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ABSTRACT 

Title:  The impact of competitive strategies on competitive advantage in the Fast Food 

Industry in Bulawayo, Central Business District (CBD), Zimbabwe. 

Name of Researcher: Duduzile Dephney Dube 

Name of Advisor:  Dr. Barnold A.  Baidya, PhD 

Date of Completion:  24 November 2016 

Statement of the Problem  

It is apparent that there exists stiff competition in the industry and consequently, this 

study seeks to determine the impact and effect of the competitive strategies as drivers to 

achieving competitive advantages for the fast food companies in Zimbabwe with 

particular focus on Bulawayo outlets. From the literature reviewed, while challenges 

facing the industry have been covered, no study has covered the competitive strategies 

taken by fast food chains to gain competitive advantages in Zimbabwe. Most of the 

studies have focused on firm‟s competitive environment. Thus, a gap of knowledge is left 

in the area of the competitive strategies impact on the competitive advantage as 

experienced by fast food players in Zimbabwe. This research study therefore seeks to 

answer the question “how are the fast food players in Zimbabwe able to harness and 

maintain competitive advantage in this highly-contested market?”  

Research Methodology 

The research design used for this research was a hybrid, i.e. it used 90% quantitative 

research design (descriptive) for statistical inference and 10% qualitative research design 
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(exploratory) to get further understanding. Primary data was gathered from the responses 

to the questionnaire sent to 97 Fast Food Outlet managers that represented a total 

population of 127 Fast Food outlets managers in Bulawayo CBD, Zimbabwe. The 

variables were measured on a five point Likert scale and data was analysed using 

descriptive statistics obtained using the Statistical Package for Social Sciences Software 

(SPSS).  

Findings of the Study 

The findings of the study were as follows: 

1. The research findings show that Fast Food Outlets apply the low cost strategy in 

their marketing mix and that these low prices have an effect on the organizations 

profit margins. In the analysis of how cost advantages affect competitive 

advantage the study confirmed this with the variables “the organizations offer low 

cost products of acceptable quality” with a mean of 4.12 and a standard deviation 

0.74 as well as the variable “Low prices affect organizations profit margins had a 

mean of 3.86 and a standard deviation of 0.89. A Pearson correlation done 

between competitive advantages (dependent variable) against other factors of cost 

advantage revealed a positive and significant relationship thereby confirming that 

indeed the variables are heavily loaded on the positive side implying that most of 

the fast food outlets are cost effective.  The overall mean of 4.007 and a standard 

deviation of 0.8225 indicated that the impact of using the cost strategy has a high 

average ranking impact on gaining competitive advantage in the Fast Food 

Industry in the CBD of Bulawayo, Zimbabwe. 
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2. The research findings prove that product differentiation also has a high impact 

that can enhance competitive advantage to some extent. The most significant 

component of product differentiation was the element of uniqueness which had 

the highest average score of agreement (4.28) and a standard deviation of 0.718. 

An overall grand mean of 4.067, which is higher than 3 was observed, and an 

overall standard deviation of 0.781 showing that most of the study participants 

generally also agreed that the differentiation strategy also has a high impact on 

achieving a competitive advantage in the Fast Food Industry in CBD Bulawayo, 

Zimbabwe. 

3. It is evident from the research findings that the majority of the Fast Food Outlets 

have the necessary skills to introduce new products in the market. From the 

observation and analysis of the elements of diversification, the grand mean is 

relatively higher than the scale median, but it is relatively lower (3.982) as 

compared to the grand means for the previous variables of cost and differentiation 

and a standard deviation of 0.8381. This then implied that although the 

diversification strategy has a high impact on gaining competitive advantage, its 

impact is relatively lower than the cost strategy and differentiation strategy.  

4. All the incorporated factors of Cost, Differentiation and Diversification were 

positively related to Competitive Advantage as shown on the Model Coefficients 

table. This implies that the best way for organizations to be competitive in the fast 

foods industry in Bulawayo is to attend to Cost, differentiation and diversification 

in their respective order. This was shown on the table that a 100% rise in cost 
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effectiveness expected to enhance Competitive Advantage by 46% and the same 

effect on differentiation and diversification would raise Competitive Advantage 

by 26% and 35% respectively. 

5. Organisations are also considering other variables that are enhancing or leading to 

Competitive Advantages in the Bulawayo market to fully take advantage of the 

market and increase profits and the market share. The fact that there other 

variables leading to Competitive Advantage is seen with the high adjusted R-

Square of 86.3% implying that Cost, Differentiation and Diversification have a 

86.3% effect on achieving Competitive Advantage. This then translated to that 

there is 15% which is not contributed by the 3 factors that organisations are 

further identifying to achieve maximum Competitive Advantage. 

Conclusion 

The means and standard deviations for all the three competitive strategies show that they 

all have a high impact on gaining competitive advantage. This study revealed that most 

firms offer low cost products of acceptable quality and the various fast food restaurants 

have managed to reduce overhead costs over time. Furthermore, offering very low priced 

products has negative impact organizations profit margins. The procurement function 

plays a pivotal role in harnessing competitive advantage hence the research noted that 

cost advantages do really accrue from bulk purchases. The respondents however were 

uncertain if low cost strategy in the industry had minimized the number of new firms 

entering the industry or not. This was important because in a monopolistic competition 

structure as in the fast food sector, Aulakh et al (2000) established in his research, that if 
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several firms in an industry apply cost-leadership techniques effectively then being a 

cost-leader does not generate a sustained competitive advantage for a company and 

organisations would need to dwell on other strategies to gain competitive advantage. 

This study also revealed that applying the differentiation strategy will gain Competitive 

Advantages however the issue of other organisations imitating and coming up with “me-

too” products needs to be considered as supported by similar conclusions drawn by 

Nolega, et al. (2015) who identified that to achieve aggressive advantage in the 

marketplace, it is always important that firms pursue techniques that are tough for 

competition to copy. Strydom (2014) states that it is advantageous to differentiate on 

several sources which then would translate greater barriers of defence.  

An analysis of the findings from the research study also indicated that Fast food 

restaurants have all the necessary skills to introduce new products while at the same time 

having the leverage of premium pricing thereby improving revenues. Another key 

development from the study is that new products have the attraction, thereby increasing 

customer attention towards the products. 

 Recommendations 

It is therefore recommended based on the findings that: 

1. As far as cost saving is a form of competitive advantage the fast food restaurants 

need to not only focus on being a lowest cost management compared to 

competitors but also have in mind the fact that their customers not only value low 

prices but are concerned in the quality of products offered.  
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2. Due to changes that are taking place in customers taste and preference, fast food 

restaurants should continue to differentiate their products. Through this they will 

be able to compete in other areas other than price, able to focus on quality and 

create brand image hence creating customer loyalty and achieving a competitive 

advantage. 

3. Fast food restaurants should create brand loyalty for new products. Through this, 

they will be able enhance customers perception about their products, increase 

their profit and create value for customers. Customers will also be able to 

recommend other customers to their restaurant.  

Recommendations for Further Study  

According to the literature reviewed, competitive strategies have an impact on 

Competitive Advantages in the Fast Food Industry in Bulawayo, CBD, Zimbabwe. 

However, this study only looked at the three factors which were cost, product 

differentiation and diversification. The researcher recommends further studies to be done 

to reveal other effects of strategic response on Competitive Advantage of fast food 

restaurants in Bulawayo as also indicated by the R-square of 86.3% which showed that 

these three strategies are not all the strategies that will lead to Competitive Advantage but 

there are other factors and variables that lead to Competitive Advantage. 
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Chapter 1 

Introduction 

Background of the Study 

There have been major food consumption trends in Southern Africa which has 

become evident including here in Zimbabwe where most people now prefer to eat 

meals that would not have been prepared in their homes. Future predictions are 

that this trend will increase. The growing demand of people wanting to eat outside 

their homes has led to the fast increase of the number of companies in the industry. 

The Hospitality Association of Zimbabwe congress minutes of (2005) says that the 

Fast Food sector has seen a significant growth averaging of 6 percent every annum 

since early 1990s, although the statistic is only considering the registered Fast Food 

outlets. This has resulted in stiff competition with each player trying to dominant in 

the industry.  

The Confederation of Zimbabwe Industries, (CZI), is an organisation in Zimbabwe 

whose responsibility is to develop and monitor business activities. In the 

organisation‟s annual survey for the year 2015, it confirmed that the current trends of 

the growing Fast Food Industry was taking place against a background where most 

industries in Zimbabwe where either shutting down or in comatose save for the food 

industry (CZI, 2016). 

 In a related research, the Zimbabwe National Statistics Agency (ZimStat) in 2015, 

released statistics that agreed with the CZI position. ZimStat (2015) maintained that 

on average 26 food outlets i.e. both formal and informal restaurants and grocery 
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stores, opened every three months countrywide. Statistics also released in 2014 by the 

Indigenous Food Processors Association, an independent organisation that comprises 

of local Zimbabwean food entrepreneurs, indicated that on average 70 food outlets 

opened outlets monthly nationwide.  From these statistics, it is evident that fast food 

markets offer growth opportunities for marketers as businesses continue to thrive. 

However, in order for companies in the fast food industry to thrive, they are 

encouraged to be proactive and respond to market environmental factors with 

appropriate strategies that will lead to them gaining competitive advantages in the 

Fast Food Industry. 

Fast Food Defined  

In a research study conducted in Nigeria on small enterprises in order to try and 

identify opportunities in the Industry, Ogunlade (2008) defines “food” as the final end 

products that consumers eat, savour and drink to satisfy needs.  It is not exclusively 

about serving the nutritional benefits of consumers but also a combination of need-

satisfying attributes such as convenience, appearance, atmospherics to mention but a 

few. The Merriam-Webster dictionary defined “fast food” way back in 1951 as 

referring to meals that are processed and served instantaneously in an outlet to 

customers. (Raimi & Towobola, 2011).  The meals can either be served directly after 

preparation from the stove to serving on the table (sit-in) or presented in any other 

form of packaging including take-away boxes.  Common fast food menus that are 

found in the majority of the Zimbabwean outlets excluding beverages include all 

types of pies, French fries, pizzas, salads, rice, macaroni, hamburgers, fish, beef, 

chicken, hot dogs among others. In addition, there are different types, business sizes 

and different business models that entrepreneurs use in Zimbabwe in the Fast Food 
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Industry.  These range from caravans to mobile wagons (Jakle, 2009) kiosks, 

restaurants, and fast food retail shops. 

Classification of Fast Food outlets 

These can be said to be either providing unstandardized or standardized services.  

Unstandardized outlets, also known as informal traders, are usually the unregistered 

smaller outlets that generally provide informal but fast services to customers. This is 

where you find traditional food vendors, cafes and dining restaurants, according to 

(Khan, 2013) . 

The standardized outlets on the other hand are generally referred to as the formal 

traders and include the registered food retail shops that have their trading names 

registered or certified with the council authorities or appropriate regulating authorities 

and have a specific organised operations structure. Standardized outlets also include 

single-branch operations as well as chain restaurants that do not provide sit in services 

to clients. Moreover, unlike unstandardized outlets, who are considered to have 

existed for a long time, standardized outlets are seen as more advanced and uprising 

as a result of recent rapid urban developments in various countries of the world. 

Outlets in the formal sector are mostly set up by large corporations, multinational or 

even individuals and tend to be concentrated mostly in the urban areas.  

Overview of the Zimbabwean Fast Food Industry  

A significant growth rate has been observed in the Zimbabwean fast food industry. 

Many small to medium enterprises are seen competing in order to attain for a larger 

piece of the market share from the bigger establishments that have a foothold in the 

industry. The rise in economic difficulties has led to people selling food on the streets 
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using unregistered means such as the boots of their cars. However, the big brands 

remain competitive. Below is a complied list by the researcher of the perceived Top 

performing fast food Chains in the Zimbabwean market. 

In this industry, there seems to be a form of clustering, where outlets compete at 

different levels of operation.  Firstly, there is the big player with adequate resources 

and specialised business units (the likes of Innscor Group). Secondly, there are 

specialist operators that specialise in one line or just a few but have excellent food 

quality (the likes of Oriental pies and Slice Pizzeria). Thirdly, there is the lower end 

($1 meals, limited range, located at the periphery of the city). Lastly there is the in-

store takeaway that are inside major supermarkets which offer various meals TM or 

OK are found in this cluster. 

