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Abstract: The study sought to establish the relationship between Strategic Planning and Growth of Women Owned 

Small and medium Enterprises in Kisii. Specifically, the study sought to determine the influence of: Organizational 

envisioning, environmental awareness, strategy options, and planning instruments on growth of Women owned 

Small and Medium Enterprises at Daraja Mbili market Kisii County. The study adopted a descriptive survey 

design. The target population included women owners/managers of enterprises at Daraja market.  Data gotten 

showed the target population of 450 women owned enterprises. These enterprises were categorised into four 

different sectors/trades:  Textile, Metal fabrication, Woodwork and Other trades. Stratified random sampling 

technique was used to establish and access the study sample of 158 respondents. Primary and secondary data was 

collected. Primary data was collected by structured questionnaires. Secondary data was collected from relevant 

government institutional documents and publications in referred journals. The collected data was edited, coded 

and entered into SPSS version 16.0 software for analysis. Data was analyzed using descriptive and inferential 

statistics. In particular, Regression Analysis was used to investigate the relationships between hypothesized 

variables. Analysis of Variance (ANOVA) was used to investigate whether independent variables had combined 

effect on the dependent variable. The findings were presented using figures and tables. The study found out that 

SME owners have a vision in their minds but not shared amongst organizational members. This is reflected in 

their lack of a well stated and communicated vision, mission and value statements. However, the study found 

enterprise owners/managers to be well aware of the prevailing environment. The study also found that SME’s tend 

to rely on differentiation and focus/niche business strategy more than on cost leadership and innovation strategies. 

The study further established that about three quarter of entrepreneurs reported to not having any planning 

instrument. In conclusion, the study provides evidence that strategic planning does influence growth of SME. The 

study recommends institutional support to this sector in the form of business development services to motivate this 

sector to grow. The study also recommends to SME through their associations to build networks both within and 

without to help members learn best practices for sustainable growth 

Keywords: Organizational envisioning, environmental awareness, strategy options, planning instruments on 

growth. 

1.   INTRODUCTION 

1.1 Background to the Study 

Academicians and professional managers are increasingly acknowledging the importance of strategic planning as a major 

activity of organisational management. Over the last few decades, the literature on small business planning has grown 

significantly. With a few notable exceptions, many scholars have advocated for small businesses to use strategic planning 

as a critical tool for improved performance. 
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Strategic planning refers to the processes that firms use to develop strategies that may help them perform better (Tapinos, 

et.al, 2005). A long time horizon, formality, the use of planning instruments, and frequent plan control are all important 

aspects of strategic planning. Strategic planning can improve performance by generating relevant information, improving 

understanding of the critical environment, and reducing uncertainty (Hodgetts and Kuratko, 2001). Strategic awareness 

entails the ability to assess the overall implications of any given change. This entails not only being aware of the 

immediate implications of any new development, but also reflecting on the long-term consequences. To gain insights into 

the strategic awareness of owner managers who had projections for their strategic action, they were asked to discuss the 

following topics: the implications of their future projects on their time and lifestyle; the firm's capital assets; employees; 

raw materials; and marketing. 

Many studies have concluded that business failure is primarily the result of an organization's failure to plan. According to 

Deya, Omwenga, and Muturi, (2015), "a business has no sustainable basis for creating and maintaining a competitive 

edge in the marketplace without a clearly defined strategy." Various empirical studies that show a link between strategic 

planning and firm success support this viewpoint (Gibson et al., 2002). As a result, strategic planning is a critical research 

topic for organisational success. According to studies, the high failure rate among small businesses, particularly start-ups, 

can be attributed to a lack of formal business planning (Castrogiovanni, 1996) 

According to studies, planning is important not only for large organisations but also for SMEs (Rue and Ibrahim, 1998). 

Berman et al. (1997) discovered that firms that plan outperform firms that do not plan out. According to Shikuku, and 

Omwenga, (2015), planning lays the groundwork for developing the strategic capabilities required for high performance. 

Business success is not guaranteed by planning. However, when strategic planning is used, many of the contributing 

factors to business failures can be predicted and effectively addressed during the early stages of small business 

development, lowering the failure rate for small businesses. 

