s members, creating a common mentality to attain the firm’s goals and in the process generates higher performance than transactional leadership (Bass and Avolio, 2000).

According to Bass (1985), a transformational leader is a model of integrity and fairness, sets clear goals, has high expectations, encourages others, provides support and recognition, stirs the emotions of people, gets people to look beyond their self-interest and inspires people to reach for the improbable. Burns (1978) in his book “Leadership” defined transformational leadership as a process where leaders and their followers raise one another to higher levels of morality and motivation. Transformational leaders have charisma, inspiration, intellectual stimulation and individualized consideration of employees (Bass and Avolio, 2000). Such leaders encourage good communication networks and a spirit of trust, enabling transmission and sharing of knowledge and generation of knowledge slack (Slater and Naver, 1995).

Transformational leadership usually affects innovative behaviour positively. Through intellectual stimulation and individualized consideration, transformational leaders generate different ways of thinking, seeking new opportunities or solutions to problems and adopting generative, exploratory thought processes. They also contribute to intrinsic motivation, inspiring and stimulating higher-order needs that engender creativity. They serve as role models and guides, articulating a shared vision of innovation (Senge et al., 1994).

The Banking industry in Kenya is governed by the Companies Act, the Banking Act, the Central Bank of Kenya Act and the various prudential guidelines issued by the Central Bank of Kenya (CBK). The banking sector was liberalized in 1995 and exchange controls lifted. As at 31st March 2011 the banking sector comprised 45 institutions, 44 of which were commercial banks and 1 mortgage finance company. In the recent past there been an increase in technological improvements and alliances among banks. As banks increasingly reach out to the Internet to connect with customers, there has been an increase in alliances including technological, joint ventures among others hence the need for the study to find out the effect of strategic alliance in financial institutions in Kenya.

Researchers have indicated that there is lack of a direct effect of strategic alliance on firm performance (McCutcheon and Stuart, 2000) and few studies have investigated the effect of transformational leadership on organizational competitiveness and specifically as a mediating variable between strategic alliance and organizational competitiveness. As such, this paper seeks to investigate the effect of three dimensions of strategic alliances which include joint marketing alliances, joint technology development alliances and procurement-supplier alliances (Coopers and Lybrand, 1997) on organizational competitiveness, with transformational leadership as a mediator.

[bookmark: _Toc57980086]1.2	Problem Statement
Strategic alliance is of great significance to the success of financial institutions competitiveness.  However more often, allied financial institutions are unwilling to share relevant knowhow required especially in planning, budgeting and leadership of such allied financial institutions.  According to Grant (2016), the level of mutual sharing of the-know how is still lagging in developing countries, including Kenya.  Lack of attention to changes in the economic environment and competitive climate has made financial institutions competitiveness unimpressive, although financial institutions have tried to embrace strategic alliance; however, this has limited their attainment of a competitive advantage.  Due to immense growth of the world economy competition in the global market have increased which necessitated strategic alliance formation among financial institutions.  However, despite allying with other firms there were still issues of competitiveness in financial institutions.  Some of the reasons attributed to this include, the non-performing loans, low credit standards for borrowers and lack of attention to changes in the economic environment.  This have made it hard to achieve competitiveness in the market.

[bookmark: _Toc57980087]1.3	Research Objective
[bookmark: _Toc57980088]General objective
This study seeks to investigate the moderating effect of transformational leadership on the relationship between strategic alliance and competitiveness in Financial Institutions in Kenya.

[bookmark: _Toc523314014][bookmark: _Toc57980089]Specific Objectives
1. [bookmark: _Hlk522198403]To determine the effect of Joint Venturing Alliance on competitiveness in Financial Institutions in Kenya.
1. To establish the Influence of Equity Alliance on competitiveness in Financial Institutions in Kenya.
1. To analyze the effect of Non-Equity Alliance on competitiveness in Financial Institutions in Kenya.
1. To examine the influence of Product Licensing on competitiveness in Financial Institutions in Kenya.
1. To examine the moderating effect of transformational leadership on the relationship between Strategic Alliance and Competitiveness.
5 (a)	To examine the moderating effect of transformational leadership on the relationship between joint venturing and Competitiveness. 
5 (b)	To examine the moderating effect of transformational leadership on the relationship between equity alliance and Competitiveness. 
5 (c)	To examine the moderating effect of transformational leadership on the relationship between non-equity alliance and Competitiveness. 
5 (d)	To examine the moderating effect of transformational leadership on the relationship between product Licensing Alliance and Competitiveness.

[bookmark: _Toc57980090]1.4	Research Hypotheses
The study was guided by the following hypotheses:
H01: Joint Venturing Alliance has no significant effect on competitiveness.

H02: Equity Alliance has no significant effect on competitiveness.

H03: Non-Equity Alliance has no significant effect on competitiveness.

H04: Product Licensing has no significant effect on competitiveness,

H05: Transformational Leadership has no moderating effect on the relationship between Strategic Alliance and Competitiveness.

H05a: Transformational Leadership has no moderating effect on the relationship between joint venturing Alliance and Competitiveness.

H05b: Transformational Leadership has no moderating effect on the relationship between equity Alliance and Competitiveness. 

H05c: Transformational Leadership has no moderating effect on the relationship between Non-equity Alliance and Competitiveness. 

H05d: Transformational Leadership has no moderating effect on the relationship between Strategic Alliance and Competitiveness.

[bookmark: _Toc57980091]1.5	Significance of the study
The study has potential benefits to the various stakeholders as follows:

(i) Academia
The study was to help improve on literature on the banking sector in Kenya, which was used by other scholars in the future.  Scholars who were interested in doing research in not only strategic alliances but also banking sector found this study to be of great importance to them.

(ii) The Government/Industry
The study was useful to the Government in policy making regarding alliances and other regulatory requirements in Financial Institutions in Kenya.  The banking sector is currently undergoing reforms that are aimed at formulating policies and regulations.  The study provided an insight into policy making process.The study helped strengthen the banking industry by providing information on what makes other companies develop positive perceptions to alliances.  The industry used the information in improving their mode of deliver services in order to strengthen their stand against possible competition.  The management of the firms gained insights on whether to use strategic alliance as a tool for strategic growth.  The management was able to know which form of strategic alliances they can use to enhance organization growth.  The shareholders who are the owners of the firms are interested in the growth of the organization.  The competitiveness of the firm was witnessed by the shareholders if there is an increase of the shareholders wealth.

(iii) Researchers/Research Organizations
Research in the various components in this area may help to uncover previously unknown information that may go a long way in facilitating further understanding of the factors that encourage formation of strategic alliances and what firms may do to gain competitiveness.

(iv) Theory/Knowledge
In theory researchers and academicians are groups who might benefit from the study in that they may identify the research gap and conduct research on this topic.  Also, they might benefit by gaining information which was used to conduct other studies on the area strategic alliances as tool for strategic growth in Kenya.

[bookmark: _Toc57980092]1.6	Definition of Operational Terms
Financial Institutions		-	Kenya Commercial Banks
Innovation performance	-	Creativity of the organization
Critical resources		-	Financial and human resources



[bookmark: _Toc523314016][bookmark: _Toc528672475][bookmark: _Toc57980093]CHAPTER TWO
[bookmark: _Toc523314017][bookmark: _Toc528672476][bookmark: _Toc12560328][bookmark: _Toc57980094][bookmark: _Toc451408274][bookmark: _Toc443552776][bookmark: _Toc430941063]LITERATURE REVIEW
[bookmark: _Toc528672477][bookmark: _Toc57980095]2.1	Introduction
[bookmark: _Toc443552777][bookmark: _Toc430941064][bookmark: _Toc451408275]This chapter comprises of the concepts of strategic alliances, concept of transformational leadership and competitive advantage.  It also has the existing theories related to the study thus Resource Based View, Resource Dependency, Contingency theory, and Open Systems theory.

[bookmark: _Toc528672479][bookmark: _Toc57980096]2.2	The Concept of Strategic Alliances
The concept of strategic alliances has become widely used in the business language to refer to the different types of partnership agreements between two or more companies that pursue clear strategic collaboration objectives, with different levels of possible integration among the members.  Strategic alliances was driven by both firm and environmental characteristics such as uncertainties concerning product markets, changing barriers to foreign trade and investment, technological volatility, market turbulence and rapidly changing economies of scale (Grant, 2016). In a conventional sense, an organization's environment consists of actors and forces outside the firm, which affect the company's attitudes, actions and outcomes (Leonidou et al., 2017). 

Globalization and international markets uncertainties and challenges have made strategic alliances a strategic necessity that is no longer considered as an option (Baylis et al., 2017).  In literature study it was unearthed that, strategic alliances are planned and conducted to share organizational resources especially knowledge-based ones in order to create more advanced competencies. These competencies are valuable, rare, inter-transferable, inimitable and non-substitutable. Therefore, alliances are aimed to create cumulative value that exceeds the value created individually by each firm. Firms combine some of their resources and capabilities in strategic alliances in order to create a competitive advantage. Competitive advantage created by cooperative strategy is known as collaborative or relational advantage. Such an advantage is pursued in a mutual basis participating firms and can outline the way through which this advantage is achieved from organizational resources. 

The motives to enter into alliances are compelling and often explicit. They include gaining access to specific markets or distribution channels, acquiring new technologies, leveraging on economies of scale and scope, and enhancing new product development capabilities (Latrou&Oretti, 2016). Another crucial intention is to learn from the alliance experience. Learning is a difficult and lengthy endeavor; however, it is a subtle and important aspect of alliances. Learning is strategically relevant and learning skills may provide the greatest long-term benefits to firms (Stata, 1989). Learning provides the key ability to synergistically exploit the capabilities firms bring into an alliance. More and more firms have resorted to strategic alliance partnerships in recent times as a means of creating customer value. These hybrid, inter-organizational structures are becoming essential features for sustaining advantage in today’s intensely competitive marketplace. The various types of alliances include joint ventures, strategic partnerships, supply chain relations, joint marketing and promotions, joint selling and distribution, joint production sharing, design collaboration, technology licensing, research and development contracts, and other outsourcing relations (Ablbers&Wohlgezogen, 2016).

[bookmark: _Toc528672480][bookmark: _Toc57980097]2.2.1	Joint Ventures Alliances
Joint ventures are the most integrative form of alliances. A joint venture represents a new entity, that is, equity creation that combines partner firms in a selected area. Not only do firms have shared equities, but their operation is also combined in the selected area. Centralized control and collaboration are the hallmark of joint ventures. Joint ventures refer to separately incorporated entities jointly owned by partners. It is a project in which two or more parties invest. A joint venture agreement results in the formation of a new company in which the parties have shares. The partnering firms shares both in the ownership and management of the resultant firm. 

Joint ventures (JVs) are defined as legal arrangements where ownership and management of an organization are shared by more than one organization. Interactions between organizations can take many forms; from market transactions to relationships so close that it is difficult to distinguish where one organization ends and the next begins.Lorange and Roos (1993) examined inter-firm relationships along two dimensions; first, as a continuum ranging from vertical integration, or hierarchies, at one end to free market transactions at the other, and second, by the degree of interdependence. The coordination of partner firms through dense communications and administrative systems was called operational integration. When partnering firms work together in a joint venture, their behavior was directly observed and measured. Centralized procedures and policies was also developed, which provide a uniformed standard for all parties. Thus, joint ventures are preferred in more complex types of collaborations (Choi & Contractor, 2016). 

[bookmark: _Toc528672481][bookmark: _Toc57980098]2.2.2	Equity Alliances
Minority equity alliances, by comparison, have a modest level of structural integration.  When one firm owns a meaningful portion of another firm, the two are partially integrated through ownership.  However, the equity arrangement is partial because only a limited portion of equity is involved.  Minority equity alliances include an acquisition of equity shares by either one or more partner firms.  Equity arrangements are believed to help align the interests of partner firms (Kano 2017).  When there is shared equity, partner firms realize that their interests are intertwined and hence opportunistic behavior tends to be discouraged.  In addition, shared equity serves as a mutual hostage for partners to retaliate and punish an opportunistic party (Salvato et al., 2017).  Since equity arrangements are not easily terminated, it is difficult for an opportunistic party to quickly exit the alliance after taking advantage of the other party.  In sum, an equity arrangement can ease partners’ concern over opportunism in alliances.  Shared equity often facilitates the coordination and control of the collaborative effort. 

According to (Westman&Thorgren, 2016), although joint ventures and minority equity alliances have the common characteristic of shared ownership, they ought to be separated along the dimension of hierarchical control. As compared to joint ventures in strategic alliances which all equities for the new entity are shared, minority equity alliances feature limited equity exchange and thus represent a lower level of equity exchange. In addition, in contrast to joint ventures, minority equity alliances usually do not have integrated processes and centralized control. Without forming a new entity, partner firms carry out their cooperative activities separately.

[bookmark: _Toc528672482][bookmark: _Toc57980099]2.2.3	Non-Equity Alliances
Non-Equity alliances is creation of a new entity in the agreement.  Non-equity alliances have the lowest degree of structural integration among the three alliance types. The partner firms do not have an integrated entity to carry out the joint activities, nor do they have any equity arrangements. According to (Westman&Thorgren, 2016), Non-equity alliances are operated merely based on the agreements for the partner firms to work together in a certain way, such as in pursuing joint research and joint marketing. Again, such tentative structures lack centralized control that come with a joint venture.

[bookmark: _Toc528672483][bookmark: _Toc57980100]2.2.4	Product Licensing Alliances
Market power can be achieved by developing new markets for present products, developing new products for present markets, and entering new product-market domains (Grant, 2016). Alliance formation allows companies to achieve market power, in case they do not possess the capability to achieve those results. Efficiency is important, especially for the high technology industries (Rai et al., 1996). Forming alliances allows firms to gain access to resources that make them more efficient. Alliances with large firms are particularly beneficial to smaller firms that lack resources to invest in R & D and new product development (Grant, 2016). 

[bookmark: _Toc528672484][bookmark: _Toc57980101]2.3	Concept of Transformational Leadership
Transformational Leadership is the leader’s ability to motivate followers to rise above their own personal goals for the greater good of the organization (Ghasabeh et al., 2015).  (Anderson & Sun, 2017) theorized that transformational style of leadership comes from deeply held personal values which cannot be negotiated and appeals to the subordinates’ sense of moral obligation and values (Rohr 2017).  Transformational leaders go beyond transactional leadership and are characterized as visionary, articulate, assured and able to engender confidence in others as to motivate them to surpass their usual performance goals (Lepine et al., 2016).  

The transformational leaders attempt to stimulate the undeveloped or dormant needs of their subordinates (Sougui et al., 2016).  Bass declared there were four types of transformational leadership behavior, namely Idealized Influence (Charisma), Inspirational motivation, Individualized consideration and intellectual stimulation (Yahaya&Ebrahim, 2016).

Idealized influence represents role-modeling behavior where the leader instills pride, faith and respect and has a gift for seeing what is really important and transmits a sense of mission.  Inspirational motivation represent the use of images and symbols that enable the leader to raise the expectations and beliefs of their follower concerning the mission and vision.  Individualized consideration represents providing experiential learning and occurs when the leader delegates a project, provides coaching and teaching, and treats each follower as an individual.

Intellectual stimulation cognitive development of the follower and occurs when the leader arouses followers to think in new ways and emphasizes problem solving and the use of reasoning before taking action (Schuckert et al., 2018).Transformational leaders encourage their subordinates to bring creative viewpoints to work and stimulate a team vision through positive motivation.  With regards the law enforcement arena, the transformational leader expects their subordinate to be more occupied with problem solving and community-oriented policing which more often than not equate to lower statistics, (Weaver, 2017).  Transformational leaders are expected to enhance the performance capacity of their followers by setting higher expectations and generating a greater willingness to address more difficult challenges (Bass &Avolio, 2004).

Transformational leaders continuously show concerned for their subordinates’ needs, treat them with respect and utilize a flexible approach towards them.  This does not necessarily mean that the transformational leader never resorts to punishment of negative feedback.  When punishment and negative feedback is used, they are perceived or interpreted as exceptional and required for completing the present task (King, 2016).
Transformational leadership behaviors alter the higher order needs of followers by changing their attitudes, beliefs and values.  Such behaviors are important to the leaders because they can directly influence followers and any process of change.  Transformational leadership involves raising the consciousness of followers by appealing to higher ideals and values, and moving the focus of followers away from their self-interests encouraged by transactional leadership.  In other words, the leader encourages the followers to consider the actions beyond simply “what is in it for them”.  The transformational leader motivates subordinates by focusing them on a greater cause, such as justice.

(Sougui et al., 2016) argued that transformational leaders have a more significant motivating effect on employees and are preferable to transactional leaders because they motivate employees to perform well even in situations that lack any chance of receiving formal recognition.

[bookmark: _Toc528672478][bookmark: _Toc57980102][bookmark: _Toc528672485]2.4	Concept of Firm Competitiveness
Numerous studies in the area of economics and business have examined the sources of competitiveness in the firm. Business scholars pay more attention to firm’s competitiveness while economists focus on national and regional competitiveness.  (Avella, Fernandez, & Vazquez, 2011; Demir, M.H. &Ince, 2017).  It has been  argued  that  the  concept  of “competitiveness”  is  vague  at  the national context due to the fact that international trade is not a zero-sum game.  Competitiveness has broad and varied definitions depending on the school of thought and on the level of analysis.  