African Business (2013) states that Simbisa Brands flagship, Chicken Inn, started 

operating in Zimbabwe in 1987. The Simbisa brand previously known only as 

Innscor, is popular for its quality of menu items that are always fresh including grilled 

chicken, hamburgers, rotisserie chicken (full, quarter and half) and other favourites 

such as French fries, spicy wings, spicy chicken bites to name a few of the menu 

items. Twenty-nine years on, Chicken Inn a division of the Simbisa brand, continues 

to offer value for money to its clients by offering a broad and diverse menu that is 

very appealing to many. Chicken Inn postulates they are committed to ensuring that 

they offer the best chicken with premium spices that provide the uniquely flavoured, 

quality of fried chicken. The proudly Zimbabwean franchise boasts of establishing 86 

outlets in Africa in countries such as Malawi, Kenya, Zambia to mention a few. 
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Pizza Inn, one of the leading Pizza brands in Zimbabwe was established in 1994. 

Pizza Inn seeks to offer only the best tasting pizza by only using fresh ingredients and 

with this, they believe it has led to the brands success both locally and beyond(across 

Africa). The dough is prepared every day and only natural tomato paste which is a 

blend of carefully ripened tomatoes, secret spices & herbs is used. Pizza Inn has 83 

establishments across Africa and has proven to be among the favoured choices in 

quick service pizza in the following countries Zimbabwe, Kenya, Zambia, Ghana and 

Malawi (African Business, 2013). 

Super pies are said to offer a variety of pies that leave one asking for more. The brand 

has existed for more than five years in Zimbabwe and has managed to set up over 10 

outlets and is said to be still expanding. Super pies say, “By taking a bite of one of the 

pies, you enter into a world of delicious, super meaty goodness”. (Newsday, 24 

October 2016) 

Nando’s started operating in Zimbabwe in 1995 and remains as one of Zimbabwe‟s 

most popular restaurants. Nando‟s has managed to attract and retain loyal customers 

throughout the major cities in Zimbabwe.  

Eat n Lick, according to African Business (2017) is one of the least popular brands 

among the generality of the market. Eat n Lick Directors had spirits that dared and 

aimed to make their dream and vision a reality. The company has kept evolving by 

trying to follow consumers changing tastes. The brand currently has operations in 6 

cities across Zimbabwe and to date 7 operating outlets. 
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Steers, is one of South Africa‟s leading burger brands. The brand became successful 

mainly because of its popular flame-grilled burgers, 100% pure beef and hand-cut 

chips and many more. The owner, George Halamandaris was inspired by steakhouses 

in America and opened the flagship shop in Jeppe, Johannesburg in 1970. The Steers 

brand has been changing over the years but still maintains its core values which are 

having the freshest ingredients and best meals. The company has a large foothold, 

boasting of more than 500 restaurants, having over 30 outlets in Africa including 

countries such as Nigeria, South Africa, Zimbabwe and Zambia to mention a few as 

well as outlets internationally. Steers has received numerous awards for its burgers 

including one by Leisure Options. The brand is known for having the best burger 

outlets in that market. In Zimbabwe, Steers has over 5 outlets operating countrywide. 

KFC is renowned for its original, secret recipe of grilled chicken which is made with 

the secret blend of 11 herbs and spices. It was established over a century ago by 

Colonel Harland Sanders. KFC has existed since 2014 in Zimbabwe and aims at 

growing every year trying to bring the KFC brand to many cities and towns in 

Zimbabwe. KFC has managed to tailor make its menu to accommodate Zimbabweans 

by introducing menus like streetwise served with Sadza.   

Chesa Nyama is a South African takeout that offers the highest quality flame-grilled 

meats that can be served with Sadza, French fries and other options. Chesa Nyama has 

been in existence since 2012 and has managed to establish over 300 franchise outlets 

in African. In Zimbabwe, Chesa Nyama has managed to open more than three 

franchised stores and aims at increasing its operations in the country. 
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Chicken-Huts’ motto is “We use only fresh, natural ingredients to make our unique 

sauce and grill our chicken over a charcoal flame to give it an extra special flavour”. 

For those that enjoy eating hot chillies in their food, Chicken-Hut offers that, and also 

for those who prefer their food mild, it is also available. Chicken Hut also offers 

crispy potato chips that are coated with the Chicken-Hut salt and vinegar sprinkle”, 

Africa business (2013). 

Statement of the Problem 

There exists stiff competition in the Fast Food industry and consequently, this 

research seeks to determine the impact and effect of the competitive strategies as 

drivers to achieving competitive advantages for the fast food companies in Zimbabwe 

with particular focus on Bulawayo outlets. From the literature reviewed, while 

challenges facing the industry have been covered, no study has covered the 

competitive strategies taken by fast food chains to gain competitive in Zimbabwe. 

Most of the studies have focused on firm‟s competitive environment. Thus, a gap of 

knowledge is left in the area of competitive strategies‟ impact on the competitive 

advantage as experienced by fast food players in Zimbabwe. This research therefore 

seeks to answer the question “how are the fast food players in Zimbabwe able to 

harness and maintain competitive advantage in this highly-contested market?”  

Purpose of the Study 

Literature analysis on this topic has shown no recorded findings. Therefore, the 

researcher saw it was necessary to investigate in detail. In this research, the purpose 

was to get a better understanding of the application of competitive strategies across 
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fast food businesses, which would help to broaden the view of marketing strategies as 

well as to open the minds for today‟s marketing principles in Bulawayo. 

Research Objectives 

1. To identify the competitive strategies being applied by fast food restaurants in 

Bulawayo. 

2. To determine how competitive strategies affects competitive advantage in the 

fast food restaurants in Bulawayo. 

3. To establish the extent to which competitive advantage is being/has been 

achieved in fast food restaurants in Bulawayo. 

4. To determine how diversification strategy affects competitive advantage in 

fast food restaurants in Bulawayo. 

Research Questions 

1. What are the competitive strategies being implemented by the fast food 

industry in Bulawayo? 

2. Is there any significant impact of the competitive strategies (Cost, 

Differentiation and Diversification) on competitive advantage?  

Conceptual Framework 

This study was to explore ways of establishing the relationship between competitive 

strategies and competitive advantage. The conceptual framework showed the 

variables in the research as having the independent and dependent variables. 

Sustainable competitive advantage and company survival are dependent on the 

business ability to set up and develop winning competitive strategies packaged with 

the right marketing mix strategies. Competitive strategies are the basis by which 
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companies can increase their sales, grow market share, and achieve market expansion 

as well as increase customer retention and loyalty. 

Independent Variables    Dependent Variables 

                    

  

  

  

Source: Researcher‟s Construction 

Hypothesis 

H0: Competitive strategies have no effect on the competitive advantages of fast food 

businesses. 

Significance of the Study 

This study examined the competitive strategies as applied by fast food restaurants due 

to increased competition. The benefits that accrued from this study were: 

• To the industry 

The study will show various establishments feedback on the effectiveness of current 

initiatives as they seek to gain market leadership in the fast food industry in 

Bulawayo, Zimbabwe. It will also offer some insights into further areas of opportunity 

that can be explored for expansion.  

-The study will benefit new and existing players in the industry to continuously 

improve their offerings and hence remain competitive. 

• To consumers 

 Consumers will also benefit from improved service delivery and product offerings 

resulting from the competitive industry. 

Competitive Strategies 

-Cost leadership 

-Differentiation/specialization 

-Diversification 

Competitive Advantages 

-Market share growth 

-Customer loyalty 

-Market expansion 

-Market position 
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• To the researcher 

The researcher, benefited from the study by practically applied theory on competitive 

strategy hence improving the researcher‟s research and analytical skills as the 

conclusion showed a positive relationship between the competitive strategy an 

organization adopts to the survival of the organization. 

• Academicians and other Universities  

Academicians who might be interested in pursuing research on competitive advantage 

in the hotel industry will find this study useful. The study will help them understand 

the strategic responses used by organizations in the sector as well as tactics used to 

remain competitive in the growing fast food market. 

Assumptions of the Study 

1. -Respondents did not withhold information and the research was conducted 

with ease. 

2. -Respondents provided the information that met the requirements of the 

research. 

3. -The research questions were understood by the respondents within the 

intended context. 

Limitations of the Study 

The researcher had challenges in collecting, analysing and interpreting data on time to 

submit to Solusi University due to work and family commitments. 
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Delimitation and Scope of the Study  

The study was conducted in Zimbabwe‟s Bulawayo Metropolitan province.  The 

research focused on fast food restaurants operating in Bulawayo‟s Central Business 

District only.  

Definition of Terms 

Strategy: This is the course to be taken by the firm over the long term, which will 

allow the organisation to achieve advantages in a changing environment. 

Strategic group: This is a grouping of organisations that pursue similar /identical in a 

given industry 

Industry: This is a group of firms that offers a product or service that is seen as a 

Close substitute to the competitors‟ products or services. 

Market challenger: These are firms that aggressively follow market leaders and take 

Lower ranks in an industry but aggressively chase the leaders. 

Market leader: This is a firm that holds the largest share of the relevant market, and 

usually is a trendsetter. 

Fast food: A type of convenience foods that can be prepared and served quickly. 

Competitive strategies: These are tools that are used to face different competitive 

situations created by various forces in the market. 

Key success factors: This is a combination of important factors which are required for 

business to succeed and survive in an industry  

Abbreviations 

CBD   Central business district  

Innscor  Inns company  
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BCC   Bulawayo City Council 

JIT  Just in time 

Organization of the Study 

The research will be arranged as highlighted below: 

Chapter 1 gives a summary of the entire research and most importantly the research 

questions. Other areas that are covered are the conceptual framework, significance of 

the study, hypothesis, and limitations to the study, definition of terms, abbreviations 

and organization of the study. 

Chapter 2 provides review of literature of the subject at hand to explain on both 

theoretical and empirical evidence/facts of the study. It provides different opinions 

and theories from different authors concerning the subject in question. The chapter 

gives an in-depth analysis of the competitive strategies and marketing strategies that 

can be used by companies in Fast Foods industry. 

Chapter 3, the researcher provides the research design, the instruments used, the 

population of the study as well as sample and sampling methods, procedures, pilot 

study data collection, research instrument and data analysis. 

Chapter 4 provides the Data Analysis and Interpretation including the regression and 

model summary and analysis of variance. 

Chapter 5 focused on the discussions, conclusions and recommendations of the 

study, special attention being the impact of applications of the competitive strategies 

and further discussions 
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CHAPTER 2 

LITERATURE REVIEW 

Introduction 

This chapter concentrates on reviewing existing literature on the marketing 

environment, industry analysis, key success factors, competition and competitive 

strategy and how these affect formulation and implementation of marketing strategy 

in the fast food industry. It also presents the structure and a description of the 

Zimbabwean food retail scene. Case studies will be identified on one regional and one 

global fast food operator for some industry learnings. Key developments and trends in 

the industry will be reviewed to identify the direction in which the industry is 

evolving. 

This is an analytical review of studies found which are linked to an area of study. It is 

meant to analyse, describe, evaluate, expand and explore the literature as pertaining to 

the study. It seeks to establish the theoretical framework for the area under study. 

Models and case studies that support the topic will also be identified. The overall 

purpose therefore is to show how the research subject is connected to other related 

areas, e.g., how overheads are saved by paying lower wages, by identifying premises 

where the monthly rentals are low and so on. To be able to maintain this approach 

requires continuously exploring cost reductions in every aspect of business 

operations. This will call for outsourcing, cutting manufacturing expenses, growing 

asset potential utilization (capacity), and trying to bring down other expenses that 

include logistics, outbound logistics, research and development and marketing & 

sales. The associated distribution approach is meant to gain the most substantial 
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distribution possible. Moreover, the promotions strategy often attempts to make a 

distinctive feature out of low cost manufactured goods a capability (Gregson, 2008).  

