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OPERATIONAL DEFINITION OF TERMS

Competitive repositioning The strategic process of  altering how a company or its 

product  is  perceived  compared  with  competitors  in  the 

marketplace.  This  involves  redefining  the  unique  value 

proposition,  differentiating  the  offering,  or  shifting 

consumer  perceptions  to  create  a  more  favorable 

competitive advantage.

Insurance Companies in Kenya An insurance company is a financial institution that offers 

insurance  policies  to  individuals,  businesses,  and 

organizations to provide risk management services. These 

policies  are  contracts  in  which  the  insurer  agrees  to 

compensate  the  insured  for  specific  financial  losses, 

damages, or liabilities arising from unforeseen events, in 

exchange for a premium payment.

Market repositioning Refers to the strategic process of changing the perception 

of a product, service, or brand in the minds of consumers 

to  adapt  to  evolving  market  dynamics,  target  a  new 

audience, or differentiate from competitors.

Operational Repositioning Is  the  strategic  process  of  transforming  a  company’s 

internal operations, systems, or processes to align with a 

new market position or organizational goals. This involves 

changes to improve efficiency, lower costs, or enhance the 

quality of services and products.

Performance It is the capability of an individual, team, organization, or 

system to achieve specific goals, meet standards, or deliver 

results over a given period. It is often measured through 

key indicators, metrics, or outcomes that reflect how well 

an entity is performing relative to its objectives.

Product repositioning is the process of changing the image, identity, or perception 

of products in existence in the minds of consumers to target 
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a new audience, adapt to market changes, or improve its 

competitive advantage.

Strategic repositioning Refers  to  the  process  by which a  company changes its 

position in the marketplace to better align with evolving 

market conditions, customer preferences, or competitive 

dynamics.  This  may  involve  gains  a  competitive 

advantage.



St. Paul’s University Repository

xiv

ABSTRACT

The dynamic business environment requires organizations to continuously adapt in order to 
remain competitive  and ensure  their  survival  and sustainability.  Failure to  adapt  to  these 
changes  may  lead  organizations  into  strategic  challenges  that  prevent  their  growth  and 
sustainability. In Kenya, the insurance companies’ performance has remained relatively low, as 
reflected in the declining insurance penetration rate, which stood at 2.37% in 2020 compared 
to  the  peak  performance  of  3.44% recorded  in  2013.  Additionally,  in  2020,  twenty-four 
insurance companies held market shares of less than 3%, indicating persistent struggles to 
expand their market presence. The main aim of this research was to establish the effect of 
strategic repositioning on the performance of insurance companies in Nairobi County, Kenya. 
Particularly, the study sought to investigate the effect of market repositioning, determine the 
effect of product repositioning, examine the effect of competitive repositioning, and assess the 
effect of operational repositioning on the performance of insurance companies in Nairobi 
County, Kenya. This research was grounded in Product Life Cycle theory, Resource-Based 
View, Brand Equity, and Porter's theory of competitive advantage. The research utilized a 
descriptive research design. This study targeted 56 insurance companies. The observation unit 
comprised  336  management  staff  working  in  these  firms  at  the  lower,  middle  and  top 
management  levels.  The  research’s  sample  size  was  reached  using  a  stratified  random 
technique and calculated using Krejcie and Morgan's sample size determination formula, which 
resulted in a sample size of 179 participants. Questionnaires were administered for primary 
data collection, comprising closed- and open-ended questions. Quantitative data analysis was 
conducted through descriptive and inferential statistics. Descriptive analysis used percentages, 
standard deviations, frequencies,  and means, while multiple linear regression was used to 
determine the effect of strategic repositioning on insurance companies’ performance in Kenya. 
The  research  found  that  market  repositioning  had  a  positive  and  significant  effect  on 
organizational performance in insurance companies, explaining 52.8% (R² = 0.528) of the 
variation  in  organizational  performance.  In  addition,  the  study  established  that  product 
repositioning had a positive and significant effect on organizational performance, explaining 
53.0%  (R²  =  0.530)  of  the  variation  in  organizational  performance.  Further,  the  study 
established  that  competitive  repositioning  had  a  positive  and  significant  effect  on 
organizational  performance,  accounting  for  49.5%  (R²  =  0.495)  of  the  variation  in 
organizational performance. Moreover, the research established that operational repositioning 
had a positive and significant effect on organizational performance, explaining 54.8% (R² = 
0.548) of the variation in organizational performance. The research recommends policymakers 
and the board of directors ensure market, product, competitive, and operational repositioning 
strategies are formalized and aligned with regulatory requirements and corporate objectives.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study

Performance of the insurance industry is important since it  is  commonly observed as the 

cornerstone of a country’s system of risk management; subsequently, it guarantees financial 

security, is an essential component in the chain of financial intermediation and provides a ready 

source of long-term capital for infrastructural projects (Alhawtmeh, 2023). According to Du et 

al. (2019), the insurance industry plays a vital role in minimizing risk effects, which fosters 

growth by enabling entrepreneurs to safeguard themselves against potential exposures. Without 

insurance, entrepreneurs' capacity for risk-taking would be significantly limited. In addition, 

the  insurance  industry  promotes  small  and  large  firms’ growth,  as  it  gives  stability  by 

permitting  large  and  small  businesses  to  work  with  a  lower  risk  of  volatility  or  failure. 

Furthermore, the insurance industry is crucial to the financial system. According to Du, Li, and 

Wu (2019), insurers are capable of pulling together a large pool of funds through collecting 

relatively small premiums from the insured in the economy that could be invested for short- 

and long-term periods.

According to estimates, worldwide insurance premiums plummeted by 2.7 percent in 2019. 

Sophisticated markets shrank by 2.3 percent, with Western Europe seeing the biggest drop (9.8 

percent). Non-life insurance premiums increased by 1.9 percent globally in 2011 (AKI, 2019). 

To expand on this, insurance penetration is around 11% in the UK, compared to around 8.6% 

in the US (Swiss Re, 2019). South Africa’s insurance market is an important component of the 

country’s  robust  financial  services  sector.  According  to  the  International  Monetary  Fund 

(2022), the market share held by insurance firms has remained stable over the past decade, 

accounting for 18% of the total market. The business is highly consolidated, especially in the 

life insurance sector: 72% of the market lies in the life sector of five insurance firms, while 

48% lies in the non-life sector. In South Africa, the life insurance market is larger than the non-

life insurance sector (Msomi & Nzama, 2022). 

EAC has streamlined trade in various areas, including insurance (Kajwang, 2022). In addition, 

streamlined trade tariffs have led regional insurance firms to set up branches and operations in 

local markets. For instance, registered Kenyan insurance companies like Jubilee Insurance and 

Britam  Holdings  Limited  have  branches  in  Uganda,  Burundi,  and  Tanzania,  creating 

competition because companies need competitive strategies to remain relevant in the market 
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(Kimani & Kariuki, 2021). The insurance industry in Kenya has also experienced growth 

alongside increased competition, including the entry of global insurance firms such as Old 

Mutual Group and Sanlam (AKI, 2019). Despite this growth, many insurance firms have not 

yet experienced sufficient growth in market share and profits due to intense competition (Muga, 

2023). In Kenya will 55 underwriters of registered insurance as at 2019 (IRA), there are 55 

registered insurance underwriters as at 2019 (IRA); of these, only 10 underwriters command a 

market share of 60% (Odhiambo, 2020). Multiple insurance firms have faced stiff competition 

from major underwriters and have not yet experienced significant growth (Du, Li, & Wu, 

2019).

Villas-Boas (2018) defined strategic repositioning as the process by which an organization 

significantly alters its strategic direction—such as target markets, value proposition, or core 

activities—to achieve long-term competitive advantage or adapt to major external changes. In 

addition, Kimani and Kariuki (2021) noted that it involves a firm's conscious effort to alter the 

perception of its brand or product in the minds of target customers, often in response to shifts 

in market conditions, competitive dynamics, or consumer preferences. Strategic repositioning 

is mostly applied when responding to external forces, market shifts, or endogenous factors that 

may influence the  firm's  performance directly. Strategic  repositioning is  likely to  have a 

noteworthy influence on the company's general output. According to Sheth, Jain, & Ambika 

(2020),  strategic  repositioning  helps  identify  unique  value  propositions  and  competitive 

advantages  when  the  firm  reassesses  and  adjusts  its  market  position. This  boosted 

competitiveness results in enhanced market share and enhanced performance compared to 

competitors, as noted by Ngugi & Waithaka (2020). Therefore, this research aims to investigate 

the effect of strategic repositioning on the performance  of insurance companies in Nairobi 

County, Kenya.

1.1.1 Organization Performance

Mahmoudi  &  Javed  (2022)  generally  interpreted  organizational  performance  as  a  firm's 

achievement of targets and goals. Scholars and researchers have offered a broad perspective on 

this concept. For instance, Gachanja (2019) found that organizational performance is measured 

by the inputs an organization makes toward its targets and goals, while Githumbi and Ragui 

(2019) saw performance as multidimensional,  focusing on financial  performance,  internal 

processes,  innovation,  and adaptability.  Moreover,  Kaplan and Norton's  (1990)  integrated 

business performance framework breaks down performance into four standpoints: profitability, 

market engagement, process excellence, and capability building. As noted by Odhiambo and 
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Njuguna (2019), performance measurement involves examining how productively a firm is 

meeting its targets. According to Nyauncho and Nyamweya (2019), both non-financial and 

financial indicators contribute to a comprehensive assessment. Financial measures include 

profitability ratios such as net profit margin and return on equity. In contrast, non-financial  

measures cover areas like internal, process efficiency, customer satisfaction, and employee 

engagement (Abongo, Mutinda, & Otieno, 2019).

Within the insurance industry, performance measurement is particularly critical, serving as a 

gauge for financial health, risk management, and customer satisfaction (Ngugi & Waithaka, 

2020). Key performance indicators include underwriting profitability, combined ratio, loss 

ratio, investment returns, customer retention, and claims processing time (Kajwang, 2022). 

These metrics collectively provide insights into the industry's economic stability, operational 

efficiency, and customer-centric focus (Shah, 2023). These studies show that organizational 

performance  is  measured  through  both  non-financial  and  financial  measures,  including 

underwriting profitability, combined ratio, loss ratio, investment returns, customer retention, 

customer satisfaction,  and claims processing time.  In this  research,  customer satisfaction, 

market share, and profitability measure organizational performance. 

1.1.2 Strategic Repositioning 

Strategic  repositioning,  a  key  component  within  the  broader  framework  of  strategic 

management,  operates  at  corporate,  business,  and  functional  levels,  each  influencing  the 

organization's competitive advantage (Abongo, Mutinda, & Otieno, 2019). At the corporate 

level, repositioning involves redefining the company’s overall direction, such as altering its 

long-term objectives, mission, or vision, to align with a new strategic focus. This might entail 

entering  new markets,  acquiring  or  divesting  business  units,  or  shifting  from a  low-cost 

provider to a premium brand (Gachanja, 2019). At this level, the goal is to ensure repositioning 

efforts support the organization's overarching goals and strengthen its competitive position on 

a larger scale (Johnson, Scholes, & Whittington, 2020).

At  the  business  and functional  levels,  strategic  repositioning becomes  more  specific  and 

operational. At the business level, it focuses on how a company competes within a particular 

market  by  altering  its  competitive  strategy,  such  as  moving  from  cost  leadership  to 

differentiation, or targeting new customer segments (Kotler & Keller, 2019). At the functional 

level, repositioning involves tactical adjustments in operations, marketing, finance, and human 

resources to support higher-level strategies. While strategic repositioning often overlaps with 
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marketing,  particularly  in  areas  such  as  brand  positioning  and  market  targeting,  it  is  

fundamentally  a  strategic  management  concept.  It  is  deeply  rooted  in  the  analysis  and 

realignment  of  a  company’s  competitive  position  in  its  industry  (Muga,  2023).  Strategic 

repositioning entails market repositioning, product repositioning, Competitive Repositioning, 

and operational repositioning.

Various studies have conceptualized strategic repositioning in different ways. For  Schimmer 

and Brauer (2019) demonstrate that strategic repositioning involves changes in firms' market 

positioning and strategic orientation in response to performance and competitive pressures. 

Normann and Ramirez (2023) show that firms achieve strategic repositioning by enhancing 

market offerings and strengthening customer relationships to improve competitive positioning. 

Further, Oduor, Kilika and Muchemi (2021) indicate that strategic repositioning encompasses 

market repositioning, product repositioning, corporate rebranding, and internal process control 

as key strategies for organizational turnaround among manufacturing firms in Kenya. This 

study is anchored on four key dimensions of strategic repositioning: market repositioning, 

product  repositioning,  competitive  repositioning,  and operational  repositioning,  which are 

considered critical in enhancing organizational performance among insurance companies in 

Kenya. 

According to Alhawtmeh (2023), market repositioning involves changing the perception of a 

product or brand to align with evolving customer preferences and market dynamics. Similarly, 

Abongo, Mutinda, and Otieno (2019) define market repositioning as identifying new markets 

or customer segments and redesigning marketing strategies to enhance competitiveness. From 

these  definitions,  market  repositioning  refers  to  strategically  realigning  a  firm's  market 

offerings to meet changing customer needs and strengthen its competitive position. In this 

study, market repositioning is conceptualized through consumer preferences, rebranding, and 

markets (new market development).

Gachanja (2019) defines product repositioning as modifying a product's features and attributes 

to improve its competitiveness and meet changing customer needs. Likewise,  Shah (2023) 

views product repositioning as improving product quality, pricing, and packaging to enhance 

customer value and market appeal. From these definitions, product repositioning refers to 

strategically modifying product attributes to improve market acceptance and competitiveness. 

In  this  study,  product  repositioning is  conceptualized through quality  improvement,  price 

adjustment, and packaging redesign.
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Harcourt (2023) defines competitive repositioning as strategically adjusting a firm's brand and 

competitive strategies to strengthen its market position. Similarly, Githumbi and Ragui (2019) 

describe  competitive  repositioning  as  enhancing  brand  competitiveness  through  brand 

rejuvenation,  relaunch,  and expansion into new market  segments.  From these definitions, 

competitive  repositioning  refers  to  strategic  initiatives  that  improve  a  firm's  competitive 

advantage and market  position.  In  this  study,  competitive  repositioning is  conceptualized 

through brand relaunch, brand rejuvenation, and brand proliferation.

According  to  Hussein  and  Sije  (2023),  operational  repositioning  involves  realigning 

organizational processes and strategies to improve efficiency and respond to environmental 

changes. Similarly, Isenah and Ogonu (2020) define operational repositioning as optimizing 

operational  activities  through  strategic  realignment,  cost  efficiency,  and  decisions  about 

expansion  or  contraction.  From  these  definitions,  operational  repositioning  refers  to 

strategically adjusting organizational operations to improve efficiency and effectiveness. In 

this  study,  operational  repositioning  is  conceptualized  through  strategy  realignment,  cost 

efficiency, and expansion or contraction.

1.1.3 Insurance Companies in Kenya

In Kenya, Insurance companies operate in a dynamic market, offering a range of financial 

protection services to businesses, individuals, and various sectors. The market is characterized 

by a diverse array of companies offering life, general, and health insurance products. These 

firms play a vital role in mitigating risk and protecting policyholders’ financial security (IRA, 

2020).

Kenya’s insurance firms are governed by the Insurance Act,  law of Kenya, Chapter 487. 

Insurance Regulatory Authority is the anchor regulator (IRA, 2020). The main objective of 

Kenyan  insurance  companies  is  to  enhance  their  business  viability  while  empowering 

customers by providing insurance options that are easy to understand and compare with others 

(PWC,  2020).  Although  insurance  companies'  performance  in  Kenya  remains  at  a  low 

insurance penetration level of 37% in 2020, up from 3.44%. In 2020, 24 firms had market 

shares of less than 3%, each striving to increase its share in vain. Furthermore, the lack of 

consolidation has resulted in a highly fragmented sector, with only 14 of 54 registered insurance 

firms gaining more than 1% market share, resulting in stiff competition in the sector (IRA, 

2022). Strategic positioning is one of the major challenges encountered by insurance firms and 

still among the most significant both their growth and survival (IRA, 2021). The subsequent 
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decline in insurance penetration indicates that the insurance sector has not been effective in 

capitalizing on the growing economy’s insurance opportunities or in implementing appropriate 

growth strategies to enhance market penetration.

Kenyan insurance companies face several challenges; scholars like Gichira and Muturi (2020) 

have highlighted low insurance penetration in Kenya. Limited awareness of insurance products 

and their benefits among the population affects the industry's growth potential. Muriuki and 

Kabinga (2019) emphasize that insurance companies often grapple with the complexity of 

regulatory compliance. Strict regulatory requirements challenge companies through higher 

operational costs and the need to adhere to evolving standards. Njoroge (2019) and Muriithi 

(2020) highlight challenges related to claims management and fraud. Inefficiencies in claims 

processing and fraudulent activities impact the financial (profitability, sales) and non-financial 

(market share, quality, customer satisfaction) performance of insurance companies.