However, most of researchers agree that it is a complex and fuzzy concept that incorporates a multitude of aspects.  Assessment of competitiveness should therefore be undertaken based on several components. “Firm competitiveness is a capability of a firm to sustainably fulfill its double purpose: meeting customer requirements at profit.  This capability is realized through offering on the market goods and services which customers value higher than those offered by competitors.  A condition to this competitiveness is for the company, to be able to detect and adapt to changes in the environment and within the company by way of meeting competitive market criteria permanently more favorable than those rivals” Chikan, (2008).

In today’s turbulent economic environment, competitiveness has become more important than ever for a firm’s survival and success.  Although firm competitiveness is a very popular term among practitioners and academicians, there is no agreement on its meaning. In the academic literature, the term “firm competitiveness” has been defined in several ways. Porter (1990) defines competitiveness as the ability of a given firm to successfully compete in a given business environment.  Lalinsky (2014) defines firm competitiveness as the ability of a firm to do better than benchmark companies in terms of profitability, sales, or market share. 
Similarly, Karabag et al., (2014) consider competitiveness to be synonymous with a firm’s long-run profit performance, its ability to compensate employees and generate superior returns for shareholders.  In line with these definitions, this study will focus on the financial performance of a firm to measure its competitiveness.  In general, the existence of good financial performance suggests that the firm is doing better in terms of competitiveness since profitable opportunities result in higher production and sales. The advantage of employing financial measures is therefore agreed-upon definitions and the easiness of calculations (Liargovas and Skandalis, 2014).

Guan, Hansen, and Mowen (2016) stated that companies must consistently improve their operational effectiveness in order to be competitive among rivals.  Based on the explanation by Guan et al., (2016), competitive advantage consists of the following factors: Cost leadership, which aims to offer customers better value at lower costs compared to competitors;  delivered customer value advantage, meaning the ability to offer customer benefits or customer realization to a greater degree than is sacrificed by customers;  time management quality, meaning the ability to deliver or complete the work assigned within or faster than the timeline given; and  innovation advantage, which is a result of advanced technologies and product innovation that require firms to adapt themselves to survive.

Depperu and Cerrato (2016) propose a matrix framework to define competitiveness based on two dimensions.  The first dimension is related to the way the term is intended.  In other words, competitiveness could either be considered as a driver of firm performance or as an outcome variable.  The second dimension called “approach” distinguishes between static and dynamic analysis of competitiveness.  Based on this framework, we define competitiveness as an outcome variable and adopt a static approach.  Accordingly, the objective is to investigate the effect on dynamic capabilities on firm competitiveness in Kenya. So far, the majority of the studies on the determinants of firm competitiveness used samples from developed countries.  Given the different regulatory and competitive environments prevalent in emerging markets, the results could be different.  In that respect, Kenya, as a rapidly developing emerging market, provides an ideal environment to test the validity of the results obtained in developed countries on the factors affecting firm competitiveness.
[bookmark: _Toc57980103]2.5	Theoretical Framework
This section therefore provides a review of existing theories of management related to the study and how relevant they are to the study.
[bookmark: _Toc57980104][bookmark: _Toc528672486]2.5.1	Resource Based View Theory
The Resource Based View analyzes and interprets internal resources of the organizations and emphasizes resources and capabilities in formulating strategy to achieve sustainable competitive advantages.  Resources may be considered as inputs that enable firms to carry out their activities.  Internal resources and capabilities determine strategic choices made by firms while competing in their external business environment.  Firm’s abilities also allow some firms to add value in customer value chain, develop new products or expand in new marketplace.  The RBV draws upon the resources and capabilities that reside within the organization in order to develop sustainable competitive advantages.  According to RBV, not all the resources of firm will be strategic and hence, sources of competitive advantage, competitive advantage occurs only when there is a situation of resource heterogeneity and resource immobility.
Resources of organizations that are valuable, rare, imperfectly imitable and imperfectly substitutable are main source of sustainable competitive advantage for sustained superior performance (Barney, 1991)

[bookmark: _Toc57980105]2.5.2	Resource Dependency Theory
Developed by Zona et al., (2018), Resource dependency theory focuses on the impact of resource acquisition on organizational behavior.  It asserts that organizations are dependent on the external environment for vital resources and that the main goals of the firms are to obtain valuable resources that are needed to achieve performance goals.  The Resource Dependency theory focuses on inter-organization relationships and the unit of analysis is a single organization M. E. Wooten et al., (2017).  The Resource Dependency theory focuses on inter-organization relationships and the unit of analysis is a single organization.  The theory is based on the notion that environments are a source of scarce resources and organizations are dependent on these finite resources for survival.  A lack of control over these resources thus acts to create uncertainty for firms operating in that environment.  Organizations must develop ways to exploit these resources, which are also being sought by other firms, to ensure their own survival (Mwangi, 2014).

Resource dependence theory maintains that organizations are resource-insufficient; they strive to acquire and sustain resources from their external environment.  Resources are controlled by external actors who exert demands on the environment.  These actors perceive certain advantages in their relationship with others in the environment and exercise power through control over resources J. Johanson et al, (2015). 

Resource Dependency theory is based on the principle that an organization must engage in transactions with other actors in its environment to acquire resources.  Although such transactions may be advantageous, they may also create dependencies.  Resources that the organization needs may be scarce, not always readily obtainable, or under the control of uncooperative actors.  The resulting unequal exchanges generate differences in power, authority, and access to further resources (Mwangi, 2014).

Mijnhardt et al., (2016) came up with three factors that influenced the level of dependence organizations have on resources including: the overall importance of the resource to the firm, the scarcity of the resource -the scarcer a resource was the more dependent the firm became, and finally, the competition between organizations for control of that resource. 

Companies typically adjust their business strategies to adapt to changes in power relationships with other companies. One of the assumptions of resource dependency theory is that uncertainty clouds an organization’s control of resources and makes its choice of dependence-lessening strategies imperative.  As uncertainty and dependencies increase, the need for links to other organizations also increases.  For example, declining profits may lead to expanded business activity through diversification and strategic alliances with other companies.
Studies related to resource dependency theory has sought to observe organizational adaptations to dependencies.  One adaptation consists of aligning internal organizational elements with environmental pressures.  Organizations also adapt by attempting to alter their environments.  Those strategies operate as open systems which contrast with organizations that operate as closed systems.  Closed-systems frameworks hold that rational use of resources, personal motivation, and individual capabilities determine organizational success and that other actors in the environment figure minimally. Open-systems frameworks, on the other hand, stress the impact of the environment, which consists of other organizations, institutions, the professions, and the state.  According to the open-systems perspective, an organization is effective to the extent that it recognizes changes in its environment and adjusts itself to those contingencies (Thompson, 2017).

The Resource Dependency Theory (RDT) focuses on how the external resources affect the behavior of the organization.  Procurement of external resources is an important tenet of both the strategic and tactical management of any company.  RDT has implications regarding the optimal divisional structure of organizations, recruitment of board members and employees, production strategies, contract structure, external organizational links and many other aspects of organizational strategy (Muange&Maru, 2015). In this study the Resource Dependency Theory will help to explain the actions of listed banks in Nairobi in strategic partnerships.  The focus will be on three main dimensions: joint marketing alliances, technology development alliances, and procurement- supplier alliances.

[bookmark: _Toc528672487][bookmark: _Toc57980106]2.5.3	Contingency Theory
First developed by Scott, (2015) the open systems theory recognizes that all ﬁrms are essentially complex organizations.  Consequently, they are open systems, unknown and faced by uncertainty, but at the same time are subject to criteria of rationality and hence needing determinateness and certainty (Thompson 2017).  The dual notions that are conspicuous about this theory are openness and uncertainty.  Openness is the ability of the organization to depend on its environment and on its customers, suppliers, competition for both markets and resources, and regulatory groups as well (Kotabe et al., 2017).  The environment limits the company’s activities and its actions. 

At the same time the firm, recognizes that it has imperfect and incomplete control over the environment.  However, under certain conditions, the ﬁrm can control elements of the environment through the use of power, which results from a set of relationships between the organization and elements of its environment (Wheelen et al., 2017).  Yet, many elements of the environment are outside the ﬁrm’s control and it must buﬀer itself or attempt to coordinate activities between the elements.  Ultimately, given the interdependency that exists between the ﬁrm and the environment and given the inability of the ﬁrm to control the actions or plans of environmental elements, the environment must be a major source of uncertainty.  Actions taken within the environment can aﬀect the ﬁrm and its performance.  The challenge facing the ﬁrm is that of formulating strategies aimed at surviving and thriving within this setting.  For that reason, organizations as systems are self-regulating entities that can generate some change in its environment and that change is reflected in that system in some manner (feedback) that triggers a system change.  A business firm is clearly an open system exchanging material with its environment focused on achieving particular goals like shareholder value, profitability and customer equity (Kotler et al., 2015). 

[bookmark: _Toc528672488][bookmark: _Toc57980107]2.5.4	Open Systems Theory
In the 1970’s contingency theory played a leading role in the organizational practice.  According to Hatch (2018) contingency theory is an approach to the study of organizational behavior in which explanations are given as to how contingent factors such as technology, culture and the external environment influence the design and function of organizations.  The principle behind contingency theory is that no single type of organizational structure is equally applicable to all organizations. Thompson (2017) reiterate that the theory tries to demonstrate that different circumstances require different organizational structures. Rather, organizational effectiveness is dependent on a fit or match between the type of technology, environmental volatility, the size of the organization, the features of the organizational structure and its information system (Hatch, 2018).

Dobak-Antal (2010) asserts that contingency theory supposes that under different circumstances different solutions may prove effective.  Obeidat&Tarhini (2016) argues that it typically examined the relationship between organizational structure and the operating conditions using the method of empirical comparative analysis.  This methodical approach emphasizes the interaction between the organization and the environment and the importance of adaptation to the environment.  Therefore, from structural point of view, the contingency theory observes the organization in terms of the environment, the organizational size and the strategic plan of the organization as contingency factors.  Furthermore, Hartnell (2016) study hypothesized that a firm’s structure was contingent on contextual factors such as technology, dimensions of task environment and organizational size.  Therefore, as Ahimbisibwe&Cavana (2015) states, the most effective organizational characteristics are those that fit the contingency variables.  For instance, specialization in an organization produces highest performance when it fits the size of the organization, that is, the level of that contingency variable.  Hence, highest performance results from low specialization in an organization of small size, whereas for an organization of large size, highest performance results from high specialization.

[bookmark: _Toc528672489][bookmark: _Toc57980108][bookmark: _Toc528672494]2.6.	Empirical Review of Literature
[bookmark: _Toc5419782][bookmark: _Toc8717781]This study presents; effects of joint venturing, equity alliance, non- equity alliance, and marketing alliance on organizational performance of financial institutions in Kenya.

[bookmark: _Toc57980109]2.6.1	Joint Venture and Organizational Performance of financial institutions
Gooderhamet al., (2013) studied joint venturing on organizational performance in China.  The findings show that joint ventures pursue complimentarily as a primary rationale for the joint venture, where each partner focuses on its core competencies. It addresses issues concerning performance by joint venture partners in link and alliances, and then offer predictions concerning how organizational performance opportunities influence strategic alliance outcomes. However the underlying motive for joint venture formation is not always congruent between financial institutions, not all partners are necessarily committed to the long-term overall success of the joint venture. 

(Matysiak& Bausch, 2012) studied on joint venture on organizational performance of firms in Italy. The study adopted applied research method. The findings show that commitment and trust are commonly stated as important factors influencing organizational performance of institutions, especially joint venture. In database the percentage of joint ventures is 54%.This leads to lower frequency and intensity of conflicts, and the more partners commit to the joint venture the better the organizational performance will be. However, it shows that performance of jointly owned institution  facilities, which they define as integrative joint ventures, tend to take place earlier than organizational performance of ventures in which the partners carried out the joint activities sequentially. 

Rashid et al., (2014) joint venture on organizational performance in Malaysia. The study predominantly used questionnaire method. The finding is that research use alliance outcomes as indicators of inter-partner performance and examine the impact of alliances on the partner firms by focusing on new capability performance. For instance, it appears that joint ventures between direct competitors are more likely to end in early dissolution than joint ventures between non competing institutions organizational performance and expected outcomes pay off with a greater commitment of partners to the joint venture. Scholars have tried to overcome this barrier by introducing alternative ways of measuring organizational performance such as survival or motivation. However, it is critical to examine the way in which joint venture terminate, discriminating in particular between joint venture dissolution and organizational performance.

[bookmark: _Toc523740540][bookmark: _Toc57980110]2.6.3	Non Equity Alliance and Organizational Performance of Financial Institutions
Leonidouet al., (2013) studied non-equity alliances on organizational performance in Europe.  The study conducted through web-based method.  Findings show that Contractual safeguards constitute an important component of non-equity alliances, which generally have weaker and fewer control mechanisms than equity alliances.  Contractual safeguards can curb opportunism through two mechanisms.  They can change the pay-off structure by increasing the cost of self-interest activities; it is more costly to violate contracts that clearly stipulate penalties for opportunistic behavior Contracts can reduce monitoring cost by increasing the transparency of relationships and clarifying the objects of monitoring. However, a contract can never stipulate every potential contingency.

Camisonet al., (2011) conducted a study on the effect of participation in non-equity alliances on organizational performance by considering the knowledge-based distinctive competencies in Spain.  The study conducted through descriptive research design.  The finding is that once organizations have decided to expand internationally with a partner, they can use non-equity alliances).  It draws a distinction between non-equity as a label for behavior and non-equity as an explanation of the organizational performance that it labels.  However, non-equity alliances were also different from processing and assembling contracts a popular form farm length sub-contracting arrangement between Hong Kong financial institution and Chinese suppliers in Guangdong.

Aggarwal et al., (2011) studied non-equity alliance on organizational performance in financial institutions in China.  A case experiment method was used.  Findings show the number of non-equity agreements grew from less than 10% of all alliances in 1970 to about 85% of all alliances in 1996.  It is therefore possible that some non-equity alliances might be more governance intensive than some equity alliances.  This is reflected in trends in the financial institutions.  The 1996 Airline Business Study reported a gradual decline in airlines taking equity stakes in alliance partners:  1994 saw 20.7% of alliances with equity participation; by 1995 this figure had fallen to 17.9% of the 324 alliances listed; and by 1996 the 389 alliances in the survey included only 15.9% with equity participation—that is to say 84% were non-equity partnerships.  However, the reports that non-equity airline partnerships have on average a substantially lower survival rate than those with equity shares; yet, despite this fact, airlines continue to decrease their equity holdings in partners.  

 (Lumineau& Malhotra, 2011) studied non-equity alliances on organizational performance with a wide range of foreign companies across a number of industries in Danish firms.  The study adopted a case study.  Findings shows that non-equity alliances are contractual or other arrangements that lack shared ownership or dedicated administrative structures, and they are, therefore, seen as more kin to arms-length transactions.  Non-equity alliances have therefore been conceived as hybrids that are more market-like than other collaborative agreements, so they have been investigated as contractual agreements, with particular attention focused on firms’ specification of contractual clauses and safeguards.  However, research has characterized the complexity of alliance contracts, with focus given to the detail with which technical clauses, legal clauses, and contingencies are specified in the contract.

[bookmark: _Toc57980111]2.6.4	Marketing Alliance and Organizational Performance of Financial Institutions
Malhotra, Sivakumar and Zhu, (2010) studied marketing alliance and organizational performance in North America.  The study conducted through classical valuation method. The findings identified a total of 502 alliances during 2004 and of these 56 alliances or 10.8 percent involved marketing, a drop of 14.9 percent compared to 2003.  The commercial value of marketing software is 13.749 billion dollars and 63.456 billion dollars worldwide.  Mature economies tend to have significantly lower rates of software piracy than emerging economies.  Although results are debated in the community, methods for measuring financial losses in particular, it still seems safe to assume that significant losses are present.  Losses that are likely to continue as levels of software piracy have dropped very little over the past decade.  Organizations can implement a secure scheme featuring confidentiality, integrity and authenticity using basic cryptographic principles.  However, this decline in alliances as a percentage is partly attributable to the steep increase in the number of financial institutions.  

Yip and Hult (2012) marketing alliance enhance organizational performance in financial institutions in China.  The findings show that marketing alliance is common in organizations for about 20–33 percent of all alliances, depending on the sector. Salient among the incentives to collaborate are the possibility of bringing together complementary assets owned by different organizations.  The importance of marketing alliance as a means for generating performance from innovations is increasing in a number of technology-intensive industries.  It was found that in 1996, US corporations received US$ 66 billion in royalty income from affiliate entities.  However, some industries, it is fairly common to observe large established companies consciously adopting a strategy of marketing for generating high performance. 