The final dimension involves altering of the supply/procurement chain to make sure 

low expenses will be achieved with the aid of bulk buying to get quantity reductions, 

squeezing providers, instituting aggressive bids for contracts, creating alliances with 

providers in order to keep stock low by using various techniques such as JIT buying 

or seller-controlled stock. Walmart is renowned for negotiating with its providers to 

ensure low prices for its items (Kotler & Armstrong, 2010). Dell computers are 

another company that was able to achieve market share growth through maintaining 

low inventories and building computer systems for orders. Other procurement 

advantages should come from preferential trade terms on raw materials, or ultimately 

backward integration (acquiring supply sources).  

Some researchers anticipate that value seeking strategies are only possible for large 

corporations with the possibility to experience scale economies and big manufacturing 

volumes, but this provides a constrained business method. Even Small to medium 

businesses can be price leaders as well if they revel in any benefits that come with low 

charges, for instance, a neighbourhood eating place in a low-density location can 

attract price-conscious customers if it offers a confined menu, quick table t/over and 

has staff on minimal wage (Nyauncho & Nyamweya, 2015). Creativeness of 

merchandise or approaches can result in having a start-up or small organization offer 

a cheaper service or products where incumbents' expenses and prices have tended to 

be too high (Monroe, 2013).   
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Another instance saw the fulfilment of cheaper airlines who regardless of having less 

planes than the main airlines, were able to achieve a market share increase with the 

aid of presenting cheap, no-frills offerings at a cost that was way cheaper than those 

of the larger incumbents (Nyauncho & Nyamweya, 2015). A price leadership strategy 

may additionally have the downside of eroding consumer loyalty, as price-touchy 

clients will switch as soon as another lower priced substitute is available. A popularity 

in the market to become a price chief will sometimes result in being recognized for 

offering low quality, which can make it difficult for a company to change and move to 

a differentiation approach in the coming days. This approach highlights the strategic 

domain over which the firm must compete based either totally on cost dimensions or 

perceived differentiation (Nyauncho & Nyamweya, 2015). The firm may decide to 

compete in the entire market (like Wal-Mart) with a large scope, or in a described, 

targeted marketplace section with a narrower focus. In both cases, the premise of 

opposition will nonetheless be both price management and differentiation (Amit & 

Zott, 2001).  

Definition of Competitive Advantage 

The idea of competitive superiority/advantage is one of the oldest philosophies of 

economics and its roots can be traced to the present concept of absolute advantage by 

Adam Smith and Ricardo„s theory of comparative advantage, until the present. 

Various definitions have also been presented by different scholars for the purposes of 

clarifying the concept of competitive advantage. Competitive advantage is overall 

defined as having a unique position against the organization's competitors mainly 

through the efficient use of resources. Competitive advantage in most cases is 

controlled by the firm‟s management. A competitive advantage is also defined by 
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other scholars as a collection of organizations unique features that cannot be easily 

imitated and these features allows it to performance better than its competitors.  

Competitive Advantage as a Concept 

The idea of competitive advantage was first brought about in the 1970s. South (2014) 

described this process of gaining advantage as the process of establishing, nurturing 

and exploiting areas that lead to a concrete and robust edge over competition. 

According to Porter (2011) the revised definition is that the concept grows from the 

value that the firm delivers to its consumers that outstrips the firm‟s costs of 

production. Karnani (2012) states that this concept results from market dominance, 

cost savings and customer loyalty. 

On the other hand, Day and Wensley (2008), states that this concept is a complex 

construct with many variables. These scholars state that a complete definition should 

not only state the nature of the advantage, but also how the advantage was achieved. 

In their personal views, they believe that having a competitive advantage should be 

both positional (i.e. market dominance, leadership etc) as well as performance 

superiority. As such, according these scholars, competitive advantage can be seen as 

overwhelming advantages an organisation possess over its competitors in the industry 

in terms of value, lower costs, perceived differentiation and or the outcomes that 

result from these positional strategies. 

The Concept of Competitive Strategy 

Strategy has been defined in many ways by different researchers yet an agreed 

definition is still not available. Lynch (2010) has used the term strategy and corporate 

strategy synonymously. He defined corporate strategy loosely as “the identification of 
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the purpose of the organization and the plans and actions to achieve that purpose”. It 

can be said without much doubt that the study of strategy started with Igor Ansoff, 

who is considered by many as the father of the modern concept of corporate strategy 

(Hussey, 2009). Hussey (2009) argues that Ansoff‟s contribution to the study of 

strategy/corporate strategy is invaluable as he conceptualized not only corporate 

strategy but strategic management and the turbulence theory of strategy. Lynch (2010) 

further categorizes corporate strategy into 2 levels that is corporate and business-level 

strategies, where the former strategy is the plan and policy to achieve a purpose or 

goal and the later strategy is the matching of the internal capabilities with external 

relationships.  

This categorization of corporate strategy is one way to define strategy. Strategy has 

been defined fairly elaborately by Mintzberg (2007). He gave several definitions for 

strategy covering a variety of scenarios. He defined strategy as a plan, a course of 

action, a specific manoeuvre, a pattern in a stream of actions, a position i.e. placing 

the organization in-line with the environment and lastly strategy as perspective i.e. a 

way of perceiving the world (Mintzberg, 2007). Another important and frequently 

used concept in strategy is competitive strategy. This idea was given initially by 

Michael Porter in 1980. Competitive strategy explains strategies of organizations that 

are entering into a market and have to face competition in the market.  

These strategies essentially put competitors before the customers as the strategies are 

meant to out throw competitors. Another way of setting strategy is customer driven 

strategy. This places more focus on customers as compared to the market competition. 

Lynch (2010) has explained this as a strategy of an organization with prime focus on 
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customer satisfaction. Porter‟s model of competitive strategies is arguably the most 

well-known strategic model when it comes to competition in the market to achieve a 

sustainable competitive advantage. The three generic strategies according to Porter 

are cost leadership strategy, differentiation strategy and focus strategy. 

Principles Underlying Generic Strategies and Competitive Advantage 

It is important for an organisation to seek ways of attaining a competitive advantage 

or a distinctive competency as this is the main determinant of a firm‟s success. This 

line of thought has increased in the recent past years as firms believe that basics of 

operating above average contributes in the long term to having a sustainable 

competitive advantage in the industry. The willingness of consumers to purchase a 

product or service results from them providing lower prices than their rivals for the 

same benefits or providing specific and different benefits that offset the higher price 

(Porter, 2005). The aim of gaining a competitive advantage often leads to creativity 

and innovations that competitors always strive to level (Christiansen, 2011). It 

therefore leads to the fact that having a competitive advantage today will not 

guarantee that it will maintained going into the future. 

Although both differentiating and being a cost leader strategies lead to having an 

upper edge in the market, a firm also has to select between the other strategies to 

prevent a situation of being caught between the two extremes. However, Porter (2005) 

recognises three conditions that must be present for a firm to achieve both the cost 

leadership strategy and the differentiation strategy simultaneously. This can happen 

when the cost factor is strongly affected by the market share rather than by its 

products and services or the technology provided or when an organisation introduces 
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a major innovation that leads them to being the only organisation with that innovation. 

In any industry, whether be it domestic/international, whether be it selling goods or 

services, there are certain rules and regulations that lead to competition that follow as 

stated by Porter‟s (2005) five forces model being ,threat of new competitors, power of 

substitutes,  power of buyers/customers,  power of suppliers and  internal rivalry. 

An investigation of strategic postures in terms of formulation and implementation 

within large, private manufacturing companies in Kenya, (Aosa 2012), produced 

evidence that both cost leader strategy and differentiation strategy were practiced in 

most of the firms under study. Waweru (2008) studied competitive strategy 

operationalisation and its resultant effect on profit performance in large private sector 

firms in that country. The realisation from this was that there emerged three strategic 

groupings that emerged, being low cost leaders, differentiators and dual strategists in 

proportions of 1:3:6 respectively. Those pursuing combined strategies were found to 

perform better than firms that adopt one strategy only.  

Impact of Cost Advantage  

Porter (2007) states that business enterprises that pursue a cost leadership approach in 

pursuit of competitive advantage have the objective of being the lowest cost producer 

and subsequently being able to offer customer value at the lowest viable price than its 

competitors. The resultant competitive advantage of a cost leader business is anchored 

on streamlining essential price chain functions that reduce costs compared to 

competitors. Such approach strives to deliver a preferred, no-frills, high-volume 

product at the maximum competitive cost to customers (Aulakh et al. 2010). 
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This strategy aims at achieving a lower price as compared to its rivals whilst trying to 

maintain similar if not better benefits to those offered by competition (Johnson, 

Scholes and Whittington 2008). One of the most used examples is a study of Japanese 

automakers who, during the 1960s and 1970s entered the European market and 

targeted the low cost  sector, which they were convinced would not be defended by  

the large /established European  car manufacturers. The competitive strategy was 

simply the “no frills product”. Their streamlined (stripped down versions) products 

were seen as cheaper and accepted with few added value expectations, (Johnson, 

Scholes and Whittington, 2008). The resultant sales growth experienced that this 

produced as well as the experience gained from this entry strategy allowed them to get 

leverage into Europe and develop other more profitable, strategies.  

 Banker, Mashruwala and Tripathy (2014), asserts that firms who attain low cost 

producer status afford attractive defence strategies towards the market forces. The 

low-value agency is best positioned to compete on the idea of pricing, to guard 

against price warfare situations and to use the decreased price appeal to win income 

customers from competitors thereby earning bigger profit margins or additional 

volume sales in markets wherein price competition prospers. In a similar study, Kurt 

and Zehir (2016), contend that low-cost strategy has limited income margin protection 

from powerful/influential buyers, considering such customers are rarely capable of 

bargaining lower than the price offered by the next available seller.   

Low cost producers are also insulated than competitors from any powerful suppliers; 

however this is only possible if the cost is brought about by internal processes of the 

firm. In addition, the low-price manufacturer can strategically use lower prices to 
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make it hard for completely new rivals to win-over customers. The price leverage of 

the lower-cost firm therefore serves as a barricade for new players, and is capable of 

applying these low prices to act as a defence to hinder substitute products attempting 

to gain market (Kurt & Zehir, 2016). Alizadeh (2014), notes that essentially, a low-

cost producer has a great potential to set the industries minimum price and still make 

a decent earning in the marketplace. At times when price becomes a major 

competitive driver, the less price friendly rivals get squeezed the most, and 

corporations applying the low- cost function become attractive to buyers who base 

their purchase choice on prices.  

Strydom (2014) explains that a low-price competitive technique has its pitfalls and 

challenges. The researcher states that breakthroughs in technology can open cost 

reductions for rival businesses that eliminate a low-price firm's past investments and 

gains. Competing firms can also find it easier and cheaper to copy the cost-leader‟s 

low-price techniques and as a result benefit. Banker, Mashruwala and Tripathy 

(2014), reiterate that a company with a focus to push its expenses down can grow to 

be so fixated on price discount that it fails to adapt to market conditions and its 

demands such developing customised choices for added value, shifts in how shoppers 

use the product, or declining consumer sensitivity to prices and for that reason remain 

stagnant in the market. At the same time, the researchers (ibid) maintain that 

concentrating marketing investments in price discount can lock a firm into a strategy 

that may expose it to the risk of new technology and developing consumer interest in 

other rather than the less expensive charge. 
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Differentiating Products and Competitive Advantage  

In response to the cut-throat competition in local and global markets, there is a crop of 

more assertive customers, coupled with the development of technology thus exerting a 

lot of pressure on businesses, which seeks ways to obtain a sustained competitive 

advantage. Product differentiation in organizations is largely driven inside the 

enterprise and also via the relationships among its many suppliers, and against other 

firm‟s products.  

In their research case study on the effect of differentiation on firms, Nolega, Oloko, 

Sakataka and Oteki (2015), noted that there are but several techniques that 

commercial enterprises can apply in the practice of product differentiation in the 

marketplace. On the other hand, suppliers create loyalty with clients who notice their 

precise product. This differentiation takes a big investment of time (to show the 

reliability and advantage of a product) and money (on branding, advertising, 

packaging) and therefore represents a massive barrier for any new entrant to triumph 

over. In the same vein, Strydom (2014) reiterates the similar position when he 

indicates that rivals continuously attempt to triumph over this barrier with the aid of 

using the loyalty to the brand of a product in a single marketplace.  