1.2 Statement of the Research Problem

Insurance industry performance is vital because it is widely recognized as the foundation of a 

nation’s risk management system. This, it ensures financial stability, is pivotal in the financial  

intermediation chain, and provides a source of long-term capital that is readily available for 

infrastructure projects (Alhawtmeh, 2023). Yet their performance is still low. For instance, the 

performance of Kenyan insurance companies is low, with overall insurance penetration of 

2.37% in 2020, down from the peak of 3.44% in 2013 (IRA, 2021). The insurance sector is 

characterized by low market concentration, with many insurance companies holding very small 

market shares. In 2020, 24 of the 56 insurance companies had market shares below 3%, while 

only 14 held more than 1%. This fragmented market structure has intensified competition, 

making  it  difficult  for  many  insurance  companies  to  improve  their  market  position  and 

organizational performance. Strategic positioning is not only a key obstacle but also paramount 

to survival and growth (IRA, 2021). Poor or absent implementation of strategic repositioning 

leads  to  poor  performance,  and  research  indicates  that  proper  implementation  improves 

performance. This ineffective execution in Kenya’s insurance sector may result in stagnation, 

reduced market share, and lower competitiveness both locally and globally. Moreover, failure 

to implement strategic repositioning effectively could lead to the eventual exit of struggling 

firms from the market, further consolidating the sector in ways that limit consumer choice and 

potentially increase the cost of insurance products. This underscores the critical need for this 

study  to  explore  effective  strategic  repositioning  practices  that  can  boost  the  sustainable 

performance of Kenyan insurance companies. 
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Various studies have been done on strategic repositioning but have concentrated on other 

industries  such as  the  transport  and communication industries  (Masinde,  2020).  Mutunga 

(2019), Mungai and Bula (2019). Other studies have been carried out on the effect of strategic 

repositioning on particular companies and in the context of the marketing field but little has 

been  done  on  the  industry  they  operate  in  (Alhawtmeh,  2023; Ebere  & Onuoha,  2022), 

Githumbi & Ragui, 2019), Kiragu, 2019).

Additionally,  other studies have used varied methodologies such as case studies covering 

individual organizations; hence, the results may not be generalizable to the insurance sector 

(Kimani & Kariuki,  2021; Kiragu, 2019). To bridge these gaps, this research intended to 

investigate the effect strategic repositioning has on the performance of insurance companies in 

Nairobi County, Kenya. 

1.3 General Objective

was  to  investigate  the  effect  of  strategic  repositioning  on  the  performance  of  insurance 

companies in Nairobi County, Kenya

1.3.1 Specific Objectives

i) To investigate the effect of market repositioning on the performance of insurance 

companies in Nairobi County, Kenya

ii) To determine the effect of product repositioning on the performance of insurance 

companies in Nairobi County, Kenya.

iii) To  examine  the  effect  of  Competitive  Repositioning  on  the  performance  of 

insurance companies in Nairobi County, Kenya.

iv) To assess the effect of operational repositioning on the performance of insurance 

companies in Nairobi County, Kenya.

1.4 Research Hypotheses

This research sought to test the following hypotheses:

H01: Market repositioning has no significant effect on the performance of insurance companies 

in Nairobi County, Kenya. 

H02: Product  repositioning  has  no  significant  effect  on  the  performance  of  insurance 

companies in Nairobi County, Kenya. 

H03: Competitive repositioning has no significant effect on the performance of insurance 

companies in Nairobi County, Kenya. 
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H04: Operational repositioning has no significant effect on the performance of insurance 

companies in Nairobi County, Kenya.

1.5 Significance of the Study

The outcomes of this study were of advantage to a diverse group of stakeholders, including 

policymakers  and Kenya’s  government,  insurance  companies’ management,  scholars,  and 

researchers. To policymakers and the Kenyan government, the research provided essential 

insights to inform regulatory frameworks and policies within the insurance field. As the study 

unfolds, understanding the impact of strategic repositioning on performance enabled future 

policymakers to develop more informed and targeted regulations. This knowledge was poised 

to contribute to the creation of an environment that encourages strategic initiatives, fosters 

competitiveness,  and  ensures  the  growth  and  stability  of  the  insurance  industry,  thereby 

benefiting the broader economy.

Management of Kenyan insurance companies derived actionable insights from this study. As 

the study advanced, a broad look into the effect of strategic repositioning on performance was 

expected to guide the leadership of the companies in maximizing their repositioning strategies, 

ensuring smooth and efficient running of activities, and boosting the general output. This study 

provided valuable insights to guide the creation of agile and sustainable business models that  

conform to evolving demands of the insurance market in Kenya.

Academicians  benefited from the  study by contributing valuable  information on the  link 

between  strategic  repositioning  and  organizations’ performance  in  the  insurance  sector, 

precisely in the context of Nairobi County, Kenya. By examining real-world applications of 

strategic management theories in a dynamic and competitive industry, the research enriched 

the academic literature with empirical evidence that could support or challenge existing models 

and frameworks. Furthermore, the study provided a contextual analysis of how local market  

dynamics influenced the effectiveness of strategic repositioning, offering a foundation for 

further  scholarly  inquiry  and comparative  studies  in  similar  or  contrasting  environments. 

Academicians also utilized the findings to enhance curriculum development, case studies, and 

academic  discourse  on  strategic  management  and performance measurement  in  emerging 

markets.

1.6 Scope of the Study

This research investigated the effect of strategic repositioning on the performance of insurance 

companies in Nairobi County, Kenya. Specifically, it evaluated the effect of market, product, 
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operational, and competitive repositioning on performance. Insurance companies were selected 

because  they  operate  in  a  highly  competitive  and  dynamic  environment  that  requires 

continuous strategic repositioning to sustain organizational performance. Nairobi County was 

selected because it hosts the headquarters of all 56 registered insurance companies in Kenya, 

making it the country's principal hub for insurance operations and strategic decision-making. 

The research was conducted in 56 insurance companies in Nairobi County, Kenya, using a 

descriptive research design. Management employees working in the 56 insurance companies 

were targeted; hence, the unit of analysis was 56 insurance firms, while 336 management staff 

working in these firms, including top, middle-level, and lower-level managers, were the unit of 

observation. Krejcie and Morgan's sample size determination formula was used in the sample 

size calculation. size. The formula yielded a sample size of 179 respondents. Stratified random 

sampling  technique  was  utilized.  The research  was  conducted  at  the  headquarters  of  the 

insurance companies during the study period. 

1.7 Limitations of the Study

The research had several methodological limitations that could have affected the scope and 

depth of the findings. One key limitation was the potential for response bias because of the 

sensitivity of the data being sought. Employees and senior managers may have withheld or 

distorted information, especially on issues deemed classified or critical to the organization’s 

competitive position. This could have led to incomplete or inaccurate data, thereby affecting 

the validity of  the study's  conclusions.  To mitigate  this  limitation,  the researcher assured 

respondents of anonymity and confidentiality, obtained informed consent, and emphasized that 

the information would be used solely for academic purposes to encourage honest and accurate 

responses.

Limited  access  to  senior  personnel  presented  a  methodological  constraint,  as  essential 

information may have been restricted due to its confidential or strategic nature. This could have 

resulted in a data imbalance, emphasizing lower-level employee perspectives while excluding 

key insights from senior leadership. To mitigate this limitation, the researcher submitted formal 

access requests, scheduled appointments in advance, and made follow-up visits to engage 

senior managers and ensure balanced, comprehensive data collection.

Given  the  demanding  nature  of  respondents’ roles,  there  was  a  risk  of  non-response  or 

incomplete responses, which could have affected both the volume and reliability of the data. 

This was especially true in time-constrained settings where professional responsibilities took 



St. Paul’s University Repository

10

precedence.  To  mitigate  this  limitation,  the  researcher  liaised  with  management  early  to 

schedule data collection at convenient times, allowed respondents adequate time to complete 

the questionnaires, and conducted follow-up visits to improve the response rate.

Finally, insufficient time and resources may have hampered the research, limiting its scope. 

For example, the researcher faced constraints in covering a wide range of organizations or 

collecting data over an extended period, which could have limited the generalizability of the 

study findings. To mitigate this limitation, the researcher developed a detailed data collection 

schedule, managed available resources efficiently, and employed a representative sampling 

strategy to ensure that the selected organizations and respondents adequately reflected the 

target population, thereby enhancing the reliability and relevance of the study findings. 
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

The focus of this chapter is literature in relation to the effect of strategic repositioning on 

insurance companies’ performance. It presents a summary of findings from other experts who 

have conducted investigations in the same study area. The chapter begins with an overview of 

theoretical literature, followed by a review of empirical literature and a conceptual framework. 

2.2 Theoretical Review of Literature 

According to Sekaran (2018), theoretical review enables the presentation of theory and concept 

understanding that are both important to the research topic and connect to the wider areas of 

knowledge under  consideration,  a  set  of  connected statements  or  principles  describe  key 

theories relating to how strategic repositioning affects the performance of Kenyan insurance 

companies. In this study, the Resource-Based View (RBV) Theory provided the overarching 

theoretical foundation. This study was anchored by Resource-Based View Theory (RBV), 

product life cycle theory, brand equity theory, and Porter's theory of competitive advantage.

2.2.1 Brand Equity Theory

Brand Equity Theory was founded by David A. Aaker in 1991, a professor in marketing at the 

University of California, Berkeley. It begins with brand awareness, defined as a consumer’s 

capability to recognize and recall a brand. Increased brand recognition results in high consumer 

awareness and brand consideration during the decision to purchase. Brand equity is influenced 

by the consumer's perception of brand quality. According to Ebere and Onuoha (2022), brands 

that are regarded as offering high-quality products or services are likely to have high brand 

equity as there is willingness of consumers to pay a premium and remain faithful to such a  

brand.

Brand equity is further influenced by the relationship between the consumer and the brand. 

These relationships can be functional (related to attributes of the product and performance), 

emotional (related to feelings and experiences), or symbolic (related to self-expression and 

identity).  Brand  loyalty  strengthens  brand  equity,  which  means  the  extent  of  consumer 

attachment and repeat purchasing behavior towards a brand. Brands that exhibit high loyalty 

levels enjoy customer base stability and are insusceptible to competitive pressures (Worimegbe 

& Ifedayo, 2020). 
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Brand Equity Theory assumes that the value of the brand is influenced by the consumer's 

perception of it. Critics, however, argue that objective factors like financial performance and 

market share are also key determining brand value. The theory posits that fostering strong 

brand value can contribute to a company’s sustained competitive edge. Critics argue that brand 

equity by itself may not assure success if competitors offer products or services that are similar 

at lower prices or with improved features. Brand Equity Theory highlights the significance of 

maintaining consistency with the  brand’s  core values and identity.  However,  critics  warn 

against excessive rigidity, as brands may need to adapt to changing market dynamics and 

consumer  preferences  over  time.  The  theory  recognizes  the  impact  of  market  dynamics, 

preferences of consumers, and competitive landscape on brand equity. However, it may not 

fully capture the complexity of these factors and their interactions in influencing brand value 

(Oduor, Kilika & Muchemi, 2021).

This  study  applied  brand  equity  theory  to  explain  how  market  repositioning  influences 

insurance companies' performance by enhancing brand value and customer perceptions. The 

theory posits that strong brand equity is achieved through high brand awareness, positive brand 

associations,  perceived quality,  and customer loyalty.  In this  study,  the theory guided the 

assessment of how market repositioning through rebranding, market development, and market 

segmentation  enables  insurance  companies  to  strengthen  their  brand  image,  attract  new 

customer segments, and respond to changing market needs. By enhancing brand visibility and 

aligning insurance products with customer preferences, market repositioning is expected to 

improve customer acquisition, retention, and organizational performance. The theory therefore 

provided the theoretical foundation for investigating the effect of market repositioning on the 

performance of insurance companies in Nairobi County, Kenya.

2.2.2 Product Life Cycle theory

Raymond Vernon, an Economist and researcher at Harvard University, developed the Product 

Life Cycle (PLC) Theory in 1960. It outlines the stages a product goes through its lifecycle in 

the  market.  In  the  initial  stage,  the  product  launches  with  low  sales  because  consumer 

awareness is low. Marketing efforts focus on building product awareness and establishing a 

market base (Ebere & Onuoha, 2022). When the product’s popularity takes off, it enters the 

growth  stage.  During  this  stage,  sales  increase  rapidly  as  consumer  awareness  expands. 

Competitors may enter the market, encouraging companies to adopt aggressive marketing and 

distribution strategies to increase market share (Wasika & Kwasire, 2020). Maturity stage 

follows the growth stage characterized by sales growth that is stable as market nears saturation. 
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Competition  that  is  intensified  results  to  price  wars  influencing  companies  to  stress  on 

differentiation of products and loyalty of customers to retain market position (Elena & Matute, 

2020).

The product eventually enters the decline stage, where sales decline due to market saturation, 

shifts in consumer preferences, or new technological advancements. At this stage, companies 

face the decision on whether to eliminate the product or execute strategies to prolong its 

lifecycle  Ebere  &  Onuoha,  2022).  The  theory,  however,  has  critiques  for  reducing  the 

complexity  of  product  life  cycles.  Critics  argue  that  overgeneralization  is  caused  by 

overlooking individual  product  and characteristics  of  industries.  Moreover,  the  predictive 

power of the theory is limited since it cannot consider the duration or trajectory of every stage 

because of market conditions that are rapidly changing. Product Life Cycle Theory furthermore 

assumes that market dynamics are homogeneous, which may be uncertain across all industries 

and regions, thereby limiting its applicability. Despite these limitations, PLC Theory remains 

a valuable framework for guiding companies in strategic planning and decision-making around 

product development and evaluation (Wasika & Kwasire, 2020).

This study applied product life cycle theory to explain how product repositioning influences 

insurance company performance as insurance products progress through different stages of 

their life cycle. The theory guided the assessment of whether continuous product modifications 

through quality  improvement,  price  adjustment,  and packaging redesign enable  insurance 

companies to sustain the relevance and competitiveness of their products. Specifically, it was 

used to examine how these product repositioning strategies help insurance companies respond 

to changing customer preferences, improve customer satisfaction and retention, attract new 

market segments, and enhance organizational performance. The theory therefore provided the 

theoretical foundation for determining the effect of product repositioning on the performance 

of insurance companies in Nairobi County, Kenya.

2.2.3 Porter's Theory of Competitive Advantage

Michael  E.  Porter,  an  esteemed  economist  and  professor  at  Harvard  Business  School, 

developed Porter's Theory of Competitive Advantage in 1985. He identifies cost leadership as 

a way to gain competitive advantage by being the industry’s lowest-cost producer. Firms 

adopting this strategy focus on offer products and services at lower prices than competitors 

while remaining profitable (Oladimeji & Itohowo, 2019).
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Porter  further  outlined  the  differentiation  strategy,  where  firms  seek  to  distinguish  their 

products or services from competitors' offerings in ways customers value. By providing distinct 

features,  high  quality,  or  exceptional  customer  service,  firms  can  achieve  a  competitive 

advantage by commanding premium prices and building customer loyalty (Makau & Ambrose, 

2018). He also presents the focus strategy where firms pay attention to serving the target  

market. Firms can achieve high customer satisfaction and loyalty by customizing products, 

services, or marketing efforts to meet the specific needs of the target market (Karim, 2019).

The theory assumes that industry structure plays a pivotal role in determining competitive 

advantage. However, it is argued by critics that it overlooks the importance of dynamic market 

environments and the firm’s potential to impact the structure of the industry through strategic 

actions (Shah, 2023; Githumbi & Ragui, 2019). While Porter’s theory stresses the importance 

of attaining sustainable competitive advantage, critics argue that sustaining such an advantage 

in  the  long  run  is  challenging  due  to  factors  like  technological  development,  changing 

consumer preferences, and competitive pressures (Makau & Ambrose, 2018).

Furthermore, critics argue that Porter’s framework may oversimplify strategic management 

complexities by advocating a one-size-fits-all approach to gaining competitive advantage. In 

reality, firms may need to adopt a combination of strategies or adjust their strategies over time 

to  stay  competitive  in  dynamic  markets.  Porter's  Theory  of  Competitive  Advantage  was 

founded when globalization was less interconnected; hence, critics question its relevance in 

today’s globalized economy. According to LaRocca and Stagliano (2023), critics argue that 

aspects such as international competition, cross-border supply chains, and cultural differences 

might need more detailed approach to attaining competitive advantage. 

This  study  applied  Porter's  theory  of  competitive  advantage  to  explain  how competitive 

repositioning  influences  insurance  companies'  performance  by  creating  sustainable 

competitive advantage. The theory posits that organizations achieve superior performance by 

pursuing cost leadership, differentiation, and focus strategies that enable them to outperform 

competitors. In this study, the theory guided the assessment of how competitive repositioning 

through  brand  relaunch,  brand  rejuvenation,  and  brand  proliferation  enables  insurance 

companies to differentiate their products and services, strengthen their market position, and 

respond effectively to changing customer preferences and competitive pressures. The theory 

was therefore used to examine whether these competitive repositioning strategies enhance 

customer  loyalty,  increase  market  share,  and  improve  organizational  performance. 
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Consequently, Porter's Theory of Competitive Advantage provided the theoretical foundation 

for  examining  the  effect  of  competitive  repositioning  on  the  performance  of  insurance 

companies in Nairobi County, Kenya. 

2.2.4 Resource-Based View Theory 

The RBV of the Firm, initially proposed by Birger Wernerfelt in 1984 and later enhanced by 

Barney in 1991, has had a substantial impact on the business literature. A Key proposition of 

RBV  is  that  firm’s  capabilities  and  resources  depend  on  competitive  advantage.  Non-

substitutability, imperfect imitability, rarity, and value, according to Barney (1991), are four 

traits  that  cause  a  firm's  competitive  advantage.  RBV suggests  that  firms  have  varying 

resources, and these differences are key sources of competitive advantage. The theory posits 

that resources and capabilities are imperfectly mobile between firms implying that it is hard for 

competitors to duplicate resources that are valuable, rare and inimitable. RBV asserts that a 

lasting firm’s competitive benefit can be attained by leveraging capabilities and resources that 

are unique for value creation to customers and outdo competitors in the long run. Based on 

RBV, firms create value by using their capabilities and resources in ways that are distinctive, 

valuable, and hard to copy, enabling them to earn above-average returns (Akinseye et al., 2022). 