Small and medium-sized enterprises (SMEs) are a diverse group. SMEs can be found in a wide range of business 

activities, from a single artisan producing agricultural implements for the village market to a small sophisticated 

engineering or software firm selling in overseas markets and a medium-sized automotive parts manufacturer selling to 

multinational automakers in both domestic and foreign markets. The owners may or may not be poor; the businesses 

operate in a variety of markets (urban, rural, local, national, regional, and international); they have varying levels of skills, 

capital, sophistication, and growth orientation; and they may be in the formal or informal economy (Sije, Omwenga, & 

Iravo, 2016). The statistical definition of SMEs varies by country (Badrinath et al. 1997) and is typically based on the 

number of employees, sales value, and/or asset value. The most commonly used variable is the number of employees due 

to its ease of collection. With a few exceptions, such as Japan (300 employees) and the United States, the EU and a large 

number of OECD (Bannock et al. 2002), transition and developing countries set the upper limit for the number of 

employees in SMEs at 200-250. (500 employees). 

As a result, where the formal sector thrived, the small enterprise sector was expected to thrive, while a crisis in the formal 

sector would lead to a crisis in the small enterprise sector. As a result, the small-business sector was expected to grow in 

tandem with the formal sector (Pederson, 2005). According to the Economic Survey 2004, employment in the SMEs 

sector increased from 4.2 million in 2000 to 5.5 million in 2003, accounting for 75.3 percent of all workers in 2003. The 

sector accounts for up to 18.4% of the country's Gross Domestic Product (CBS et al, 1999). As a result, the SMEs sector 

should be viewed not only as a provider of goods and services, but also as a driver of competition and innovation, 

fostering the enterprise culture required for private sector development and industrialization (Republic of Kenya, 2005). 

1.2 Statement of the Problem 

Given that the majority of strategic management research has thus far focused on large enterprises, many scholars have 

recently recognised the need to apply these concepts in the context of small businesses as well (Perry, 2001; Gibson and 

Cassar, 2005). The most important determinant of firm growth is strategy (Weinzimmer, 2000). Strategy content and 

process (strategic planning) are widely regarded as one of the factors that contribute to the growth of small businesses 

(Rue and Ibrahim, 1998; Kraus et al., 2008). Studying strategic processes in growth-oriented firms thus contributes to our 

understanding of the growth process, which has broader economic implications because growth-oriented firms are a major 

source of job creation (Parker, 2004; Valliere, 2006). However, little is known about how Micro and Small business 

managers or owners perceive strategy and strategic planning, and thus what strategy means to them in their day-to-day 

operations. As a result, this status in micro and small businesses provides impetus for research into the impact of strategic 

planning on their growth.  
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1.3 Objectives of study 

1.3.1 General Objective 

The study sought to establish the relationship between   Strategic Planning and Growth of Women Owned Small and 

Medium Enterprises in Kisii. 

1.3.2 Specific Objectives 

 Specifically the study sought: 

1. To determine the influence of Organizational Envisioning on growth of Women owned Small and Medium Enterprises 

at Daraja market kisii  county, Kenya.  

2. To examine the influence of Environmental Awareness on growth of Women owned Small and Medium Enterprises at 

Daraja market kisii  county, Kenya.  

3. To establish the influence of Strategy Options on growth of Women owned Small and Medium Enterprises at Daraja 

market kisii county, Kenya.  

4. To determine the influence of Planning Instruments on growth of Women owned Small and Medium Enterprises at 

Daraja market kisii county, Kenya.  

1.4 Research Hypotheses  

1. H0: Organizational Envisioning has no significant influence on growth of Women owned Small and Medium 

Enterprises at Daraja market kisii county, Kenya.  

2. H0: Environmental Awareness has no significant influence on growth of Women owned Small and Medium 

Enterprises at Daraja market kisii county, Kenya.  

3. H0: There is no significant influence of Strategy Options on growth of Women owned Small and Medium Enterprises 

at Daraja market kisii county, Kenya.  

4. H0: Planning Instruments have no significant influence on growth of Women owned Small and Medium Enterprises at 

Daraja market kisii county, Kenya.  