Quer, Claver and Rosario, (2011) studied marketing alliance and organizational performance of financial institutions, chemicals; Union Carbide and Montecatini have been actively marketing their polyethylene and polypropylene technology in Canada.  The study adopted a case study.  The findings show that in the banking industry, IBM marketing alliance revenues reached $1 billion in 1998, accounting for over 10 percent of IBM’s net profit. In semiconductors, Texas Instruments is reported to have earned royalties of over US$ 1.8 billion between 1986 and 1993, a figure comparable to Texas Instruments’ cumulative net income during this period.  The noteworthy feature is that often these products license their technology to other firm that could potentially compete with them. However, literature on market alliance—is also strongly related—has focused on the optimal marketing alliance of the monopolist inventor once it has developed and patented a new technology or production process.

Gallego, Hidalgo, Acedo, Casillas and Moreno, (2011) studied on marketing alliance and organizational performance for a financial institution in Japan.  The finding shows that researchers analyze how the number of marketing alliances is affected by competition, the strength of patent protection, and by the nature of demand.  When the innovator is also active in the product market, then either only minor innovations are marketed.  To choose competitors after the patent expires, a workshop involving members from different participating libraries used learning method to enhance the understanding of organization about the significance of working collaboratively and explore and address the required changes related to attitude, structure, and procedures of the problem situation.  However, it also assisted in understanding the reflections on learning and professional development. 

Lee and Lieberman, (2010) studied marketing alliance and organizational performance in Denmark.  The finding is that aggregated at the level of the sector, and they do not attempt to explain inter-firm differences in the rate of technology marketed.  Analyzed how organizational performance and its propensity to marketing alliance.  Several scholars have directed their attention to the analysis of marketing practices by financial institutions have shown that the rate of alliance by institutions is an increasing function of their prestige.  However, marketing alliance decisions differ considerably from those made by large firms and more recent research has increasingly shifted attention to aspects related to the post-agreement phase, such as the effective management of marketing alliance and organizational performance.

[bookmark: _Toc57980112]2.7	Summary of the Study
The ultimate purpose of every business was to satisfy the customer expectations.  Increased levels of competition require greater strategies to gain competitive advantage.  The study showed that financial institutions involved in strategic alliances. Specifically, financial institutions used equity alliances most of the times and only one Joint ventures alliance.  There was no noted instance of non-equity alliance.  The study noted the factors that led financial institutions into entering in strategic alliances with other firms which are; Acquisition of new technologies, means of creating customer value, leveraging on economies of scale and scope, gaining access to specific markets and distribution channels, enhancing new product development capabilities, capturing international markets as well as sharing organizational resources.  The study therefore agrees with Kogut (1988) on the motivations which lead any firm into seeking strategic alliances. It was further noted that strategic alliances has contributed to bank’s ability in dealing with uncertainties and challenges in business posed by globalization as follows; Rolling out new products and services to the market, improved profitability, effective satisfaction of customer needs, ensuring all logistics and other control measures are in place, ensuring timely delivery of products to customers and responding to changes in technological environment promptly.

[bookmark: _Toc57980113]2.8	Research Gaps
Osland and Yaprak (1993) state that organizations have strategic goals which at times are not realistic by the organization's standards.  The desired goals and actual goals have a strategic gap which can be closed by forming an alliance with other companies.  The strategic gap can be expressed as a gap between what companies would like to achieve and what they are able to achieve.  In this case, the motive for forming the strategic alliance is to reduce the strategic gap.  The size of the strategic gap imposes pressure on the firm to take action in order to reduce the gap.  The greater the size of the gap and the perceived importance of filling it, the more likely the firm desires to form an alliance with another firm (Osland and Yaprak, 1993, p.86).  These needs of the firm can be classified using the resource dependency model. These needs are market power, efficiency and competencies. 

Competencies, the third need in the strategic gap framework, relate to the organizational learning process.  Firms use alliances to gain access to other firms' capabilities and attempt to build their knowledge base with their partner's information (Inkpen and Beamish, 1997).  Organizational knowledge provides firms with a competitive advantage and is therefore critical to the survival of the firm. Such knowledge creation often results in increasing the longevity of such alliances. However, organizational climate plays a big role in the creation of knowledge. The organizational climate of the firms in the alliance should facilitate the effective implementation and utilization of the knowledge.
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[bookmark: _Toc57980114]2.9	Review Variables
This section reviewed the following variables Strategic Alliance, Joint Marketing Alliances, Technology Development Alliances, Competitive Advantage and Transformational Leadership. 

[bookmark: _Toc57980115]2.9.1	Strategic Alliance
Strategic alliances have risen in prominence over the past two decades, allowing firms to gain greater efficiency and create value (Faemset al., 2008). These benefits notwithstanding, many strategic alliances fail because they are not able to deal with the twin challenges posed by behavioral and environmental uncertainty (Gulati and Singh, 1998; Sutcliffe and Zaheer, 1998).  Behavioral uncertainty is the uncertainty that arises because of the possibility of “strategic non-disclosure, disguise, or distortion of information” by the exchange partners (Williamson, 1985: 57).  Certain transaction attributes increase the potential for opportunistic gains from behavioral uncertainty. Environmental uncertainty, the difficulty in predicting external changes outside the control of the alliance, is a key factor underlying coordination difficulties that are “innocent” and “non-strategic” (Williamson, 1985: 57).  Coordination failures may arise even if the potential for opportunistic gains from uncertainty is low (Gulati, Lawrence, and Puranam, 2005).

In addition, alliances help firms minimize transaction costs, cope with uncertain environments, reduce their dependence on resources outside of their control, and successfully reposition themselves in dynamic markets (Das &Teng, 1996, 2000b; Porter & Fuller, 1986; Spekman et al., 1998; Young-Ybarra &Wiersema, 1999). Thus, alliance investments influence the firm’s resource allocation patterns and resulting market positions as companies seek to effectively respond to the challenges of the new competitive environment (Bettis&Hitt, 1995; Das &Teng, 1996; Ireland, Kuratko& Hornsby, 2001b; Lei, Hitt&Bettis, 1996; Prahalad, 1999; Reuer, 1999).Although popular as a potential value-creating strategic option, many alliances fail (Reuer, 1999; Spekman, Forbes, Isabella &MacAvoy, 1998; Young-Ybarra &Wiersema, 1999), suggesting that even with the presence of potential synergies, alliance success is elusive (Madhok& Tallman, 1998). Reuer (1999) suggested that deriving value from alliances requires companies to select the right partners, develop a suitable alliance design, adapt the relationship as needed, and manage the end game appropriately.

According to Day, (1995), strategic alliances have their own shortcomings which include: time spent by management to negotiate and implement the alliance, loss of flexibility, leakage of proprietary knowledge to the partner and atrophying of certain firm capabilities. Organizational learning suggests that alliances are difficult to manage due to frequent tensions between cooperation and competition (Geringer Hebert, 1989). Very little is known about the effects of strategic alliances on the growth of commercial banks with studies being conducted in the context of developed world (Morris, 2002).
Alliance success under conditions of and environmental uncertainty relies heavily on effective alliance governance. 

Consequently, much research has been devoted to understanding the efficacy of the governance mechanisms that can be crafted by strategic alliance partners. Our understanding of these governance mechanisms is guided by two dominant theoretical lenses (Faemset al., 2008)—transaction cost theory (Williamson, 1975) and relational theory (Dyer and Singh, 1998). Scholars relying on transaction cost theory maintain that contractual governance—the crafting of detailed contracts covering as many contingencies as possible—safeguards against opportunism concerns and facilitates coordinated response to the environment (Mayer and Argyres, 2004).

Inspired by Macaulay (1963), scholars following the relational perspective propose that trust-based governance is also capable of dealing with the challenges posed by behavioral and environmental uncertainty (Gulati, 1995; Uzzi, 1997). In the case of trust-based governance, partners govern their relationship informally, based on the bilateral expectation that the other was to act in a way that serves, or at least is not inimical to, one’s interests (McEvily, Perrone, and Zaheer, 2003).There has been considerable scholarly debate on whether contractual governance and trust-based governance substitute or complement each other in strategic alliances (e.g., Faemset al., 2008; Lui and Ngo, 2004; Luo, 2002b; Puranam and Vanneste, 2009). But while scholars have been debating whether contractual and trust-based governance substitute or complement each other, the fact that contractual and trust-based governance might have differential effects under and environmental uncertainty is yet to gain attention.  

In this spirit, we set out to assess whether the two governance mechanisms are more effective in dealing with one type of uncertainty and less effective in dealing with the other. We test our predictions on the collectively of empirical evidence, using a meta-analysis of more than two decades of research. In meta-analysis, the abundance of accumulated empirical research across thousands of alliances is considered, weighed, and corrected for artefacts to obtain an accurate estimate of the effectiveness of the two governance mechanisms under behavioral and environmental uncertainty.

According to Gulati and Gargiulo (1999), this embeddedness can be relational (a function of the prior history of ties between the firms in a dyad), structural (a function of a small subset of the network, such as transitivity), or positional (a function of the full network, such as joint centrality). Of course, in these studies, alliance formation is also predicted by characteristics that can be assessed independently from the actual presence of the alliance ties themselves (e.g., Chung et al., 2000; Rothaermel and Boeker, 2008; Wang and Zajac, 2007); constructs such as interdependence1 derive from the characteristics of each firm in the dyad. Despite the widespread use of this approach, several empirical concerns exist. First, network effects may be sensitive to the industry environment firms inhabit (Rowley, Behrens, and Krackhardt, 2000) as well as the time within an industry (Madhavan, Koka, and Prescott, 1998). 

Second, scholars have called attention to the issue of endogeneity in modeling network ties (e.g., Ahuja et al., 2012; Stuart and Sorenson, 2007). Traditional regression approaches to predicting alliance formation treat the existing alliance network as exogenous, unrealistically if firms do not act strategically to achieve their current network positions (Stuart and Sorenson, 2007). 

Similarly, such approaches also ignore the real interdependencies between alliance choices across firms such as Gimeno’s (2004) demonstration that firms that are competitors in the product-market domain are influenced by each other’s alliance choices.  Finally, composite network statistics used to represent network embeddedness mechanisms, such as joint centrality, can mask multiple underlying network generating processes, as the measure is aggregated across multiple network levels.

To examine the theoretical and empirical implications of these issues, we replicated the baseline analyses from Ahuja, Polidoro, and Mitchell (APM), published in SMJin 2009. APM demonstrated effects of positional embeddedness via combined centrality; strategic interdependence via technical, geographic, and product-market similarity; and relational embeddedness via previous alliance ties, using the preferred network modelling technique available to strategy scholars at that time.  APM’s econometric specification is largely comparable to the seminal Gulati and Gargiulo (GG) work, but their work is more amenable to replication by its focus on a clearly bounded industry.  Our replication proceeds in three stages.  

First, we reproduce the APM estimation strategy on publicly available data in their same industry (chemical), only varying the period (our data span 1991–2000 while their proprietary data span the prior decade).  Next, holding the industry and time period constant, we address model specification and estimation concerns using Exponential Random Graph Models (ERGMs), a recent methodological advance that allows the explicit modelling of underlying network formation processes and dependencies in the alliance network data.  Finally, we examine the role of industry context by repeating the ERGM analysis for alliance data in the semiconductor industry over the same period.

Our results generate two important implications for future alliance formation research. First, we demonstrate both robustness and sensitivity of results across industry and period differences. Regarding robustness, we find that geographic and product-market similarity each consistently predicts alliance formation in both our contexts.  In contrast, we found that the maturity of an industry can substantially alter the effect of both technological similarity and previous ties, suggesting the need for future research to incorporate such contingencies and boundary conditions. Second, we demonstrate that traditional measures of positional embeddedness, such as joint centrality, conflate multiple network generating processes.  By using recent advances in ERGM techniques to decompose these processes empirically, we can suggest more precise network predictors to refine concepts like positional embeddedness by grounding them in actual tie-forming mechanisms such as preferential attachment and transitivity.
[bookmark: _Toc57980116]2.9.2	Joint Marketing Alliances
Often a company that has a successful product or service has a desire to introduce it into a new market.  Yet perhaps the company recognizes that it lacks the necessary marketing expertise because it does not fully understand customer needs, does not know how to promote the product or service effectively, or does not understand or have access to the proper distribution channels. Rather than painstakingly trying to develop this expertise internally, the company may identify another organization that possesses those desired marketing skills (Yabs, 2007).  Then, by capitalizing on the product development skills of one company and the marketing skills of the other, the resulting alliance can serve the market quickly and effectively.  Alliances may be particularly helpful when entering a foreign market for the first time because of the extensive cultural differences that may abound.  They may also be effective domestically when entering regional or ethnic markets. This has resulted in many commercial banks entering into strategic alliances to gain competitive advantage and therefore growth because of new markets (Uddin & Akhter, 2011).
[bookmark: _Toc57980117]2.9.3	Technology Development Alliances
Alliances may also be used to build jointly on the technical expertise of two or more companies in developing products technologically beyond the capability of the companies acting independently.  Rogers (2003) describes diffusion of technology as the process which innovation is communicated through certain channels over time among the members of social system.  In today’s rapidly changing world, a company that cannot position itself quickly misses important opportunities. Consequently, more and more enterprises, especially in fast changing industries, are making strategic alliances a core part of their overall strategy.

Toyota has forged a network of long-term strategic partnerships with suppliers of automotive parts and components.  Safaricom collaborates very closely with independent software developers that create new programs to run on the next generation versions of windows. A recent study indicates that the average large corporation is involved in around 30 alliances today (Thompson et al, 2004).  Through strategic alliances, banks can expand their market position, gain access to new technology and achieve competitive advantage. 

[bookmark: _Toc57980118]2.9.4	Competitive Advantage
The competitive advantage theory focuses on a firm’s behavior from a managerial, rather than a marketing approach, explaining that companies are expected to seek cooperative arrangements if they believe these was to improve their ability to meet strategic objectives, especially in maximizing profits or in protecting or enlarging market share (Coopers & Lybrand, 2007). Though discourse on competitive advantage is widely prevalent, clear definitions are rare and it is often used interchangeably with concepts like distinctive competence (Day &Wensley, 1988).

Understanding competitive advantage requires an analysis of its constituent elements. Advantage is a relative concept (Hu, 1995; Kay, 1993), only meaningful when compared to another entity or set of entities. A competitive advantage, then, is an advantage one firm has over a competitor or group of competitors in each market, strategic group or industry (Kay, 1993). Any given firm may have many advantages over another firm, such as a superior production system, a lower level of wages and salaries or an ability to deliver superior customer service, but the important advantages are those in which customers place some level of value (Coyne, 1986). Therefore, the locus of advantage is in the marketplace and positions of advantage are generally regarded as being either differentiation or lower delivered cost (Porter, 1985) or both (Gilbert &Strebel, 1989). More than one firm in each market can have a competitive advantage. For example, firm A can have an advantage over firm B but firm B can also have an advantage over firm C (Kay, 1993).

An important factor in competitive performance is whether advantages are sustainable. Sustainability does not refer to a period of calendar time, nor does it imply that advantages persist indefinitely (Gunther McGrath et al., 1995) but rather depends on the possibility and extent of competitive duplication. Industries such as financial services are typically cited as examples of where sustainable advantages are difficult to attain and competitive moves are rapidly imitated (Bhide, 1986).

The attainment of sustained or sustainable competitive advantage can be expected to lead to superior performance measured in conventional terms such as market-share and profitability (Bharadwaj et al., 1993). However, the economics literature holds that, given strong competitive pressures, high rationality prevailed, and such economic rents was dissipated (Schoemaker, 1990). But where the resources underlying the advantage are limited or quasi-limited in supply, superior returns will persist (Peteraf, 1993), focusing attention on the nature of the firm’s resource pool.
[bookmark: _Toc57980119]2.9.5	Transformational Leadership
Transformation Leadership is a process whereby the leaders and followers engage in a mutual relationship and promote each other to achieve higher levels of motivation and morality (Burns, 1978, cited in Jandaghi, Martin and Farjami, 2015).

[bookmark: _Toc57980120]2.9.5.1	Individualized consideration
This is a transformational leadership behavior displayed when the leader pays attention to the developmental needs of followers, supports and coaches the development of followers.  The leaders delegates assignments as opportunities for growth (Bass, 1999).

[bookmark: _Toc57980121]2.9.5.2	Intellectual stimulation
This is a transformational leadership behavior displayed when the leader helps followers to become more innovative and creative (Bass, 1999).

[bookmark: _Toc57980122]2.9.5.3	Inspirational Motivation
This is a transformational leadership behavior displayed when the leader sets high standards of performance and motivates followers to achieve organizational goals (Bass, 1999).

[bookmark: _Toc57980123]2.9.5.4	Idealized influence Leadership
This is transformational leadership displayed when the leader envisions a desirable future, articulates how it can be reached and sets an example to be followed (Bass, 1999)


[bookmark: _Toc57980124]CHAPTER THREE
[bookmark: _Toc1206370][bookmark: _Toc57980125]RESEARCH METHODOLOGY
[bookmark: _Toc57980126][bookmark: _Toc1206371]3.1	Introduction
[bookmark: _Toc430941089][bookmark: _Toc443552802][bookmark: _Toc478064477]This chapter covered the research methodology to be used to accomplish the study objectives. The research design, population of the study, sampling procedures, data collection methods, questionnaire development and administration, reliability and validity of the measurement scales, data analysis techniques and the ethical implications in view of the recommended codes of good practice are presented. 