Resource-Based  View  Theory  has  numerous  key  assumptions.  First,  it  assumes  that 

competitive advantage depends on a firm's ability to combine resources and capabilities in 

unique ways.  Secondly,  it  assumes that  resources and capabilities  are  imperfectly  mobile 

among firms, implying that firms can maintain a competitive edge if resources are valuable, 

rare, and inimitable (Akinseye et al, 2022). Another assumption is that firm’s value is created 

by using capabilities and resources that are unique in ways that yield competitive advantage 

and excellent financial performance. 

RBV is also not without critiques. It is argued by critics that Resource-Based View Theory 

concentrates narrowly on internal resources and capabilities understating the significance of 

extrinsic  factors  like  dynamics  of  the  market,  structure  of  the  industry  and  competitive 

positioning (Nshimiyimana, 2021). In addition, critics argue that key concepts of RBV, namely 

"valuable," "rare," and "inimitable," are too abstract and subjective, resulting in tautological 

reasoning where the success of a firm is only considered when they possess resources that are 

valuable  (Ron,  2008;  Priem &  Butler,  2001).  According  to  Mukeshimama,  Nkechi,  and 

Jefferson  (2019),  although  RBV  provides  a  theoretical  framework  for  understanding 
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competitive advantage, implementing it in firms can be challenging, particularly when it comes 

to effectively identifying and leveraging unique resources and capabilities.

This study applied Resource-Based View (RBV) theory to explain how insurance companies 

can strategically use and reallocate valuable, rare, inimitable, and non-substitutable resources 

to enhance organizational performance through operational repositioning. The theory posits 

that firms achieve superior performance when they effectively deploy internal resources and 

capabilities to improve operational efficiency and adapt to changing business environments. In 

this study, RBV guided the assessment of how operational  repositioning through strategy 

realignment, cost efficiency, and expansion or contraction enables insurance companies to 

optimize resource utilization, improve service delivery, and achieve sustainable competitive 

advantage. The theory therefore provided the basis for evaluating the effect of operational 

repositioning on the performance of insurance companies in Nairobi County, Kenya.

2.3 Empirical Literature Review’

2.3.1 Market Repositioning and Organization Performance 

Elena and Matute  (2020)  assessed firms'  performance and green marketing strategy.  The 

researchers  sourced data  from 361 manufacturing firms of  a  European nation.  The study 

employed Structural equation modelling with EQS software to analyze the data gathered. The 

research found that green marketing strategy improved profitability by optimizing marketing 

performance and reducing expenditure. Nevertheless, aspects of corporate outcomes, such as 

procedural efficacy, do not favorably correlate with financial prosperity. However, the study 

was conducted in a European country, making its findings less generalizable to the Kenyan 

context due to differences in economic and institutional environments. In addition, while the 

study focused on firm performance, the current study focuses on organizational performance.

Akinseye et, al (2022) probed the effect of marketing approaches on corporate expansion: a 

case of chosen industries in Lagos State, Nigeria. The research framework employed was 

survey  and  documentary  analysis.  The  target  demographic  consisted  of  selected  sales 

supervisors,  marketing  managers,  practitioners,  and  company  trainers  from  different 

companies in Lagos State. The study determined that marketing strategies are intertwined with 

an  organization's  resources,  and  that  customers,  consumers,  products,  and  services  are 

considered a pivotal element that propels organizations towards efficiency, effectiveness, and 

success. Similarly, Elena and Matute (2020) found that green marketing strategies improve 

firm profitability. Nevertheless, the study relied on survey and documentary analysis, whereas 
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the current study adopts a descriptive research design; hence, the findings may not be fully 

generalizable to the present context. In addition, the study was conducted in the Nigerian 

context, which differs from the Kenyan context in terms of economic structure, institutional 

frameworks, and organizational environments.

Mukesh, Mama, Nkechi and Jefferson (2019) investigated the influence of market positioning 

on  the  operational  outcomes  of  Rwandese  independent  power  producers:  a  specific 

examination of chosen IPPs. The study employed a descriptive quantitative research design. 

The  cohort  of  interest  comprised  project  managers,  senior  management  staff,  executive 

directors, and board members. The study found that segmentation strategy positively affected 

the  performance  of  Rwandan  independent  power  producers.  These  findings  conform  to 

Akinseye  et  al.  (2022),  who  observed  that  marketing  strategies  are  strongly  linked  to 

organizational efficiency, effectiveness, and overall performance outcomes. Nonetheless, this 

research was confined to a case study of selected IPPs, whereas this study centered on Kenyan 

insurance companies.

Isenah  and  Ogonu  (2020)  examined  the  market  repositioning  strategy  and  commercial 

performance of Nigerian listed food and beverage firms. The study used secondary and primary 

sources to gather data. The study's subjects encompassed 14 quoted food and beverages firms 

on the NSE. The study found that a replacement strategy can be used to reverse a challenging 

situation caused by declining sales growth and market share, but it cannot reverse a turnaround 

situation caused by declining profitability. These findings concur with Akinseye et al. (2022), 

who  observed  that  marketing  strategies  are  strongly  linked  to  organizational  efficiency, 

effectiveness, and overall performance outcomes. Conversely, the results contradict Mukesh 

Mama,  Nkechi  and  Jefferson  (2019),  who  found  that  segmentation  strategy  Rwandan 

independent power producers. Nevertheless, the study was confined to Nigerian listed food and 

beverages firms; the current study is confined to Kenyan insurance companies.

Nshimiyimana (2021) investigated the impact of market collaborations on the effectiveness 

of MFIs in Rwanda. The study employed a survey design, with a target group of 491 MFIs.  

The study found that marketing alliances significantly affect MFI performance. The research 

concluded  that  market  collaborations  positively  contribute  to  microfinance  performance 

compared to firms operating without such alliances. These findings align with Isenah and 

Ogonu (2020), who observed that marketing-related strategies can improve organizational 

outcomes under certain conditions, and generally conform to Akinseye et al.  (2022), who 

established  a  positive  relationship  between  marketing  strategies  and  organizational 
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performance. Nonetheless, this study was undertaken in Rwanda; consequently, its outcome 

cannot be universally applied to this study due to variations in geographical contexts between 

Rwanda and Kenya.  The study also employed a survey design;  the current  study used a 

descriptive research design.

Tharamba, Rotich and Anyango (2018) examined the impact of market repositioning on firm 

performance  within  telecommunications  companies  in  Kenya,  specifically  focusing  on 

Safaricom Limited. The study used a descriptive research design and a comprehensive survey 

approach.  The  intended  demographic  for  this  study  consisted  of  management  personnel 

working in the research Limited headquarters. The research found that marketing segmentation 

on performance within the Kenyan telecommunications industry. It was concluded that market 

repositioning positively affects the performance of firms listed on the NSE. These findings 

concur with Nshimiyimana (2021), who established that marketing collaborations significantly 

enhance organizational performance in MFIs, and also conform to Isenah and Ogonu (2020) 

and Akinseye et al. (2022), who generally found that marketing-related strategies improve 

organizational  outcomes.  Nevertheless,  this  research  concentrated  on  the  marketing  and 

research & development departments, whereas the current study centered on management-level 

employees; thus, the findings cannot be directly applied to this study. In addition, the study 

focuses on telecommunications companies,  whereas the current study focused on Kenyan 

insurance companies.

2.3.2 Product Repositioning and Organization Performance

Zhang (2019) examined the efficacy of product repositioning strategies from the customers' 

viewpoint. Passengers of an Australian airline were polled to ascertain whether its repositioning 

strategies  had  been  successful.  The  findings  indicate  that  passengers  perceive  product 

characteristics differently from industry and academia, creating a gap in understanding. This 

discrepancy,  in  turn,  profoundly  influences  the  development  of  positive  and  favorable 

perceptions and satisfaction. Nevertheless, this study was conducted in Australia, a developed 

nation; therefore, its findings may not be fully generalizable to a developing country such as 

Kenya due to differences in economic and institutional contexts. In addition, the study was 

confined to the airline industry, whereas the current study focuses on the insurance industry.

In Nigeria, Ebere and Onuoha (2022) investigated on the product reorientation approach and 

outcomes of SMEs in Rivers State. This examination employed a cross-sectional survey design. 

The intended population encompassed 1205 SME ventures within Rivers State. The research 
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found  that  ambidexterity  qualities  were  significantly  and  positively  related  to  SME 

performance metrics. The study concluded that product reorientation is a concept perceived 

positively and favorably by target clientele, who acknowledge and concur with the attributes 

of the revised service offerings and products. These findings generally conform to Zhang 

(2019), who observed that product repositioning strategies influence customer perceptions and 

satisfaction. However, while the original research centered on 1205 SMEs in Rivers State, the 

present study concentrated on insurance corporations in Kenya. The study also employed a 

cross-sectional survey design; the current study employed a descriptive research design.

Wasika  and Kwasire  (2020)  delved into  the  impact  of  product  reorientation on enduring 

competitive advantage within financial establishments in Kakamega County. The investigation 

adopted a descriptive survey methodology, with the target demographic comprising 111 senior 

management personnel from authorized financial institutions across Kakamega County. The 

results showed that product reorientation had a significant effect on sustainable competitive 

advantage in the specified financial entities. Consequently, the study concluded that product 

reorientation  demonstrably  influences  long-term  competitive  advantage.  These  findings 

generally  align  with  Ebere  and  Onuoha  (2022),  who  found  that  product  reorientation  is 

positively associated with organizational performance outcomes. The study findings also are 

consistent  with  Zhang  (2019),  who  found  that  product  repositioning  strategies  influence 

customer perceptions and satisfaction. However, the study focused on financial establishments, 

the current study focused on organizational performance. 

Oduor, Kilika, and Muchemi (2021) investigated how manufacturing firms in Kenya achieved 

organizational turnaround through product repositioning strategies. The research employed a 

descriptive survey approach and focused on 107 large manufacturing companies across Kenya. 

Findings indicated that these firms implemented product repositioning strategies to a moderate-

to-very high degree. The research concluded that the surveyed large manufacturing companies 

had  significantly  developed  and  executed  product  repositioning  efforts,  while  corporate 

rebranding was deployed to a moderate extent. These findings concur with Wasika and Kwasire 

(2020),  who  established  that  product  reorientation  significantly  enhances  sustainable 

competitive advantage in financial institutions. The study findings are also with consistent with 

Ebere and Onuoha (2022) and Zhang (2019), who reported that product repositioning positively 

influences organizational performance and customer-related outcomes. However, the study 

focused on manufacturing firms; the current study focuses on organizational performance. 
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2.3.3 Competitive Repositioning and Organization Performance

Harcourt  (2023)  explored  the  link  between  competitive  repositioning  and  the  marketing 

performance of food and beverage manufacturing firms in Rivers State. The research adopted 

a correlational investigation and included all twenty-seven food and beverage companies in the 

region. The study selected four respondents from each company, for a total of 108 individuals 

who completed structured questionnaires. The findings revealed a significant link between 

competitive  repositioning  and  these  companies.  Nonetheless,  the  study  employed  a 

correlational investigation, whereas the current study adopted a descriptive research design. 

Also, the study centered on Nigerian food and beverage manufacturing firms, current study 

centers on Kenyan insurance firms.

Similarly,  Ebere  and  Onuoha  (2022)  investigated  the  correlation  between  competitive 

reorientation and SME performance in Rivers State. The research concluded that competitive 

reorientation helps companies better understand and adapt to evolving consumer demands by 

adjusting their brand positioning, product offerings, and marketing strategies. By remaining 

responsive to customer preferences, businesses can sustain their relevance and effectively 

satisfy customer expectations.  These findings generally conform to Harcourt  (2023),  who 

established a significant positive relationship between competitive repositioning and marketing 

performance. However, the study was conducted in the Nigerian context, while the current 

study  is  confined  to  the  Kenyan  context,  making  the  findings  less  generalizable  due  to 

differences in economic, institutional, and organizational environments.

Isenah and Ogonu (2020) analyzed the link between Competitive Repositioning strategy and 

the commercial  prosperity of publicly traded food and beverage companies in Nigeria.  A 

descriptive research design was employed, and the management staff within these firms were 

the  target.  The research concluded that  the  Competitive  Repositioning strategy exerted a 

discernible effect on the business success of the Nigerian companies. These findings concur 

with Ebere and Onuoha (2022), who established that competitive reorientation enhances firms’ 

ability to adapt to changing consumer needs through adjustments in brand positioning, product 

offerings, and marketing strategies, thereby improving performance outcomes. The findings 

also conform to Harcourt (2023), who reported a significant positive relationship between 

competitive repositioning and marketing performance. Nonetheless, while the previous study 

was confined to Nigerian food and beverage companies,  the current  study is  confined to 

Kenyan insurance companies. 
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Worimegbe and Ifedayo (2020) examining the correlation between customer retention and 

corporate rebranding, focusing on a selected telecommunication firm in Nigeria, specifically 

9Mobile.  Employing  a  descriptive  survey  research  design,  data  was  gathered  using 

questionnaires. The results indicated that perceived quality, corporate identity, and corporate 

repositioning significantly influenced customer retention, whereas product feature measures 

did  not  significantly  affect  customer  retention  in  the  telecommunication  industry.  These 

findings agree with Isenah and Ogonu (2020), who established that competitive repositioning 

strategies  have  a  discernible  positive  effect  on  organizational  performance,  and  are  also 

consistent with Ebere and Onuoha (2022) and Harcourt (2023), who reported that competitive 

reorientation  and  repositioning  improve  organizational  and  marketing  performance. 

Nonetheless,  the  study  was  conducted  in  Nigeria,  a  country  with  different  economic, 

institutional, and organizational environments compared to Kenya.

Oduor, Kilika, and Muchemi (2021) investigated the influence of brand repositioning on the 

performance  of  large  Kenyan  manufacturing  companies.  Using  a  descriptive  survey,  the 

research gathered data from functional-level managers across 107 large manufacturing firms 

in Kenya. The findings revealed that these firms implemented the repositioning strategy to a  

moderate-to-very high degree. Specifically, internal process control aspects and the strategy's 

network relationship showed a significant positive statistical effect on the performance of the 

sampled  companies.  These  findings  concur  with  Worimegbe  and  Ifedayo  (2020),  who 

established that corporate repositioning significantly influences customer retention through 

factors such as perceived quality and corporate identity, and are also consistent with Isenah and 

Ogonu (2020), Ebere and Onuoha (2022), and Harcourt (2023), who reported that repositioning 

and  competitive  reorientation  strategies  positively  affect  organizational  and  marketing 

performance outcomes. However, the study focused on manufacturing companies; the current 

study centers on insurance companies. 

Mukabwa (2020) explored the impact of competitive repositioning on the performance of large-

scale  manufacturing  companies  in  Nairobi,  Kenya.  Guided  by  social  judgment,  Heider's 

balance, and customer-based brand equity (CBBE) theory, the research utilized a descriptive 

survey design. The target populace comprised 455 large-scale manufacturing firms in Nairobi, 

as listed by the KAM. Primary data was gathered via questionnaires. The research found that 

rebranding significantly influenced the performance of large-scale manufacturers in Nairobi. 

These  findings  align  with  Oduor,  Kilika  and  Muchemi  (2021),  who  found  that  brand 

repositioning has a significant positive effect on the performance of Kenyan manufacturing 
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firms. The results also concur with Worimegbe and Ifedayo (2020), as well as Isenah and 

Ogonu (2020), Ebere and Onuoha (2022), and Harcourt (2023), who found that repositioning 

and  competitive  reorientation  strategies  positively  influence  organizational  performance 

outcomes. However, the study focused on large-scale manufacturing companies; the current 

study focuses on organizational performance. 

2.3.4 Operational Repositioning and Organizational Performance

A study  by  Ahmed,  Montagno,  and  Firenze  (2019)  examined  the  influence  of  diverse 

operational strategies on organizational performance among U.S. firms. The results showed 

that firms with those that did not. Nevertheless, the advantages plateaued after implementing a 

few strategies, suggesting that only a limited number of effective strategies are needed for firms 

to substantially boost performance. It was also observed that larger firms tended to adopt 

multiple  strategies  more  frequently  than  their  smaller  counterparts.  However,  since  this 

research was undertaken in the USA, a developed nation, its conclusions are not directly 

applicable or generalizable to a developing country such as Kenya.

Leeietial (2020) investigated the influence of operational innovation and Quality Management 

(QM) practices on performance in the healthcare sector. The research emphasized that QM 

practices,  including  continuous  process  improvement  and  various  quality  programs, 

substantially boosted patient satisfaction and operational outcomes, such as cost reduction and 

enhanced service quality. The findings underscored the vital role of quality management in 

fostering performance improvements in healthcare environments. These findings align with 

Ahmed, Montagno, and Firenze (2019), who found that using diverse operational strategies 

improves organizational performance. However, since this study concentrated exclusively on 

the health sector, its conclusions are not directly transferable to the current study, which focused 

on the insurance industry.