To achieve sustainable competitive advantage in the marketplace, Porter (2010) says 

it is always important that firms pursue techniques that are tough for competition to 

imitate. Product differentiation affords corporations the opportunity to harness 

competitive advantage which is effective. Strydom (2014) citing Porter (2006) 

observes that there are a number of the differentiating strategies that most businesses 

observe on how to achieve product differentiation and exploit the profits of 
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differentiation in the businesses by investments on attributes for customers. This 

selection is heralded with the aid of undertaking a customer survey to check the 

precise differentiating attributes valued by clients to a given product (Nolega, Oloko, 

Sakataka &Oteki, 2015). 

Another key approach is the related pricing that is a major challenge for the customers 

of a given product. Enterprises try to strike a balance among features of product 

against the pricing, and there is always influence of the government component, 

which regulates the retail prices making price based competition unsustainable within 

the industry (Nolega et al., 2015).  

Other differentiating approach elements consist of the services provided to the 

customers i.e., how one treats their clients in the enterprise, excellence of service 

presented, this is compared to if it is higher than their competitors? Those techniques, 

when put in action, will affect customer‟s perceptions and attitudes in the direction of 

precise products and this may ultimately affect a firm‟s performance within the 

market (Raduan et al., 2009).  

Relationship of Differentiating Products and Competitive Advantage  

Differentiating products as a strategy can be a valuable weapon for competitive gain 

that is followed by a firm with the aid of providing products that satisfies person 

client‟s desires. In catering for the consumer‟s desires, the quality of the products and 

services has become to be a main differentiating component amongst products. As a 

result, consumers are  even prepared to pay more for merchandise that meet their 

preferences, taste, fashion, wants , and businesses on the other hand want to make 

selections regarding to many factors in order to attain the competitive advantage. 
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Those elements may be sub-divided into fundamental theories namely, the resource 

based view and the capabilities principle (Shammot, 2011).  

Simister (2011) confirming the position held by Porter (2007) states that , competitive 

advantage is an overwhelming advantage a firm has over its competitors which is 

garnered by giving consumers more value by means of affordable prices or providing 

more benefits that justify  the premium prices. He further asserts that, value creation 

has three factors, which are: customer perceived benefits, costs for the business 

enterprise and its suppliers, and the precise aggregate of customers and providers.   

Considering that full value created through the company must equal customer 

willingness to pay subtracting the costs of the usage of the firm‟s belongings and the 

expenses incurred by means of providers, so as to accomplishing a competitive 

benefit , the firm should both increase purchaser benefits, lower dealer prices, or find 

out innovative processes. Employer‟s internal assets are of fantastic significance to 

the earnings made through a commercial enterprise. It additionally influences the 

maintenance of the business enterprise‟s competitive gain and above all the 

company‟s capacity to create market gain. The resource-based view concept has 

defines firm resources as all assets and capabilities under the direct control of the firm 

that give it an added edge (Barney, 2011).   

The theory proposes that a firm has a sustainable competitive advantage when it is 

able to create a winning method hinged on firm assets that cannot be imitated by 

competitors.  Similarly, the principle states that for resource and capability to present 

competitive advantage, it ought to be; uncommon, treasured, difficult to imitate and 

now not transferable. The aid-primarily based principle believes that a company‟s 
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sources are varied in nature and not freely movable which has led to differences 

amongst businesses. Since the firm„s resources/capabilities may not be totally cellular, 

the heterogeneity among groups is sure to exist for a long term (Matsa, 2009).   

Ertekin and Aydin (2010), state that if a firm  with rare assets is able to create  

superior value and its resources can‟t be copied either via its competitors, or replaced 

by means of different sources, then such an agency has monopoly position and 

therefore condition necessary for reaching sustainable competitive benefit and the 

earn extra profits. According to Matsa (2009), competitive benefit equals the 

distinction among the cost created by the employer and the capability fee created by 

way of its competitors. While marketplace demand outstrips enterprise capability, 

competitive gain will increase the price and additionally increases its capacity 

earnings. Whilst enterprise capability outstrips market demand, competitive benefit 

also guarantees that the company will live to tell the tale.   

The troubles of product satisfactation rates have been studied/explored by numerous 

researchers (Ertekin & Aydin, 2010; Sumutka & Neve, 2011). Within the Nineteen 

Seventies and early Eighties, one of the predominant capabilities of a business 

economic system focuses on inner excellence of implementation than pricing, as a 

prime competitive device. Quality was seen as a key marketplace differentiation 

devise, ensuing in lots of companies defining and enhancing approaches, adopting and 

enforcing total quality management arrangements, and accomplishing fine standard 

accreditation.   

Currently, more interest has developed around the effectiveness of advanced system 

monitoring, and manage techniques to enhance production operations. High quality, 
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as a competitive benefit device is considered to be one of the more critical methods in 

which individual agencies can efficiently compete inside the worldwide marketplace. 

The selection of which products to buy in maximum client markets is not entirely 

dependent on lowest prices, but by a product‟s quality (Matsa, 2009).   

Product quality may provide huge effects on its resultant demand and the overall 

consumer‟s wellbeing, but it is recognized as a strategic organizational precedence 

and a crucial detail of competitiveness in a vast array of markets and industries. 

Strategic recognition of quality is extensively seen as a fundamental factor of 

manufacturing approach in many companies. This is more likely to result in a surge in 

product demanded thereby facilitating the construction and maintenance of 

competitive role (Daniel & Reitsperger, 2001).  

Benefits of Differentiation  

In today‟s world, companies compete for customers, sales and market share by 

constantly developing services and products geared to meet specific customers‟ needs. 

International competition has enhanced technological adjustments whereby clients are 

continuously seeking for advanced quality products/offerings with lower charges. 

Greater so, this multiplied rate of global competition has led to the reduction in the 

product life cycle (Joy, Iyiola & Ibidunni, 2013).  

This has fuelled an emphasis on abilities and advent of competitive gain, which is 

thought, might deliver them over tight competition. Even though firms may be 

chasing many targets, the main one is predominantly to attain a competitive advantage 

function thereby having an edge compared to their competitors (Raduan, Jegak, 

Haslinda, and Alimin 2009). Strydom (2014) states that a success differentiation 
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strategy has three factors: commanding a top-class rate for a product, increasing 

income due to additional consumers won over with the aid of the differentiating 

features and gaining customer loyalty to its brand. In line with the author, a product is 

differentiated if clients perceive the products or services to have properties, which 

make it exceptional compared to its rival products or services, and preferably specific 

in some unique manner and hard to emulate.  

According to Wongsansukcharoen, Trimetsoontorn, Fongsuwan (2013), 

differentiation complements profitability because each time the product is purchased; 

it leads to more income compared to the introduced charges of reaching 

differentiation. Banker, Mashruwala and Tripathy (2014), affirms that differentiation 

is considered unsuccessful if by any chance the customers do not value the extra 

capabilities enough to shop for the product in huge quantities. For price conscious 

buyers, it takes a lot to convince them to pay the extra fees for the differentiation.  

Differentiation creates some buffer against competitors' strategies due to the fact that 

buyers come to be dependable to the products they like and are regularly inclined to 

pay higher prices for it (Joy, Iyiola and Ibidunni, 2013). According to Strydom 

(2014), a successful differentiation strategy results in having consumer loyalty and 

brand uniqueness that any new entrant in the market will find hard to imitate. Banker, 

Mashruwala and Tripathy (2014) add that if differentiation drives a firm towards 

higher pricing and boost earnings margins, it will likely be in a more potent role to 

face up to established and influential suppliers' efforts to raise their costs. Hence, as 

with price leadership, successful differentiation creates lines of defence for managing 

the five aggressive forces.  
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The differentiation strategy is regarded as effective and attractive yet there are no 

guarantees that the various differentiation strategies will produce the desired 

sustainable competitive advantage for the fast food business. According to Strydom 

(2014), if buyers see little value in specialty then low-value approach can without 

difficulty defeat a differentiation approach. In addition, Joy, Iyiola and Ibidunni 

(2013) in their research case study, Unilever Nigeria observed and concluded that 

differentiation may be eroded outrightly if competitors quickly imitate the 

differentiating features applied. In the end, such imitations may overcome the actual 

differentiation benefits due to the fact that competing manufacturers keep adapting in 

ways that match the retail outlet despite the amount of investment put create specialty. 

As a result, for the fast food businesses to achieve success at differentiation, they 

ought to be innovative and identify those sustainable sources of specialisation that 

cannot be easily imitated.  

The primary sellers behind the advent of product differentiation are the enterprise 

corporations themselves. There are market situations where the differentiating 

businesses are called upon to tone down the extent of product differentiation, which 

also affects the profit of the commercial enterprise. This inadvertently often leads to 

price competition as the fast food businesses try to introduce the same marketing mix 

their competition is using.  
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Diversification (Focus) and Competitive Advantage  

Ansoff (1990) has asserted and posited through empirical studies that product 

diversification is a competitive strategy by which fast food businesses try and enlarge 

their marketplace presence and consumer base by means of modifying existing 

products and adding new products  to the current market or offering new products to 

entirely new segments of customers (markets). By undertaking product 

diversification, a corporation can extend its enterprise into new regions and new 

markets, thereby increasing their possibilities for more revenue (Marreiros & Gomes, 

2008). According to Silva (2005), concentric diversification is the most commonly 

used , differentiation between the various types of diversification and made depending 

on to how closer the other business  is to the field of the current business operations. 

Mostly smaller establishments use this type of diversification because it presents less 

risk. In most instances, it does not require much capital and owners feel more secure 

because they are operating in familiar territory. 

In line with the ground-breaking model Ansoff (1977), diversification is a strategy 

that the business enterprise follows when it is targeting a new marketplace or 

introducing a brand-new product. In a few instances, diversification is even regarded 

as a “final” strategic alternative. Ries and Trout (2009), say that, “whilst there are not 

any other brands or manufacturers that exist called weak, it is feasible to increase the 

product line” but, corporations are seeking for means to diversify, consistent with 

Marreiros and Gomes (2008) for 6 basic reasons: skills capitalization, elevated 

bargaining power, producing financial savings via sharing prices, achieve numerous 

sources of revenue, preservation of increase and decreased business chance.  
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From an application and investment point of view, firms have a wide base from which 

to exercise their pick of the diversification approach. This observation is held by 

Tachizawa and Rezende (2000).  On a similar argument, Marreiros and Gomes (2008) 

found numerous styles of diversification, and stated that the eventual preference of 

model can imply the difference between the strategic gains or fail for the business 

enterprise searching for diversification.   

According to Silva (2009), diversification may be visible as a characteristic of 

management selections, which are decisive for the destiny of the company. Therefore, 

diversification is a strategic choice, it is necessary to speak about a modelling of 

diversification to ensure a powerful preference of approach, contemplating several 

factors. Consistent with the credible view of Porter (2007), it is necessary that this 

create a scenario whereby the business enterprise can perform this with a unique set of 

activities not easily replicated by others.  

Porter (ibid) states that the strategic positioning arises from special resources, 

regularly side-lined highlighting the positioning based totally on the needs, which 

includes better assembly through an incorporated set of activities. Diversification is a 

strategy that guides a company into fresh marketplaces with new products or services. 

Corporations may select a diversification strategy for different reasons. Firstly, the 

firms may want to generate and take advantage of economies of opportunity, in which 

the firm attempts to exploit its resources and skills in other areas. This can be the 

situation if corporations have not fully utilized funds or skills (Yamoah and 

Kanyandekwe, 2014).  
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By using a diversification strategy, businesses may channel their resources to 

attracting new opportunities/markets from markets not previously served. Secondly, 

management competencies within the company may be leveraged in other markets. 

Firms pursuing a diversification strategy may also produce a product with the 

surpluses of another hence, firms with a varied portfolio of products and providing to 

various markets may possibly develop an influence, and endure a lengthy period of 

price competition. When having subsidized product for a significant period, the 

business might achieve a monopoly. Corporations may also need to practice a 

diversification policy to extend financial risk over diverse markets or products 

(Yamoah & Kanyandekwe, 2014). Alternatively, companies may consider this 

strategy so as to spread risk and have a foothold in many markets, purchase institutes 

which can offer scale economies, or strong sales and marketing skills that it can apply 

to a weaker one in any other industry with the hope of changing its profit prospects 

(Tachizawa & Rezende, 2010).   