1.5. Significance of study 

According to the Economic Survey of 2009, the Small Enterprise Sector or Informal Sector provided approximately 80% 

of total employment and contributed more than 92 percent of new jobs created in 2008. As a result, the sector is critical to 

job creation, income generation, and the industrialization of the country as envisioned in the Vision 2030 blueprint. As far 

as developing training materials and areas of focus for the group, this study will be critical to the various institutions 

mandated to drive the MSE agenda in Kenya (MSE Authority). The study will provide a status report on the extent to 

which strategic plans are used by Micro and Small Enterprises in Kisumu in particular, and Kenya in general. The 

research will also contribute to a body of knowledge for future small business development researchers. 

1.6. Scope of study 

According to the research It was determined that strategic planning has an impact on MSE growth in Kenya. Women-

owned MSEs in Kibuye Market, Kisumu County, Kenya, were given special attention by the Kibuye Jua Kali 

Association, which is registered with the Micro and Small Enterprise Authority (MSEA). Kibuye Market is Kisumu 

County's largest open-air consumer goods market, located along the Kisumu-Kakamega road about 1km from the city 

centre. The research took place in October of 2015. 

2.   LITERATURE REVIEW 

2.1 Theoretical Framework  

The term "enterprise growth" refers to a company's progression from small to large, and from weak to strong. The 

meanings of development go beyond the meanings of growth, and they include not only the growth process of things, but 

also the generation stage that emerges from noting prior to growth, as well as the periodic process of the stage, such as the 

cycle process that repeats itself. However, compared to a simple scale extension, enterprise growth is a complex 

adjustment process. It is the process of balanced development from unbalance to balance, and from lower balance to 
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higher balance, and it takes the balance adjustments of various relations in the interior and exterior of the enterprise as its 

essential character. As a result, enterprise growth is defined as a development process in which an enterprise maintains 

balanced and stable growth of total performance (including output, sales volume, profit, and asset gross) or realises large 

enhancements in total performance and development quality and level (Sun, 2004). Three connotations are contained in 

the meanings of enterprise growth. 1) The time property of business expansion. The long-term development tendency and 

process of an enterprise are observed, not the status of an enterprise at a specific time point, as the premise for analysing 

enterprise growth. 2) The dynamic property of business expansion. The expansion of a business is not a trouble-free 

process. Enterprise always transits from balance to unbalance during the growth process, with the result that it transits 

from unbalance to balance and from lower balance to higher balance through unbalance. 3) The unification of quantity 

and quality in business growth. The expansion of enterprise scale, such as sales volume, market share, production value, 

profit, and employee, embodies the increase in quantity. And the enhancement of enterprise quality, which includes 

technological innovation ability from immature to mature production technology, optimal investment and output 

efficiency, and organisational innovation and reform, is embodied in the growth of quality. The focus of the research is on 

resource-based entrepreneurial theories. 

2.3 Conceptual Framework  

 

3.   RESEARCH METHODOLOGY 

3.1 Research Design  

A research design is a plan or an overall strategy for conducting the research. It is a means of ensuring that a research 

process is systematic and scientific enough so that the results obtained can be applied in real life (Oso and Onen, 2006). 

The study adopted cross section research design to establish the influence of strategic planning on growth of women 

owned micro and small enterprises in Kenya.  
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3.2 Target Population  

The target population of the study consisted of women owned MSE‟s at Kibuye Market, Kisumu County that have 

registered with Kibuye Jua Kali Association under MSE Authority. The population targeted is responsible for the 

entrepreneurial growth in Kenya today. From the records of Kibuye Jua Kali Association accessed on 11
th

 September 

2015, gives a target population of 295 women entrepreneurs. Table 3.1 shows the distribution of the women enterprises 

per trade/sector 

Table 3.1: Showing Distribution of Women Enterprises per trade/sector 

No  Trade/Sector  Number of Women Enterprises  Percentage (%) 

1. 

2. 

3. 

4. 

Textile  

Metal Fabrication 

Woodwork 

Other trades 

167 

61 

20 

47 

56.61 

20.68 

6.78 

15.93 

Total   295 100 

3.3 Sampling Frame 

The sample frame for this study included all women owned MSE‟s at Daraja  Market in the sectors of: Textile, Metal 

fabrication, Woodwork and Other trades 

3.4 Sample and Sampling Techniques 

The study adopted stratified random sampling technique to establish and access the sample size. Stratified random 

sampling technique is useful to obtain estimates of known precision for certain subdivisions of the population by treating 

each subdivision as a stratum and for administrative convenience (Mugenda 2003, Kothari, 2004). Sample size of 167 

respondents was adopted through the use of Krejcie and Morgan‟s model: 
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s = required sample size. 