Joe et al (2016) examined the effect of distinct forms of inter-organizational trust—namely, 

calculative and relational—on organizational performance. The investigation found that both 

types of trust positively influenced performance, underscoring the importance of cultivating 

robust,  trust-based  relationships  between  organizations  to  achieve  superior  operational 

outcomes. This study thus emphasizes the strategic significance of fostering trust to enhance 

organizational performance. These findings align with Lee et al. (2020), who found that quality 

management  practices  and  operational  innovation  significantly  improve  organizational 

performance through greater efficiency, lower costs, and better service quality. These findings 
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are also consistent with Ahmed, Montagno, and Firenze (2019), who reported that of diverse 

operational  strategies  improves  firm  performance.  Nonetheless,  the  focused  on  inter-

organizational  trust.  focused  on  inter-organizational  trust;  the  current  study  centers  on 

operational repositioning

Sardana, Terziovski and Gupta (2020) investigated the influence of operational repositioning 

on performance. The research utilized a mixed-methods approach, integrating survey data from 

a varied sample of organizations with detailed case studies. The target population comprised 

organizations actively involved in global supply chains. The findings revealed a positive link, 

showing  that  operational  repositioning  indeed  impacts  organizational  performance.  These 

findings  align with Joe et  al.  (2016),  who found that  inter-organizational  trust  positively 

influences organizational performance by strengthening operational relationships. The findings 

also align with Lee et al. (2020), who reported that operational improvements and quality 

management practices enhance efficiency, reduce costs, and improve service quality. However, 

the  study  employed  a  mixed-methods  approach,  whereas  the  current  research  adopts  a 

descriptive research design. 

In the US, Akkermansi (2023) analyzed 354 organizations listed on the US Standard and Poor’s 

500 Index, using data from 2005–2006 and 2008–2009. Using multiple regression to test the 

hypotheses,  the  research  showed  that  operational  repositioning  had  a  weaker  positive 

association with performance and that the advantages linked to unrelated diversification were 

harder to realize during periods of crisis. These findings agree with Sardana, Terziovski and 

Gupta  (2020),  who  established  that  operational  repositioning  positively  influences 

organizational performance, as well as Joe et al. (2016) and Lee et al. (2020), who reported that 

operational  and relational  strategies  enhance performance outcomes.  Nevertheless,  as this 

research  was  undertaken  in  the  USA,  a  developed  nation,  its  findings  are  not  directly 

transferable or generalizable to a developing country such as Kenya.

Makau  and  Ambrose  (2018)  examined  the  influence  of  operational  repositioning  on  the 

performance of investment firms listed on the NSE, Kenya. They used an explanatory non-

experimental design and concluded that operational repositioning remains a universal research 

phenomenon for management and social science researchers, as its effects remain inconclusive. 

These  findings  partially  align  with  Akkermans  (2023),  who  reported  a  weaker  positive 

relationship between operational repositioning and performance, suggesting that its effects are 

not  consistently  strong  across  contexts.  However,  Akkermans  (2023)  still  identifies  a 

measurable  positive  association.  However,  the  study  employed  an  explanatory  non-
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experimental  research  design,  whereas  the  current  research  adopts  a  descriptive  research 

design. In addition, the study focused on investment firms, while the current study centers on 

insurance companies.

Karim  (2019)  investigated  the  influence  of  operational  repositioning  on  organizational 

performance. Through a combination of case studies and quantitative analysis, the authors 

examined the implementation of lean practices, such as just-in-time production and continuous 

improvement,  across  several  automotive  companies.  The  target  population  consisted  of 

automotive  manufacturers  globally  adopting  lean  principles.  The  findings  indicated  that 

companies  embracing  lean  production  methods  experienced  significant  improvements  in 

productivity,  quality,  lead  times,  and  cost  reduction,  ultimately  enhancing  organizational 

performance and competitive advantage. These findings generally concur with Makau and 

Ambrose  (2018),  who  observed  that  operational  repositioning  remains  a  widely  studied 

phenomenon with inconclusive but potentially significant effects on performance, and are also 

consistent with Akkermans (2023), who reported a weak but positive relationship between 

operational repositioning and organizational performance. However, this research adopted an 

integration of case studies, while this research employed a descriptive research design.
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Table 2. 1: Research Gaps

Author Title Findings Research Gaps

Akinseye,  et,  al 

(2022)

The  impact  of 

marketing strategies on 

organizational growth: 

a  study  of  selected 

industries  in  Lagos 

State Nigeria

This study concluded 

that  marketing 

strategies  are  tied  to 

an  organization’s 

products,  services, 

consumers, 

customers,  and 

resources,  and  are 

considered  a  critical 

factor  that  drives 

organizations  to 

effectiveness, 

efficiency,  and 

success.

This  study  is 

focused  on  a 

survey  and 

documentary 

analysis,  while 

the  current  study 

used a descriptive 

research  design; 

hence,  the  study 

findings  cannot 

be generalized to 

the current study

Tharamba, 

Rotichiand  Anyango 

(2018)

The  effect  of  market 

repositioning  on  the 

firm's  performance  in 

the 

telecommunications 

firms in Kenya: a case 

of Safaricom Limited

The study found that 

marketing, 

segmentation  had  a 

positive  influence  on 

the  organizational 

performance  in  the 

telecommunication 

industry in Kenya

This  study 

targeted 

marketing  and 

research  & 

development 

departments 

while the current 

study focused on 

the  management 

level  employees; 

hence,  the 

findings  of  this 

study  cannot  be 

adopted  to  the 

current study

EbereiandiOnuoha The  product The  study  concluded Nevertheless,  the 
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(2022) repositioning  strategy 

and  performance  of 

small  and  medium-

scale  enterprises  in 

Rivers State, Nigeria.

that  product 

repositioning  is  a 

construct  with  a 

positive and favorable 

view  framed  by  its 

target customers, who 

recognize  and  agree 

that  the  features  of 

their  reformed 

product offerings and 

services  are  at  the 

same or identical level 

as  other  firms  in  the 

market  segment  with 

which  their  brand  in 

question  aspires  to 

match and compete.

study  targeted 

1205ismall  and 

medium 

businesses  in 

Rivers state in the 

current  study 

focused  on 

insurance 

companies  in 

Kenya

LaRocca & Stagliano 

(2023)

The  effect  of 

operational 

repositioning  on 

performance  using 

2,613 organizations in 

Italy

The study  revealed 

that  operational 

repositioning  is  less 

positively associated 

with performance, and 

the benefits associated 

with  unrelated 

diversification  are 

harder to make during 

periods of crisis

This  study  was 

conducted  in 

Italy,  which  is  a 

developed 

country;  hence, 

the study findings 

cannot  be 

generalized  to 

Kenya

Source: Researcher (2025)
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2.4 Conceptual Framework

The conceptual framework illustrates the relationship between the study's independent and 

dependent variables. It visually represents how the predictor variables—market repositioning, 

product  repositioning,  competitive  repositioning,  and  operational  repositioning—are 

hypothesized to  influence organizational  performance.  Figure  2.1  presents  the  conceptual 

framework adopted for this study.

Figure 2.1: Conceptual Framework

Source: Adapted from Elena and Matute (2020), Zhang (2019), Harcourt (2023) and 

Leeietial (2020)

Figure 2.1 illustrates the conceptual framework adopted in this study, showing the relationship 

between the independent and dependent variables. Market repositioning was measured using 

consumer  preferences,  rebranding,  and  developing  new  markets  (Tharamba,  Rotich  & 

Dependent Variable
Independent Variables

Operational Repositioning
 Strategy Realignment
 Cost Efficiency
 Expansion or Contraction

Organization 
Performance

 Profitability

 Market Share

 Customer Satisfaction
Competitive Repositioning

 Brand Relaunch
 Brand Rejuvenation
 Brand Proliferation

Product Repositioning
 Quality Improvement
 Price Adjustment
 Packaging Redesign

Market Repositioning
 Consumer Preferences
 Rebranding
 Developing new markets
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Anyango, 2018);  product repositioning was measured through quality improvement,  price 

adjustment,  and  packaging  redesign  (Oduor,  Kilika  &  Muchemi,  2021);  competitive 

repositioning was measured using brand relaunch, brand rejuvenation, and brand proliferation 

(Oduor, Kilika & Muchemi, 2021); while operational repositioning was measured through 

strategy realignment, cost efficiency, and expansion or contraction (Makau & Ambrose, 2018). 

These dimensions were hypothesized to influence organizational  performance,  which was 

measured using profitability, market share, and customer satisfaction. The framework therefore 

demonstrates  the  expected  relationship  between  strategic  repositioning  dimensions  and 

organizational performance among insurance companies in Nairobi County, Kenya.

The research hypotheses include; 

H01: Market repositioning has no significant effect on the performance of insurance companies 

in Nairobi County, Kenya. 

H02: Product  repositioning  has  no  significant  effect  on  the  performance  of  insurance 

companies in Nairobi County, Kenya. 

H03: Competitive repositioning has no significant effect on the performance of insurance 

companies in Nairobi County, Kenya. 

H04: Operational repositioning has no significant effect on the performance of insurance 

companies in Nairobi County, Kenya.
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CHAPTER THREE

RESEARCH METHODOLOGY

This chapter explains the methods that were utilized to undertake the research process. A 

thorough explanation of research design, population, sampling frame, sample and techniques 

of sampling, instruments as well as procedure of data collection, pilot test and data processing 

and  analysis  methods.  The  research  methods  focused  on  achieving  the  specifically  to 

investigate the effect of strategic repositioning on Nairobi’s insurance company performance 

in Kenya. 

3.1 Research Design

According to Newing (2019), research design refers to the strategies and procedures used to 

guide the collection,  evaluation,  and analysis  of data in a study. It  provides a systematic 

framework for  organizing  the  research  process,  including decisions  on  how data  will  be 

collected and analyzed, to ensure that the study addresses its research objectives and produces 

valid  and  reliable  findings  (Yin,  2019).  There  are  various  research  design  types  like 

longitudinal, explanatory, experimental, cross-sectional and descriptive research design. This 

study adopted a descriptive research design, which focuses on describing the characteristics of 

a phenomenon as it exists without manipulating the study variables. The design was appropriate 

because it allowed the researcher to collect data from insurance firms and describe patterns of 

market,  product,  competitive,  and  operational  repositioning  and  their  relationship  with 

organizational performance in their natural setting. In addition, the design enabled comparison 

of  key  characteristics  such  as  firm  demographics,  ownership  structure,  and  years  of 

establishment across insurance firms, thereby supporting a comprehensive analysis of the study 

variables (Chuan & Penyelidikan, 2019).

3.2 Target population

The  target  population  comprised  336  management  employees  drawn  from  56  insurance 

companies in Nairobi County, Kenya, including top, middle, and lower-level managers. This 

population was selected because managers at different levels are directly involved in strategy 

implementation  and  organizational  decision-making,  making  them best  suited  to  provide 

relevant information for the study. The unit of analysis was the 56 insurance firms in Nairobi 

County, as the study focused on firm-level performance outcomes. The unit of observation was 

the individual managers (top, middle, and lower level), since they were the primary respondents 

providing  data  on  organizational  practices  and  performance  indicators.  This  choice  was 
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justified because firm-level conclusions were derived from aggregated responses from key 

managerial personnel directly involved in strategic and operational processes. 

Table 3. 1: Target Population

Source: (IRA, 2024)

3.3 Sample Size and Sampling Technique

Stratified random technique was used to select respondents from the target population. This 

technique  was  appropriate  because  the  population  was  heterogeneous,  consisting  of  top, 

middle, and lower-level managers. Stratification ensured that each category was adequately 

represented, while still giving every manager an equal chance of selection, thereby reducing 

bias and enhancing sample representativeness.

The study’s sample size was determined using Krejcie and Morgan’s sample size formula 

(Russell, 2020). The formula employed for calculating the sample size is

Where:

n=sample size 

x2=Chi-square for the specified confidence level at degree of freedom 

N=Population size (336)

P = is the proportion in the target population estimated to have characteristics being 

studied. As the proportion was unknown, 0.5 was used.

ME=desired margin of Error 
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n=
1.962 336 *0.5*0.5

(0.052 *336)+(1.962 *0.5*0.5 )

n=179

Thus utilizing the formula, 179 respondents was the study’s sample size and were selected through 

stratified random sampling technique. 

Table 3. 2: Sample Size  

Category Target Population Sample Size

Top Managers 56 29

Middle Level Managers 112 60

Lower-Level Managers 168 90

Total 336 179

Source: Researcher (2025)

3.4 Data Collection Instrument

This research obtained primary data. Questions were standardized to enable comparison of 

findings.  The  study  used  structured  questionnaires  to  collect  data,  including  open-ended 

questions standardized to enable comparison across respondents. The questionnaire level of 

agreement with the questions, and consisted of two parts. Part one captured the demographic 

profile of the respondents, while part two captured the applied turnaround strategies. In this 

context,  data  referred  to  the  information  gathered  during  the  research  (Yin,  2020).  A 

questionnaire  is  a  document  comprising  a  list  of  questions  used  to  collect  insights  from 

participants. Using a questionnaire ensured uniformity throughout the data collection process, 

as all respondents answered the same set of questions. It also gave respondents sufficient time 

to respond, allowing several days to return the questionnaires. Furthermore, the questionnaire's 

anonymity likely encouraged more honest responses (Kothari, 2020). Therefore, questionnaires 

proved efficient and appropriate for this research. 

3.5 Data Collection Procedure

The data collection process followed a systematic, ethically compliant strategy to ensure the 

integrity and credibility of the investigation. The data collection method used was structured 

questionnaires. Before going to the field, the investigator first got an official introduction letter 
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from the affiliated university. This letter introduced the researcher to the relevant institutions 

and explained the purpose of the academic study.

Following the issuance of the introduction letter, the investigator applied for and obtained a 

research permit from NACOSTI. This permit is a mandatory legal requirement in Kenya for 

conducting research involving human subjects. Further, permission was obtained from the 

Institutional Scientific and Ethical Review Committee to ensure that the research met ethical 

standards,  especially  regarding informed consent,  confidentiality,  and the  safeguarding of 

respondent rights.

Once necessary approvals and permits were secured, the researcher proceeded to the data 

collection phase. This involved purposively selecting insurance companies operating in Nairobi 

County based on their registration with the Insurance Regulatory Authority (IRA) and their 

active operational status in the county, and administering structured questionnaires to relevant 

participants, including management and staff involved in strategic planning and performance 

monitoring.  The  investigator  ensured  that  all  participants  were  aware  of  the  aim  of  the 

investigation and that their participation was voluntary.

3.6 Pilot Study

A pilot test serves as trial and preparation for the actual study. It revealed weaknesses in the  

questionnaire that required adjustments. This test ensures reliability and validly of the tools 

used in research. According to Lancaster, Dodd, and Williamson (2019), a pilot test can be 

adequately conducted using 1% to 10% of the population. This research conducted the pilot 

study among insurance companies in Kiambu County (outside Nairobi County, the main study 

area) to avoid contaminating the actual sample. Specifically, the pilot respondents were 17 

management employees (top, middle, and lower-level managers) drawn from these selected 

Kiambu-based  insurance  firms.  The  questionnaire  was  administered  to  17  respondents, 

representing  10%  of  the  study  population,  as  recommended  by  Lancaster,  Dodd,  and 

Williamson (2019). The pilot study was conducted in selected insurance companies outside 

Nairobi County to avoid contamination of the main study sample. The unit of observation 

comprised  17  management  employees  (including  top,  middle,  and lower-level  managers) 

drawn from these insurance firms. The pilot test refine the research instrument by identifying 

ambiguous questions, improving clarity, and ensuring language appropriateness before the 

main data collection, as suggested by Kvale (2020). Participants involved in the pilot study 
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were excluded from the main study. The pilot study results led to minor amendments, including 

rewording of unclear items and improving question clarity and flow. 

3.6.1 Validity

Validity is the extent to which a tool accurately assesses what it is intended to assess (Kothari, 

2019).  That is,  the degree to which the variations found within the measuring instrument 

represent exact differences among those being examined. According to Donaldi and Delno 

(2021), it is the effectiveness and suitability of the study tool utilized in the study. Inferences 

made  from scores  require  to  be  appropriate,  meaningful  and useful  in  order  to  be  valid 

(Saunders et al, 2020). There is therefore an inseparable relationship between validity and 

reliability.

Content validity was used to assess the validity of the research instruments, ensuring that the 

questionnaire adequately covered all the study objectives and measured the intended concepts. 

This was achieved through expert review, professionals: an entrepreneurship expert and the 

study supervisor. The supervisor assessed whether the items aligned with the constructs being 

measured, while the subject expert evaluated the relevance and adequacy of the questions in 

measuring  the  performance  of  Kenyan  insurance  companies.  Their  feedback  on  clarity, 

relevance, and representativeness was used to revise and improve the questionnaire before data 

collection, thereby enhancing the instrument's content validity. 

3.6.2 Reliability

A measurement is reliable if it produces consistent outcomes. A reliable measuring tool does 

result to validity but a reliable tool is not necessarily a valid one. Thus, reliability is the degree 

to which measures are error-free and ultimately produce consistent results. This implies that 

the reliability of the collected data was determined through tests involving consistency of test  

scores, that is, the extent to which individuals are expected to exhibit relatively consistent 

deviation scores across different testing situations using similar or parallel instruments.

The internal consistency test, based on Cronbach's alpha, tested the reliability of the data.  

Internal consistency of data is established by relating the scores acquired at one time with the 

scores derived at other times in the research instrument. Acceptable reliability estimates in social 

sciences range from 0.70 to 1.0. According to Kothari (2019), a Cronbach's alpha value above 

0.7 indicates higher consistency for a given scale and was therefore accepted. The  result of the 

relationship was the Cronbach's alpha coefficient, which was a value between -1 and 1. The 

coefficient is high when it has an absolute value of at least 0.7, otherwise, it is considered low. 
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High coefficient indicates high correlation among these items, implying that there is high 

consistency between the items and they should therefore be retained in the tools. This research 

correlated items in the instruments to determine how they relate best. Conversely, when the 

coefficient is very low, the items were reviewed either by extracting it from the tool or correcting 

it. This study adopted a Cronbach's alpha value of 0.7.

3.7 Data Analysis and Presentation

SPSS version 28 was used to code, clean, and enter the data for analysis. The study was purely 

quantitative. Inferential and descriptive statistics were used in quantitative data analysis.