[bookmark: _Toc57980127]3.2	Research Design
According to Cooper and Schindler (2008), a research design is the blue print for fulfilling the objectives and answering the questions. Research design is the plan and structure of investigation that enables the researcher to obtain answers to the research question (Kerlinger, 1986). The choice of a research design is guided by the purpose of the study, the type of investigation, the extent of researcher involvement, the stage of knowledge in the field, the time period over which the data is to be collected and the type of analysis to be carried out, that is, whether quantitative or qualitative (Sekaran, 2003). Basically, the study is a cross-sectional since the data was collected at one point in time.  It also enable the researcher to collect and compare different variables in the study at the same time. In addition, the collection of data was less expensive in terms of time and cost and the researcher was alsoable to secure the cooperation of the respondents since the data was collected at one point in time. 
[bookmark: _Toc430941092][bookmark: _Toc443552805][bookmark: _Toc478064478]
[bookmark: _Toc57980128]3.3	Target Population
[bookmark: _Toc430941093][bookmark: _Toc443552806][bookmark: _Toc478064479]The geographical location of this research study was in Kenya focusing on Financial Institutions. Population is any group of individuals who have one or more characteristics in common that are of interest to all the researchers (Sekaran&Bougie, 2010: 262). Sekaran and Bougie, (2010:262) reiterate that it is a suitable population that is included in research, thus a researcher ends up developing a sample that participates in the study. 

[bookmark: _Toc57980129]3.4	Sample Size
The quality of any research is influenced by the appropriateness of methodology, instrumentation and suitability of the sampling strategy that is adopted (Manion et al., 2001). An ideal sample should be large enough so that the researcher can with confidence, within specific limits be certain that a different sample of the same size if drawn using the same procedures can give approximately similar results (Mugenda&Mugenda, 2003; Wiersman, 1995). Based on these arguments, the sample size used in study was calculated and made representative enough of the population.  Because the study was heavily inclined towards quantitative procedures, the sample size 201 firms with strategic plans was calculated using Krejcie and Morgan’s formula (as shown below) and made representative enough (Krejcie& Morgan, 1970 in Sekaran, 2006: 293). Babbie (2005) asserts that a sample size of between 10% - 20% of the population suffices in survey studies. The sample size used in the study was 20% of the population. The sample size for this study was obtained using the right formula putting into consideration a 95% level of confidence (5% margin of error) and was also put into consideration for non-responses to some of the questionnaires. 
[image: ]
Where: 
s	= the required sample size
X2	= Chi-square value for 1 degree of freedom @ 0.05 level (2.001) preferred.
N	= the population size
P	= the population proportion (expected to be 0.5 of the entire sample size)
d	= the degree of accuracy expressed as a fraction (0.05).
[bookmark: _Toc415065328][bookmark: _Toc418072991][bookmark: _Toc418865318][bookmark: _Toc419465200] (
n
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2
)Therefore, the sample calculated is: 
						= 201

Furthermore, Mugenda and Mugenda (2003) proposed the below formula for a desired sample estimate for a target population less than 10,000 which this study applies. 
[image: ]
Where:
n = the desired sample size when the population is < 10,000
n = the anticipated sample size.
N = the estimate of the population size
Thus, a sample size of 201 respondents was used in the proposed study. 
	     201		=  201
	1+201/434
[bookmark: _Toc478064990]Table 3.4: Distribution of Sample Size
	Category
	Target
	Sample Size
	Percentage

	Managers
	87
	40
	20

	Employees 
	347
	161
	80

	Total 
	434
	201
	100


[bookmark: _Toc477259307][bookmark: _Toc478064482][bookmark: _Toc430941097][bookmark: _Toc443552809]
[bookmark: _Toc57980130]3.5	Sampling Technique	
[bookmark: _Toc478064483]The study will employ stratified random sampling technique in the selection of respondents to get adequate representations of groups that are relevant for the study. The groups of interest will be both management and administrative staff. Within each stratum, simple random sampling method will be employed.

[bookmark: _Toc57980131]3.6	Data Collection Instruments
[bookmark: _Toc430941098][bookmark: _Toc443552810][bookmark: _Toc478064484]In this study, the main data production tool was the questionnaire which was used to collect data. Prior to designing the questionnaires, relevant literature was reviewed to identify the key constructs of the study variables. The questionnaires were semi-structured.
[bookmark: _Toc57980132]3.7	Data Collection Procedure
Data gathering refers to the process of collecting data with the intention to concur or contradict certain truths (Kombo& Tromp 2006). Therefore, the process of collecting data is vital in any study since information collected can accurately be disseminated and assist in the advancement of important platforms. Prior to embarking on the research; the researcher will seek permission by writing to management of the selected companies requesting permission to collect data from their institution.  A research permit was sought from the Ministry of Higher Education Science and Technology of Kenya and National Commission for Science, Technology and Innovation (NACOSTI) as this is a government requirement. There after the research permit was then presented to the management of the financial institutions for permission to carry out research.  The written permission was important because itenabled the researcher to have access to the information from the institution under study.  The data wascollected using questionnaires and the questionnaires will be accompanied by an introductory statement to emphasize confidentiality and other ethical considerations. The questionnaires was administered by the researcher or his research assistants who were trained on how to effectively administer the questionnaire. A drop and pick approach we used. Thisensured that the views of all respondents are obtained and at higher response rate. 

[bookmark: _Toc57980133]3.8	Pilot-test
After the development of the questionnaire, a pilot study was carried out to ensure that the items in the questionnaire were stated clearly, have the same meaning to all the respondents, and to give the researcher an idea of approximately how long it would take to complete the questionnaire. Pre-testing of research instruments is a pre-requisite step to be followed during instrument design as it aids in the identification of potential problems with the instrument exposing what works and what does not (Leedy&Omrod, 2005). After development of the questionnaire, the instrument was pre-tested to ensure correctness of items in the questionnaire, and that respondents interpreted same meanings from them. The researcher is also likely to have an idea of time it was taken to the respondents to complete the questionnaire.  According to Saunders, Lewis and Thornhill, (2007) a sample size sufficient to provide an effective pilot test was ten while Radhakrishna (2007) proposes at least twenty to be sufficient for a pre-test.  In this study, the researcher conducted a pilot-test in one financial institution by distributing twenty (20) questionnaires (Radhakrishna, 2007) to employees, managers that were not included in the main study.

[bookmark: _Toc1206378][bookmark: _Toc57980134]3.8	Validity of Research Instruments
According to Voorhees C.M. et al., (2016) validity is the degree by which the sample of test items represent the content the test is designed to measure. Content validity which was employed by this study as a measure of the degree to which data collected using an instrument represents a specific domain or content of a concept. Heale R. &Twycross A. (2015) contend that the usual procedure in assessing the content validity of a measure is to use a professional or expert in a field. To establish the validity of the research, instrument the researcher sought opinions of scholars and experts in leadership field including the supervisor and lecturers. This allowed modification of the instrument thereby enhancing validity. Furthermore, the study assessed the responses and non-responses per question to determine if there was any technical dexterity with the questions asked. This study employed both face and content validity. Content validity is a measure of the degree to which data collected using an instrument represents the content of the concept being measured. A thorough review of the literature will be done to ensure content validity. Whereas, to ensure face validity, the questionnaires weregiven to business research experts to review and critique, their suggestions and input was included.

[bookmark: _Toc1206379][bookmark: _Toc57980135]3.9	Reliability of Research Instruments
Reliability is the ability of a measurement instrument to produce the same answer in the same circumstances, time after time (Johnson & Harris, 2002; De Vaus, 2002).  Scuba W. et al., (2016) define reliability as the measure of degree to which a research instrument yields consistent results or data after repeated trials. Kerlinger and Lee (2000) define reliability by giving it different synonyms thus dependability, stability, consistency, predictability and accuracy. Therefore, from the definitions it means that if respondents answer a question the same way on repeated occasions, then the instrument can be said to be reliable (M. Straus 2017). This survey used Alpha – α (Cronbach), the model for internal consistency based on average inter-item correlation to test scaled items. Clayson P. E. & Miller G. A. (2017) indicates that Cronbach’s alpha reliability coefficient normally ranges between 0 (if no variance is consistent) and 1 (if all variance is consistent). The closer the coefficient is to 1.0 the greater the internal consistency of the items in the scale. An alpha (α) score of 0.70 or higher is considered satisfactory (Uzunboylu H. &Tugun V., 2016). 

[bookmark: _Toc1206380][bookmark: _Toc57980136]3.10	Measurement of Variables
The variables of the study both dependent, independent and the moderating variable was measured using the following measures as shown below; 
Joint venture was measured by the Cost saving, customer needs, growth rate of the organization, the commitment of the employees and their responsiveness.
Equitywas measured by the quality of goods and services offered to the customers, the quantity of the goods, time spend in servicing clients, money and satisfaction of the customers.
Non-Equity was measured by Sales growth, flexibility, change management, Increase capability and advanced technology.

Product Licensing was measured by Schedule compliance, Preventive maintenance, Customer satisfaction, Percent planned work and back lock weeks.
Transformational Leadership was measured by Individualized consideration, Intellectual stimulation, Inspiration Motivation and Idealized influence.
Competition was measured by Service delivery, Flexibility, Better quality products and the cost of the products.
[bookmark: _Toc528672527][bookmark: _Toc57980137]3.11	Data Analysis
The word analysis refers to a closely-related operation those are performing with the purpose of summarizing the collected data and organizing in such a manner yielding answer to the questions. In simple words, it means, studying the data to determine inherent facts.

[bookmark: _Toc528672528][bookmark: _Toc57980138]3.11.1	Preliminary Stages
[bookmark: _Toc525221670]For this study, quantitative data analysis method was used as suggested by (Creswell & Plano, 2007) and Creswell (2014).  Data was screened and edited to detect errors and omissions.  It was then serialized in readiness for coding, entry, and analysis.  Cooper and Schindler (2008) refer to coding as the process of giving values to responses so that answers can be put in groups. 
[bookmark: _Toc528672529][bookmark: _Toc57980139]3.11.2	Descriptive Statistics
According to Sekaran (2006: 394), descriptive statistics entails transformation of raw data into a form that would provide information to define a set of factors in a situation therefore providing the reader with a summary the variables and characteristics of the sample.  Descriptive statistics was therefore computed to obtain a general understanding of the respondents’ characteristics in terms of demographic information elaborate using Questionnaire thus; averages, frequency distributions and percentage distributions.

[bookmark: _Toc525221671]Descriptive statistics such as frequency distributions, percentages, cross tabulations and measures of central tendency such as mean scores and standard deviations was used. Cross-tabulation is a statistical procedure that is commonly used to describe the process of organizing data by groups, categories, or classes to facilitate comparisons; a joint frequency distribution of observations on two or more sets of variables (Zikmund, 2003). The purpose of categorizations and cross-tabulation was allowed the inspection of differences among groups and to make comparisons. This form of analysis assisted in determining the form of relationship between two variables.  Hence critical aspects in the questionnaire was cross-tabulated with demographical questions in the questionnaire to determine the level of association.

[bookmark: _Toc528672530][bookmark: _Toc57980140]3.11.3	Inferential Statistics
[bookmark: _Toc525221672]Inferential statistics was computed in the second stage of the analysis and included: correlation analysis to outline the mutual influences or relationship strength of two variables on each other (Sekaran, 2006;207), and multiple regression analysis (an extension of simple regression analysis) since it is in the interest of the researcher to explore the influence of the independent variable/s on the given dependent variable/s (Mugenda&Mugenda, 2003:135; Hair et al., 2010). It is also in the interest of the researcher to examine the relationship between variables in more detail.

[bookmark: _Toc57980141]3.11.4	Model Specifications
Linear regression models was used to test the direct and moderated relationships between predictor and response variables of the study. The regression models are expressed mathematically as indicated below;
Direct effect
Y=β0+β1X1+β2X2+β3X3+β4X4+ε
Moderating effect
Y=β0+β1X1+β2X2+β3X3+β4X4+β5Z+ β6X1*Z+ β7X2*Z+ β8X3*Z+ β9X4*Z+ε
Y=Competitiveness
X1=Joint venture
X2=Equity
X3=Non-equity
X4= Product licensing
Z=Transformational leadership

[bookmark: _Toc528672531][bookmark: _Toc57980142]3.11.5  Regression Analysis; Assumptions testing
(i)	Normality
Multiple regression assumes that variables have normal distributions (Darlington, 1968; Osborne & Waters, 2002). This means that errors are normally distributed, and that a plot of the values of the residuals was approximate a normal curve (Keith, 2006). The assumption is based on the shape of normal distribution and gives the researcher knowledge about what values to expect (Keith, 2006). Once the sampling distribution of the mean is known, it is possible to make predictions for a new sample (Keith, 2006). When scores on variables are skewed, correlations with other measures was attenuated, and when the range of scores in the sample is restricted relative to the population correlations with scores on other variables was attenuated (Hoyt et al., 2006). Non-normally distributed variables can distort relationships and significance tests (Osborne & Waters, 2002). Outliers can influence both Type I and Type II errors and the overall accuracy of results (Osborne & Waters, 2002). The researcher can test this assumption through several pieces of information: visual inspection of data plots, skew, kurtosis, and P-Plots (Osborne & Waters, 2002). 

Data cleaning can also be important in checking this assumption through the identification of outliers. Statistical software has tools designed for testing this assumption. Skewness and kurtosis can be checked in the statistic tables, and values that are close to zero indicate normal distribution. Normality can further be checked through histograms of the standardized residuals (Stevens, 2009). Histograms are bar graphs of the residuals with a superimposed normal curve that show distribution. The normal curve is fitted to the data using the observed mean and standard deviation as estimates, and computing the corresponding chi square (Sevier, 1957). Q-plots, and P-plots are a more exacting methods to spot deviations from normality and are relatively easy to interpret as departures from a straight line (Keith, 2006).

 (ii)	Linearity
Some researchers argue that this assumption is the most important, as it directly relates to the bias of the results of the whole analysis (Keith, 2006). Linearity defines the dependent variable as a linear function of the predictor (independent) variables (Darlington, 1968). Multiple regression can accurately estimate the relationship between dependent and independent variables when the relationship is linear in nature (Osborne & Waters, 2002). The chance of non-linear relationships is high in the social sciences; therefore, it is essential to examine analyses for linearity (Osborne & Waters, 2002). If linearity is violated all the estimates of the regression including regression coefficients, standard errors, and tests of statistical significance may be biased (Keith, 2006). If the relationship between the dependent and independent variables is not linear, the results of the regression analysis was under- or over- estimate the true relationship and increase the risk of Type I and Type II errors (Osborne & Waters, 2002). When bias occurs it is likely that it does not reproduce the true population values (Keith, 2006). Violation of this assumption threatens the meaning of the parameters estimated in the analysis (Keith, 2006). Linear regression requires only use of attributes that are normally distributed, thus the skewness test in descriptive statistics was employed to identify the normality of the database.  

(ii)	Homoscedasticity
The assumption of homoscedasticity refers to equal variance of errors across all levels of the independent variables (Osborne & Waters, 2002). This means that researchers assume that errors are spread out consistently between the variables (Keith, 2006). This is evident when the variance around the regression line is the same for all values of the predictor variable. When heteroscedasticity is marked it can lead to distortion of the findings and weaken the overall analysis and statistical power of the analysis, which result in an increased possibility of Type I error, erratic and untrustworthy F-test results, and erroneous conclusions (Aguinis et al., 1999; Osborne & Waters, 2002). Therefore, the incorrect estimates of the variance lead to the statistical and inferential problems that may hinder theory development (Antonakis& Dietz, 2011). However, it is good to note that the regression is fairly robust to violation of this assumption (Keith, 2006). Homoscedasticity can be checked by visual examination of a plot of the standardized residuals by the regression standardized predicted value (Osborne & Waters, 2002). Specifically, statistical software scatterplots of residuals with independent variables are the method for examining this assumption (Keith, 2006). Ideally, residuals are randomly scattered around zero (the horizontal line) providing even distribution (Osborne & Waters, 2002). Heteroscedasticity is indicated when the scatter is not even; fan and butterfly shapes are common patterns of violations. When the deviation is substantial more formal tests for heteroscedasticity should be performed, such as collapsing the predictive variables into equal categories and comparing the variance of the residuals (Keith, 2006; Osborne & Waters, 2002). The rule of thumb for this method is that the ratio of high to low variance less than ten is not problematic (Keith, 2006). Bartlett’s and Hartley’s tests have been identified in the research as flexible and powerful tests to assess homoscedasticity (Aguinis et al., 1999; Sevier, 1957).

(v) Multicollinearity
Only attributes approximated to normality was utilized for the model, multicollinearity may exist.  Zientek and Thompson (2006) reiterate that the more predictors there are in the model such as this study has, the greater the potential there is for multicollinearity or association between variables.  To determine a possible multicollinearity problem, a correlation matrix among the independent attributes was used to detect the presence of high correlations among the attributes.  According to Hair et al (2010), values exceeding 0.9 needs to be considered, and correlations greater than 0.8 can often be indicative of problems.  Thus, the value exceeding 0.9 was used as the limit to define multicollinearity.