X
2
 = the table value of chi-square for 1 degree of freedom at the desired confidence level (3.841). 

N = the population size. 

P = the population proportion (assumed to be .50 since this would provide the maximum Sample size) 

d = the degree of accuracy expressed as a proportion (.05). 
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=167 women entrepreneurs  

This was distributed as shown in table 3.2. 

Table 3.2: Distribution of the sample size 

Category/Sector Target Population  Sample Size Percentage % 

Textile  

Metal Fabrication  

Woodwork 

Other Trades 

167 

61 

20 

47 

95 

34 

11 

27 

56.61 

20.68 

6.78 

15.93 

 295 167 100 



                                                                                                                                        ISSN 2348-3156 (Print) 

International Journal of Social Science and Humanities Research  ISSN 2348-3164 (online) 
Vol. 10, Issue 2, pp: (216-240), Month: April - June 2022, Available at: www.researchpublish.com 

  

Page | 221 
Research Publish Journals 

 

3.5 Data Collection Instruments 

Primary and secondary data was collected. Structured questionnaire was used to collect primary data and administered by 

face-to-face and telephone interviews. Structured questionnaire are constructed in such a way as to require direct answers 

in a particular prescribed format. They facilitate consistency of responses among respondents, (Oso and Onen, 2006). 

Secondary data came from institutional publications and referred journals.  

3.6 Pilot tests 

 3.6.1 Reliability of Research Instruments 

Reliability is a measure of the degree to which a research instrument yields consistent results or data after repeated trials 

(Mugenda and Mugenda, 2003, Nachmias and Nachmias, 2008). Reliability is concerned with stability and consistency in 

measurement. Reliability indicates consistency, or the extent to which a measure does not contain random error.  

3.6.2 Validity of Research Instruments. 

Validity refers to the accuracy and meaningfulness of inferences, which are based on research results (Mugenda and 

Mugenda, 2003). Validity therefore, has to do with how accurately the data obtained in the study represents the variables 

of the study. Robinson (2003) argues that validity means what is measured is the same as what was purported to be 

measured.  

Expert opinion: The comments of supervisors were incorporated in the instruments as a way of improving their validity.  

A pilot study: a pre test study was carried out at Kibos Market, Kisumu County-Kenya, after which the results of the pilot 

data analysis were used to   improve validity of the instruments. 

3.7 Data Analysis and Presentation 

Data analysis was conducted according to the research objectives and hypothesis. Before processing the responses, data 

preparation was done on the completed questionnaires by editing, coding, entering and cleaning the data. Data collected 

was then analyzed by descriptive and inferential statistics. Descriptive statistics was used to summarize the survey data 

and provide immediate summary statistics for the various objectives. These included measures of central tendency and 

measures of relationships. In particular, Regression Analysis was used to investigate the relationship(s) that had been 

hypothesized amongst the variables of study. Analysis of variance (ANOVA) was also used to investigate whether 

independent variables have combined effect on the dependent variable. 

Content analysis was conducted on the data that are of qualitative nature. In conventional terms, content analysis involves 

description and discussion of the data. Results were presented on frequency tables, charts and graphs. 

3.8 Model specification 

The study used a multiple linear regression model of the form: 

Ү = βᴼ + β1Χ1 + β2Χ2 + β3Χ3 + β4Χ4 +
 
ε 

Where: 

Υ : Growth of MSE‟s 

Χ1 : Organizational Envisioning 

Χ2 : Business Environment Awareness  

Χ3 : Strategy options 

Χ4 : Strategy Planning Instruments  

β0  : coefficient of intercept 

β1 – β4 : The corresponding coefficients for the respective independent variables for Strategic planning  

ε : error term 
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The linear regression model is based on the following assumptions; randomness of the error term, assumption of zero 

mean of the error term, the assumption of constant variance and assumption of normality of the variables. 