Frequencies, standard deviation, percentages, and mean constituted descriptive statistics. The 

effect of strategic repositioning on the performance of insurance companies was analyzed 

through correlation and multiple regression analysis. Correlation analysis helped to determine 

the link between response and predictor variables. A confidence level of 95% were utilized to 

test the significance of every predictor variable. Multiple linear regression together with simple 

linear regression model that were used is illustrated below: 

3.8 Ethical Considerations

Ethical considerations entail strict adherence to the best practices involved in conducting a 

study and interacting with the communities where the study is being conducted. These also 

require professional conduct when involving the respondents in the study (Pratt & Yezierski, 

2018). Some of the common principles that were observed during data collection included the 

principles of informed consent, anonymity, confidentiality, and beneficence.
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Regarding informed consent, the respondents were sensitized to the importance of the research 

and asked to take part in the research on a voluntary basis without any form of intimidation or 

coercion.  The  researcher  also  obtained  all  the  legal  authorizations  before  commencing 

fieldwork. These included getting an official letter from the university department authorizing 

commencement of data collection, application for a research permit from NACOSTI, and 

approval  from  the  Institutional  Ethical  Review  Committee  (IERC)  verifying  the  ethical 

compliance of the study before data collection began.
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CHAPTER FOUR

DATA ANALYSIS, PRESENTATION, INTERPRETATION AND DISCUSSIONS

4.1 Introduction

This  chapter  offers  the  analysis,  interpretation,  and  discussion  of  the  data  gathered  to 

investigate the effect of strategic repositioning on insurance companies’ performance. It begins 

with a presentation of the response rate and the participants’ demographic information. The 

chapter then investigates in detail the study objectives, which include market repositioning, 

product repositioning, competitive repositioning, and operational repositioning, and evaluates 

their effect on organizational performance. Descriptive and inferential statistics were used to 

summarize the data, identify trends, and determine the link between the predictor and response 

variables.

4.2 Response Rate

Of the 179 questionnaires issued to lower, middle, and top managers, 163 were completed and 

returned,  yielding a  91.06% response rate.  The high response rate  was achieved through 

consistent follow-ups with respondents, personal delivery and collection of questionnaires, and 

allowing sufficient time for completion. In addition, support from selected insurance firms’ 

management facilitated access to respondents and encouraged participation. Russell (2021) 

notes  that  a  75% response  rate  is  adequate  for  analysis;  therefore,  the  attained rate  was 

considered sufficient to ensure reliable and representative findings. 

Table 4. 1: Response Rate

Category Sample Size Responses Response Rate
Top Managers 29 23 79.31
Middle Level Managers 60 55 91.67
Lower Level Managers 90 85 94.44
Total 179 163 91.06

Source: (IRA, 2024)

4.3 Validity and Reliability Results 

A pilot test was undertaken to evaluate and improve the reliability and validity of the research 

tool. The pilot sample consisted of 17 participants, representing 10% of the total sample size. 

Table 4.2 presents the reliability results for the research variables, showing the Cronbach’s 

Alpha coefficients and the number of items used to measure each construct.
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Table 4. 2: Reliability Results

Variable Cronbach’s Alpha (α) Number of Items
Organizational Performance 0.889 6
Market repositioning 0.901 6
Product repositioning 0.856 7
Competitive repositioning 0.834 7
Operational repositioning 0.792 7

Source: (Researcher, 2025)

As shown in Table 4.2, the reliability results indicate that all study variables achieved acceptable 

levels of internal consistency, with Cronbach’s Alpha values spanning from 0.792 to 0.901, 

exceeding the minimum suggested threshold of 0.70. Market repositioning recorded the highest 

reliability  (α  =  0.901),  followed by organizational  performance  (α  =  0.889)  and  product 

repositioning (α = 0.856), demonstrating strong consistency among their respective items. 

Competitive  repositioning  also  showed  good  reliability  (α  =  0.834),  while  operational 

repositioning, though the lowest at 0.792, still met the acceptable threshold. The results confirm 

that the measurement instruments used for all five variables were suitable and reliable for 

further analysis.

Table 4.3 provides the validity results, showing AVE for each study variable.

Table 4. 3: Validity Results

Variable Average Variance Explained
Organizational Performance 0.601
Market repositioning 0.635
Product repositioning 0.572
Competitive repositioning 0.598
Operational repositioning 0.541

Source: (Researcher, 2025)

The construct validity findings depicted in Table 4.3 indicate that all study variables achieved 

satisfactory validity, with AVE values ranging from 0.541 to 0.635, all above the recommended 

minimum threshold of  0.50.  Market  repositioning  recorded  the  highest  AVE  (0.635), 

demonstrating strong convergence among its measurement items, followed by organizational 

performance (0.601) and competitive repositioning (0.598). Product repositioning (0.572) and 

operational  repositioning  (0.541)  also  met  the  acceptable  standard,  confirming  that  the 

underlying constructs explain more than half of the variance in their elements. These results 

affirm that  the  measurement  items used for  all  variables  reliably  captured their  intended 

concepts
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4.4 Demographic Information

The respondent’s general information included gender, education level, and duration of work 

in the company, which were used to describe the demographic characteristics of the study 

participants and assess their  suitability in providing informed responses on organizational 

practices.  Gender  shows  representation  balance,  education  level  indicates  respondents’ 

analytical capacity, and work duration reflects experience with organizational processes and 

repositioning strategies. 

4.4.1 Respondent’s Gender

The respondent was asked to indicate their gender. The findings were as shown in Table 4.4. 

male. The findings show that 50.3% specified that they were male, while 49.7% specified that 

they were female. The results imply that there is a fairly balanced gender representation among 

lower-level, middle-level and top managers in insurance companies. This enhances the study 

by reducing gender bias and ensuring that the results reflect perspectives from both male and 

female managers in insurance companies. 

Table 4. 4: Respondent’s Gender

Research Data (2025)

4.4.2 Level of Education

Respondents were requested to specify their education level. The findings were as presented in 

Table 4.5. The results indicate that 54.6% of respondents had undergraduate degrees, 39.9% 

held diplomas, and 5.5% had postgraduate qualifications. This means that the majority of 

participants had an undergraduate qualification, indicating strong academic capacity among 

managers  in  insurance  companies,  which  enhances  the  reliability  and  credibility  of  their 

responses on organizational strategies and performance.

Table 4. 5: Level of Education

  Frequency Percent
Postgraduate 9 5.5
Undergraduate 89 54.6
Diploma 65 39.9
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Total 163 100.0
Research Data (2025)

4.4.3 Duration of Work

Respondents were asked to specify how long they have worked in the company. The findings 

were as depicted in Table 4.6. As shown in Table 4.6, 31.3% of the respondents reported having 

10 to 15 years of work experience, 29.4% had 5 to 10 years, 20.9% had over 15 years, while 

the smallest group, 18.4%, had less than 5 years. The findings indicate that most respondents 

had substantial work experience, which enhances the study by ensuring informed and credible 

insights on strategic management practices in insurance firms.

Table 4. 6: Duration of Work

  Frequency Percent
Below 5 years 30 18.4
5-10 years 48 29.4
10-15 years 51 31.3
Over15 year 34 20.9
Total 163 100.0

Research Data (2025)

4.5 Descriptive Analysis

The study used frequency distributions and measures of central tendency (mean and standard 

deviation) to summarize the data and describe respondents' perceptions of the study variables. 

The  mean  indicated  the  overall  level  of  agreement  with  statements  under  each  research 

objective, while the standard deviation measured the consistency or variability of respondents' 

views, providing a basis for interpreting the variables before inferential analysis. The study 

employed a five-point Likert scale ranging from 1 = Not at all (N), 2 = Strongly Disagree (SD), 

3 = Disagree (D), 4 = Agree (A), and 5 = Strongly Agree (SA).

4.5.1 Market Repositioning 

The study’s first aim was to examine the effect of market repositioning on insurance companies’ 

performance.  Participants  were  asked  to  indicate  their  level  of  agreement  with  several 

statements on market repositioning. The outcomes were as presented in Table 4.7.
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Table 4. 7 Statements on Market Repositioning:  

  1 2 3 4 5 Mean Std. 
Deviation

Our recent market repositioning efforts 
have aimed to better align our insurance 
products/services  with  evolving 
customer needs and preferences.

1.8 1.
2

3.7 78.5 14.
7

4.031 0.633

Through strategic market repositioning, 
we have successfully differentiated our 
insurance offerings from competitors in 
targeted segments.

1.8 2.
5

2.5 88.3 4.9 3.920 0.577

Market  repositioning  has  played  a 
crucial role in improving our company's 
competitive  advantage  within  the 
insurance industry

1.8 2.
5

2.5 89.6 3.7 3.908 0.564

Our marketing initiatives have increased 
the number of customers to our firm

0.0 4.
3

2.5 88.3 4.9 3.939 0.493

By leveraging market repositioning, we 
have  strengthened  our  company's 
positioning  as  a  leader  in  innovative 
insurance solutions.

1.8 2.
5

2.5 88.3 4.9 3.920 0.577

Our  company  regularly  reviews  and 
updates its market positioning strategy to 
stay competitive

3.1 2.
5

1.2 88.3 4.9 3.896 0.654

Average 3.936 0.583
Research Data (2025)

With  a  mean  of  4.031  (Std.  dev.  =  0.633),  participants  agreed  that  their  recent  market 

repositioning efforts have aimed to better align their insurance products/services with evolving 

customer  needs  and  preferences.  These  findings  agree  with  Elena  and  Matute's  (2020) 

observations that effective market repositioning involves adapting products and services to 

meet  changing  customer  expectations.  Also,  with  a  mean  of  3.939  (Std.dev  =0.493), 

participants agreed that their marketing initiatives have increased the number of customers to 

our firm. With a mean of 3.920 (SD = 0.577), participants agreed that, through strategic market 

repositioning, they have successfully differentiated our insurance offerings from competitors 

in targeted segments. These findings conform to Akinseye, et,  al (2022) observations that 

strategic market repositioning enables firms to successfully differentiate their offerings from 

competitors within targeted market segments. 

Also, with a mean of 3.920 (Std.dev =0.577) participants agreed that by leveraging market 

repositioning, they have strengthened their company's positioning as a leader in innovative 

insurance solutions. These findings concur with Mukesh mama, Nkechi and Jefferson (2019) 

observations that leveraging market repositioning strengthens a company’s positioning as a 
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leader in innovative insurance solutions. With a mean of 3.908 (Std. dev. = 0.564), participants 

agreed  that  market  repositioning  has  played  a  key  role  in  enhancing  their  company's 

competitive benefit in the insurance sector. Further, with a mean of 3.896 (Std. dev. = 0.654), 

participants agreed that their firm occasionally reviews and updates its market positioning 

strategy to stay competitive. These findings are consistent with Isenah and Ogonu's (2020) 

observations that company regularly reviews and update their market positioning strategies to 

stay competitive. Overall, the average mean of 3.936 (Std. dev. = 0.583) indicates that regularly 

reviewing and updating market positioning strategies is essential for maintaining a competitive 

edge.

4.5.2 Product Repositioning 

The study’s second objective was to investigate the effect of product repositioning on insurance 

companies’  performance.  Participants indicated  their  level  of  agreement  with  different 

statements on product repositioning, and the outcomes are illustrated in Table 4.8.
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Table 4. 8: Statements on Product Repositioning

  1 2 3 4 5 Mean Std. 
Deviation

Our recent product repositioning efforts 
have aimed to enhance the relevance and 
competitiveness  of  our  insurance 
offerings in the market.

1.8 1.2 3.
7

76.1 17.2 4.055 0.650

Through strategic product repositioning, 
we  have  successfully  adapted  our 
insurance  products  to  better  fulfill  the 
changing  preferences  and  needs  of  our 
customers.

1.8 1.2 2.
5

88.3 6.1 3.957 0.548

Product  repositioning  has  been 
instrumental  in  revitalizing  our  product 
portfolio and improving overall customer 
satisfaction and loyalty.

1.8 2.5 2.
5

87.1 6.1 3.933 0.589

We have observed tangible improvements 
in  the  performance  metrics  of  our 
insurance  products  following  recent 
product repositioning initiatives.

3.1 2.5 1.
2

88.3 4.9 3.896 0.654

By realigning our product offerings with 
emerging  market  trends,  we  have 
strengthened  our  position  as  a  leading 
provider  of  innovative  insurance 
solutions.

1.8 1.2 3.
7

81.0 12.3 4.006 0.614

Product repositioning has enabled us to 
differentiate our insurance products from 
competitors  and  capture  new  market 
opportunities.

1.8 1.2 2.
5

87.1 7.4 3.969 0.560

Product  repositioning has enhanced our 
company’s  performance  by  aligning 
offerings  with  market  necessities  and 
improving competitiveness

1.8 1.2 3.
7

79.8 13.5 4.018 0.623

Average 3.976 0.606
Research Data (2025)

Respondents agreed, with a mean of 4.055 (Std. dev. = 0.650), that their recent efforts in 

product  repositioning  have  aimed to  enhance  the  relevance  and  competitiveness  of  their 

insurance offerings in the market. These findings concur with Zhang (2019), who observed that 

product repositioning efforts enhance the relevance and competitiveness of insurance offerings 

in the market. Similarly, the participants agreed, with a mean of 4.018 (Std. dev. = 0.623), that 

product repositioning has enhanced their company’s performance by aligning offerings with 

market necessities and improving competitiveness. These findings are consistent with Ebere 

and Onuoha (2022), who noted that effective product repositioning strengthens organizational 

performance by ensuring products meet market demands and enhance competitive advantage. 
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With a mean of 4.006 (Std.dev =0.614), participants also agreed that by realigning their product 

offerings  with  emerging market  trends,  we have  strengthened their  position  as  a  leading 

provider of innovative insurance solutions. 

Further, with a mean of 3.969 (Std. dev. = 0.560), participants agreed that product repositioning 

has enabled them to differentiate their insurance products from competitors and capture new 

market  opportunities.  These  findings  align  with  Oduor,  Kilika  and  Muchemi  (2021) 

observations that product repositioning helps firms achieve differentiation and access emerging 

market segments. With a mean of 3.957 (Std.dev =0.548), participants agreed that through 

strategic product repositioning, they have successfully adapted their insurance products to 

sufficiently  fulfill  the  changing  preferences  and  needs  of  their  customers.  In  addition, 

participants agreed with a mean of 3.933 (Std.dev =0.589) that product repositioning has 

been instrumental in revitalizing their product portfolio and improving overall customer loyalty 

and satisfaction. With a mean of 3.896 (Std.dev =0.654), participants agreed that they have 

observed  tangible  improvements  in  the  performance  metrics  of  their  insurance  products 

following  recent  product  repositioning  initiatives.  These  findings  align  with  Wasika  and 

Kwasire (2020), who observed that product repositioning leads to measurable enhancements 

in product performance and overall organizational outcomes. Overall, the average mean of 

3.976 (Std. dev. = 0.606) indicates participants generally agreed that product repositioning 

positively influences the firm’s competitiveness, customer satisfaction, and performance

4.5.3 Competitive Repositioning 

The study’s third aim was to investigate the effect of competitive repositioning on performance 

of insurance companies. Participants were asked to indicate the extent at which they agree with 

numerous statements on competitive repositioning. The findings were as presented in Table 

4.9.
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Table 4. 9: Statements on Competitive Repositioning

  1 2 3 4 5 Mean Std. 
Deviation

Our  recent  Competitive  Repositioning 
efforts have been pivotal in reshaping the 
perception of our insurance company in 
the marketplace.

1.
8

2.5 1.2 84.
0

10.4 3.988 0.619

Through  strategic  brand  repositioning, 
we  have  successfully  redefined  our 
company's  identity  and  differentiated 
ourselves from competitors.

1.
8

1.2 3.7 78.
5

14.7 4.031 0.633

Competitive Repositioning has played a 
significant  role  in  enhancing  customer 
trust and loyalty towards our insurance 
products and services.

1.
8

1.2 3.7 79.
8

13.5 4.018 0.623

We  have  observed  measurable 
improvements  in  brand  awareness  and 
recognition  following  our  recent 
Competitive Repositioning initiatives.

1.
8

1.2 1.2 90.
8

4.9 3.957 0.525

By realigning our brand messaging with 
our company values and customer needs, 
we  have  strengthened  our  market 
position and competitive advantage.

1.
8

2.5 2.5 74.
8

18.4 4.055 0.687

Competitive Repositioning has enabled 
us  to  better  communicate  the  unique 
value  propositions  of  our  insurance 
offerings to target audiences.

1.
8

1.2 3.7 70.
6

22.7 4.110 0.685

Competitive  repositioning  strategies 
have  improved  our  company’s  market 
share and overall performance

1.
8

1.2 3.7 73.
6

19.6 4.080 0.666

Average 4.034 0.634
Research Data (2025)

With a mean of 4.110 (Std. dev. = 0.685), participants agreed that competitive repositioning 

has enabled them to better communicate the unique value propositions of their insurance 

offerings to target audiences. These findings are consistent with Isenah and Ogonu's (2020) 

observations that competitive repositioning strengthens an organization’s ability to clearly 

convey its  distinct  value  to  customers.  Also,  with  a  mean of  4.080  (Std.  dev.  =  0.666), 

participants agreed that competitive repositioning strategies have enhanced their company’s 

market share and overall performance. Participants also agreed, with a mean of 4.055 (Std. dev. 

= 0.687), that by realigning their brand messaging with their company values and customer 

needs, they have strengthened their market position and competitive advantage. These findings 

conform to Harcourt's (2023) observations that aligning brand messaging with organizational 

values and customer expectations strengthens a firm’s market position and competitive edge. 
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Further, with a mean of 4.031 (Std. dev. = 0.633), participants agreed that through strategic 

brand  repositioning,  they  have  successfully  redefined  their  company's  identity  and 

differentiated themselves from competitors. 