(v)	Independence of error Terms
Independence of errors refers to the assumption that errors are independent of one another, implying that subjects are responding independently (Stevens, 2009). The goal of research is often to accurately model the ‘real’ relationships in the population (Osborne & Waters, 2002). In educational and social science research it is often difficult to measure variables, which makes measurement error an area of particular concern (Osborne & Waters, 2002). When independence of errors is violated standard scores and significance tests was not accurate and there is increased risk of Type I error (Keith, 2006; Stevens, 2009). When data are not drawn independently from the population, the result is a risk of violating the assumption that errors are independent (Keith, 2002). This means that violations of this assumption can underestimate standard errors, and label variables as statistically significant when they are not (Keith, 2006). In the case of MR, effect sizes of other variables can be over-estimated if the covariate is not reliably measured (Osborne & Waters, 2002). Essentially what occurs is that the full effect of the covariate is not removed (Osborne & Waters, 2002). Violation of this assumption therefore threatens the interpretations of the analysis (Keith, 2006). One way to diagnose violations of this assumption is through the graphing technique called boxplots in most statistical software programs (Keith, 2006). The boxplots of residuals show the median, high and low values, and possible outliers (Keith, 2006). Examining the variability of the boxplots allows the researcher to explore violations to independence of errors (Keith, 2006).
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[bookmark: _Toc57980144]DATA ANALYSIS AND PRESENTATION

[bookmark: _Toc57980145]4.0	Introduction
This section of the research study discussed the findings and results of the study based on the collated primary data and information on the survey. The primary aim and goal of this study is directed towards establishing the moderating effect of transformational leadership on the relationship between strategic alliances and competitiveness in financial institutions in Kenya

In this research, self-administered questionnaires instrument were used to collect data from the respondents. The questionnaires were utilized to gather and gain both qualitative and quantitative information. The methods of analysis were qualitative and quantitative. The qualitative was describing and elaborating on the responses of the respondents and the quantitative method involves the computation of percentages, graph and tables.

[bookmark: _Toc57980146]4.1	Demographic Information
The researcher want to find out the level of education for the respondents, masters level, degree level, Secondary level and Primary level.  The main findings were presented as shown below.

[bookmark: _Toc57980147]4.1.1	Response Rate
The study sample size of 201 respondents was used in the proposed study. Two hundred questionnaires were returned while one respondent did not fill the questionnaire.

[bookmark: _Toc57980148]4.1.2 	Respondent’s highest level of education
The aim of the research question was to find out highest level of education of respondents involved in the study. Data collected was analyzed and the findings were as shown below:

Table 4.1:  Respondent’s highest level of education
	Level of Education
	Frequency
	Percent

	Primary
	1
	.5

	Secondary
	32
	16.0

	Degree
	110
	55.0

	Masters
	57
	28.5

	Total
	200
	100.0



The findings revealed that 55% of the respondents were degree holders, 28.5% had masters, 16% secondary and 0.5% primary. The findings therefore informs the study that most of the respondents had a minimum of a university degree which means that they understood well issues relating to transformational leadership and strategic alliance.

[bookmark: _Toc57980149]4.1.3 	Length of time the respondents have you worked in their organization
The researcher was interested in finding out the length of time the respondents have worked in their respective organizations. Findings from the study revealed the following:

Table 4.2:  Length of time the respondent worked in the organization
	Length of time
	Frequency
	Percent

	Less than one year
	16
	8.0

	Between 1-2 years
	43
	21.5

	Between 2-4 years
	110
	55.0

	Above 5 years
	31
	15.5

	Total
	200
	100.0



According to the findings, 55% of the respondents were between 2-4 years, 21%were 1-2years, and 15% above 5 years and 8% were less than 1 year.




[bookmark: _Toc57980150]4.1.4 	Number of alliances your firm dealt with
Table 4.3:  Alliances your firm dealt with
	Firms
	Frequency
	Percent

	Less than 5
	5
	2.5

	6-10
	66
	33.0

	11-16
	109
	54.5

	Above 16
	20
	10.0

	Total
	200
	100.0



The findings showed that 54.5 % of the firms had 11-16 alliances while 33% had between 6-10. The remaining 10% and 2.5% strongly agreed that that their organizations had above 16 and less than 5 alliances respectively. Faemset al., (2008) supports alliances since they have risen in prominence over the past two decades, allowing firms to gain greater efficiency and create value.  

[bookmark: _Toc57980151]4.1.5. 	Length of time Dealt with Alliances
The researcher was interested in finding out the length of time the respondents have been able to deal with alliances. Data was collected, analyzed and the findings are as shown below:

Table 4.4:  Length of time dealt with Alliances
	Length of time
	Frequency
	Percent

	1 year
	22
	11.0

	2 years
	64
	32.0

	3 years
	93
	46.5

	Above 3 years
	21
	10.5

	Total
	200
	100.0



Asked about the length of time the respondents have dealt with alliances, 46.50% of the respondents strongly agreed that that they have been involved for 3years. 32% strongly agreed that for 2 years, 11% 1 year and 10.50% for 4 years and above 3 years.
[bookmark: _Toc57980152]4.2. 	Joint Venturing Alliance and competitiveness
The aim of this research question was to determine the effect of Joint Venturing Alliance on competitiveness in Financial Institutions in Kenya. The findings were as presented in the table below.
Table 4.5:  Joint Venturing Alliance and Competitiveness
	STRATEGIC ALLIANCE
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agreed 

	The firm share research and development resources with its strategic partners
	
	5%(10)
	12%(24)
	49.5%
(99)
	33.5%(67)

	The firm meets the customer needs in order to maintain 
customer loyalty
	
	1.5% (3)
	13.5% (27)
	38.5% (77)
	48.5% (93)

	The firm provides quality goods and services to maintain economic growth with strategic partners
	48.0% (96)
	
	8.5%% (17)
	43.5% (87)
	48.0% (96)

	Employee’s commitment to their organizations leads to efficiency and effectiveness.
	46.5% (93) 
	1.5% (3)
	9.5% (19)
	42.2% (85)
	46.5% (93)

	The quality of service provided to customers improves the image of the organization.
	42.0% (84)
	1.5% (3)
	9.0% (1.8)
	47.5% (95)
	

	The firm combine complementary skills and resources, and take advantage of economies of scale
	1.5% (3)
	
	13.5% (27)
	37.%(75)
	47.5% (95)



Based on the findings of the study 83% strongly agreed that the firm share research and development resources with its strategic partners 12% were neutral while 5% disagreed strongly. On the other hand, 87% strongly agreed that the firm meets the customer needs to maintain customer loyalty, 13% were neutral while 1.5% disagreed strongly. Asked if the firm provides quality goods and services to sustain economic growth with strategic partners 92% strongly agreed that, 8.5% were neutral and 48.0% strongly disagreed. 88.7% strongly agreed that Employee’s commitment to their organizations leads to efficiency and effectiveness. 9.5% were neutral, and 48% disagreed. 47.5% strongly agreed that the quality of service provided to customers improves the image of the organization, while 43.5% strongly disagreed. 9.0% were neutral. 84% strongly agreed that the firm combines complementary skills and resources, and take advantage of economies of scale while 1.5%strongly disagreed. The findings were in agreement with the findings of skills (Yabs, 2007).  Who strongly agreed that by capitalizing on the product development skills of one company and the marketing skills of the other, the resulting alliance can serve the market quickly and effectively?  Alliances may be particularly helpful when entering a foreign market for the first time because of the extensive cultural differences that may abound.  They may also be effective domestically when entering regional or ethnic markets. This has resulted in many commercial banks entering into strategic alliances to gain competitive advantage and therefore growth because of new markets (Uddin & Akhter, 2011).

According to the study too, alliances help firms minimize transaction costs, cope with uncertain environments, reduce their dependence on resources outside of their control, and successfully reposition themselves in dynamic markets (Das &Teng, 1996, 2000b; Porter & Fuller, 1986; Spekman et al., 1998; Young-Ybarra &Wiersema, 1999). Thus, alliance investments influence the firm’s resource allocation patterns and resulting market positions as companies seek to effectively respond to the challenges of the new competitive environment (Bettis&Hitt, 1995; Das &Teng, 1996; Ireland, Kuratko& Hornsby, 2001b; Lei, Hitt&Bettis, 1996; Prahalad, 1999; Reuer, 1999).
Although popular as a potential value-creating strategic option, many alliances fail (Reuer, 1999; Spekman, Forbes, strongly agreed that bella&MacAvoy, 1998; Young-Ybarra &Wiersema, 1999), suggesting that even with the presence of potential synergies, alliance success is elusive (Madhok& Tallman, 1998). Reuer (1999) suggested that deriving value from alliances requires companies to select the right partners, develop a suitable alliance design, adapt the relationship as needed, and manage the end game appropriately.
[bookmark: _Toc57980153]4.3	Equity Alliance and Competitiveness
Table 4.6:  Equity Alliance and Competitiveness
	EQUITY ALLIANCES
	Disagree
	Neutral
	Agree
	Strongly Agree

	The quality of products and services increases profitability of the firm
	5% (10)
	15% (30)
	57% (114)
	23% (46)

	The quantity of the products meets the customer needs and preferences
	
	13.0% (26)
	34.5% (69)
	52.5% (105)

	Real time produce maintains customer loyalty to the firm 
	3.0% (6)
	12.5% (25)
	51.0% (102) 
	33.5% (67)

	The firm supports its suppliers with financial assistance
	
	6.0% (12)
	30.0% (60)
	64.0% (128)

	Available of financial resources leads to production of high quality goods and services
	
	12 % (24)
	52.5% (1.5)
	35.5% (71)

	The firm support its suppliers with financial assistance
	
	6.0% (12)
	30.0% (60)
	64.0% (128)



80% strongly agreed that. The quality of products and services increases profitability of the firm 15 % were neutral 5% strongly disagreed. On the other hand, 87% strongly agreed that. The quantity of the products meets the customer needs and preferences. According to the results of the study 85.4% of the respondents agreed strongly that Real time produce maintains customer loyalty to the firm 12.5% were neutral 3.0% strongly disagreed. 94% agreed strongly that the firm support its suppliers with financial assistance whereas 6% were neutral.
Lastly, 88% of the other respondents strongly agreed that availability of financial resources leads to production of high quality goods and services while 94% strongly agreed that the firm support its suppliers with financial assistance. Equity alliances are therefore helpful when entering a foreign market for the first time because of the extensive cultural differences that may abound.  They may also be effective domestically when entering regional or ethnic markets. This has resulted in many commercial banks entering into strategic alliances to gain competitive advantage and therefore growth because of new markets (Uddin & Akhter, 2011).
[bookmark: _Toc57980154]4.4 	Non-Equity Alliance and competitiveness
Table 4.7:  Non-Equity Alliance and Competitiveness
	NON-EQUITY ALLIANCES
	Disagree
	Neutral
	Agree
	S. Agree

	Risk is shared between customer and supplier
	1% (2)
	18.5% (37)
	57.5% (115)
	23.0% (46)

	The firms’ sales promotions leads to sales growth of the organization
	1.0% (2)
	8.0% (16)
	34.0% (68)
	57.0% (114)

	Flexibility of goods and services maintains profit maximization of the organization
	2.0% (4)
	12.5% (25)
	48.0% (96)
	48.0% (75)

	The firm make joint decision regarding the supplied materials/products
	2.0% (4)
	6.0% (12)
	46.5% (93)
	45.5% (91)

	The firms’ increased capabilities leads to competitiveness
	2.0% (4)
	17.5% (35)
	29.5% (39)
	51.0% (102)

	Advanced Technology
	
	
	
	

	Our alliances in technology is for the acquisition of technology capability
	
	20.5% (41)
	60.5% (121)
	19% (38)

	The firm technology alliance is to secure market
	2.0%(4)
	6.5%(13)
	48%(96)
	43.5%(87)

	The technology alliances is meant to cut cost for acquisition of Information Technology equipment
	2%(4)
	9%(18)
	40%(80)
	47%(94)

	The firm shares technology expertise with its partners
	
	9.0%(18)
	57.0%(114)
	34%(68)

	In case of any technological failure in our firms, our technology partners come to our aid
	
	13.0%(26)
	43.5%(87)
	43.5%(87)



The findings revealed that 80.5% strongly agreed that Risk is shared between customer and supplier. 18.5%.  91% strongly agreed that the firms’ sales promotions leads to 
strongly agree that sales growth of the organization 8.0%were neutral. 96% strongly agreed that flexibility of goods and services maintains profit maximization of the organization 12.5% were neutral 2.0% strongly disagreed strongly. On the other hand, 92% strongly agreed that. The firm makes joint decision regarding the supplied materials/products.6.0% were neutral 2% strongly disagreed that. 80.5%strongly agreed that. The firms’ increased capabilities lead to competitiveness of 17.5%were neutral 2.0% strongly disagreed.

Additionally, 79.5% strongly agreed that their alliances in technology is for the acquisition of technology capability 20.5% were neutral. 91.5%strongly agreed that. The firm technology alliance is to secure market 6.5% were neutral 2.0% strongly disagreed. 87% strongly agreed that. The technology alliances is meant to cut cost for acquisition of Information Technology equipment 9.0%were neutral l.2% strongly disagreed.

Lastly, 91%strongly agreed that the firm shares technology expertise with its partners while 87% strongly agreed that. In case of any technical failure in our firms, our technology partners come to our aid. The study was online with the findings of Rogers (2003) who strongly agreed that in the contemporary rapidly changing world, a company that cannot position itself quickly misses important opportunities. Consequently, more and more enterprises, especially in fast changing industries, are making strategic alliances a core part of their overall strategy.








[bookmark: _Toc57980155]4.5	Product Licensing and Competitiveness
4.8:  Product Licensing and Competitiveness
	PRODUCT LICENCING ALLIANCES 
	Neutral
	Agree
	Strongly Agree

	Our organization develop compliance policies and procedures
	19.5% (39)
	57.5% (115)
	23.0% (46)

	Our organizations train the management and employees in consumer protection laws and procedures 
	17.5%(35)
	40.0%(80)
	42.5%(85)

	The organization review policies and procedures for compliance with applicable laws and regulations and the institution’s stated policies and procedures
	10.0%(20)
	51.5%(103)
	38.5%(77)

	Is the organization assessing emerging issues or potential liabilities on compliance
	10.5%(21)
	58.8%(116)
	31.5%(63)

	The organization coordinate responses to consumer complaints
	10.5%(21)
	52.0%(104)
	37.5%(75)

	The organization report compliance activities and audit/review finding to the board
	7.5%(15)
	60%(120)
	32.5%(65)



80.5% strongly agreed that that their organization develop compliance policies and procedures while 19.5% were neutral to the statement.90% strongly agreed that the organization review policies and procedures for compliance with applicable laws and regulations and the institution’s stated policies and procedures 10 percentage were neutral. 90.3% strongly agreed that the organization is assessing emerging issues or potential liabilities on compliance 10.5% were neutral. 89% strongly agreed that. The organization coordinate responses to consumer complaints 10.5% were neutral. 92.5% strongly agreed that the organization report compliance activities and audit/review finding to the board 7.5% were neutral.

[bookmark: _Toc57980156]4.6	Preventive Maintenance
Table 4.9:  Preventive Maintenance
	PREVENTIVE MAINTENANCE 
	Neutral
	Agree
	Strongly Agree

	The firm eliminates the need to own and use condition monitoring equipment
	11.5%(23)
	56.0%(112)
	32.5%(65)

	Preventive maintenance lessens the likelihood of equipment breakdowns
	17.0%(34)
	40%(80)
	43.0%(86)

	The firm’s maintenance software slashes costs and downtime
	12.5%(25)
	56.5%(113)
	31.0%(62)

	The firm is guided through digital transformation
	13%(26)
	46.5%(93)
	40.5%(81)


[bookmark: _Toc57980157]88.5%strongly agreed that. The firm eliminates the need to own and use condition monitoring equipment, 11.5% were neutral. 83.0% strongly agreed that. Preventive maintenance lessens the likelihood of equipment breakdowns 17.0% were neutral. 87.5% strongly agreed that. The firm’s maintenance software slashes costs and downtime 12.5% were neutral. 87% strongly agreed that the firm is guided through digital transformation 11.5%were neutral 1.5% strongly disagreed strongly.







4.7	Customer Satisfaction
Table 4.10:  Customer Satisfaction
	CUSTOMER SATISFACTION
	Neutral
	Agree
	Strongly Agree

	A loyal customer is a treasure you should keep and hide from the world
	16.5%(33)
	50.0%(100)
	33.5%(67)

	Customers stop being your clients in a heartbeat
	16.0%(32)
	43.0%(86)
	41.0%(82)

	Customer Satisfaction is reflected in your revenue
	16.5%(33)
	48.5%(97)
	35.0%(70)

	Customer Satisfaction is a factor that helps you stand out of the competition
	17.0%(34)
	60.5%(121)
	20.5%(41)

	Great customer experience can take your brand to places
	3.0%(6)
	52.5%(105)
	44.5%(89)

	Providing great customer service will satisfy both you and your targets thus proper service, you get a proper revenue and everyone is happy
	13.5%(27)
	56.5%(113)
	30%(60)



83.5% strongly agreed that, a loyal customer is a treasure you should keep and hide from the world 16.5% were neutral 84% strongly agreed that customers stop being your clients in a heartbeat 16%were neutral. Additionally, 83.5% strongly agreed that. Customer satisfaction reflected in your revenue. 16.5% were neutral 81% strongly agreed that. Customer Satisfaction is a factor that helps you stand out of the competition. 17.0% were neutral.