Diversification as a Competitive Advantage  

An effective result of diversifying approach may lead to an increase in market growth. 

By means of introducing new products, exploring new regions or concentrated on new 

companies of clients, a firm can make its consumer base bigger. Whether the degree 

of increase is in phases of the variety of personnel, earnings or income, a diverse 

strategy can help a firm achieve growth. One reason also mentioned for 

diversification is to guard from the risk of failure.   

One of the advantages of product diversification, which may be outstanding, is that 

groups, which diversify into different product markets, might also prompt clients to 
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shop for new merchandise from the organizations (Palich et al., 2010). A way, in 

which an enterprise reaches these desires, is the reality that personnel and control, 

increase strategies to highlight the opposite industries in which the business enterprise 

operates. Other advantages are put forward by Berger et al. (2005), he suggests that 

product diversification has distinct cost-enhancing consequences and he states: “The 

potential benefits of operating specific lines of business inside one company 

encompass extra running efficiency, much less incentive to forego effective internet 

gift value tasks, more debt capability, and decrease taxes”(p. 40).   

The greater working performance can be declared regarding Chandler (1977), who 

explains that a company, which operates in one-of-a-kind product divisions, creates a 

control shape accountable for managing and coordinating the diverse divisions. 

Hence, the diversified firms are more efficient, which leads to a greater working 

efficiency than the way stand-alone divisions would perform apart. Some other gain 

of product diversification was given with the aid of Aw and Batra (2008). They state, 

“greater product diversification permits a firm to seize greater of the spill overs 

between merchandise” (p. 317).   

According to Jovanovic and Gilbert (2008), these spill overs are including the 

unfolding of expertise amongst exclusive manufacturing approaches, which may be 

seen as an engine for monetary performance of the firm. Also, the competences and 

knowledge of the control, at the same time as advertising and distribution channels, 

can be used for the distinct merchandise of the diversified company (Jovanovic & 

Gilbert, 2008).  
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Barriers to Diversification  

Adegulu (2012), narrates that, diversification stretches managerial commitments, 

leads to structural complexity, presents coordination issues and raises costs, lines top 

management assets, reducess organizational attention to detail, and blocks companies‟ 

potential to reply to main external adjustments. Diversification inefficiencies 

additionally come from conflicting dominant logistics between corporations, internal 

capital market conflicts, accelerated manipulate and attempt losses due to shirking.  

 Graham, Lemmon and Wolf (2006) claim that diversification through acquisition 

introduces modifications in accounting that might motivate bias or affect performance 

results. Many diversifying corporations have inferior economic overall performance 

previous to diversifying. It additionally emerged that firms need to have a look at 

those overall performance tendencies before diversification and after diversification. 

The findings aid the claim that the performance problems of diversification could 

have been inherent inside the company before a diversification move.  

At times this strategy does not yield the desired results and profitability, with the main 

reason being lack of consideration of secondary issues and necessary requirements 

such as information and competencies in areas such as, management of change, 

culture differences, and personnel management. However, the motive for failure to 

achieve results and prospects of the diversification may be the over forecasting of the 

net payoffs from the synergy, during the early analysis (Palich et al., 2009). If 

diversification is not approached with warning, the result can be overextension of an 

organization's sources. To operate efficiently, each department of an agency, 

regardless of how huge, desires to have sufficient resources to preserve its 
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infrastructure and operations to curb decline. In this age of corporate takeovers, it's no 

longer uncommon to find a firm make way into a discipline/ industry absolutely not 

related to its original operations (Yamoah & Kanyandekwe, 2014).   

The operations of different corporations sometimes require completely distinct skill 

sets, for instance, firms that diversify into new locations that require expenses such as 

training and travel, risk increasing their costs substantially to the point of jeopardizing 

their core mission (Marreiros & Gomes, 2008). According to Ries and Trout (2009), 

the safest regions into which a commercial enterprise can diversify are carefully 

associated with what it already does, so there may be initial knowledge of 

infrastructure required. Yamoah and Kanyandekwe (2014), a big percent of business 

innovation happens in smaller groups which are tightly focused on some 

technological or commercial enterprise desires. If these organizations diversify too 

extensively, this will reduce their consciousness, increase their bureaucratic inertia 

and decrease their capability to respond speedy and creatively to marketplace 

modifications. While leading revolutionary agencies start to lag, these consequences 

in a domino effect along the reducing edge of technical innovation, resulting in slower 

monetary growth and a further decrease in innovation. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

Introduction 

The chapter covered the research methodology of the research project. The 

methodology describes and motivates the choice of the data collection methods. It 

also describes how the researcher conducted the research study in the CBD of 

Bulawayo, where data was gathered and later analyzed. 

Research Design 

The research design used for this research was a hybrid, i.e it used 90% quantitative 

research design (descriptive) for statistical inference and 10% qualitative research 

design (exploratory) to get further understanding. This design involves the use of 

numbers and statistics for presenting data and descriptive statistics such as mean 

values, median, mode, percentages and standard deviations to analyze data. 

Population Size 

The population for this study was 127 fast food outlets legally operating in Bulawayo 

CBD (According to the BCC health department report 2016). For this research study, 

the target population also became the foundation for data collection. In other words, 

this research study took the population with 97 managers making the actual study and 

30 making being used in the pilot study. The census therefore became the basis for 

collecting data making the 97 managers in fast food outlets in the City of Bulawayo 

the respondents. Since the total population was only 127 outlets and the sample was 

made up of the managers/supervisors for each outlet, the number was not big enough 

and therefore called for a total census. 
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Table 1: Population Size 

Category Managerial Staff Type of Fast Food Outlet 

A 47 Low Price/Small/ Sole 

Proprietorship 

B 9 Differentiation/ 

Specialisation 

C 25 Strong Brand Names 

D 16 Giant supermarkets with in 

store food outlet 

Pilot study 30 Equitable distribution of all 

categories. 

Total 127  

 

Sample and Sampling Technique 

 A census was used to enumerate the population of the study, consisting of 97 

supervisors from the registered outlets in the city.  Data collection through a census 

enabled the researcher to undertake an intensive research about the problem; in 

addition, it offered a high degree of accuracy and was seen to be very suitable for a 

heterogeneous population (Moser & Kalton (2010).The sampling method was 

judgmental since the researcher used supervisors/managers that possessed the 

required knowledge. 

Instrumentation of the Study 

The instrument used to collect data was a questionnaire developed by the researcher. 

It had 40 questions divided into five sections as follows: Section A, collected the 

demographic information and Section B to Section E gathered data needed to answer 

the research questions. The respondents were guided in their responses by a five point 

Likert scale given on the questionnaire to show their level of agreement or not with 

the given statements 
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Table 2: Interpretation Table 

Likert Scale Response Scale Interval Interpretation 

5 Strongly  agree 4.51 - 5.0 Very high impact 

4 Agree 3.51 - 4 .50 High impact 

3 Neutral 2.51 - 3.50 Moderate impact 

2 Disagree 1.51 - 2.50 No Impact 

1 Strongly  disagree 1.0 1.50 No significance 

Table 2 categories of all possible mean responses for all sub-items in the 

questionnaire and their subjective interpretations. 

Pilot Testing  

Pilot testing of the measuring instrument was carried out from 30 supervisors from 

fast food outlets in Bulawayo CBD. Thirty (30) managers were used in the pilot study 

and were also included in the main study. The reasons and objectives of pilot testing 

the interview were: 

• to ensure the robustness of the data to be collected 

• to eliminate any ambiguities or double meaning in the questions 

• to test the acceptability of the questions to the respondents 

• to provide an early indication of the reproducibility of the responses 

• to determine the clarity of instructions to complete the interview questionnaire 

• to invite comments on the questionnaire 

Apart from the strengths, pilot-testing a questionnaire prior to full process 

implementation enhances the validity of the research. 
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Validity and Reliability 

The instrument was tested for  validity and reliability by using  (SPSS) package 

,version 23.0 and the results proved that the instrument was reliable with a 

Cronbach‟s Alpha of .852 (results on table below). 

Table 3: Validity and reliability score 

 
 

In order to ensure reliability and high validity, the questionnaire for this study was 

developed in a systematic manner through stages with specific reference to the study 

objectives and research questions. In this way, relevant and appropriate questions for 

the data collection process were put forth in such a way that the respondents would 

give as valid answers as possible. 

 Potential problems with items were identified through scrutiny of the questionnaire 

by the researcher‟s supervisor and fellow students, and pilot testing the questionnaire 

with selected subjects from the sample. 

Data Collection Procedure 

Data collection method is the procedure applied in obtaining data from the 

respondents either by use of interviews, questionnaires, face-to-face conversations 

among others. 

 In this research, primary data was collected by administering close-ended 

questionnaire to the respondents. The questionnaire was delivered to the 

managers/supervisors. This instrument allowed for cost and time savings for the 
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respondents as well as the researcher. The questionnaire was administered through 

drop, picks method, and was self-administered to take advantage of the following 

inherent strengths. 

• reduce interviewer bias 

• save time as more data are collected in a short space of time 

• standardizes the questions in that similar questions are asked for the 

respondents to provide answers 

• the questionnaire served as the permanent record of the research. 

• Questionnaires hold reliability assessments such as test-retest and they can 

be used in follow up validation of respondents‟ participation in the 

research. 

• data analysis is fairly straight forward (Saunders et al 2013) 

Permission to conduct this research study was sought in writing from the respective 

fast food businesses senior managers. Furthermore, personal contacts with the 

respective managerial personnel were carried out and the nature and purpose of the 

research study was explained to each one. As an incentive, each respondent was 

promised a copy of the research findings. 

Data Analysis Procedure 

The data was analysed with the aid of the software called SPSS version 23.0. The data   

was coded accordingly based on variables in order to obtain descriptive analysis. The 

reason for using the SPSS software was so that it would be easy to determine the 

individual and overall mean and standard deviations of the variables. The results 

extracted were then summarized, condensed, coded and categorized in a way that 
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provided a structure to answer the research questions. Since this was greatly a 

descriptive research, the deductive approach was used for data analysis with the 

purposes of searching and recognizing meanings in the data and understanding the 

business context and perceptions of the research participants.  
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CHAPTER 4 

DATA PRESENTATION, INTERPRETATION AND ANALYSIS  

Introduction 

The previous chapter focused on the research design and research instruments as well 

as data collection methods used in this study. This chapter brings forward the findings 

established from the study as well as their interpretations. The chapter has the results 

on demographics of the respondents such as level of education, duration at the 

organization, years of operation, number of employees in the enterprise, and 

ownership of the business/operations. The chapter will further outline the effect of 

strategic response on competitive advantage of fast food restaurants in Bulawayo, 

Zimbabwe. 

Demographic Information 

Table 4 shows that the middle education class of employees in the concerned industry 

is above diploma with a slight variability into the diploma and postgraduate level as 

indicated by the standard deviation of 1.275.  

Table 4: Demographics 

 N Mean Std. 

Deviation 

Level of 

Education 
97 2.46 1.275 

Length of tenure 97 1.93 1.013 

Organisation's 

age 
97 1.84 1.115 

Labour force 97 1.00 .804 

Type of business 97 1.96 1.207 

Valid N (list 

wise) 
97 

  

Source: Primary data 
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The middle class of length of tenure is almost two which corresponds to 4-7 years of 

experience and the standard deviation of one indicates that the range from the 

preceding category to the next category also incorporate the majority of years of 

experience of workers in the sector. Most of the food outlets have been in operation 

for at least 3 years. The mean of 1.0 for the labour force corresponds to 11-15 

implying that most of the food outlets in Bulawayo CBD are of medium scale 

operation. 