Moreover,  with a mean of 4.018 (Std. dev. = 0.623),  participants agreed that competitive 

repositioning has played a crucial role in enhancing customer trust and loyalty towards their 

insurance products and services. These findings are consistent with Ebere and Onuoha (2022) 

observations that competitive repositioning plays a significant role in strengthening customer 

trust  and  loyalty  towards  a  firm’s  offerings.  With  a  mean  of  3.988  (Std.  dev.  =  0.619), 

participants agreed that their recent competitive repositioning efforts have been pivotal in 

reshaping perceptions of their insurance company in the marketplace. In addition, with a mean 

of  3.957  (Std.  dev.  =  0.525),  participants  agreed  that  they  have  observed  measurable 

improvements  in  brand  awareness  and  recognition  following  their  recent  competitive 

repositioning initiatives. These findings concur with Mukabwa (2020), who indicated that 

competitive repositioning contributes to significant enhancements in brand awareness and 

market recognition. Overall, the mean of 4.034 (Std. dev. = 0.634) indicates that participants 

generally  agreed  that  competitive  repositioning  positively  impacts  brand  communication, 

customer trust, market performance, and overall competitive advantage.

4.5.4 Operational Repositioning 

The study’s  fourth objective was to  investigate  the effect  of  operational  repositioning on 

insurance companies’ performance. Respondents were requested to indicate the extent at which 

they agree with statements on operational repositioning. The findigs were as illustrated in Table 

4.10.
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Table 4. 10: Statements on Operational Repositioning

  1 2 3 4 5 Mean Std. 
Deviation

Our  recent  operational  repositioning 
initiatives  have  been  instrumental  in 
optimizing  internal  processes  and 
enhancing efficiency across all aspects of 
our insurance operations.

1.8 1.2 1.
2

84.0 11.7 4.025 0.587

Through  strategic  operational 
repositioning,  we  have  successfully 
streamlined  workflows  and  reduced 
operational  costs  while  maintaining 
service excellence.

1.8 1.2 3.
7

79.8 13.5 4.018 0.623

Operational  repositioning  has  played  a 
key  role  in  improving  our  insurance 
company's agility and responsiveness to 
changing market demands and regulatory 
requirements.

1.8 1.2 1.
2

92.0 3.7 3.945 0.512

We  have  observed  measurable 
improvements  in  operational 
performance  metrics,  like  claims 
processing  times  and  customer  service 
response  rates,  following  our  recent 
operational repositioning efforts.

1.8 1.2 1.
2

89.6 6.1 3.969 0.538

By realigning our operational  strategies 
with  our  business  objectives,  we  have 
strengthened our ability to deliver value 
and  consistently  meet  customer 
expectations.

1.8 1.2 3.
7

76.1 17.2 4.055 0.650

Operational repositioning has enabled us 
to identify and capitalize on opportunities 
for innovation and process optimization 
within our insurance operations.

1.8 0.0 2.
5

73.6 22.1 4.141 0.627

Operational  repositioning  has  improved 
our  company’s  efficiency  and  service 
delivery.

1.8 2.5 2.
5

79.8 13.5 4.006 0.653

Average 4.023 0.599
Research Data (2025)

With a mean of 4.141 (Std. dev. = 0.627), respondents agreed that operational repositioning has 

enabled  them  to  identify  and  capitalize  on  opportunities  for  innovation  and  process 

optimization within their insurance operations. These findings concur with Leeietial's (2020) 

observations that operational repositioning facilitates identifying and exploiting opportunities 

for process improvement within organizational operations. In addition, the respondents agreed 

with a mean of 4.055 (Std. dev. = 0.650) that by realigning their operational strategies with 

their business objectives, they have enhanced their company's ability to deliver value and meet 
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customer expectations consistently. The respondents also agreed, with a mean of 4.025 (Std. 

dev. = 0.587), that their recent operational repositioning initiatives have been instrumental in 

optimizing internal processes and enhancing efficiency across all aspects of their insurance 

operations. These findings align with Ahmed, Montagno, and Firenze (2019) observations that 

operational repositioning helps optimize internal processes and enhances overall operational 

efficiency. With a mean of 4.018 (Std. dev =0.623), respondents agreed that through strategic 

operational  repositioning,  they  have  successfully  streamlined  workflows  and  reduced 

operational costs while maintaining service excellence. 

The respondents  further  agreed with  a  mean of  4.006 (Std.  dev =0.653)  that  operational 

repositioning has improved their company’s efficiency and service delivery. These findings are 

supported  by  Leeietial  (2020)  who observed that  operational  repositioning contributes  to 

improved  organizational  efficiency  and  the  quality-of-service  delivery.  Additionally, 

respondents agreed (M = 3.969, SD = 0.538) that they have observed measurable improvements 

in operational performance metrics, such as claims processing times and customer service 

response rates, following recent operational repositioning efforts. With a mean of 3.945 (Std. 

dev =0.512), the respondents agreed that operational repositioning has played a key role in 

improving the agility and responsiveness of  their  insurance company to changing market 

demands and regulatory requirements.  These findings  align with Sardana,  Terziovski  and 

Gupta (2020) observations that operational repositioning strengthens a firm’s ability to adapt 

to evolving market conditions and compliance obligations. Overall, the average mean of 4.023 

(Std. dev =0.599) indicates that respondents generally agreed that operational repositioning 

positively impacts efficiency, innovation, service delivery, and responsiveness.

4.5.5 Organizational Performance

Organization  performance  was  the  dependent  variable  of  the  study.  Respondents  were 

requested  to  indicate  their  level  of  agreement  with  statements  concerning  organizational 

performance in insurance companies. Table 4.11 shows the results.
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Table 4. 11: Statements on Organizational Performance

  1 2 3 4 5 Mean Std. 
Deviation

The performance of our organization 
has been increasing over the years

1.8 1.
2

1.2 81.0 14.
7

4.055 0.611

Our  organization  has  recorded 
increased profitability over the years

1.8 2.
5

1.2 74.2 20.
2

4.086 0.689

Am  satisfied  with  the  customer 
satisfaction level in our organization

1.8 1.
2

1.2 68.1 27.
6

4.184 0.687

Our firm maintains a strong market 
position despite fluctuations.

1.8 1.
2

3.7 78.5 14.
7

4.031 0.633

Customer loyalty drives our market 
share growth.

3.1 1.
2

1.2 90.8 3.7 3.908 0.607

Operational  repositioning  has 
improved our  company’s  efficiency 
and service delivery.

1.8 1.
2

1.2 92.0 3.7 3.945 0.512

Average 4.035 0.623
Research Data (2025)

With a mean of 4.184 (Std. dev=0.687), participants agreed that they are satisfied with the level 

of customer satisfaction in their organization. These findings concur with Akkermansi(2023) 

observations  that  organizations  can  achieve  satisfactory  levels  of  customer  satisfaction. 

Similarly, with a mean of 4.086 (Std. dev. = 0.689), participants agreed that their organization 

has recorded increased profitability  over the years.  With a  mean of 4.055 (SD = 0.611), 

participants  agreed  that  their  organization's  performance  has  improved  over  the  years. 

Moreover,  with  a  mean  of  4.031  (Std.  dev.  =  0.633),  participants  agreed  that  their  firm 

maintains a strong market position despite fluctuations. These findings align with Makau and 

Ambrose's (2018) observations that firms can maintain a robust market position even amid 

market fluctuations.

Further,  with  a  mean  of  3.945  (Std.  dev.  =  0.512),  participants  agreed  that  operational 

repositioning has improved their company’s efficiency and service delivery.  These results 

concur  with  Tharamba,  Rotich  and  Anyango's  (2018)  observations  that  operational 

repositioning improves organizational efficiency and service delivery. Also, with a mean of 

3.908 (Std. dev. = 0.607), participants agreed that customer loyalty drives their market share 

growth. These findings align with Worimegbe and Ifedayo's (2020) observations that customer 

loyalty plays a key role in driving market share expansion. Overall, the average mean of 4.035 

(Std. dev =0.623) indicates that participants generally agreed that organizational performance 

has improved in regard to market position, profitability and customer satisfaction. 
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4.9 Inferential Analysis

Inferential statistics were utilized to investigate the correlation between strategic repositioning 

and organizational performance. Specifically, correlation and multiple regression analysis were 

conducted  to  assess  the  effects  of  the  predictor  variables:  market repositioning,  product 

repositioning,  competitive  repositioning,  and  operational  repositioning  on  the  response 

variable, organizational performance. 

4.9.1 Correlation Analysis

In this study, Pearson correlation analysis was conducted to determine the correlation between 

the dependent and the independent variables. The findings are demonstrated in Table 4.12.

Table 4. 12: Correlation Analysis

The results demonstrated a positive and statistically significant correlation between market 

repositioning and organizational performance, Kenya (r = 0.727, p = 0.000). Since the p-value 

was below 0.05 significance threshold, this indicates that effective market repositioning is 

associated  with  improved  organizational  performance.  These  findings are consistent with 

Tharamba, Rotich and Anyango (2018), who observed that enhanced market repositioning 
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enhances overall organizational outcomes. Similarly, Nshimiyimana (2021) noted that updating 

of market positioning strategies contributes to sustaining competitiveness and performance.

Similarly, product repositioning showed a strong, positive, and significant correlation with 

organizational performance (r = 0.728, p = 0.000). The p-value being below 0.05 confirms the 

statistical  significance  of  this  association.  These  findings  agreed  with  Oduor,  Kilika  and 

Muchemi  (2021),  who  highlighted  those  adapting  products  to  meet  customer  demands 

improves competitiveness and overall performance. In addition, Wasika and Kwasire (2020) 

observed that product repositioning leads to measurable enhancements in performance metrics 

and customer satisfaction.

The research also found a significant positive relationship between competitive repositioning 

and organizational performance in insurance companies (r = 0.704, p = 0.000). This suggests 

that differentiating the company from competitors and effectively communicating unique value 

propositions contributes meaningfully to improved performance. These findings are in line 

with  Worimegbe  and  Ifedayo  (2020),  who  emphasized  that  competitive  repositioning 

strengthens  brand  identity  and  market  positioning.  Further,  Mukabwa  (2020)  found  that 

competitive  repositioning  enhances  brand  awareness,  recognition,  and  customer  loyalty, 

driving better organizational outcomes.

Furthermore,  operational  repositioning  was  positively  and  significantly  correlated  with 

organizational performance in the insurance company (r = 0.740, p = 0.000). The p-value below 

0.05 confirms that operational repositioning strongly influences performance outcomes. These 

findings are consistent with Makau and Ambrose (2018), who noted that improving operational 

repositioning enhances organizational effectiveness. Further, Karim (2019) emphasized that 

organizations that focus on operational excellence through innovation and process optimization 

achieve improved service delivery, customer satisfaction, and overall competitiveness.

4.9.2 Regression Analysis

The  study  utilized  simple  linear  regression  to  examine  the  relationship  between  each 

independent variable and dependent variable (organizational performance).

4.9.2.1 Market Repositioning

Simple linear regression was undertaken to examine the effect of market repositioning on 

organizational performance. 
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Table 4. 13: Model Summary

Model R R Square
Adjusted R 

Square
Std. Error of the

Estimate
1 .727a .528 .525 .31890

a. Predictors: (Constant), Market Repositioning

The study used the R-squared (R²)  statistic  to indicate  the proportion of  variation in the 

response variable (organizational performance) explained by the predictor variable (market 

repositioning).  The  R-squared  for  the  relationship  between  market  repositioning  and  the 

dependent variable (organizational performance) was 0.528. This means that 52.8% of the 

variation in the dependent variable (organizational performance) could be explained by the 

independent variable (market repositioning).

Table 4. 14: Analysis of Variance

Model Sum of Squares df Mean Square F Sig.

1 Regression 18.335 1 18.335 180.290 .000b

Residual 16.374 161 .102

Total 34.709 162

a. Dependent Variable: Organization Performance

b. Predictors: (Constant), Market Repositioning

This study used ANOVA to evaluate the model's suitability for the data. As presented in the 

table, the calculated F-value was 180.290, while the critical F-value from the F-distribution 

table was 3.90. Since the calculated F-value exceeded the critical F-value and the p-value 

(0.000) was below the significance threshold (0.05), the model was deemed a good fit for the 

data.

Table 4. 15: Regression Coefficients

Model

Unstandardized

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1(Constant) .949 .209 4.532 .000

Market Repositioning .733 .055 .727 13.427 .000

a. Dependent Variable: Organization Performance

The regression was as follows:

Y = 0.949 + 0.733X₁ + ε
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The study found that market repositioning has a strong, positive, and significant effect on 

organizational performance (β₁ = 0.733, p-value = 0.000). Because the p-value was below the 

0.05 significance level, the association is statistically significant, implying that improvements 

in market repositioning contribute to improved organizational performance. These findings 

conform to Elena and Matute (2020), who observed that market repositioning positively and 

significantly improves organizational performance. Similarly, Tharamba, Rotich and Anyango 

(2018)  noted  that  updating  market  positioning strategies  strengthens  competitiveness  and 

performance. 

4.9.2.2 Product Repositioning

Simple linear regression was undertaken to examine the effect of product repositioning on 

organizational performance.

Table 4. 16: Model Summary

Model R R Square

Adjusted

R Square

Std. Error of the

Estimate

1 .728a .530 .527 .31822

a. Predictors: (Constant), Product Repositioning

As illustrated in Table 4.17, the R-squared for the relationship between product repositioning 

and the dependent variable (organizational performance) was 0.530. This means that 53.0% of 

the variation in the dependent variable (organizational performance) could be explained by the 

independent variable (product repositioning). 

Table 4. 17: Analysis of Variance

Model Sum of Squares df Mean Square F Sig.

1 Regression 18.406 1 18.406 181.763 .000b

Residual 16.303 161 .101

Total 34.709 162

a. Dependent Variable: Organization Performance

b. Predictors: (Constant), Product Repositioning

This study used ANOVA to evaluate the model's suitability for the data. As presented in the 

table, the calculated F-value was 181.763, while the critical F-value from the F-distribution 

table was 3.84. Since the calculated F-value exceeded the critical F-value and the p-value 
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(0.000) was below the significance threshold (0.05), the model was deemed a good fit for the 

data. 

Table 4. 18: Regression Coefficients

Model

Unstandardized 

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1(Constant) 1.297 .183 7.085 .000

Product Repositioning .651 .048 .728 13.482 .000

a. Dependent Variable: Organization Performance

The regression was as follows:

Y = 1.297 + 0.651X₂ + ε

There is, positive, and significant effect on organizational performance (β₂ = 0.651, p-value = 

0.000). The p-value being below 0.05 confirms the significance of the relationship, indicating 

that  adapting  products  to  meet  market  demands  supports  improved  performance.  These 

findings  concur  with  Ebere  and  Onuoha's  (2022)  observations  that  product  repositioning 

enhances competitiveness and overall organizational effectiveness. In addition, Zhang (2019) 

observed that improvements in product repositioning lead to measurable gains in performance 

metrics and customer satisfaction.

4.9.2.3 Competitive Repositioning

Simple linear regression was carried out to examine the effect of competitive repositioning on 

organizational performance.

Table 4. 19: Model Summary

Model R R Square

Adjusted

R Square

Std. Error of the

Estimate

1 .704a .495 .492 .32982

a. Predictors: (Constant), Competitive Repositioning

As shown in Table 4.19, the R-squared for the relationship between competitive repositioning 

and the dependent variable (organizational performance) was 0.495. This means that 49.5% of 

the variation in the dependent variable (organizational performance) could be explained by the 

independent variable (competitive repositioning).
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Table 4. 20: Analysis of Variance

Model Sum of Squares df Mean Square F Sig.

1 Regression 17.195 1 17.195 158.062 .000b

Residual 17.514 161 .109

Total 34.709 162

a. Dependent Variable: Organization Performance

b. Predictors: (Constant), Competitive Repositioning

This study used ANOVA to evaluate the model's suitability for the data. As shown in Table 

4.20, the calculated F-value was 158.062, while the critical F-value from the F-distribution 

table was 3.84. Since the calculated F-value exceeded the critical F-value and the p-value 

(0.000) was below the significance threshold (0.05), the model was deemed a good fit for the 

data.

Table 4. 21: Regression Coefficients

Model

Unstandardized 

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1(Constant) 1.191 .205 5.823 .000

Competitive Repositioning .693 .055 .704 12.572 .000

a. Dependent Variable: Organization Performance

The regression was as follows:

Y = 1.191 + 0.693X₃ + ε

The  research  found  that  competitive  repositioning  positively  and  significantly  affects 

organizational performance in insurance companies (β₃ = 0.693, p = 0.018). With a p-value 

below 0.05, this relationship is statistically significant, demonstrating that differentiating the 

company from competitors  and effectively  communicating value  propositions  strengthens 

organizational outcomes. These findings concur with Oduor, Kilika and Muchemi (2021), who 

observed  that  competitive  repositioning  enhances  organizational  performance.  Moreover, 

Mukabwa  (2020)  found  that  improved  competitive  repositioning  contributes  to  better 

performance. 
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4.9.2.4 Organizational Repositioning

Simple linear regression was carried out to examine the effect of organizational repositioning 

on organizational performance

Table 4. 22: Model Summary

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

1 .740a .548 .545 .31217

a. Predictors: (Constant), Operational Repositioning

The results show an R-squared of 0.548 for the relationship between operational repositioning 

and  the  dependent  variable  (organizational  performance).  This  means  that  54.8% of  the 

variation in the dependent variable (organizational performance) could be explained by the 

independent variable (operational repositioning).

Table 4. 23: Analysis of Variance

Model Sum of Squares df Mean Square F Sig.