97% strongly agreed that excellent customer experience could take your brand to places. 3.0% were neutral on the other hand 86.5% strongly agreed that providing excellent customer service will Satisfy both you and your targets thus proper assistance, you get an adequate revenue, and everyone is happy 11.5% were neutral. 2.0% strongly disagreed.

[bookmark: _Toc57980158]4.8	Planned Percentage
Table 4.11:  Planned Percentage
	Planned Percentage
	Neutral
	Agree
	Strongly Agree

	Is our interest rate user friendly
	7.5%(15)
	68%(136)
	24.5%(49)

	Are our services well planned
	3.5%(7)
	39.0%(78)
	57.5%(115)

	Is our organization plan is okay
	6.5%(13)
	58.5%(117)
	35.0%(70)

	We save to prepare for future emergencies or risks (natural disasters, injuries, death
	2.5%(5)
	67.5%(135)
	30.0%(60)

	We save to education children
	
	57.5%(115)
	42.5%(85)

	We save to be prepared for old age and disability
	4.0%(8)
	57%(114)
	39%(78)

	Borrowing can be expensive
	5.5%(11)
	53.5%(107)
	41.0%(82)

	Borrowing can be stressful
	5.5%(11)
	59.0%(118)
	35.5%(71)




The findings based on the analysis of some questions revealed the following. That 92.5% strongly agreed that their interest rate was user-friendly. 96.5% strongly agreed that their services well planned while 93.5% strongly agreed that their organization plan is okay. 97.5% strongly agreed that. We save to prepare for future emergencies or risks (natural disaster, injuries, death. 2.5% were neutral. 100% strongly agreed that they save to educate children. 96% strongly agreed that they save to be prepared for old age and disability while 4.0% were neutral.


[bookmark: _Toc57980159]4.9	Transformational leadership, Strategic Alliance and Competitiveness
Table 4.12:  Transformational leadership and Competitiveness
	COMPETITIVENESS
	Disagree
	Neutral
	Agree
	Strongly Agree

	Better Quality Products
	
	
	
	

	We offer high quality products to our customers
	
	15.0%(30)
	73.5%(147)
	11.5%(23)

	We are always in a position to deliver what our customers need
	
	8.0%(16)
	52.5%(105)
	39.5%(79)

	We provide tailored services/products to suit the needs, tastes and preferences to our customers
	
	6.5%(13)
	65.5%(131)
	28.0%(56)

	We are able to compete based on quality
	2.0%(4)
	7.5%(15)
	66.5%(133)
	22.0%(44)

	We give our customers more than expect
	2.0%(4)
	4.0%(8)
	30.5%(61)
	61.5%(123)

	Service Delivery
	
	
	
	

	We offer real time service
	
	5.5%(11)
	58.0%%(116)
	36.5%(73)

	We offer mobile banking and 24 hours ATMs
	
	8.0%(16)
	  38.5%(77)
	53.5%(107)

	Our services are convenient to customers
	
	2.50%(4)
	56%(113)
	41.5%(83)

	We offer school fees payment services
	
	3.0%(6)
	35.5%(71)
	61.5%(123)

	Flexibility
	
	
	
	

	We support and sustain flexibility in the organization
	
	7.5%(15)
	62.50%(124)
	30.0%(60)

	We provide information on the impact of strategic, operational and administrative decisions on flexibility
	
	3.0%(6)
	55.0%(110)
	42.0%(84)

	We provide guidance to management on changes required to flexibility levels and mixes in the light of uncertain future threats and opportunities
	2.0%(4)
	5.0%(10)
	59.5%(119)
	33.5%(67)

	We provide discriminatory information which will enable shareholders to distinguish flexible from less flexible organizations
	2.0%(4)
	9.0%(18)
	53.5%(107)
	35.5%(71)

	Cost
	
	
	
	

	We are able to maintain low cost of operation in the industry
	1.0%(2)
	9.5%(19)
	67%(135)
	22.0%(44)

	Our costs of replacements are always low as a result of good of supplies
	
	10.0%(20)
	51.5%(103)
	38.5%(77)

	We are able to offer low interest rates than our competitors
	
	9.5%(19)
	53.0%(106)
	37.5%(75)


85% strongly agreed that they offer high quality products to our customers 15% were neutral. 92.0%strongly agreed that they are always in a position to deliver what our customers’ need 8% were neutral. Additionally, 93.5% agreed strongly that they provide tailored services/products to suit the needs; tastes and preferences to our customers 6.5% were neutral. 88.5% strongly agreed that. We are able to compete based on quality.7.5% were neutral.2.0% strongly disagreed.
92% strongly agreed that they are able to compete based on quality, 4% were neutral l.2strongly disagreed. 94.5% strongly agreed that they offer real-time service 5.5% were neutral. On the other hand 92% strongly agreed that they offer mobile banking and 24 hours ATMs 8% were neutral. 97.5% strongly agreed that. Our services are convenient to customers 2.5% were neutral.
97% strongly agreed they offer school fees payment services. Another percentage of the respondents (92.5%) strongly agreed that they support and sustain flexibility in the organization, 7.5% were neutral. On the other hand, 97% strongly agreed that they provide information on the impact of strategic, operational and administrative decisions on flexibility 3% were neutral.

93% strongly agreed that they guide management on changes required to flexibility levels and mixes in the light of uncertain future threats and opportunities 5% were neutral l. 2% strongly disagreed. 
89% of the respondents strongly agreed that they provide discriminatory information which will enable shareholders to distinguish flexible from less flexible organizations 9%were neutral. 2% Disagreed Strongly.
89.5%strongly agreed that. They maintain low cost of operation in the industry. 9.5% were neutral 1% strongly disagreed that greed 90% strongly agreed that. Our costs of replacements are always low as a result of good of supplies 10% were neutral. 90.5% strongly agreed that they are able to offer low-interest rates than our competitors. A small percentage of the respondents (9.5%) were neutral.  The competitive advantage is important as it seeks to improve a company’s ability to meet strategic objectives, especially in maximizing profits or in protecting or enlarging market share (Coopers & Lybrand, 2007). A competitive advantage is an advantage one firm has over a competitor or group of competitors in each market, strategic group or industry (Kay, 1993). Therefore, the locus of advantage is in the marketplace and positions of advantage are generally regarded as being either differentiation or lower delivered cost (Porter, 1985) or both (Gilbert &Strebel, 1989). More than one firm in each market can have a competitive advantage. The attainment of sustained or sustainable competitive advantage can be expected to lead to superior performance measured in conventional terms such as market-share and profitability (Bharadwaj et al., 1993). 
Table 4.13:  See Appendix 1	
On the other hand, 88% strongly agreed that their supervisor genuinely cares for the welfare of other people. 12% were neutral. 96% strongly agreed that their supervisor genuinely cares for the welfare of other people. 4% were neutral
97.5% strongly agreed that their supervisor believes that caring for people brings out the best in them. 2.5% were neutral. 95% strongly agreed that. Our supervisor extends care to others even when they do not reciprocate. 5% were Neutral.  92.5% strongly agreed that supervisors enjoy empowering others. 7.5% were neutral, 94% strongly agreed that supervisors give them the information I need to do my work well. 6% were neutral. 89.5% strongly agreed that supervisors continuously appreciates, recognizes and encourages others. 10.5% were neutral. 87% strongly agreed supervisor is very forgiving and helps others to learn from their mistakes 11.5% were neutral. 1.5% strongly disagreed. 88.5% strongly agreed that. Our supervisor invests enough time and energy in helping others overcome their weaknesses, 11.5% were neutral.

86% strongly agreed that the supervisor willingly encourages and contributes to the personal growth of teammates, 14% were neutral.91.5% strongly agreed that supervisor is committed to developing potential leaders who will be better than him/her 8.5% were neutral.
83.5% strongly agreed that the supervisor is genuine and trustworthy with people 14.5% were neutral 2.0% strongly disagreed.86.5% strongly agreed that supervisor does not use or manipulate or deception to achieve his/her goals 13.5% were neutral 93% strongly agreed that supervisor believes that honesty is more important than profits and personal gains, 7.0% were neutral 
On the other hand, 85.5% strongly agreed that the supervisor could not willingly compromise ethical principles to achieve success, 14.5% were neutral. 92.5% strongly agreed that often, works behind the scene and lets others take the credit.7.5% were neutral.

89.5% strongly agreed that when criticized, does not take it personally but tries to learn from the criticism 10.5% were neutral. 91.5% strongly agreed that. Is willing to learn from others below him/her in the organizations. 8.5% were neutral. 92.0% strongly agreed that. Readily admits when he/she is wrong. 8.0% were Neutral. 96.0%strongly agreed that. Sacrifices personal benefit to meet the needs of employees. 4% were Neutral. 99% strongly agreed that the heart to serve others all the time. 1% of the remaining respondents were Neutral.
96% strongly agreed that. Believes that leadership is more of a responsibility than a position. 4.0% were neutral. 94.0% strongly agreed that they others without regard to their gender, race, ethnicity, religion or position. 6.0% were neutral
94% strongly agreed that they others without regard to their gender, race, ethnicity, religion or position. 6.0% were neutral. 94% strongly agreed that they believe that the rewards we receive reflect the effort we have put into our work. 6.0% were neutral.
99.5% strongly agreed they believe that the rewards we receive are appropriate for the work we have completed 0.5% were neutral. 95% believe that the rewards we receive reflect what we have contributed to our work 5.0% were neutral. 94.5% believed that the rewards we receive are justified given our performance 3.5% were neutral. 2.0% strongly disagreed. 89.5% strongly agreed that they can freely express my views about the procedures used in determining our rewards.7.5%were neutral.3.0% strongly disagreed
86% strongly agreed that they can influence the decision arrived at via procedures used in determining our rewards 9.0% were neutral. 3.0% disagreed strongly. 92.5% strongly agreed that. The procedures used in determining our rewards are free of bias 7.5% were neutral. 95% strongly agreed that. The procedures used in determining our rewards are based on accurate information. 3.0% were neutral.2.0% strongly disagreed

92.5% strongly agreed that. The procedures used in determining our rewards uphold ethical and moral standards. 5.5% were neutral. 2.0% strongly disagreed.
On whether the respondents can ably appeal, the decisions arrived at by the procedures for determining any rewards 94% strongly agreed. 90% agreed strongly that they believe that their supervisor is truthful when communicating with him while 7.5% were undecided a similar percentage strongly agreed that their supervisor thoroughly explains to me the procedures used in making a decision. A small percentage 10% were undecided
94.5% strongly agreed that their supervisor provides reasonable explanations regarding decision-making procedures while 5.5% were undecided. 84.5% said that their supervisor always communicates details in a timely manner while 15.5% were undecided. 86% strongly agreed that the supervisor always tailors his/her communications to meet our individual needs. 14% were undecided. 91.5% agreed that the supervisor treats us in a polite manner.  Agreed strongly that 91.5% that their 
supervisor treats us with dignity.
83% agreed that their supervisor always tailors his/her communications to meet our individual needs.
In addition to that 83% agreed that the supervisor treats us with respect 83%
88% agreed that their supervisor avoids making improper comments to us. 83 believes that the organization should be of benefit to each of its stakeholders. 89.5% agreed that they were able to inspire others with his/her enthusiasm, confidence and foresight. 96% articulates a clear direction for the organization’s future.

94% Prioritizes actions that support the attainment of the shared organizations’ vision, 94.5% were very focused and disciplined at work. 95% believes that collectively agreed upon and set goals to encourage performance. 77.5% inspires others to strive for excellence, while 91.5% tries to match people with their jobs to optimize productivity. 91.5% said that they know how to work with and around difficulty people to achieve results 90% strongly agreed that they always seek to improve his leadership abilities, 86.5% displays wide-ranging knowledge and interests in solving work problems. 96.5% tries to build consensus during decision-making, while 96% shows their group how to facilitate the process of group success.

In addition to that, 91.5% makes it a priority to develop relations with those who model servant leadership. 97% promotes values that transcend self-interest and material success, 92.5% encourages cooperation among team members while 96% values everyone regardless of status and always acts objectively. 87% actively seeks ways to utilize people’s different skills to benefit the team, 93% communicates with passion and confidence to cheer up team spirit, while 96.5% tries to build consensus during decision-making.  Lastly, 98% consults and welcomes ideas from others including critics and detractors, 84.5% tries to remove barriers so that others can freely participate in decision making while 90% ensures that the affected persons take part in the decision-making process. Majority of the respondents also 96% willingly shares information with others 96%

According to Kala (2014) employee engagement has been called the most useful idea for human resources practitioners in the 21st century (McBain, 2006) and ultimate prize for employers (Perrin, 2003). A Tower Perrin’s 2006 global survey found that companies with engaged employees had a near 52% gap in performance improvement in operating income and customer satisfaction compared with companies whose employees had low engagement scores (Towers Perrin, 2006).

Transformational leadership rests on the assertion that leader behavior can arouse followers to a higher level of thinking (Bass, 1985; Burns, 1978). By appealing to follower ideals and values, transformational leaders enhance subordinates’ commitment to a well-articulated vision and inspire them to develop new ways of thinking and solutions to problems.  Indeed, the positive association between the transformational leader and follower is well documented (Fuller et al., 1996) and many studies too have begun to examine the process by which those effects are ultimately being realized (Bono & Judge, 2003).  It has been suggested that leadership is one of the most important factors that influence work engagement (Schaufeli&Salanova, 2007).  Meyer and Allen (1997) found that leadership can be used as an antecedent for organizational commitment. Aditya (2009) asserts that leadership style is crucial in encouraging employee engagement.  
[bookmark: _Toc57980160]4.10	Descriptive statistics
The researcher wanted to find out moderating effect of transformational leadership on the relationship between strategic alliances and competitiveness in financial institutions.  Correlational analysis, multiple regression and ANOVA were used to establish relationships, cause and effect relationships as well as test of hypothesis.  Main findings were presented as shown below.

[bookmark: _Toc57980161]4.10.1	Correlational Analysis
The study seek to establish linearity between the independent variables and the dependent variable. The findings from the study were as shown below:








Table 4.13:  Correlational Analysis
	Correlations

	
	Joint Venture
	Equity Alliance
	Non-Equity
	Product Licensing
	Competitive-ness

	Joint Venture
	Pearson Correlation
	1
	.572**
	.323**
	.380**
	.027

	
	Sig. (2-tailed)
	
	.000
	.000
	.000
	.710

	
	N
	200
	200
	200
	196
	196

	Equity Alliance
	Pearson Correlation
	.572**
	1
	.357**
	.475**
	.166*

	
	Sig. (2-tailed)
	.000
	
	.000
	.000
	.020

	
	N
	200
	200
	200
	196
	196

	Non-Equity
	Pearson Correlation
	.323**
	.357**
	1
	.313**
	.053

	
	Sig. (2-tailed)
	.000
	.000
	
	.000
	.458

	
	N
	200
	200
	200
	196
	196

	Product Licensing
	Pearson Correlation
	.380**
	.475**
	.313**
	1
	.301**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	.000

	
	N
	196
	196
	196
	196
	192

	

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).



Joint venturing had a positive correlation with competitiveness. The findings shows a weak relation. This means that as companies engage in joint venturing, then they contribute to competitions. In addition to that, equity alliance has a weak positive correlation. This shows that competitiveness increases as companies engage in equity alliances. Non-equity and product licensing have equally weak positive correlations with competitiveness with Pearson correlations coefficients of 0.053 and 0.301 respectively. 
The findings therefore reveal that all the four independents variables have a positive relationship with competitiveness.

[bookmark: _Toc57980162]4.10.2	Multiple Regression
Table 4.14:  Multiple Regression
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.332a
	.110
	.091
	.48729

	a. Predictors: (Constant), Product  Licensing, Non-Equity, Joint Venture, Equity Alliance



The findings from the above shows that 91% of the variance in the regression model was accounted for by the four factors.