4.   RESEARCH FINDINGS AND DISCUSSION 

4.1 Response Rate  

A survey was conducted during the month of October 2015 among Women Owned Micro and Small Enterprises at Daraja 

Mbili Market, Kisii County- Kenya. A total of 158structured questionnaires were distributed to the owners/managers of 

these enterprises. Out of the 167 questionnaires, 118 were filled and returned. This represented 71% response rate.  

4.2.1 Response according to   Sector 

 There was a hundred percent response to the questions. Majority of respondents were in the textile trade (53%), followed 

by other trades (20%), metal fabrication (18%) and lastly woodwork (9%). 

Table 4.1: Response according to  Trade/Sector 

4.2.2 Response according to position held 

Most of the respondents at (82%) were enterprise owners, with only (18%) being managers. 

Table 4.2: Position held by respondent 

  Frequency Percent Valid Percent Cumulative Percent 

 Owner 97 82.2 82.2 82.2 

Manager 21 17.8 17.8 100.0 

 Total 118 100.0 100.0  

4.2.3 Response as to form of business ownership  

From the findings, majority of respondents were sole proprietors (89.8%), with businesses operating partnerships (9.3%), 

and cooperatives (0.8%). There was no limited liability company amongst the respondents. 

Table 4.3: Form of business ownership 

  Frequency Percent Valid Percent Cumulative Percent 

 Sole proprietorship 106 89.8 89.8 89.8 

Partnership 11 9.3 9.3 99.2 

Cooperative 1 .8 .8 100.0 

 Total 118 100.0 100.0  

4.2.4 Response as to Age of Owner/Manager 

The average age of the majority of the respondents was 30-35 years (31.4%), followed by 35-40 years (28%), 25-30 years 

(27.1%), 20-25years (6.8%), and those above 40 years (6.8%). 

Table 4.4: Age of respondent 

  Frequency Percent Valid Percent Cumulative Percent 

 20-25 yrs 8 6.8 6.8 6.8 

25-30 yrs 32 27.1 27.1 33.9 

30-35 yrs 37 31.4 31.4 65.3 

35-40 yrs 33 28.0 28.0 93.2 

Above 40yrs 8 6.8 6.8 100.0 

  Frequency Percent Valid Percent Cumulative Percent 

 Textile 63 53.4 53.4 53.4 

Metal fabrication 21 17.8 17.8 71.2 

Woodwork 10 8.5 8.5 79.7 

Others 24 20.3 20.3 100.0 

Total 118 100.0 100.0  
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4.2.5 Response as to Age of business 

From the findings, majority of the respondents indicated an average age of the business at  

5-10 years (40.7%), followed by 0-5 years (36.4%), 15-20 years (14.4%), and above 20 years (8.5%). 

Table 4.5: Age of business 

  Frequency Percent Valid Percent Cumulative Percent 

 0-5 yrs 43 36.4 36.4 36.4 

5-10 yrs 48 40.7 40.7 77.1 

15-20 yrs 17 14.4 14.4 91.5 

Above 20 yrs 10 8.5 8.5 100.0 

 Total 118 100.0 100.0  

4.2.6 Response as to Education level of Respondents 

The education level for the majority of the respondents was secondary (50%), followed by primary (39%), and tertiary at 

a paltry 11%. 

Table 4.6: Education level of respondents 

  Frequency Percent Valid Percent Cumulative Percent 

 Primary 46 39.0 39.0 39.0 

Secondary 59 50.0 50.0 89.0 

Tertiary 13 11.0 11.0 100.0 

 Total 118 100.0 100.0  

4.2.7 Response as to Professional Skills of Respondents 

From the findings, only 11% of respondents had professional skills in business management, 8.5% in entrepreneurship, 

and 4.2% in ICT. Majority had professional skills in other areas (76.3%). 

Table 4.7: Professional skills of respondents 

  Frequency Percent Valid Percent Cumulative Percent 

 Business Management 13 11.0 11.0 11.0 

Entrepreneurship 10 8.5 8.5 19.5 

ICT 5 4.2 4.2 23.7 

Others 90 76.3 76.3 100.0 

 Total 118 100.0 100.0  

4.2.8 Response as to Number of Employees in the Enterprise 

Majority of respondents had an average employee number of 0-5 at (96.6%), followed by 5-10 at (3.4%). This is a typical 

characteristic of a Micro Enterprise as defined in the study literature. 