1 Regression 19.019 1 19.019 195.166 .000b

Residual 15.690 161 .097

Total 34.709 162

a. Dependent Variable: Organization Performance

b. Predictors: (Constant), Operational Repositioning

This study used ANOVA to evaluate the model's suitability for the data. As shown in Table 

4.23, the calculated F-value was 195.166, while the critical F-value from the F-distribution 

table was 3.84. Since the calculated F-value exceeded the critical F-value and the p-value 

(0.000) was below the significance threshold (0.05), the model was deemed a good fit for the 

data.

Table 4. 24: Regression Coefficients

Model

Unstandardized 

Coefficients

Standardized 

Coefficients

t Sig.B Std. Error Beta

1(Constant) .693 .220 3.154 .002

Operational Repositioning .810 .058 .740 13.970 .000

a. Dependent Variable: Organization Performance
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The regression was as follows:

Y = 0.693 + 0.810X₄ + ε

From the findings, operational repositioning was found to have a positive and significant effect 

on organizational performance in insurance companies (β₄ = 0.693, p = 0.000). The statistically 

significant p-value indicates that operational repositioning enhances performance by increasing 

internal processes, operational efficiency, and service delivery. These results align with Karim 

(2019), who observed that optimizing operations and streamlining workflows facilitates better 

organizational outcomes. Similarly, the results conform to Makau and Ambrose (2018), who 

noted that operational repositioning significantly influences overall performance.

4.9.3 Multivariate Regression Analysis

The research utilized multiple linear regression to examine the link between the predictor 

variables  (market,  product,  competitive,  and  operational  repositioning)  and  the  response 

variable (organizational performance).  Multiple linear regression, together with the simple 

linear regression model that was utilized, is illustrated below: 

Y= βo + β1X1 + β2X2 + β3X3 +β4X4 + β5X5 + ɛ

Where: Y represents the dependent Variable (Performance of insurance companies in Nairobi 

County, Kenya); β represents a constant or Intercept; β1, β2, β3, β4 represents the regression 

coefficients  estimates;  X1 Represents  Market  Repositioning;X 2 Represents  Product 

Repositioning;  X 3  Represents  Brand  Repositioning;  X 4  Represents  Operational 

Repositioning;  ε   Represents error term (represents the influence of the variables that were not 

covered by the equation) 

The study utilized the R-squared (R²) statistic to indicate the proportion of variation in the 

response variable (organizational performance) that could be outlined by the predictor variables 

(market,  product,  competitive, and operational repositioning).  The outcomes of the model 

summary are demonstrated in Table 4.25.

Table 4. 25: Model Summary 

Model R R Square
Adjusted R

Square
Std. Error of the

Estimate
1 .838a .703 .695 .25543
a.  Predictors:  (Constant),  Operational  Repositioning,  Competitive  Repositioning,  Market 
Repositioning, Product Repositioning
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As depicted in Table 4.25, the R2 value was 0.695, which means that 69.5% of the variation in 

organizational  performance  in  insurance  companies could  be accounted  by the combined 

independent variables (market repositioning, product repositioning, competitive repositioning, 

and operational repositioning). This suggests that the strategic repositioning practices under 

study have a substantial impact on performance.

The study employed ANOVA to assess if the regression model was a perfect fit for the data. 

Table 4.26 presents the results.

Table 4. 26: Analysis of Variance

Model Sum of Squares df Mean Square F Sig.

1 Regression 24.400 4 6.100 93.498 .000b

Residual 10.308 158 .065

Total 34.709 162

a. Dependent Variable: Organization Performance

b.  Predictors:  (Constant),  Operational  Repositioning,  Competitive  Repositioning,  Market 

Repositioning, Product Repositioning

As shown in Table 4.26, the F calculated was 93.498, which is above the F critical value (2.436), 

and the p-value was 0.000, which is below the significance level of 0.05, meaning that the model 

was a perfect fit for the data and can be employed to show the effect of the predictor variables 

(market,  product,  competitive,  and  operational  repositioning)  on  the  response  variable 

(organizational performance)

Table 4.27 demonstrates the regression analysis results, showing the link between the predictor 

variables and the response variable.

Table 4. 27: Regression Analysis

Model

Unstandardized 
Coefficients

Standardized 
Coefficients

T Sig.B Std. Error Beta
1(Constant) .076 .194 .392 .695
Market Repositioning .238 .070 .236 3.385 .001
Product Repositioning .174 .068 .194 2.541 .012
Competitive Repositioning .214 .067 .217 3.177 .002
Operational Repositioning .350 .070 .320 4.972 .000

a. Dependent Variable: Organization Performance

The revised regression model was as presented:
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Y = -0.076 + 0.238X₁ + 0.174X₂ + 0.214X₃ + 0.350X₄

The research established that market repositioning had a positive and significant effect on 

organizational performance in insurance companies (β₁ = 0.238, p = 0.031). Because the p-

value was below the 0.05 significance level, the association is statistically significant, implying 

that improvements in market repositioning contribute to improved organizational performance. 

These findings conform to Elena and Matute (2020), who observed that market repositioning 

positively and significantly improves organizational performance. Similarly, Tharamba, Rotich 

and  Anyango  (2018)  noted  that  updating  market  positioning  strategies  strengthens 

competitiveness and performance.

Similarly,  product  repositioning  had  a  positive  and  significant  effect  on  organizational 

performance in insurance companies (β₂ = 0.174, p = 0.024). The p-value being below 0.05 

confirms the significance of the relationship, indicating that adapting products to meet market 

demands supports  improved performance.  These findings concur with Ebere and Onuoha 

(2022)  observations  that  product  repositioning  enhances  competitiveness  and  overall 

organizational effectiveness. In addition, Zhang (2019) observed that improvements in product 

repositioning lead to measurable gains in performance metrics and customer satisfaction.

The research also found that competitive repositioning positively and significantly affects 

organizational performance in insurance companies (β₃ = 0.214, p = 0.018). With a p-value 

below 0.05, this relationship is statistically significant, demonstrating that differentiating the 

company from competitors  and effectively  communicating value  propositions  strengthens 

organizational outcomes. These findings concur with Oduor, Kilika and Muchemi (2021), who 

observed  that  competitive  repositioning  enhances  organizational  performance.  Moreover, 

Mukabwa  (2020)  found  that  improved  competitive  repositioning  contributes  to  better 

performance.

Moreover, operational repositioning had a positive and significant effect on organizational 

performance in insurance companies (β₄ = 0.350, p = 0.000). The statistically significant p-

value indicates that operational repositioning enhances performance by increasing internal 

processes, operational efficiency, and service delivery. These results align with Karim (2019), 

who  observed  that  optimizing  operations  and  streamlining  workflows  facilitates  better 

organizational outcomes. Similarly, the results conform to Makau and Ambrose (2018), who 

noted that operational repositioning significantly influences overall performance.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction 

The chapter begins by summarizing the key findings, emphasizing how strategic repositioning, 

specifically  market,  product,  competitive,  and  operational  repositioning,  affects  the 

performance of insurance companies. It then presents the research conclusions. In addition, the 

chapter provides practical recommendations for policy and managerial practice, suggestions 

for further research, with the aim of enhancing performance within the insurance industry.

5.2 Summary of the Findings 

This  study  summarizes  the  results  on  how strategic  repositioning  encompassing  market, 

product, competitive, and operational repositioning affects the organizational performance of 

insurance companies.

5.2.1 Market Repositioning and Performance

The research established that market repositioning had a positive and significant effect on 

organizational performance in insurance companies (R² = 0.528, p < 0.05), indicating that 

market repositioning explained 52.8% of the variation in organizational performance. The 

research also established that market repositioning involves aligning services and products with 

evolving customer preferences and needs. The findings revealed that marketing initiatives 

resulting from market repositioning have increased the number of customers, demonstrating 

the effectiveness of targeted promotional strategies. These findings align with Akinseye et al. 

(2022) observations that strategic market  repositioning enables firms to differentiate their 

offerings from competitors within targeted market segments. The study indicated that strategic 

market repositioning has enabled companies to differentiate their insurance offerings from 

competitors in specific market segments. The study established that market repositioning has 

strengthened the company’s positioning as a leader in innovative insurance solutions, reflecting 

a focus on creativity and market responsiveness. Further, the study findings revealed that 

market repositioning plays a pivotal role in enhancing competitive advantage by improving 

customer loyalty, brand recognition, and overall market performance. Moreover, the study 

indicated that regular review and updating of market positioning strategies support sustained 

competitiveness, adaptability, and long-term organizational success.
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5.2.2 Product Repositioning and Performance

The study established that  product  repositioning had a  positive  and significant  effect  on 

organizational performance in insurance companies (R² = 0.530, p < 0.05), indicating that 

product repositioning explained 53.0% of the variation in organizational performance. The 

study also found that recent product repositioning efforts aimed to enhance the competitiveness 

and  relevance  of  insurance  offerings  in  the  market.  The  findings  showed  that  product 

repositioning has enhanced the company’s performance by aligning offerings with market 

necessities  and improving competitiveness.  These findings  are  consistent  with  Ebere  and 

Onuoha (2022),  who noted that  effective product  repositioning strengthens organizational 

performance by ensuring products meet market demands and enhance competitive advantage. 

The study further found that realigning product offerings with emerging market trends has 

strengthened the company’s position as a leading provider of innovative insurance solutions. 

The findings indicated that product repositioning has enabled the company to differentiate its 

insurance goods from competitors and capture new market opportunities. The study found that 

strategic product repositioning has successfully adapted insurance products to better meet 

customers' evolving needs and preferences. The study indicated that product repositioning has 

been  instrumental  in  revitalizing  the  product  portfolio  and  improving  overall  customer 

satisfaction and loyalty. Moreover, the study found that product repositioning led to tangible 

improvements in insurance product performance metrics.

5.2.3 Competitive Repositioning and Performance

The research found that competitive repositioning had a positive and significant effect on 

organizational performance (R² = 0.495, p < 0.05), indicating that competitive repositioning 

explained 49.5% of  the  variation in  organizational  performance.  The research found that 

competitive repositioning has enabled insurance companies to better communicate the unique 

value propositions of their offerings to target audiences. The results indicated that competitive 

repositioning  strategies  have  improved  the  firm’s  performance  and  market  share.  These 

findings  conform  to  Harcourt  (2023)  observations  that  aligning  brand  messaging  with 

organizational  values and customer expectations strengthens a firm’s market  position and 

competitive edge. The study findings indicated that realigning brand messaging with company 

values and customer needs has strengthened competitive advantage and market position. The 

research  further  found  that  strategic  brand  repositioning  has  successfully  redefined  the 

company’s identity and differentiated it from competitors. The research found that competitive 

repositioning  has  played  a  critical  role  in  enhancing  customer  trust  and  loyalty  towards 
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insurance products and services. The study found that recent competitive repositioning efforts 

have been pivotal in reshaping the company's perception in the marketplace. Moreover, the 

study found that competitive repositioning led to measurable improvements in brand awareness 

and recognition, contributing to greater market visibility.

5.2.4 Operational Repositioning and Performance

The research found that operational repositioning had a positive and significant effect on 

organizational performance (R² = 0.548, p < 0.05), indicating that operational repositioning 

explained 54.8% of the variation in organizational performance. The study also found that 

operational  repositioning  enabled  insurance  companies  to  identify  and  capitalize  on 

opportunities for innovation and process optimization within their operations. These findings 

concur with Leeietial's (2020) observations that operational repositioning facilitates identifying 

and exploiting opportunities for process improvement within organizational operations. The 

study findings revealed that  realigning operational  strategies with business objectives has 

enhanced the company’s ability to deliver value and consistently meet customer expectations. 

The study further found that recent operational repositioning initiatives have been instrumental 

in  optimizing internal  processes  and enhancing efficiency across  all  aspects  of  insurance 

operations. The study findings revealed that strategic operational repositioning has successfully 

streamlined workflows and reduced operational costs while maintaining service excellence. In 

addition, the study found that operational repositioning has enhanced the company’s efficiency 

and overall service delivery. The study indicated measurable improvements in operational 

performance metrics, such as claims processing times and customer service response rates, 

following  operational  repositioning  efforts.  Further,  the  research  found  that  operational 

repositioning played a key role in enhancing the company's agility and responsiveness to 

changing regulatory requirements and market demands.

5.3 Conclusions

The  study  concludes  that  market  repositioning  had  a  positive  and  significant  effect  on 

organizational performance in insurance firms. The research found that market repositioning, 

measured  in  terms  of  consumer  preferences,  rebranding,  and  developing  new  markets, 

influences  performance.  This  means  that  improved  market  repositioning  would  result  in 

enhanced performance in these companies.

The research concludes that product repositioning has a positive and significant effect on 

organizational  performance  in  insurance  companies.  The  research  found  that  product 
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repositioning, measured in terms of quality improvement, price adjustment, and packaging 

redesign, influences organizational performance in these insurance companies. This means that 

improving product repositioning would lead to better organizational performance in these 

companies. 

The research concludes that competitive repositioning positively and significantly influences 

organizational  performance  in  insurance  firms.  The  research  found  that  competitive 

repositioning,  measured  in  regard  to  brand  relaunch,  brand  rejuvenation,  and  brand 

proliferation, has an influence on organizational performance. This means that strengthening 

competitive  repositioning  practices  would  improve  organizational  performance  in  these 

companies.

The research concludes that operational repositioning had a positive and significant effect on 

organizational performance. The research established that operational repositioning, in terms 

of strategy realignment, cost efficiency, and expansion or contraction, has an influence on 

organizational performance in these firms. This means that an enhancement in operational 

repositioning would result in enhanced organizational performance in insurance companies.

The study concludes that market, product, competitive, and operational repositioning all have 

a positive and significant effect on organizational performance. In relation to the brand equity 

theory, market repositioning supports improved brand awareness, customer perception, and 

loyalty, leading to better performance. The product life cycle theory is supported as product 

repositioning helps maintain product relevance and competitiveness across life cycle stages, 

improving  performance.  Porter’s  theory  of  competitive  advantage  is  confirmed  through 

competitive repositioning strategies that enhance differentiation and market position. Finally, 

the Resource-Based View (RBV) is supported as operational repositioning improves resource 

utilization, efficiency, and overall organizational performance.

5.4 Recommendations

5.4.1 Policy Recommendations

The study found that strategic repositioning influences organizational performance in insurance 

companies.  As  regulated  entities,  and  boards  of  directors  ensure  that  market,  product, 

competitive,  and  operational  repositioning  strategies  are  formalized  and  aligned  with 

regulatory requirements and corporate objectives. Policies should mandate periodic reviews of 

repositioning  strategies,  clear  alignment  of  departmental  and  product  objectives  with 
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organizational goals, and structured reporting on the implementation of strategic initiatives. 

This  enhances  transparency,  accountability,  and  stakeholder  confidence,  ensuring  that 

performance targets are met while adhering to governance and industry standards.

In addition, the study revealed gaps in customer-focused strategies, innovation adoption, and 

process optimization, which may hinder effective repositioning and performance enhancement. 

Policymakers should therefore develop corporate policies that promote participatory decision-

making, ensuring that employees and management at all levels are involved in market analysis, 

product  adaptation,  and  operational  process  improvements.  Additionally,  policies  should 

require systematic feedback loops, timely communication of strategic priorities, and equitable 

resource allocation to support efficiency, competitiveness, and service delivery. Implementing 

such policies strengthens organizational  performance,  enhances customer satisfaction,  and 

positions insurance firms in Nairobi County as models of effective strategic repositioning and 

sustainable business growth.

5.4.2 Recommendations for the Management 

The study found that strategic repositioning positively influences performance in insurance 

companies. The research recommended that management prioritize the continuous evaluation 

and  refinement  of  market,  product,  competitive,  and  operational  repositioning  strategies. 

Management  should  ensure  that  all  repositioning  initiatives  are  closely  aligned  with 

organizational  objectives,  customer  needs,  and  emerging  market  trends  to  maintain  a 

competitive edge. Structured monitoring and reporting systems should be implemented to track 

progress and ensure timely corrective actions.

In  addition,  the  study  revealed  gaps  in  innovation  adoption,  process  optimization,  and 

stakeholder  engagement,  which  may  limit  the  effectiveness  of  strategic  repositioning. 

Management should therefore promote an innovation culture and continuous enhancement by 

encouraging  employee  participation  in  decision-making,  facilitating  training  programs on 

strategic adaptation, and promoting cross-functional collaboration. Furthermore, management 

should  prioritize  efficient  resource  allocation,  effective  communication,  and  proactive 

customer engagement to maximize the impact of repositioning initiatives. Implementing these 

recommendations  enhanced  organizational  performance,  strengthen  market  position,  and 

improve overall operational efficiency and customer satisfaction.
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5.4.3 Theoretical Recommendations

The  study  recommends  that  insurance  firms  strengthen  market  repositioning  through 

rebranding and market  development to enhance brand awareness,  brand associations,  and 

customer loyalty in line with the Brand Equity Theory. It further recommends continuous 

improvement of product repositioning through quality enhancement, pricing adjustments, and 

redesign to maintain relevance across product life cycle stages, as guided by the Product Life 

Cycle Theory. In addition, firms should reinforce competitive repositioning strategies such as 

brand relaunch and differentiation to improve market  positioning and sustain competitive 

advantage,  consistent  with  Porter’s  Theory  of  Competitive  Advantage.  Finally,  the  study 

recommends optimization of operational repositioning through effective resource utilization, 

strategy realignment, and cost efficiency to enhance operational effectiveness and performance, 

as explained by the Resource-Based View (RBV) Theory.