Table 4.15:  Model Regression
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	5.506
	4
	1.377
	5.797
	.000b

	
	Residual
	44.403
	187
	.237
	
	

	
	Total
	49.909
	191
	
	
	

	a. Dependent Variable: Mean Competitiveness

	
b. Predictors: (Constant), Product Licensing, Non-Equity, JointVenture, EquityAlliance

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized 
Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.554
	.695
	
	2.237
	.026

	
	JOINT VENTURE
	-.185
	.105
	-.153
	-1.756
	.081

	
	EQUITY ALLIANCE
	.128
	.095
	.123
	1.359
	.176

	
	NON-EQUITY
	-.026
	.045
	-.045
	-.583
	.561

	
	PRODUCT LICENCING
	.738
	.187
	.318
	3.941
	.000

	a. Dependent Variable: Competitiveness












The findings from the regression analysis found out that Equity Alliance and product licensing has a positive influence on competitiveness with a person correlation coefficient of 0.128 and 0.738 respectively. Joint Venture and non-equity has an inverse relationship with competitiveness J. Larimo et al. (2019).
The regression model 
Y=1.554-.185X1 +.128X2-.026X3+.738X4e
[bookmark: _Toc57980163]4.10.3	Test of hypothesis
The first hypothesis states that Joint Venturing has no significant effect on competitiveness: the sig value of 0.000 is below 0.05. We therefore reject the null hypothesis and conclude that joint venturing has a significant influence on competitiveness. Similar findings by (Das &Teng, 1996, 2000b; Porter & Fuller, 1986; Spekman et al., 1998; Young-Ybarra &Wiersema, 1999) who said that alliances help firms minimize transaction costs, cope with uncertain environments, reduce their dependence on resources outside of their control, and successfully reposition themselves in dynamic markets. Investment in alliances thus influence the firm’s resource allocation patterns and resulting market positions as companies seek to effectively respond to the challenges of the new competitive environment (Bettis&Hitt, 1995; Das &Teng, 1996; Ireland, Kuratko& Hornsby, 2001b; Lei, Hitt&Bettis, 1996; Prahalad, 1999; Reuer, 1999).



Table 4.16:  Joint Venture 
	ANOVA

	
	Sum of Squares
	df
	Mean
Square
	F
	Sig.

	Joint Venture
	Between Groups
	15.422
	18
	.857
	8.000
	.000

	
	Within Groups
	18.956
	177
	.107
	
	

	
	Total
	34.379
	195
	
	
	



The second hypothesis tried to establish if Equity had any significant effect on competitiveness. A sig value of 0.000 led to the rejection of the null hypothesis concluding that equity alliance has a significant relation with competitiveness W. Hoffmann et al. (2018).

Table 4.17:  Equity Alliance
	ANOVA

	
	Sum of Squares
	df
	Mean
Square
	F
	Sig.

	Equity Alliance
	Between Groups
	17.264
	18
	.959
	5.845

	
	Within Groups
	29.042
	177
	.164
	

	
	Total
	46.306
	195
	
	



The third hypothesis was stated, as Non-Equity has no significant effect on competitiveness. Findings revealed a sig value of 0.000. We therefore reject the null hypothesis and conclude that non-equity has a significant effect on competitiveness (Arslan, 2018).







Table 4.18:  Non-Equity Alliance
	ANOVA

	
	Sum of Squares
	df
	Mean
Square
	F
	Sig.

	Non-Equity
	Between Groups
	136.675
	18
	7.593
	95.584
	.000

	
	Within Groups
	14.061
	177
	.079
	
	

	
	Total
	150.736
	195
	
	
	



The other hypothesis under investigation related to the effect of product licensing on competitiveness. The p-value of 0.000 is below the 0.05 threshold. The study therefore, rejected the null hypothesis and concluded that product licensing has a significant influence on competitiveness S. Doosti et al. (2016).


Table 4.19:  Product Licensing
	ANOVA

	
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Product Licensing
	Between Groups
	3.821
	18
	.212
	6.743
	.000

	
	Within Groups
	5.446
	173
	.031
	
	

	
	Total
	9.267
	191
	
	
	



[bookmark: _Toc57980164]4.10.4	Moderating effects of Transformational Leadership on Competitiveness
The researcher was interested in establishing if transformational leadership had any moderating effect on competitiveness. Data collected was analyzed and the findings were as shown below:





Table 4.20:  Transformational Leadership
	ANOVA

	Transformational Leadership  

	
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	Between Groups
	2.766
	17
	.163
	9.848
	.000

	Within Groups
	2.809
	170
	.017
	
	

	Total
	5.575
	187
	
	
	



The hypothesis that was under investigation was on whether Transformational Leadership has any moderating effect on the relationship between Strategic Alliance and Competitiveness. The p-value of 0.000 lead to the rejection of the null hypothesis. The study therefore concluded that transformational leadership had a significant influence on strategic alliance and competitiveness (Masa’deh&Obeidat, 2016).


[bookmark: _Toc57980165]CHAPTER FIVE
[bookmark: _Toc57980166]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc57980167]5.1	Introduction
This chapter consists of a summary of the findings of the research, conclusions relating to the research objectives, recommendations or implications on moderating effect of transformational leadership on the relationship between strategic alliance and competitiveness in financial institutions in Kenya and finally areas that need further research. 

[bookmark: _Toc57980168]5.2	Summary
This study sought to highlight the gaps in the moderating effect of transformational leadership on the relationship between strategic alliance and competitiveness in financial institutions in Kenya and finally areas that need further research.  This study sought to satisfy five objectives, to determine the effect of Joint Venturing on competitiveness in the financial institutions in Kenya. The other objective under investigation was to establish the influence of Equity on competitiveness. Thirdly, the study sought to analyze the effect of Non-Equity on competitiveness in the financial institutions in Kenya. The other objective sought to examine the influence of Product Licensing on competitiveness in financial institutions in Kenya. Lastly, the study sought to examine the moderating effect of transformational leadership on the relationship between Strategic Alliance and Competitiveness.

Based on the findings from the correlation conducted on the first research question on Joint Venturing Alliance and competitiveness, the study established that joint venturing had a weak positive correlation with competitiveness. This means that as companies engage in joint venturing, then they contribute to competitions. Results established from the regression analysis showed that joint venturing had an inverse relationship with competitiveness.  Results based on the hypothesis established that joint venturing had a significant relationship with competitiveness.

On equity alliance and competitiveness, correlations established a weak positive correlation. The study found out that companies gain a more competitive advantage as competitiveness increases as companies engage in equity alliances.  Findings from the regression model found out that equity alliance was significant in promoting competitiveness. Results from the ANOVA showed that equity alliance had a significant influence on competitiveness.

Non-equity was found to have weak positive correlations with competitiveness with Pearson correlations coefficients of 0.053. The third hypothesis was stated, as Non-Equity has no significant effect on competitiveness. Findings revealed a sig value of 0.000, it was therefore found out that non-equity had a significant effect on competitiveness. 
Lastly, on product licensing, the study found it to have a weak positive correlation with competitiveness.

The findings from the regression analysis found out that product licensing has a positive influence on competitiveness.  Similar results were established from the test of the hypothesis, which found that product licensing has a significant influence on competitiveness.
Lastly, on the moderating effects of transformational leadership on competitiveness, the study found out that transformational leadership had a significant influence on strategic alliance and competitiveness.

[bookmark: _Toc57980169]5.3 	Conclusion
The study tested the research framework with key variables joint Venturing Alliance, Equity Alliance, Non-equity Alliance, Product Licensing and the moderating effects of transformational leadership on competitiveness to establish their relationships and influence on each other.  Findings suggest that their supervisors’ displayed all the four transformational leadership behaviors that had a significant influence on organizational competitiveness.  Idealized influence of supervisor was very significant for alliances, which were found to have a positive influence on how organizations perform.  
The study therefore concluded that, Employee’s commitment to their organizations leads to efficiency and effectiveness and that the quality of service provided to customers improves the image of the organization.
On equity financing, the study concluded that the quality of products and services increases profitability of the firm, real time produce maintains customer loyalty to the firm and that availability of financial resources leads to production of high quality goods and services
On non-equity financing, the firms’ sales promotions leads to sales growth of the organization and that flexibility of goods and services maintains profit maximization of the organization.  Lastly, it was concluded that the firms’ increased capabilities leads to competitiveness.
Additionally, the study concluded that customer Satisfaction is reflected in your revenue and that it helps the organization to understand competition. Great customer experience can take an organization’s brand to places and lastly that providing great customer service will satisfy both you and your targets thus proper service, you get a proper revenue and everyone is happy.  The study concluded that the organization managers usually have a vision to improve the financial performance of the financial institutions and that the organization chooses transformational leaders from internal and external labour markets.  The study also concluded that Visioning leaders captivate extraordinary performance of the employees and lastly that Visioning leaders communicate effectively.

The study also concluded that managers in most of the organizations inspire employees while worthwhile and achievable visions inspire excellence in an organization.  The Inspiring managers help direct the skill and knowledge of workers in an organization to perform better.  Lastly that Inspiring managers help inspire employees to innovate.
The study also concluded that personal integrity and intensity are powerful drivers for organizational performance and leaders in many organizations create an environment where people willingly engage their passion, creativity, imagination and unique motivations to generate the financial results. 
Stimulating leaders inspire employees to get a sustainable competitive edge and lastly that strategic leaders enable the organization to engage in a relevant and dynamic way.  Lastly the study also concluded that empowering other employees improves organizational performance while communicating the organization purpose envisions employees.  Organizing the human resource capabilities and competencies ensures efficient performance. Lastly that Changing environment enables top management to train their employees.

[bookmark: _Toc57980170]5.4	Implications for other Researchers
Leadership style behaviors that have a strong positive relationship with organizational performance should be put into practice.  It is therefore recommended that managers should help others develop themselves, guide them to be rewarded for their work; be satisfied when others meet agreed-upon standards; provide recognition or rewards; tell others the standards they have to know to carry out their work and ask no more of others than what is absolutely essential.
Human Resources should develop policies and practices relating to transformational leadership and employee engagement.  This can be done by developing training and development programs for leaders or managers in state corporations that allow for team-work and knowledge sharing with subordinates to increase employee engagement to their organizations.

The mission of HR should be to create an environment that encourages engagement as well as attract potential employees to organizations and to improve organizational performance by developing challenging and attractive vision together with employees.  The vision should be tied to strategy for achievement of organizational goals and translated into action by leaders’ who express confidence that goals will be achieved through team and individual support.  Although the study focused on State corporations in Kenya, the government of Kenya can borrow a leaf from the study findings for purpose of policy to enhance civil service performance for attainment of its vision 2030 goals.
Organization leaders should arouse their employees’ curiosity about work and enhance their performance through intellectual stimulation.  The following specific recommendations are made in line with the findings of the study; Managers in state corporations intending to boost their organizations performance through transformational leadership should focus on the three transformational leadership behaviors of inspirational motivation, intellectual stimulation and individualized consideration which were found to be significant for both employee engagement and organizational performance.

The managers should however put less emphasis on idealized influence of leader, which is found to be negatively related to both employee engagement and organizational performance when targeting to improve the above.  Employee engagement, found to partially moderate the relationship between transformational leadership and organizational performance, should be considered paramount and significant for improving organizational performance.  Thus, organizations while working on transformative leadership should equally put emphasis on other policies and practices that positively impact employee engagement.
Both employees and their leaders must be given fair opportunities and support to ensure their organizations performance is improved and goals achieved.  This can be done through training and development as well as rewards and compensation to enhance both aspects of transformational leadership and employee engagement.

[bookmark: _Toc57980171]5.6	Further Areas for Research
This study focused on the moderating effect of transformational leadership on the relationship between strategic alliance and competitiveness in the financial institutions in Kenya.  A special interest was on the moderating role strategic alliance and competitiveness.  There is however still need for future researches to be done to establish the specific areas of employee engagement influenced by transformational leadership behaviors, as well as their contribution to organizational performance.  Studies may also be done to establish why joint venture and non-equity had a negative regression on competitiveness.  Since majority of empirical studies reveal that there is an enormous return on investment for organizations and even Governments when employees are fully engaged, there’s need to establish other factors that may influence employee engagement levels which will further boost organizational performance.
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Table 4.13:  Transformational Leadership
	TRANSFORMATIONAL LEADERSHIP
	Disagree
	Neutral
	Agree
	S. Agree

	Our supervisor genuinely cares for the welfare of other people
	
	12.0%(24)
	55.0%(110)
	33%(66)

	Our supervisor genuinely cares for the welfare of other people
	
	4.0%(8)
	49.5%(99)
	46.5%(93)

	Our supervisor beliefs that caring for people brings out the best in them
	
	2.5%(5)
	68.0%(136)
	29.5%(59)

	Our supervisor extends care to others even when they do not reciprocate
	
	5.0%(10)
	54.5(109)
	40.5%(81)

	Our supervisors enjoys powering others
	
	7.5%(15)
	54.5%(109)
	38.0%(76)

	Our supervisors gives me the information I need to do my work well
	
	6.0%(12)
	59.5%(119)
	34.5%(69)

	Our supervisors continuously appreciates, recognizes and encourages others
	
	10.5%(21)
	49.5%(99)
	40.0%(80)

	Our supervisor is very forgiving, and helps others to learn from their mistakes
	1.5%(3)
	11.5%(23)
	51.5%(103)
	35.5%(71)

	Our supervisor invests enough time and energy in helping others overcome their weaknesses
	
	11.5%(23)
	55.0%(110)
	33.5%(67)

	Our supervisor willingly encourages and contributes to the personal growth of teammates
	
	14.0%(28)
	61.5%(123)
	24.5(49)

	Our supervisor is committed to developing potential leaders who will be better than him/her
	
	8.5%(17)
	62.0%(124)
	29.5%(59)

	Our supervisor is genuine and trustworthy with people
	2.0%(4)
	14.5%(29)
	57.0%(114)
	26.5%(53)

	Our supervisor does not use or manipulate or deception to achieve his/her goals
	
	13.5%(27)
	53.5%(107)
	33.0%(66)

	Our supervisor believes that honesty is more important than profits and personal gains
	
	7.0%(14)
	67.0%(134)
	26.0%(52)

	Our supervisor cannot willingly compromise ethical principles in order to achieve success
	
	14.5%(29)
	61.0%(122)
	24.5%(29)

	Often, works behind the scene and lets others take the credit
	
	7.5%(15)
	63.5%(127)
	29.0%(58)

	When criticized, does not take it personal but tries to learn from the criticism
	
	10.5%(21)
	43.0%(86)
	46.5%(93)

	Is willing to learn from others below him/her in the organization
	
	8.5%(17)
	61.5%(123)
	30.0%(60)

	Readily admits when he/she is wrong
	
	8.0%(16)
	5305%(107)
	38.5%(77)

	Sacrifices personal benefit to meet the needs of employees
	
	4.0%(8)
	62.0%(124)
	34.0%(68)

	Has the heart to serve others all the time
	
	1.0%(2)
	61%(122)
	38.0%(76)

	Believes that leadership is more of a responsibility than a position
	
	4.0%(8)
	52.5%(105)
	43.5%(87)

	Serves others without regard to their gender, race, ethnicity, religion or position
	
	6.0%(12)
	57.5%(115)
	36.5%(73)

	We believe that the rewards we receive reflect the effort we have put into our work
	
	6.0%(12)
	56.0%(112)
	38.0%(76)

	We believe that the rewards we receive are appropriate for the work we have completed
	
	0.5%(1)
	55%(110)
	44.5%(89)

	We believe that the rewards we receive reflect what we have contributed to our work
	
	5.0%(10)
	60.5%(121)
	34.5%(69)

	We belief that the rewards we receive are justified given our performance
	2.0%(4)
	3.5%(7)
	62.5%(125)
	32.0%(64)

	We can freely express my views about the procedures used in determining our rewards
	3.0%(6)
	7.5%(15)
	53.5%(107)
	36.0%(72)

	We can influence the decision arrived at via procedures used in determining our rewards
	3.0%(6)
	9.0%(18)
	38.5%(77)
	47.5%(95)

	The procedures used in determining our rewards are free of bias
	
	7.5%(15)
	60.0%(120)
	32.5%(65)

	The procedures used in determining our rewards are based on accurate information
	2.0%(4)
	3.0%(6)
	63.0%(126)
	32%(64)

	The procedures used in determining our rewards uphold ethical and moral standards
	2.0%(4)
	5.5%(11)
	54.0%(108)
	38.5%(77)

	We can ably appeal the decisions arrived at by the procedures for determining any rewards
	
	6.0%(12)
	49.5%(99)
	44.5%(89)

	We believe that our supervisor is truthful when communicating with me
	
	7.5%(15)
	59.5%(119)
	33%(66)

	Our supervisor thoroughly explains to me the procedures used in making a decision
	
	10.0%(20)
	60.5%(121)
	29.5%(59)

	Our supervisor provides reasonable explanations regarding decision making procedures
	
	5.5%(11)
	61.0%(122)
	33.5%(65)

	Our supervisor always communicates details in a timely manner
	
	15.5%(31)
	53.5%(107)
	31.0%(62)

	Our supervisor always tailors his/her communications to meet our individual needs
	
	14.0%(28)
	60.5%(121)
	25.5%(51)

	Our supervisor treats us in a polite manner
	
	18.0%(36)
	59.0%(118)
	23.0%(46)

	Our supervisor treats us with dignity
	
	8.5%(17)
	54.0%(108)
	37.5%(75)

	Our supervisor treats us with respect
	
	17.0%(34)
	53.0%(106)
	30%(60)

	Our supervisor avoids making improper comments to us
	2.0%(4)
	10.0%(20)
	50.0%(100)
	38.0%(76)

	Believes that the organization should be of benefit to each of its stakeholders
	2.0%(4)
	12.5%(24)
	46.0%(92)
	98.0%(76)

	Is able to inspire others with his/her enthusiasm, confidence and foresight
	0.5%(1)
	10.0%(20)
	43.5%(87)
	46.0%(92)