 

Table 5: Respondents by Education 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

High school 12 12.4 12.4 12.4 

Certificate 7 7.2 7.2 19.6 

Diploma 16 16.5 16.5 36.1 

Degree 43 44.3 44.3 80.4 

Postgraduate 19 19.6 19.6 100.0 

Total 97 100.0 100.0  

Source: Primary data 

 

Table 5 highlights that, majority of the research participants are degree holders 

(44.3%) and the least being certificate holders(7%).This contributes to their ability to 

comprehend competitive strategy as well as have a thorough appreciation of 

management practice. This means that the majority, if not all respondents are very 

literate and well vexed on business matters. 
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Table 6: Organisation’s years of Operation 

 Frequency Percent Valid Percent 

Valid 

Less than 2Yrs 
16 16.5 16.5 

2-5Yrs 23 23.7 23.7 

6-10 Yrs 22 22.7 22.7 

Above 10Yrs 36 37.1 37.1 

Total 97 100.0 100.0 

Source: Primary data 

 

Table 6 highlights that most of the firms (37%) in this industry have at least 10 years 

in operation. Firms in the 2-5 years category and those in the 7-10 years category have 

an almost similar representation in the sample. This gives the researcher an equitable 

distribution of information of both experienced /established outlets and those that are 

still in their infancy. 

Table 7: Distribution by nature of Business  

 Frequency Percent Valid 

Percent 

Valid 

Sole Proprietorship 22 22.7 22.7 

Partnership 8 8.2 8.2 

Limited Company 19 19.6 19.6 

Family Business 48 49.5 49.5 

Total 97 100.0 100.0 

Source: Primary data 

 

Most of the outlets are family businesses (70%) and public listed companies only hold 

19.6% share of the outlets in Bulawayo CBD. This probable has a direct impact on the 

type of competitive strategies being pursued because of resource constraints as well as 

the way the businesses are being run. 
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Figure 1: Educational Level Vs Labour Pool 

 
 

Fig 1 shows that the labour force is dominated by degree holders and the majority of 

which are employed by small scale food outlets. Although the companies which are at 

least 11 years old only have skilled personnel, there is a fairly equitable distribution of 

responses from all the three restaurant categories which is a desirable quality that 

yields a good representation of the whole population of restaurants. The figure below 

presents the relationship of company age and type of ownership. 

Fig 2 below shows that most restaurants in Bulawayo are family operated with less 

than 5% being partnerships. There appears to be a close to uniform distribution of 

restaurants amongst the set age groups implying that questionnaires were fairly 

equitably distributed amongst the participants signifying a purely random 

probabilistic criterion that was used to select sampling units.  
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Fig 2: Company Age Vs Ownership 

 

 

Table 8: Respondents’ Work Experience 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Less than 1Yr 7 7.2 7.2 7.2 

1-3Yrs 31 32.0 32.0 39.2 

4-7Yrs 21 21.6 21.6 60.8 

Above 8Yrs 38 39.2 39.2 100.0 

Total 97 100.0 100.0  

Source: Primary data 

 

Table 8 highlights that most of the respondents (39%) have over 8 years of working 

experience in the food industry and only about 7% have less than a year of work 

experience. This gives the researcher a valid source since most respondents have a 

deeper understanding of their companies. This also confirms the findings in Fig 2 

which depicted that the majority of the outlets have more than 10 years in operation. 

Further analysis is done below to address the set objectives using the appropriate 

methodology. 
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Norman (2010) has comprehensively reviewed the controversy about the usage of 

parametric and non-parametric statistical methods on Likert data. He provides 

evidence, with examples that use real data, that parametric tests are not only suited for 

ordinal data, such as that from Likert scales, but also they are more comprehensive 

than nonparametric tests. These parametric tests usually provide the right answer, 

under any circumstances even when statistical assumptions such as a normal 

distribution of data are manipulated, even extremely. Basing on this recent substantial 

contribution by Norman, a parametric analysis methodology shall be adopted in the 

spirit of regression and correlation analysis. To achieve this, each construct with sub-

items will be measured in aggregation of the related questions that were used to 

measure that construct for the purposes of generalizing the direction and nature of 

impact of one variable in relation to another. Summary statistics of all the individual 

items will also be presented to gain an understanding of how the impact propagates. 

As indicated in Chapter 3 with the interpretation table, the categories of all possible 

mean responses for all sub-items in the questionnaire and their subjective 

interpretations stated below follow the same interpretation table. 

Interpretation Table 

Likert Scale Response Scale Interval Interpretation 

5 Strongly agree 4.50 - 5.0 Very high impact 

4 Agree 3.51 - 4.50 High impact 

3 Neutral 2.51 - 3.50 Moderate impact 

2 Disagree 1.51 - 2.50 No Impact 

1 Strongly disagree 1.00 - 1.50 No significance 
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Research Question 1: What are the competitive strategies being implemented by the 

fast food industry in Bulawayo? 

Cost Advantages 

Table 9 shows that 10 sub-items were used to measure the level of cost advantages of 

retail outlets in the sample. Since the neutral point of the scale is 3, and higher scores 

represent the extent of agreement to a particular question pertaining to cost 

advantages, the overall mean score of 4.007 shows that generally, the level of cost 

advantages being derived by the outlets is high. The variability of responses on each 

of the items, as measured by the standard deviation is less than 1. This depicts a 

relatively high amount of homogeneity in responses for all items. The question on the 

impact of pricing on market share has a standard deviation of 0.917, which is the 

highest indicating that, although there isn‟t much variability in responses this items 

has the highest relative spread of ratings.  
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Table 9: Cost Effectiveness 
 N Mean Std. Deviation Rating 

We have increased profits 

by reducing costs? 
97 4.03 .847 

High Impact 

Our restaurant has lowest 

cost management compared 

to competitors? 

97 3.98 .890 

High Impact 

We have managed to reduce 

overhead costs over time? 
97 3.98 .816 

High Impact 

We achieve low cost 

through bulk purchases? 
97 4.13 .772 

High Impact 

Lower prices attract low-

income consumers? 
97 3.90 .810 

 High Impact 

We offer low cost products 

of acceptable quality? 
97 4.12 .740 

High Impact 

Low prices affect 

organizations profit 

margins? 

97 3.86 .890 

High Impact 

Our low cost in the industry 

has minimized the number 

of new firms entering the 

industry? 

97 4.21 .749 

High impact 

Our affordable prices have 

an influence on market share 
97 3.81 .917 

High Impact 

Cost reduction has led to a 

benefit from economies of 

Scale 

97 4.07 .794 

High Impact 

Grand Mean 97 4.007 0.8225 
High Impact 

      

Source: Primary Data 

The mean of 4.007 indicates that the impact of using the cost strategy has the second 

ranked average ranking impact on achieving competitive advantage in the Fast Food 

Industry in the CBD of Bulawayo, Zimbabwe. The contrary item with the highest 

frequency is that „low cost has reduced the number of entrants into the industry,‟ 

which is meaningful and backed by economic theory since low cost is actually an 

attraction to entry into any industry. In as much as most respondents advocate for 

pursuing a cost cutting strategy, the lowest mean score of 3.81 shows that respondents 

are skeptical about attributing their success solely on cost advantages. 
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Table 10: Differentiation Strategy 
 N Mean Std. Deviation Rating 

We offer high quality unique 

products compared to other 

firms 

97 4.25 .854 

High Impact 

We have increased income 

through our unique product? 
97 4.28 .718 

High Impact 

Our unique products create 

value for consumers? 
97 3.95 .741 

High Impact 

Through our unique product, 

the business is able to   

compete in areas other than 

price? 

97 4.10 .684 

High Impact 

We have created brand 

loyalty among our 

customers   through our 

exclusive products? 

97 4.03 .756 

High Impact 

There are no other products 

like ours in the market? 
97 3.93 .904 

High Impact 

We charge a premium for 

our unique product? 
97 4.19 .667 

High Impact 

We charge a premium for 

our unique product? 
97 4.03 .835 

High Impact 

We have increased revenue 

growth through our unique   

products? 

97 3.88 .893 

High Impact 

We provide our customers 

with a wide array of unique   

products? 

97 4.03 .756 

High Impact 

Grand Mean 97 
 

4.067 

 

0.781 

High Impact 

     

Source: Primary data 

 

Table 10 has a grand mean of 4.067, which is higher than 3, showing that most of the 

study participants generally agree that the differentiation strategy has the highest 

impact on achieving a competitive advantage in the Fast Food Industry in CBD 

Bulawayo, Zimbabwe.  

None of the items has an individual mean score less than the median point of the 

scale, which also explains why the overall standard deviation is low. This solidifies 

the observation that product differentiation has a high impact that can enhance 



50 
 

competitive advantage to some extent. The most significant component of product 

differentiation is the element of uniqueness which has the highest average score of 

agreement (4.28). The item,‟there is no other product like ours in the market,‟ was 

rated with the highest level of variability, showing that it‟s quite rare for outlets to 

provide totally unique menus, which sounds very realistic. 

Respondents were not however confident on the ability of differentiation to offer them 

revenue growth with the lowest mean of 3.88. This means that in as much as 

differentiation is effective it cannot be used in isolation. 

Table 11 shows the elements of diversification. Although the grand mean is relatively 

higher than the scale median, it is relatively lower (3.982) as compared to the grand 

means for the previous constructs measured on Table 9 and 10. This implies that 

although the diversification strategy has a high impact on gaining competitive 

advantage, it is to a lesser extent than the cost strategy and diffentiation strategy. The 

item,‟ New products increase customer attention‟, has the highest mean score of 

(4.21). The greatest spread of ratings is on the sub-item which says that businesses 

create brand loyalty by introducing new products. The high level of heterogeneity of 

responses on this item shows that providing new products does not influence brand 

loyalty considerably. The means and standard deviations for all the three competitive 

strategies show that they all have a high impact on gaining competitive advantage 

although the impact follows that the differentiation strategy has the highest impact, 

followed closely by the cost strategy and lastly the diversification strategy. 
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Table 11: Diversification Strategy 
 N Mean Std. Deviation Rating 

Our organization has created 

new products in the market? 
97 3.87 .772 

High Impact 

Introduction of new products 

influences market share in the 

industry? 

97 4.03 .835 

High Impact 

New products influence earning 

in the industry? 
97 3.88 .893 

High Impact 

New products increase customer 

attention towards our product? 
97 4.21 .660 

High Impact 

New products enable easy 

penetration into new markets? 
97 4.03 .756 

High Impact 

The business creates brand 

loyalty by introducing new 

products? 

97 3.73 1.036 

High Impact 

The firm has minimized 

substitute in the industry 

through creating new products? 

97 4.20 .886 

High Impact 

The business is able to charge a 

premium for new products? 
97 3.96 .815 

High Impact 

Introduction of new products 

exposes the company to risks? 
97 4.03 .835 

High Impact 

The firm has the necessary 

skills to introduce new 

products? 

97 3.88 .893 

High Impact 

Grand Mean 97 
3.982 

0.8381 High Impact 

     

Source: Primary data 

Research Question 2 

Is there any significant impact of the Competitive Strategies on Competitive 

Advantage? 

Table 12: Competitive Advantage 
 N Mean Std. Deviation Rating 

Controlling quality of products/services 

influences our stock turnover? 
97 4.03 .756 

High Impact 

Our brand name influences the market share we 

command? 
97 4.25 .736 

High Impact 

Vigorous pursuit of cost reductions influence 

our profitability? 
97 4.21 .660 

High Impact 

We have a bigger market share than 

competitors in the industry? 
97 

 

4.09 

.490 High Impact 

Focus on providing outstanding customer 

service influences our sales volume? 
97 

 

4.23 

.680 High Impact 

Grand Mean 97 
4.162 .664 High Impact 

     

Source: Primary data 

 



52 
 

Table 12 shows a grand mean of 4.162 on competitive advantage and since the 

questions were positively coded it shows that the combination of elements listed in 

the table tend to trigger competitive advantage in the positive sense. The highest 

driver of which is the brand name, although the other mean scores are not 

considerably different from this mean. Respondents also cite high levels of customer 

service as the second chief driver of their competitive advantage with a mean score of 

4.23.It is however surprising that quality has the least score of 4.03 in terms of 

contributing to competitiveness, despite the fact that it is very important to consumers. 

The overall standard deviation is far less than 1 indicating that there is homogeneity 

of responses on this construct. 

 In the next section inferential statistics shall be harnessed to measure the significance 

of the three discussed explanatory factors in explaining competitive advantage as well 

as quantifying the magnitude of influence of the determined causal factors. 