Table 4.8: Number of Employees in the Enterprise 

  Frequency Percent Valid Percent Cumulative Percent 

 0-5 114 96.6 96.6 96.6 

5-10 4 3.4 3.4 100.0 

 Total 118 100.0 100.0  

4.2.9 Response as to Existence of a Formal Strategic Plan 

From the findings, only 18.6% of respondents had a formal strategic plan with a larger population of 81.4% having no 

formal strategic plans. 
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Table 4.9: Existence of a formal strategic plan 

 

  Frequency Percent Valid Percent Cumulative Percent 

 Yes 22 18.6 18.6 18.6 

No 96 81.4 81.4 100.0 

 Total 118 100.0 100.0  

4.3 Pilot study results 

The main purpose of conducting a pilot study was to detect and remedy any possible errors in questionnaire design prior 

to administering the main survey (Cavana, Delahaye & Sekeran 2001; Malhotra 2004; Polit, Beck & Hungler 2005) and 

typically, to refine and revise the questionnaire to help ensure the validity and reliability of the measures, as well as 

making it more user-friendly (Flynn et al. 1990). In addition, the pre-test was also used to estimate response rates for the 

questionnaire and determine the sample size of the main study.  

Once the research instruments were finalized, they were tried out on a sample of eleven (18) respondents selected outside 

the study population but with similar characteristics to the actual study population. For this study, the pilot test for the 

instruments was carried out at Kibos market within Kisumu county-Kenya. The rule of thumb is that at least 1% of the 

sample should constitute the pilot test (Cooper &Schilder, 2011).   

4.3.1 Reliability and validity of research instrument. 

To provide a preliminary evaluation and refinement of the measurement scales of the draft questionnaire, coefficient alpha 

was calculated to assess the reliability of composite variables. SPSS software version 16.0 was employed to conduct these 

analyses. The reliability of a measure is the consistency of the results each time the same thing is measured using 

Coefficient (or Cronbach's) alpha (Hair et al. 2006). Coefficient alpha is “an index of the internal consistency of the 

items” and also “a useful estimate of reliability” (Gregory 2000). Reliability will be high if the scale items are highly 

correlated. As a standard of reliability, values of coefficient alpha above 0.70 are considered to represent acceptable 

reliability, those above 0.80 to represent good reliability, and those above 0.90 to represent excellent reliability, (Mugenda 

and Mugenda 2003, Hair et al. 2006). Reliability of the instrument was carried out using Cronbach‟s alpha constant which 

is a measure of internal consistency and average correlation. The  overall Cronbach's constant was 0.737 hence the 

instrument was reliable. 

Validity refers to the accuracy and meaningfulness of inferences, which are based on research results (Mugenda and 

Mugenda, 2003). Validity therefore, has to do with how accurately the data obtained in the study represents the variables 

of the study. The study applied content/construct and face validity. Construct validity was assessed through various forms 

of correlation analysis from the results obtained in pilot tests. 

4.4 Normality tests 

4.4.1 Skewness and Kurtosis test for normality 

The study sought to find out how well the distribution could be approximated using the normal distribution. Consequently 

skewness and Kurtosis was employed as shown in table 4.10. Skewness measures the deviation of distribution from 

symmetry and Kurtosis measures „peakness‟ of the distribution (Ming‟ala 2002). The values of skewness and Kurtosis 

should be zero in normal distribution (field 2009). Z score values for both skewness and kurtosis normally fall within -

1.96 and +1.96 if P-values are 0.05 for normally distributed data. From the finding as indicated on table 4.10 it is evident 

that all the data for the five variables were normally distributed. 