5.4.4 Recommendation for Further Studies 

The purpose of this investigation was to establish the effect  of strategic repositioning on 

organizational performance in insurance companies in Nairobi County, Kenya. However, having 

been confined to insurance companies within a single county, the study findings cannot be 

applied  to  other  counties  or  sectors  due  to  differences  in  market  dynamics,  regulatory 

environments, and organizational structures. Thus, the study recommends further research  on 

the effect of strategic repositioning on organizational performance in insurance  companies in 

other counties and across different sectors. In addition, this study found that only 64.2% of the 

variation  in organizational  performance was  explained by  market  repositioning,  product 

repositioning, competitive repositioning, and operational repositioning. The study recommends 

that  future research should  investigate  other  factors  that may  influence organizational 

performance, such as leadership style, technological adoption, innovation, and organizational 

culture.



St. Paul’s University Repository

65

REFERENCES

Abongo, B., Mutinda, R., & Otieno, G. (2019). Innovation capabilities and process design for 

business model transformation in Kenyan insurance companies: A service dominant 

logic  paradigm.  Journal  of  Information  and  Technology,  3(1),  15–45. 

https://stratfordjournalpublishers.org/journals/index.php/Journal-of-Information-and-

Techn/article/view/297

Akinseye, E. M., Onimole, S. O., Ekundayo, O. A., & Adebusoye, A. B. (2022). Impact of 

marketing strategies on organizational growth: A study of selected industries in Lagos 

State, Nigeria. International Journal of Business and Economics Research, 11(1), 1–7. 

https://doi.org/10.11648/j.ijber.20221101.11 

Alhawtmeh,  O.  M.  (2023).  The  impact  of  IFRS  17  on  the  development  of  accounting 

measurement and disclosure, in addition to improving the quality of financial reports, 

considering  compliance  with  the  requirements  of  IFRS  4—Jordanian  insurance 

companies—field  study.  Sustainability,  15(11),  8612. 

https://doi.org/10.3390/su15118612 

Cooper, D. R. & Schindler, P. S. (2019).  Qualitative research: business research methods, 

McGraw-Hill.

Creswell,  R.  (2019).  Research  design:  qualitative,  quantitative,  and  mixed  methods  

approaches. Sage Publications.

Crowther, D. & Lancaster, G. (2020). Research Methods: A Concise Introduction to Research  

in Management and Business Consultancy. Butterworth-Heinemann.

Du, X., Li, M., & Wu, B. (2019). Incumbent repositioning with decision biases.  Strategic  

Management Journal, 40(12), 1984–2010. https://doi.org/10.1002/smj.3047



St. Paul’s University Repository

66

Ebere, D., & Onuoha, B. C. (2022). Repositioning strategy and performance of small and 

medium scale enterprises in Rivers State, Nigeria.  African Journal of Business and  

Economic Development, 2(1), 76–90. https://www.ijaar.org/articles/ajbed/v2n1/ajbed-

v2n1-Jan22-p2182.pdf

Gachanja, J. (2019). Strategic drift and its effect on the performance of insurance companies  

in  Nairobi  County,  Kenya.  Kenyatta  University. 

https://ir-library.ku.ac.ke/bitstream/handle/123456789/19338/

Shah,  G.  (2023).  Growth  prospects  for  Kenya's  insurance  industry.  PwC  Kenya. 

https://www.pwc.com/ke/en/publications/growth-prospects-for-kenyas-insurance-

industry.html 

Githumbi, V., & Ragui, M. (2017). Differentiation strategy and performance of large rice 

milling factories in Kenya. IOSR Journal of Business and Management, 19(11), 9–16. 

https://doi.org/10.9790/487X-1911010916

Harcourt, H. (2023). Brand repositioning and marketing performance of food and beverages 

manufacturing companies in Rivers State.  International Journal of Economics and  

Financial  Management,  8(7),  15–26. 

https://doi.org/10.56201/ijefm.v8.no7.2023.pg15.26

Hussein, Z. M., & Sije, A. (2023). Effect of strategic positioning on performance of listed 

commercial banks in Kenya. International Journal of Social Science and Humanities  

Research, 11(2), 171–178. https://doi.org/10.5281/zenodo.7924297

Insurance Regulatory Authority. (2020). Insurance industry annual report for the year ended  

31st  December,  2020.  https://www.ira.go.ke/assets/file/INSURANCE-INDUSTRY-

ANNUAL-REPORT1.pdf



St. Paul’s University Repository

67

Isenah, T. E & Oguna, C. G. (2020). Market repositioning strategy and business success of 

quoted food and beverages firms in Nigeria. Journal of Strategic and Internet Business,  

5(2), 1062–1077.

Kajwang,  B.  (2022).  Global  challenges  and their  role  in  talent  management  crisis  facing 

insurance  industry.  International  Journal  of  Business  Strategies,  7(1),  1–10. 

https://doi.org/10.47672/ijbs.921

Karim, S., Carroll, T. N., & Long, C. P. (2016). Delaying change: Examining how industry and 

managerial  turbulence  impact  structural  realignment.  Academy  of  Management  

Journal, 59(3), 791–817. https://doi.org/10.5465/amj.2012.0409

Kimani, J. G., & Kariuki, P. (2021). Determinants of sustainable competitive advantage in the 

insurance  industry  in  Kenya.  Journal  of  International  Business,  Innovation  and  

Strategic  Management,  5(2),  58–77. 

https://www.jibism.org/core_files/index.php/JIBISM/article/view/152

Kiragu,  S.  M.  (2014).  Assessment  of  challenges  facing  insurance  companies  in  building 

competitive advantage in Kenya: A survey of insurance firms. International Journal of  

Social  Sciences  and  Entrepreneurship,  1(11),  467–490. 

http://www.ijsse.org/articles/ijsse_v1_i11_467_490.pdf

Kothari,  C.  R.  (2019).  Research  methodology:  Methods  and  techniques.  New  Age 

International. 

Lütfi, S., (2020) Validity and reliability in quantitative research.  Business and Management  

Studies:  An  International  Journal  8(3),  2694–2726. 

https://doi.org/10.15295/bmij.v8i3.1540 



St. Paul’s University Repository

68

Muga, N. (2023).  Influence of turnaround strategies on performance of insurance firms in  

Nairobi,  Kenya. United  States  International  University–Africa. 

https://erepo.usiu.ac.ke/bitstream/handle/11732/7827/

Mugenda A. &Mugenda O. (2019). Research Methods: Quantitative & Qualitative approaches. 

African Centre for Technology Studies (ACTS).

Mukabwa, V. M. (2020). Influence of corporate branding strategy on performance of large  

scale  manufacturing  firm  in  Nairobi,  Kenya. University  of  Nairobi. 

http://erepository.uonbi.ac.ke/handle/11295/102795

Mukeshimana, A., Nkechi, I. E., & Jefferson, H. O. (2019). Effect of strategic positioning on 

organizational performance of independent power producers in Rwanda: A case study 

of  selected IPPs.  European Journal  of  Business  and Management  Research,  4(5). 

https://doi.org/10.24018/ejbmr.2019.4.5.82

Njuguna,  S.  N.,  &  Waithaka,  P.  (2020).  Cost  leadership  strategy  and  organisational 

performance: A case of insurance companies in Nyeri County, Kenya.  International  

Academic Journal of Human Resource and Business Administration, 3(9), 256–267. 

http://www.iajournals.org/articles/iajhrba_v3_i9_256_267.pdf

Normann, R.,  & Ramirez,  R. (2023).  From value chain to value constellation: Designing 

interactive strategy. Harvard Business Review, 71(4), 65–77. 

Nshimiyimana,  C.  (2021).  Effect  of  market  alliance  on the  performance of  microfinance 

institutions in Rwanda. Journal of Research Innovation and Implications in Education, 

5(4), 329–341. http://www.jriiejournal.com/ 

Nyauncho M. J.  & Nyamweya I.N.  (2019).  Assessment  of  the effect  of  Cost  Leadership 

Strategy on the performance of Liquefied Petroleum Gas Companies in Eldoret town, 



St. Paul’s University Repository

69

Uasin  Gishu  County,  Kenya.  International  Journal  of  Business  and  Management  

Invention, 4(4), 01–07. 

Odhiambo,  O.  A.,  &  Njuguna,  J.  W.  (2019).  Competitive  strategies  and  performance  of 

insurance companies in Kenya. International Academic Journal of Human Resource  

and  Business  Administration,  3(7),  198–212. 

http://www.iajournals.org/articles/iajhrba_v3_i7_198_212.pdf

Odhiambo, O. A. (2020). Competitive strategies and performance of insurance companies in  

Kenya.  Kenyatta  University. 

https://ir-library.ku.ac.ke/bitstream/handle/123456789/21699/

Oduor,  B.  A.,  Kilika,  J.  M.,  &  Muchemi,  A.  W.  (2021).  Accomplishing  organisational 

turnaround through a  repositioning strategy in  a  manufacturing context  in  Kenya. 

Journal  of  Business  and  Management  Sciences,  9(4),  165–180. 

https://doi.org/10.12691/jbms-9-4-3

Okeyo, V. O., & Lewa, E. (2020). Effect of strategic positioning on organizational performance 

of commercial banks in Mombasa County. The Strategic Journal of Business & Change 

Management, 7(3), 1428–1443. https://doi.org/10.61426/sjbcm.v7i3.1751

Schimmer, M., & Brauer, M. (2012). Firm performance and aspiration levels as determinants 

of  a  firm’s  strategic  repositioning  within  strategic  group  structures.  Strategic  

Organization, 10(4), 406–435. https://doi.org/10.1177/1476127012457983

Sekaran, U., & Bougie, R., (2019). Research methods for business: A skill building approach 

(5th ed.). John Wiley & Sons. 

Sheth, J., Jain, V., & Ambika, A. (2020). Repositioning the customer support services: The next 

frontier of competitive advantage. European Journal of Marketing, 54(7), 1787–1804. 

https://doi.org/10.1108/EJM-02-2020-0086



St. Paul’s University Repository

70

Tharamba, T. M., Rotich, G., & Anyango, W. (2018). Effect of strategic positioning on the 

firms performance in the telecommunications firms in Kenya: A case of Safaricom 

Limited.  The Strategic Journal of Business & Change Management, 5(2), 83–105. 

https://doi.org/10.61426/sjbcm.v5i2.671

Villas-Boas, J. M. (2018). A dynamic model of repositioning. Marketing Science, 37(2), 279–

293. https://doi.org/10.1287/mksc.2017.1075

Wasike,  J.  M.,  & Kwasira,  J.  (2020).  Influence  of  strategic  repositioning capabilities  on 

sustainable  competitive  advantage  in  financial  institutions  in  Kakamega  County. 

International Journal of Recent Research in Social Sciences and Humanities, 7(2), 97

–113. https://www.paperpublications.org/upload/book/paperpdf-1591702794.pdf

Worimegbe, P. M., & Ifedayo, A. (2020). Corporate rebranding and customers’ retention. a 

study of selected telecommunication firm in Nigeria. Cactus Tourism Journal, 2(1), 17–

26. 

Zawadi, A. N., & Omwenga, J. Q. (2023). Strategic capabilities and performance of insurance 

firms listed at the Nairobi Securities Exchange, Kenya. International Journal of Social  

Science  and  Humanities  Research,  1(1),  125–136. 

https://doi.org/10.61108/ijsshr.v1i1.15



St. Paul’s University Repository

71

APPENDICES

Appendix I: Questionnaire

SECTION I: Respondent’s Information

SECTION II: Market Repositioning

Statement 1 2 3 4 5

a)
Our recent market repositioning efforts have aimed to better align our 

insurance  products/services  with  evolving  customer  needs  and 

preferences.

b)
Through  strategic  market  repositioning,  we  have  successfully 

differentiated  our  insurance  offerings  from competitors  in  targeted 

segments.

c)
Market  repositioning  has  played  a  crucial  role  in  improving  our 

company's competitive advantage within the insurance industry 

d)
Our marketing initiatives have increased the number of customers to 

our firm
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e)
By  leveraging  market  repositioning,  we  have  strengthened  our 

company's positioning as a leader in innovative insurance solutions.

f)
Our company regularly reviews and updates its  market positioning 

strategy to stay competitive

SECTION III: product repositioning

Statement 1 2 3 4 5

a)
Our recent efforts in0product0repositioning have aimed to enhance the 

relevance and competitiveness of our insurance offerings in the market.

b)
Through strategic product repositioning, we have successfully adapted 

our  insurance  products  to  better  fulfill  the  evolving0needs0and 

preferences0of our customers.

c)
Product repositioning has been instrumental in revitalizing our product 

portfolio and improving overall customer satisfaction and loyalty.

d)
We have observed tangible improvements in the performance metrics of 

our  insurance  products  following  recent  product  repositioning 

initiatives.

e)
By realigning our product offerings with emerging market trends, we 

have  strengthened  our  position  as  a  leading  provider  of  innovative 

insurance solutions.

f)
Product  repositioning  has  enabled  us  to  differentiate  our  insurance 

products from competitors and capture new market opportunities.

g)
Product  repositioning  has  enhanced  our  company’s  performance0by 

aligning0offerings0with0market0needs0and0improving0competitiveness
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SECTION IV: Brand Repositioning

Our  recent  competitive  repositioning  efforts  have  been  pivotal  in 

reshaping the perception of our insurance company in the marketplace.

1 2 3 4 5

a)
Through strategic brand repositioning, we have successfully redefined 

our company's identity and differentiated ourselves from competitors.

b)
Competitive Repositioning has played a significant role in enhancing 

customer trust and loyalty towards our insurance products and services.

c)
We have observed measurable improvements in brand awareness and 

recognition following our recent Competitive Repositioning initiatives.

d)
By  realigning  our  brand  messaging  with  our  company  values  and 

customer  needs,  we  have  strengthened  our  market  position  and 

competitive advantage.

e)
Competitive repositioning has enabled us to better  communicate  the 

unique value propositions of our insurance offerings to target audiences.

f)
Competitive  repositioning  strategies  have  improved  our  company’s 

market share and overall performance

SECTION V: Operational Repositioning



St. Paul’s University Repository

74

Statement 1 2 3 4 5

a)
Our recent operational repositioning initiatives have been instrumental 

in  optimizing  internal  processes  and enhancing efficiency across  all 

aspects of our insurance operations.

b)
Through  strategic  operational  repositioning,  we  have  successfully 

streamlined workflows and reduced operational costs while maintaining 

service excellence.

c)
Operational repositioning has played a key role in improving the agility 

and  responsiveness  of  our  insurance  company  to  changing  market 

demands and regulatory requirements.

d)
We have observed measurable improvements in operational performance 

metrics,  like claims processing times and customer service response 

rates, following our recent operational repositioning efforts.

e)
By realigning our operational strategies with our business objectives, we 

have enhanced our company's ability to deliver value and meet customer 

expectations consistently.

f)
Operational repositioning has enabled us to identify and capitalize on 

opportunities  for  innovation  and  process  optimization  within  our 

insurance operations.

g)
Operational repositioning has improved our company’s efficiency and 

service delivery.

PART VI: Performance of Insurance Companies in Nairobi County, Kenya

Pleaseiindicateiyourileveliofiagreementionitheifollowingistatementsirelatingito  performance  of 

insurance  icompaniesi  in  iNairobi  iCity  iCounty, Kenya(PleaseiTicki1ifori“StronglyiDisagree”, 2 for 

“Disagree”,i3ifori“Neutral”,i4ifori“Agree”iandi5ifori“Strongly Agree”).
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Appendix II: List of Insurance Companies

1. AAR Insurance Kenya Limited

2. Absa Life Assurance

3. Africa Merchant Assurance Company Limited

4. AIG Kenya Insurance Company Limited

5. APA Insurance Limited

6. Apollo Life Assurance Limited

7. Britam General Insurance Company

8. British-American Insurance Company (Kenya) Limited

9. Cannon Assurance Limited

10. Capex Life Assurance Company Limited

11. CFC Life Assurance Limited

12. CIC General Insurance Limited

13. Continental Reinsurance Limited

14. Corporate Insurance Company Limited

15. Directline Assurance Company Limited

16. East Africa Reinsurance Company Limited

17. Equity Life Assurance

18. Fidelity Shield Insurance Company Limited

19. First Assurance Company Limited

20. G&A Insurance Limited

21. Gateway Insurance Company Limited

22. Geminia Insurance Company Limited

23. Heritage Insurance Company Limited

24. ICEA LION General Insurance Company Limited

25. Intra Africa Assurance Company Limited

26. Invesco Assurance Company Limited

27. Jubilee Insurance Company of Kenya Limited

28. Kenindia Assurance Company Limited

29. Kenya Orient Insurance Limited

30. Kenya Reinsurance Corporation Limited

31. KUSCCO Mutual Limited

32. Liberty Life Assurance
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33. Madison Insurance Company Kenya Limited

34. Mayfair Insurance Company Limited

35. Mercantile Insurance Company Limited

36. Metropolitan Life Insurance Kenya Limited

37. Monarch Insurance Company Limited

38. Non-Life Insurance Companies

39. Occidental Insurance Company Limited

40. Old Mutual Life Assurance Company Limited

41. Pacis Insurance Company Limited

42. Pan Africa Life Assurance Limited

43. Phoenix of East Africa Assurance Company Limited

44. Pioneer Assurance Company Limited

45. Prudential Life Assurance

46. Real Insurance Company Limited

47. Resolution Insurance Company Limited

48. Shield Assurance Company Limited

49. Star Discover Life Assurance

50. Takaful Insurance of Africa Limited

51. Tausi Assurance Company Limited

52. The Kenyan Alliance Insurance Company Limited

53. The Monarch Insurance Company Limited

54. Trident Insurance Company Limited

55. UAP Insurance Company Limited

56. Xplico Insurance Company Limited
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