Table 13:  Model Summary 

Model R R-square Adjusted R-

square 

Std Error of the estimate 

1  .931
a 

 .867  .863  .16196 

 

  

Table 13 presents the co-efficient of determination which explains the extent to which 

the model is well specified as a percentage. R-square is a share of explained variance 

by the model, which however does not decrease as more regressors are incorporated 

into the model, and hence to account for this the Adjusted R-square issued (Burke & 

Mason 2012). R-square is easy to calculate, understand, and provides an indication of 

how fit the model is to the data. However, there are a number of problems with R-
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square as a goodness of fit measure which has led to a more reliable measure of model 

specification called the adjusted R-square (Brooks, 2008).  

The model R in the first column measures the correlation between the model forecasts 

and the observed values and the score of 93% shows that the model closely 

approximates the actual data. According to (Brooks, 2008), Correlation scores 

above70% are deemed statistically significant. 

The high adjusted R-square value of 86.3% implies that of all the causal factors that 

drive competitive advantage, the model only leaves below 15% which makes it a good 

model.  

Since the reliability of the model is satisfactorily high we can safely proceed to apply 

the results at the 95% confidence level (Kamer-Ainur, A. & Marioara, 2005). 

Table 14:  ANOVA 

Model Sum of 

squares 

 

df 

Mean 

square 

F Sig. 

1 Regression  

            Residual 

            Total 

15.925 

2.440 

18.365 

3 

93 

96 

5.308 

.026 

 

202.358 .000
b 

 

The F-value of 202.358 has a corresponding probability value of 0.00 in the last 

column of Table 14 which shows that the regression model is well specified at the 5% 

level of significance (Frost, 2015). 

 

The F-test of the regression ANOVA tests for model specification (Frost, 2015). This 

implies that diversification, differentiation and cost strategies significantly influence 

competitive advantage. 
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Table 15:  Model Coefficients 

 
 

Table 15 shows the regression coefficients and their corresponding significances. The 

significance column has values which are all less than 5% implying that all the 3 

factors incorporated into the model significantly influence competitive advantage at 

the 95% confidence level. The magnitude of the coefficients explains the relative 

impact of each of the 3 factors on competitive advantage.  

A 100% rise in cost effectiveness is expected to enhance competitive advantage by 

close to 46%. The same effect on differentiation and diversification would raise 

competitive advantage by about 26% and 35% respectively. 

This shows that all the incorporated factors are positively related to Competitive 

Advantage (Liebscher, 2012). This also implies that the best way to be competitive in 

the fast foods industry in Bulawayo is to manage costs. Therefore the best approach to 

be competitive is to attend to Cost, differentiation and diversification in their 

respective order.  

Model Diagnostics 

The key assumptions of multiple linear regressions are tested for validity in order to 

establish the reliability of inferences based on the results. These are normality, 

multicollinearity and homoscedasticity. Table 16 therefore tests for normality: 
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Table 16: Normality Test 

 Cost 

N 97 

Normal Parameters
a,b

 
Mean 0 

Std. Deviation .98425098 

Most Extreme Differences 

Absolute .082 

Positive .082 

Negative -.042 

Kolmogorov-Smirnov Z .803 

Asymp. Sig. (2-tailed) .539 

 

Since the computed p-value is above 0.05 we fail to reject the null hypothesis of 

normality and therefore conclude that the standardised residuals generated from the 

model are normally distributed.  

This also satisfies the constant variance assumption which yields reliable regression 

coefficients. In addition the VIF (Variance Inflation Factors) presented in the last 

column of Table 15 are well below 5 which is sufficient evidence against issues of 

multicollinearity which is desirable.  

Fig 3 is a pictorial presentation of the distribution of the regression error terms. 

Confirming the results from the Kolmogorov-Smirnov test above, it can be clearly 

observed that the error terms are concentrated about zero with a few and minimal 

outliers. This means that as one makes use of the model for inferential purposes, the 

amount of bias their conclusions can have is very minimal implying that the 

regression model estimated is very reliable and can be confidently applied as a 

decision-making tool. 
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Figure 3: Residual Plot 

 

 

Regression Model 

In Ordinary Least Squares regression analysis many variable selection methods are 

available (Olusegun etal, 2015). Most of these selection rules depend on mostly on the 

discretion of the researcher on which to apply (Loukas, Olusegun et.al, 2005), 

recommend that researchers retain all independent variables in the multiple linear 

regression case even though some may not be significantly related with the dependent 

variable at the bi-variate level. In the same spirit, (Liebscher, 2012) in his paper on the 

universal selection method in linear regression models also suggests the same. Basing 

on these recent findings, a multiple linear regression model with shall be fit using 

method enter. 
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CHAPTER 5 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

This chapter will give a summary of the results of this study as well as its relevance 

compared to other related literature, the conclusions drawn from the study and the 

recommendations. 

Summary 

The main purpose of conducting this study was to establish effects of strategic 

responses (Competitive strategies) on competitive advantage of fast foods restaurants 

and to realize these; three research objectives guided the process. These were: 

• how cost advantages affect competitive advantage in fast food restaurants in 

Bulawayo 

•  how differentiating products affect competitive advantage in fast food 

restaurants in Bulawayo 

•  How diversification affects competitive advantage in fast food restaurants in 

Bulawayo. 

 To attain these objectives, a quantitative descriptive research design was used. The 

total population of this study comprised of management staff in the 97 fast food 

outlets in Bulawayo. A total census was done and out of the distributed 97 

questionnaires, 97 were filled and returned. The responses were shown on a five point 

Likert scales ranging from 5 to 1 representing very high impact to no significance 

respectively. The instrument was tested for both validity and reliability by Statistians 

from Solusi University. A pilot study was also conducted at 30 fast food outlets where 

30 respondents were used. 
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Data was collected using well-structured closed ended questionnaires and was coded 

and analyzed using the SPSS application. A regression analysis was carried out 

between the dependent variable (competitive advantage) and all other variables (cost 

advantages, differentiating and diversification). An ANOVA analysis was also used to 

establish the differences in means between the various variables. 

Findings of the Study 

The following were the findings of the study: 

1. Fast Food outlets use the low cost strategy in their marketing mix and that 

these low prices have an effect on the organizations profit margins. In the 

analysis of how cost advantages affect competitive advantage the study 

confirmed this with the variables “the organisations offer low cost products of 

acceptable quality” with a mean of 4.12 and a standard deviation 0.74 as well 

as the variable “Low prices affect organizations profit margins had a mean of 

3.86 and a standard deviation of 0.89. A Pearson correlation done between 

competitive advantages (dependent variable) against other factors of cost 

advantage revealed a positive and significant relationship thereby confirming 

that indeed the variables are heavily loaded on the positive side implying that 

most of the fast food outlets are cost effective.  The overall mean of 4.007 and 

a standard deviation of 0.8225 indicated that the impact of using the cost 

strategy has a high average ranking impact on gaining competitive advantage 

in the Fast Food Industry in the CBD of Bulawayo, Zimbabwe. 

2. Product differentiation also has a high impact that can enhance competitive 

advantage to some extent. The most significant component of product 

differentiation was the element of uniqueness which had the highest average 



59 
 

score of agreement 4.28 and a standard deviation of 0.718. An overall grand 

mean of 4.067, which is higher than 3 was observed, and an overall standard 

deviation of 0.781 showing that most of the study participants generally also 

agreed that the differentiation strategy also has a high impact on achieving a 

competitive advantage in the Fast Food Industry in CBD Bulawayo, 

Zimbabwe. 

3. Fat Food Outlets had the necessary skills to introduce new products in the 

market. From the observation and analysis of the elements of diversification, 

the grand mean is relatively higher than the scale median, but it is relatively 

lower (3.982) as compared to the grand means for the previous variables of 

cost and differentiation and a standard deviation of 0.8381. This then implied 

that although the diversification strategy has a high impact on gaining 

competitive advantage, its impact is relatively lower than the cost strategy and 

differentiation strategy.  

4. All the incorporated factors of Cost, Differentiation and Diversification were 

positively related to Competitive Advantage as shown on the Model 

Coefficients table. This implies that the best way for organisations to be 

competitive in the fast foods industry in Bulawayo is to attend to Cost, 

differentiation and diversification in their respective order. This was shown on 

the table that a 100% rise in cost effectiveness expected to enhance 

Competitive Advantage by 46% and the same effect on differentiation and 

diversification would raise Competitive Advantage by 26% and 35% 

respectively. 



60 
 

5. Organisations are also considering other variables that are enhancing or 

leading to Competitive Advantages in the Bulawayo market to fully take 

advantage of the market and increase profits and the market share. The fact 

that there other variables leading to Competitive Advantage is seen with the 

high adjusted R-Square of 86.3% implying that Cost, Differentiation and 

Diversification have a 86.3% effect on achieving Competitive Advantage. 

This then translated to that there is 15% which is not contributed by the 3 

factors that organisations are further identifying to achieve maximum 

Competitive Advantage. 

Conclusion 

The means and standard deviations for all the three competitive strategies show that 

they all have a high impact on gaining competitive advantage. This study revealed 

that most firms offer low cost products of acceptable quality and the various fast food 

restaurants have managed to reduce overhead costs over time. Furthermore, offering 

very low priced products has negative impact organizations profit margins. The 

procurement function plays a pivotal role in harnessing competitive advantage hence 

the research noted that cost advantages do really accrue from bulk purchases. The 

respondents however were uncertain if low cost strategy in the industry had 

minimized the number of new firms entering the industry or not. This was important 

because in a monopolistic competition structure as in the fast food sector, Aulakh et al 

(2000) established in his research, that if several firms in an industry apply cost-

leadership techniques effectively, becoming a cost-leader will not result in achieving a 

sustainable competitive advantage for a company and organisations would need to 

dwell on other strategies to gain competitive advantage. 
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This study also revealed that applying the differentiation strategy will gain 

Competitive Advantages however the issue of other organisations imitating and 

coming up with “me-too” products needs to be considered as supported by similar 

conclusions drawn by Nolega, et al, (2015) who identified that to achieve aggressive 

advantage in the marketplace, it is always important that firms pursue techniques that 

are tough for competition to copy. Strydom (2014) states that it is advantageous to 

differentiate on several sources which then would translate greater barriers of defense.  

An analysis of the findings from the research study also indicated that Fast food 

restaurants have all the necessary skills to introduce new products to the market and 

also have the leverage of premium pricing thereby improving revenues. Another key 

development from the study is that that new products have the attraction, thereby 

increasing customer attention towards the products. 

Recommendations 

It is therefore recommended that: 

1. As far as cost saving is a form of competitive advantage the fast food 

restaurants need to not only focus on being a lowest cost management 

compared to competitors but also have in mind the fact that their customers 

not only value low prices but are concerned in the quality of products offered.  

2. Due to changes that are taking place in customers taste and preference, fast 

food restaurants should continue to differentiate their products. Through this 

they will be able to compete in other areas other than price, able to focus on 

quality and create brand image hence creating customer loyalty and achieving 

a competitive advantage. 
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3. Fast food restaurants should create brand loyalty for their products. Through 

this, they will be able enhance customers perception about their products, 

increase their profit and create value for customers. Customers will also be 

able to recommend other customers to their restaurant.  

Recommendations for Further Studies  

According to the literature reviewed, competitive strategies have an impact on 

Competitive Advantages in the Fast Food Industry in Bulawayo, CBD, and 

Zimbabwe. However, this study only looked at the three factors which were cost, 

product differentiation and diversification. The researcher recommends further studies 

to be done to reveal other effects of strategic response on Competitive Advantage of 

fast food restaurants in Bulawayo as also indicated by the R-square of 86.3% which 

showed that these three strategies are not all the strategies that will lead to 

Competitive Advantage but there are other factors and variables that lead to 

Competitive Advantage. 
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APPENDICES 

APPENDIX 1       

QUESTIONNAIRE 

Dear Respondent, 

My name is Duduzile Dephney Dube, Master of Business Administration (MBA) 

student with Solusi University. I am carrying out a research entitled, „An analysis of 

how Competitive Strategies should be implemented in the fast foods industry as a 

survival technique‟, in partial fulfilment of the requirements of this MBA program. 