	 Articulates a clear direction for the organization’s future
	0.5%(1)
	3.5%(7)
	40.0%(80)
	56.0%(112)

	Prioritizes actions that support attainment of the shared organizations vision
	
	6.0%(12)
	59.5%(119)
	34.5%(69)

	Is very focused and disciplined at work
	
	5.5%(11)
	60.5%(121)
	34.0%(68)

	Believes that collectively agreed upon and set goals encourage performance
	
	5.0%(10)
	49.0%(98)
	46%(92)

	Inspires others to strive for excellence
	
	2.5%(5)
	70.5%(141)
	27.0%(54)

	Tries to match people with their jobs in order to optimize productivity
	
	8.5%(17)
	55.5%(111)
	36.0%(72)

	Know how to work with and around difficulty people to achieve results
	
	8.5%(17)
	76.0%(152)
	15.5%(31)

	Always seek to improve his leadership abilities
	0.5%(1)
	9.5%(19)
	50.0%(100)
	40.0%(80)

	Displays wide-ranging knowledge and interests in solving work problems
	
	3.5%(7)
	66.5%(133)
	30.0%(60)

	Tries to build consensus during decision making
	
	3.5%(7)
	42.5%(85)
	54.0%(108)

	Shows his/her group how to facilitate the process of group success
	
	4.0%(8)
	62.5%(125)
	33.5%(67)

	Makes it a priority to develop relations with those who model servant leadership
	
	8.5%(17)
	59.5%(119)
	32.0%(62)

	Promotes values that transcend self-interest and material success
	
	3.0%(6)
	71.0%142)
	26.0%(52)

	Encourages cooperation among team members
	
	7.5%(15)
	55.0%(110)
	37.5%(75)

	Values everyone regardless of status and always act objectively
	
	4.0%(8)
	69.5%(139)
	26.5%(53)

	Actively seeks ways to utilize people’s different skills to benefit the team
	
	13.0%(26)
	51.0%(102)
	36.0%(72)

	Communicates with passion and confidence to cheer up team spirit
	
	7.0%(14)
	41%(82)
	52.0%(104)

	Tries to build consensus during decision making
	
	3.5%(7)
	42.5%(85)
	54.0%(108)

	Consults and welcomes ideas from others including critics and detractors
	
	2.0%(4)
	57.0%(114)
	41%(82)

	Tries to remove barriers so that others can freely participate in decision making
	
	15%(30)
	55%(111)
	29.5%(59)

	Ensures that the affected persons take part in the decision-making process
	
	10.0%(20)
	42.5%(85)
	47.5%(95)

	Willingly shares information with others
	
	4.0%(8)
	52.0%(104)
	44.0%(88)
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1. Moi Avenue
2. KICC
3. Tom Mboya
4. Kibande House
5. Haile Selassie
6. University Way
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Dear respondent,
I am a student at Moi University, carrying out a research study on moderating effect of transformational leadership on the relationship between strategic alliance and competitiveness on Financial Institutions within Nairobi County.  The research study is for partial fulfillment for the award of Masters’ Degree in Business Administration as well as improving the effect on transformational leadership.  I kindly ask you to assist me by answering the following questionnaire.  Your response and answers will be treated as confidential and used for the purposes of this study only.  Thank you for your cooperation.
[image: C:\Users\User\Desktop\CHECK.jpg]Guideline:  You are requested to answer all questions by ticking   alongside preferred response, some questions may require more than one response, for these tick alongside choices. 

SECTION A:  BACKGROUND INFORMATION
(Answer the questions below by ticking where applicable to you)

1.	What is your highest level of education?
	a)	No formal education			[    ]
	b)	Primary				[    ]
	c)	Secondary				[    ]
	d)	Degree					[    ]
	e)	Masters				[    ]

2.	How long have you worked for this organization?
	a)	Less than one year			[    ]
	b)	Between 1-2 years			[    ]
	c)	Between 2-3 years			[    ]
	d)	Between 3-4 years			[    ]
	e)	Between 4-5 years			[    ]
	f)	Above 5 years				[    ]

3.	How long has you organization existed?
	a)	1-5 years				[    ]
	b)	6-10 years				[    ]
	c)	11-16 years				[    ]
	d)	Above 16 years			[    ]

4.	How many alliances does your firm deal with?
	a)	Less than 5				[    ]
	b)	6-10					[    ]
	c)	11-16					[    ]
	d)	Above 16				[    ]

5.	How long have you dealt with most of your alliances?
	a)	1 year					[….]
	b)	2 years					[    ]
	c)	3 years					[    ]
	d)	Above 3 years				[    ]

	STRATEGIC ALLIANCES
SECTION A:  JOINT VENTURING ALLIANCES
This section deals with information pertaining alliances. Please tick the appropriate box ranging from:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	
	1
	2
	3
	4
	5

	The firm share research and development resources with its strategic partners
	
	
	
	
	

	The firm meets the customer needs in order to maintain customer loyalty
	
	
	
	
	

	The firm provides quality goods and services to maintain economic growth with strategic partners 
	
	
	
	
	

	Employees commitment to their organizations leads to efficiency and effectiveness
	
	
	
	
	

	The quality of service provided to customers improves the image of the organization
	
	
	
	
	

	The firm combine complementary skills and resources, and take advantage of economies of scale
	
	
	
	
	

	SECTION B:  EQUITY ALLIANCES
This section deals with equity alliances. Please tick the appropriate box ranging from:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	
	1
	2
	3
	4
	5

	The quality of products and services increases profitability of the firm
	
	
	
	
	

	The quantity of the products meets the customer needs and preferences
	
	
	
	
	

	Real time produce maintains customer loyalty to the firm
	
	
	
	
	

	Availability of financial resources leads to production of high quality goods and services
	
	
	
	
	

	Customer satisfaction is meeting customers’ preferences
	
	
	
	
	

	The firm support its suppliers with financial assistance
	
	
	
	
	

	
	
	
	
	
	

	SECTION C:  NON-EQUITY ALLIANCES
This section deals with information regarding Non-Equity alliances. To what extent do you agree with the following statements? Please tick the appropriate box ranging from:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	
	1
	2
	3
	4
	5

	Risk is shared between customer and supplier
	
	
	
	
	

	The firms’ sales promotions leads to sales growth of the organization
	
	
	
	
	

	Flexibility of goods and services maintains profit maximization of the organization
	
	
	
	
	

	The firm make joint decision regarding the supplied materials/products
	
	
	
	
	

	Change management leads to motivated or demoralized employees
	
	
	
	
	

	The firm increased capabilities leads to competitiveness
	
	
	
	
	

	Advanced Technology
	1
	2
	3
	4
	5

	Our alliances in technology is for the acquisition of technology capability
	
	
	
	
	

	The firm technology alliance is to secure market
	
	
	
	
	

	The technology alliances is meant to cut cost for acquisition of Information Technology equipment
	
	
	
	
	

	The firm share technology expertise with its partners
	
	
	
	
	

	In case of any technologic failure in our firms, our technology partners come to our aid
	
	
	
	
	

	
	
	
	
	
	

	SECTION D:  PRODUCT LICENSING ALLIACES
Please tick the appropriate response:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Not Sure
	Agree
	Strongly Agree

	Schedule compliance
	1
	2
	3
	4
	5

	Developing compliance policies and procedures 
	
	
	
	
	

	Training management and employees in consumer protection laws and regulations 
	
	
	
	
	

	Reviewing policies and procedures for compliance with applicable laws and regulations and the institution’s stated policies and procedures
	
	
	
	
	

	Assessing emerging issues or potential liabilities
	
	
	
	
	

	Coordinating responses to consumer complaints
	
	
	
	
	

	Reporting compliance activities and audit/review finding to the board
	
	
	
	
	

	Ensuring corrective actions
	
	
	
	
	

	Preventive maintenance
	1
	2
	3
	4
	5

	The firm eliminates the need to own and use condition monitoring equipment
	
	
	
	
	

	Preventive maintenance lessens the likelihood of equipment breakdowns
	
	
	
	
	

	The firm’s maintenance software slashes costs and downtime
	
	
	
	
	

	The firm is guided through digital transformation
	
	
	
	
	

	Customer satisfaction
	1
	2
	3
	4
	5

	A loyal customer is a treasure you should keep and hide from the world
	
	
	
	
	

	Customers stop being your clients in a heartbeat
	
	
	
	
	

	Customer satisfaction is reflected in your revenue
	
	
	
	
	

	Customer satisfaction is a factor that helps you stand out of the competition
	
	
	
	
	

	Great customer experience can take your brand to places
	
	
	
	
	

	Providing great customer service will satisfy both you and your targets thus proper service, you get a proper revenue and everyone is happy
	
	
	
	
	

	Percent planned work
	1
	2
	3
	4
	5

	Interest rate is user friendly
	
	
	
	
	

	Services are well planned
	
	
	
	
	

	Organization plan is okay
	
	
	
	
	

	Back lock weeks
	
	
	
	
	

	We safe to prepare for future emergencies or risks (natural disasters, injuries, death)
	
	
	
	
	

	We safe to education children
	
	
	
	
	

	We safe to be prepared for old age and disability
	
	
	
	
	

	Borrowing can be expensive
	
	
	
	
	

	Borrowing can be stressful
	
	
	
	
	

	SECTION C:  COMPETITIVENESS
This section deals with information regarding competitiveness. To what extent do you agree with the following statements? Please tick the appropriate box ranging from:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Better quality products
	1
	2
	3
	4
	5

	We offer high quality products to our customers
	
	
	
	
	

	We are always in a position to deliver what our customers need
	
	
	
	
	

	We provide tailored services/products to suit the needs, tastes and preferences to our customers
	
	
	
	
	

	We are able to compete based on quality
	
	
	
	
	

	We give our customers more than the expect
	
	
	
	
	

	Service Delivery
	1
	2
	3
	4
	5

	We offer real time service
	
	
	
	
	

	We offer mobile banking and 24 hours ATMs
	
	
	
	
	

	Our services are convenient to customers
	
	
	
	
	

	We offer school fees payment services
	
	
	
	
	

	Provision of loans to our customers at low interest rates
	
	
	
	
	

	Flexibility
	1
	2
	3
	4
	5

	Support and sustain flexibility in the organization
	
	
	
	
	

	Provide information on the impact of strategic, operational and administrative decisions on flexibility
	
	
	
	
	

	Provide guidance to management on changes required to flexibility levels and mixes in the light of uncertain future threats and opportunities
	
	
	
	
	

	Provide discriminatory information which will enable shareholders to distinguish flexible from less flexible organizations
	
	
	
	
	

	Cost
	1
	2
	3
	4
	5

	We are able to maintain low cost of operation in the industry
	
	
	
	
	

	Our costs of replacements are always low as a result of good of supplies
	
	
	
	
	

	We are able to offer low interest rates than our competitors
	
	
	
	
	

	SECTION E:  TRANSFORMATIONAL LEADERSHIP
This section deals with information regarding leadership. To what extent do you agree with the following statements? Please tick the appropriate box ranging from:-
1= Strongly Disagree, 2= Disagree, 3=Neutral
4=Agree, 5=Strongly Agree
	Strongly Disagree
	Disagree
	Not Sure
	Agree
	Strongly Agree

	Leaders’ follower orientation 
	
	
	
	
	

	Caring for others- our supervisor
	
	
	
	
	

	Genuinely cares for the welfare of other people 
	
	
	
	
	

	Is available and listens to all others who need help
	
	
	
	
	

	Beliefs that caring for about people brings out the best in them
	
	
	
	
	

	Extents care to others even when they do not reciprocate 
	
	
	
	
	

	Empowering others- our supervisors 
	
	
	
	
	

	Enjoys empowering others 
	
	
	
	
	

	Gives me the information I need to do my work well
	
	
	
	
	

	Continuously appreciates, recognizes and encourages others
	
	
	
	
	

	Developing others – Our Supervisor
	
	
	
	
	

	Is very forgiving, and helps others to learn from their mistakes 
	
	
	
	
	

	Invests enough time and energy in helping others overcome their weaknesses
	
	
	
	
	

	Willingly encourages and contributes to the personal growth of teammates 
	
	
	
	
	

	Is committed to developing potential leaders who will be better than him/her
	
	
	
	
	

	Leaders Authenticity
	
	
	
	
	

	Integrity 
	
	
	
	
	

	Is genuine and trustworthy with people
	
	
	
	
	

	Does not use or manipulate or deception to achieve his/her goals 
	
	
	
	
	

	Believes that honesty is more important than profits and personal gains 
	
	
	
	
	

	Cannot willingly compromise ethical principles in order to achieve success
	
	
	
	
	

	Humility 
	
	
	
	
	

	Often, works behind the scene and lets others take the credit
	
	
	
	
	

	When criticized, does not take it personal but tries to learn from the criticism 
	
	
	
	
	

	Is willing to learn from others below him/her in the organization 
	
	
	
	
	

	Readily admits when he/she is wrong
	
	
	
	
	

	Servant hood 
	
	
	
	
	

	Sacrifices personal benefit to meet the needs of employees 
	
	
	
	
	

	Has a heart to serve others all the time 
	
	
	
	
	

	Believes that leadership is more of a responsibility than a position
	
	
	
	
	

	Serves others without regard to their gender, race, ethnicity, religion or position 
	
	
	
	
	

	Perceived fairness

	Distributive fairness
	
	
	
	
	

	I believe that the rewards I receive reflect the effort I have put into my work
	
	
	
	
	

	I believe that the rewards I receive are appropriate for the work I have completed 
	
	
	
	
	

	I believe that the rewards I receive reflect what I have contributed to my work
	
	
	
	
	

	I belief that the rewards I receive are justified given my performance
	
	
	
	
	

	Procedural Fairness 
	
	
	
	
	

	I can freely express my views about the procedures used in determining my rewards 
	
	
	
	
	

	I can influence the decision arrived at via procedures used in determining my rewards 
	
	
	
	
	

	The procedures used in determining my rewards are applied consistently 
	
	
	
	
	

	The procedures used in determining my rewards are free of bias 
	
	
	
	
	

	The procedures used in determining my rewards are based on accurate information
	
	
	
	
	

	The procedures used in determining my rewards uphold ethical and moral standards 
	
	
	
	
	

	I can ably appeal the decisions arrived at by the procedures for determining any rewards 
	
	
	
	
	

	Information fairness 
	
	
	
	
	

	I believe that my supervisor is truthful when communicating with me 
	
	
	
	
	

	My supervisor thoroughly explains to me the procedures used in making a decision 
	
	
	
	
	

	My supervisor provides reasonable explanations regarding decision making procedures
	
	
	
	
	

	My supervisor always communicates details in a timely manner
	
	
	
	
	

	My supervisor always tailors his/her communications to meet my individual needs
	
	
	
	
	

	Interpersonal fairness 
	
	
	
	
	

	I feel that my supervisor treats me I a polite manner
	
	
	
	
	

	I feel that my supervisor treats me with dignity
	
	
	
	
	

	I feel that my supervisor treats me with respect.
	
	
	
	
	

	My supervisor avoids making improper comments to me
	
	
	
	
	

	Leaders task orientation
	
	
	
	
	

	Visioning 
	
	
	
	
	

	Believes that the organization should be of benefit to each of its stakeholders
	
	
	
	
	

	Is able to inspire others with his/her enthusiasm, confidence and foresight 
	
	
	
	
	

	Articulates a clear direction for the organization’s future 
	
	
	
	
	

	Prioritizes actions that support attainment of the shared organizations vision
	
	
	
	
	

	Goal setting
	
	
	
	
	

	Is very focused and disciplined at work
	
	
	
	
	

	Believes that collectively agreed upon and set goals encourage performance
	
	
	
	
	

	Leading 
	
	
	
	
	

	Inspires others to strive for excellence
	
	
	
	
	

	Tries to match people with their jobs in order to optimize productivity
	
	
	
	
	

	Know how to work with and around difficulty people to achieve results 
	
	
	
	
	

	Always seek to improve his leadership abilities 
	
	
	
	
	

	Displays wide-ranging knowledge and interests in solving work problems 
	
	
	
	
	

	Leaders’ Process Orientation
	
	
	
	
	

	Modelling 
	
	
	
	
	

	Behaves in the way he/she tells others to behave 
	
	
	
	
	

	Shows his/her group how to facilitate the process of group success
	
	
	
	
	

	Makes it a priority to develop relations with those who model servant leadership
	
	
	
	
	

	Promotes values that transcend self-interest and material success
	
	
	
	
	

	Team building 
	
	
	
	
	

	Encourage cooperation among team members
	
	
	
	
	

	Values everyone regardless of status and always act objectively
	
	
	
	
	

	Actively seek ways to utilize people’s different skills to benefit the team
	
	
	
	
	

	Communicate with passion and confidence to cheer up team spirit
	
	
	
	
	

	Shared decision making
	
	
	
	
	

	Tries to build consensus during decision making 
	
	
	
	
	

	Consults and welcomes ideas from others including critics and detractors 
	
	
	
	
	

	Tries to remove barriers so that others can freely participate in decision making 
	
	
	
	
	

	Ensures that the affected persons take part in the decision-making process 
	
	
	
	
	

	Willingly shares information with others
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