Your participation in this research is absolutely voluntary. The research is solely for 

academic purposes and all the response will be treated with a high level of 

confidentiality and professionalism. All information gathered will be used in 

statistical format without any reference to individuals.  

After completion, kindly contact me on +263 772822337 for physical collection of the 

completed questionnaire.  
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QUESTIONAIRE FOR THE FAST FOOD OUTLET MANAGERIAL 

PERSONNEL 

Section A:    Background Examination  

Please Tick where appropriate [√]  

1.  Indicate your Level of Education  

High school [   ]      Certificate [   ]       Diploma [   ]     Degree [   ]    Post Graduate [   

]  

2. How long have you worked in this organization  

Less than 1 years      [   ]                            1 to 3 years                  [   ]  

Between 4 to 7 years [   ]                              above 8 year             [   ]  

3. How long has this organization been in existence? 

Less than 2 years   [   ]      3 to 5 years [  ]         7 to 10 years [   ]      above 10 year   [   

]  

4. How many employees does the organization have? 

5-10        [    ]                         11-15            [    ]        Above 15    [   ]                                

5. How is your restaurant owned? 

           Sole proprietorship   [   ]  

            Partnership               [   ]  

            Limited company     [   ]  

             Family business      [   ]  
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Please follow this scale and tick a number that best describe your opinion, for 

example  

Statements Very High 

Impact 

High 

Impact 

Moderate 

Impact 

No Impact  No 

Significance 

This brand is 

good 

5 4 3 2 1 

 

Section B:  Cost Advantages        

  5 4 3 2 1 

6 We have increased profits by reducing costs        

7 Our restaurant has lowest cost management compared to 

competitors 

     

8 We have managed to reduce overhead costs over time          

9 We achieve low cost through bulk purchases         

10 Lower prices attract low-income consumers        

11 We offer low cost products of acceptable quality      

12 Low prices affect organizations profit margins         

13 Our low cost in the industry has minimized the number of 

new firms entering the industry    

     

14 Our affordable prices have an influence on market 

 share    

     

15 Cost reduction has led to a benefit from economies of 

 Scale 

     

 

Section C:  Differentiating Products   

       

16 We offer high quality unique products compared to 

 other firms 

     

17 We have increased income through our unique product            

18 Our unique products create value for consumers          

19 Through our unique product, the business is able to  

compete in areas other than price      

     

20 We have created brand loyalty among our customers 

 through our exclusive products   
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21 There are no other products like ours in the market        

22 We charge a premium for our unique product            

23 We are concerned about other companies imitating our  

products   
     

  5 4 3 2 1 

24 We have increased revenue growth through our unique 

 Products 

     

25 We provide our customers with a wide array of unique  

Products 

     

 

Section D:  Diversification Strategy  

26 Our organization has created new products in the market          

27 Introduction of new products  influences market share in the 

industry 

     

28 New products influence earning in the industry      

29 New products increase customer attention towards our 

product 

     

30 New products enable easy penetration into new markets      

31 The business creates brand loyalty by introducing new 

products 

     

32 The firm has minimized substitute in the industry through 

creating new products 

     

33 The business is able to charge a premium for new products      

34 Introduction of new products exposes the company to risks          

35 The firm has the necessary skills to introduce new products          

 

SECTION E:  Competitive Advantage  

       

36 Vigorous pursuit of cost reductions influence our 

profitability   

     

37 Controlling quality of products/services influences our stock 

turnover 

     

38 Our brand name influences the market share we command           

39 We have a bigger market share than competitors in the 

industry    

     

40 Focus on providing outstanding customer service influences 

our sales volume     
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Thank you for your co-operation and good luck in your endeavours as you seek 

to gain market leadership in the fast food industry in Zimbabwe! 

 

  



71 
 

APPENDIX 2  

CURRICULUM VITAE 

PERSONAL DETAILS 

SURNAME       DUBE 

NAME(S)       DUDUZILE DEPHNEY 

DATE OF BIRTH      04 MAY 1983 

SEX        FEMALE 

MARITAL STATUS      MARRIED 

NATIONALITY      ZIMBABWEAN 

NATIONAL ID No.      56-072130-R-56 

CONTACT ADDRESS     168 MATOPOS ROAD 

ELOANA 

BULAWAYO 

CONTACT TELEPHONE     +263 9 240109 (Home) 

+263 772 822 337 (Cell) 

+08677033337 (Work) 

EMAIL ADDRESS      duduziledb@gmail.com  

 

EXECUTIVE SUMMARY 

I hold to my credit a Bachelor of Business Administration Degree (BBA) in 

Marketing Management studied with the Institute of Marketing Management (IMM) 

Board completed in November 2008. I have also successfully completed a Higher 

National Diploma in Marketing Management studied at the Bulawayo Polytechnic 

mailto:duduziledb@gmail.com
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(Zimbabwe) in 2004. I am currently studying for a Master in Business Administration 

(MBA) at Solusi University. Currently l am employed as a National Account Manager 

at Liquid Telecommunications (ICT Company) from 14 February 2011 to date. My 

duties involve managing a portfolio of accounts, achieving sales targets, attending 

client meetings etc. Prior to that, l was employed as a sales executive at Africom Pvt 

Ltd (Telecommunication Company) from April 2008 to 13 Feb 2011 and Firstel 

Cellular as a Customer Care Representative from Feb 2005 to Apr 2008. 

 

COMPETENCIES 

Ø Have the desire to prosper and excel in my endeavors 

Ø Willingness to learn more 

Ø Hardworking 

Ø Ability to work under pressure 

Ø Good spoken and written communication skills 

Ø Strong presentation and negotiation skills 

Ø Confidence, tact and a persuasive manner 

 

PROFESSIONAL QUALIFICATIONS 

 

1) INSTITUTE OF MARKETING MANAGEMENT (IMM) 

PROGRAMME: BACHELOR OF BUSINESS ADMINISTRATION DEGREE 

 

2) MINISTRY OF HIGHER EDUCATION & TECHNOLOGY (HEXCO) 

PROGRAMME: HIGHER NATIONAL DIPLOMA  



73 
 

CURRENT STUDIES 

MASTERS IN BUSINESS ADMINISTRATION (MBA) SOLUSI UNIVERSITY 

 

WORK EXPERIENCE 

Current Employer Liquid Telecommunications 

Position: National Account Manger 

Duties: 

Ø Managing a portfolio of accounts 

Ø Building a territory 

Ø Attending Client meetings 

Ø Maintaining and expanding relationships with existing clients 

Ø Completing Admin work 

Ø Meeting sales targets 

Previous Employer Africom (Pvt) Ltd 

Position: Sales Executive 

Duties 

Ø Identifying and Closing new opportunities 

Ø Building and maintaining client relationships 

Ø Reporting on sales progress and attainment of goal. 

 

Previous Employer Firstel Cellular 

Position: Customer Care Executive 

Duties: 

Ø Attending to customer queries, complaints and enquiries and addressing them 
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accordingly, so as leave the customer satisfied 

Ø Communicating on all new developments to customers and management 

Ø Liaising with sales team in prospecting and targeting new customers 

Ø Reporting directly to Customer Care Manager in our head Office 

Ø Vetting Applications for replacements, reconnections and barrings as well as 

International Access to lines. 

 

AMBITIONS 

To finish all my studies successfully and be a Marketing Manager of a reputable 

organization in the near future. My ambition is to work in a Telecommunications field 

or related field as l have a keen interest in advancing, expanding my knowledge in 

that new dynamic field. 

 

HOBBIES 

Ø Travelling 

Ø Reading 

Ø Watching movies 

REFERENCE 

 Africom Pvt Ltd      The Principal (ICTS) 

Branch Administrator     NUST 

Mrs S. Mangena      Mr Clifford Sibanda 

Cnr 11th Ave & Fife Street     Ascot 

Bulawayo       Bulawayo 

Tel:+263 -9-880722      +263-9-282842 ext. 2240 
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 Liquid Telecommunication 

Head of Commercial 

Mr M Mushambadope 

5th Floor ZB Life Centre 

Harare 

+263 772 822 029 
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APPENDIX 3      

SPSS OUTPUT 

Cost effectiveness 

Descriptive Statistics  

 N Mean Std. 

Deviation 
Rating 

We have increased 

profits by reducing 

costs? 

97 4.03 .847 
High Impact 

Our restaurant has 

lowest cost 

management compared 

to competitors? 

97 3.98 .890 

High Impact 

We have managed to 

reduce overhead costs 

over time? 

97 3.98 .816 

High Impact 

We achieve low cost 

through bulk 

purchases? 
97 4.13 .772 

High Impact 

Lower prices attract 

low-income 

consumers? 

97 3.90 .810 

 High Impact 

We offer low cost 

products of acceptable 

quality? 

97 4.12 .740 
High Impact 

Low prices affect 

organizations profit 

margins? 
97 3.86 .890 

High Impact 

Our low cost in the 

industry has minimized 

the number of new 

firms entering the 

industry? 

97 4.21 .749 

High impact 

Our affordable prices 

have an influence on 

market share 
97 3.81 .917 

High Impact 

Cost reduction has led 

to a benefit from 

economies of Scale 
97 4.07 .794 

High Impact 

Grand Mean 97 4.007 0.8225 High Impact 
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Differentiation Strategy 

Descriptive Statistics  

 N Mean Std. 

Deviation 
Rating 

We offer high quality 

unique products 

compared to other 

firms 

97 4.25 .854 

High Impact 

We have increased 

income through our 

unique product? 
97 4.28 .718 

High Impact 

Our unique products 

create value for 

consumers? 
97 3.95 .741 

High Impact 

Through our unique 

product, the business is 

able to   compete in 

areas other than price? 

97 4.10 .684 

High Impact 

We have created brand 

loyalty among our 

customers   through 

our exclusive 

products? 

97 4.03 .756 

High Impact 

There are no other 

products like ours in 

the market? 
97 3.93 .904 

High Impact 

We charge a premium 

for our unique 

product? 
97 4.19 .667 

High Impact 

We charge a premium 

for our unique 

product? 
97 4.03 .835 

High Impact 

We have increased 

revenue growth 

through our unique   

products? 

97 3.88 .893 

High Impact 

We provide our 

customers with a wide 

array of unique   

products? 

97 4.03 .756 

High Impact 

Grand Mean 97 
 

4.067 
 

0.781 

High Impact 
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Diversification Strategy 

Descriptive Statistics  

 N Mean Std. 

Deviation 

Rating 

Our organization has 

created new products 

in the market? 

97 3.87 .772 

High Impact 

Introduction of new 

products influences 

market share in the 

industry? 

97 4.03 .835 

High Impact 

New products 

influence earning in 

the industry? 

97 3.88 .893 

High Impact 

New products increase 

customer attention 

towards our product? 

97 4.21 .660 

High Impact 

New products enable 

easy penetration into 

new markets? 

97 4.03 .756 

High Impact 

The business creates 

brand loyalty by 

introducing new 

products? 

97 3.73 1.036 

High Impact 

The firm has 

minimized substitute in 

the industry through 

creating new products? 

97 4.20 .886 

High Impact 

The business is able to 

charge a premium for 

new products? 

97 3.96 .815 

High Impact 

Introduction of new 

products exposes the 

company to risks? 

97 4.03 .835 

High Impact 

The firm has the 

necessary skills to 

introduce new 

products? 

97 3.88 .893 

High Impact 

Grand Mean 97 3.982 
0.8381 High Impact 



79 
 

Competitive Advantage 

Descriptive Statistics  

 N Mean Std. 

Deviation 

Rating 

Controlling quality of 

products/services 

influences our stock 

turnover? 

97 4.03 .756 

High Impact 

Our brand name 

influences the market 

share we command? 

97 4.25 .736 

High Impact 

Vigorous pursuit of 

cost reductions 

influences our 

profitability? 

97 4.21 .660 

High Impact 

We have a bigger 

market share than 

competitors in the 

industry? 

97 

 

4.09 

.490 High Impact 

Focus on providing 

outstanding customer 

service influences our 

sales volume? 

97 

 

4.23 

.680 High Impact 

Grand Mean 97 4.162 .664 High Impact 

     

 

 

 

 

 

 

 