Table 4.10: Skewness and Kurtosis 

Variables Descriptive Statistic Std. Error Z score 

Organizational 

Envisioning 

Std. Deviation .96305   

Skewness .769 .237  

Kurtosis -.598 .469  

Environmental 

Awareness 

Std. Deviation 2.04117            

Skewness -.205 .223  

Kurtosis -.921 .442  



                                                                                                                                        ISSN 2348-3156 (Print) 

International Journal of Social Science and Humanities Research  ISSN 2348-3164 (online) 
Vol. 10, Issue 2, pp: (216-240), Month: April - June 2022, Available at: www.researchpublish.com 

  

Page | 225 
Research Publish Journals 

 

Strategy Option  Std. Deviation 1.52750   

Skewness -.958 .233  

Kurtosis -.149 .461  

 Planning Instruments  Std. Deviation 4.54048   

Skewness 1.340 .223  

Kurtosis .597 .442  

Growth of MSE‟s 

 

Std. Deviation 1.92640   

Skewness -.452 .224  

Kurtosis -.730 .444  

4.4.2 Outliers test  

An outlier may be described as any observation far from the rest of other observation. The presence of outlier in any given 

data may make the data not to assume Gaussian condition that is normality condition. It is therefore important to test the 

presence of outliers in any given data and even remove them for normality condition to be satisfied. In this study the 

outlier presence was tested using box plot and the findings were given in the table 4.11.   

Table 4.11: Outliers detected 

4.5 Descriptive Analysis 

The results of descriptive statistics were presented according to research objectives. 

Table 4.12: Organizational Envisioning 

Statement  D N A 

My business has a vision for its future 1.7% 0% 98.3% 

My business has a well documented vision statement shared with employees 98.0% 0.8% 10.2% 

My business has a mission statement explaining enterprise purpose 88.1% 0.8% 11.0% 

My business has a well stated values that guide its behaviour  87.3% 0.8% 11.9% 

My business has specific goals and objectives that guide action 61.9% 0% 38.1% 

D= Decreased;    N= Neutral;    A= Agree 

From table 4.12, majority of respondents confirmed that they had a vision for their business future (98.3%). However, 

98% said that their business did not have a well documented vision statement shared with employees, 88.1% did not have 

a mission statement explaining enterprise purpose, 87.3% did not have well stated values that guide its behaviour in the 

market, and 61.9% of respondents did not have specific goals and objectives that guide action. These findings generally 

exhibit enterprises driven without vision, mission, goals and objectives and value statements. The relationship of 

Organizational envisioning and growth of MSE‟s has been supported by past studies. Maina, and  Omwenga, (2017). 

conducted a study in Kenya and reported in their findings that the correlation analysis results indicate the existence of a 

strong relationship between strategic planning and firm performance. The strategic planning steps of firm‟s corporate 

purpose were found to be positively related to company performance. Similar studies by (Bart and Hupfer, 2004; Hong 

and Park, 2010) have examined the relationship between mission statement and business performance. The findings show 

that mission statements do affect financial performance. Similar results were found in Strong‟s (1997), study whose 

findings from a study of the formulation of mission statements by UK organizations confirm a positive relationship 

between mission statements and firm performance. 

Table 4.13: Environmental Awareness 

Statement  D N A 

My business is aware of customers and their needs 2.5% 3.4% 94.1% 

My business is aware of the state of competition in the industry 0.8% 0% 99.2% 

My business is aware of its own strength and weaknesses 0.8% 0% 99.2% 

My business is aware of the prevailing opportunities and threats in the market 0.8% 0.8% 98.3% 

My business is aware of the available human capital 1.7% 0.8% 97.5% 

Variables Position of observed outliers Total number of outliers 

Organizational Envisioning 12,13,30,35,39,42,45,55,66,76,77,82,86,105 14 

Strategy Option 1,4,16,18,19,25,29,30,31 9 
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My business is aware of financing options available in the market 10.2% 0% 89.8% 

My business is aware of Business Development Services available from government and 

private sector 
39.0% 

0.8% 60.2% 

My business is aware of state of infrastructure (e.g. electricity, water, roads) in its 

environment 
6.8% 

0% 93.2% 

My business is aware of Institutions supporting Micro and Small Enterprises (e.g. MSE 

Authority, KIRDI, KIE, County Government.) 

44.1% 0.8% 55.1% 

My business is aware of prevailing regulatory environment (e.g. laws, taxes, incentives, 

licenses) 

15.3% 0.8% 83.9% 

D= Decreased;    N= Neutral;     A= Agree 

From table 4.13, 94.1% of respondents are aware of their customers and their needs, 99.2% of respondents are aware of 

the state of competition in the industry, 99.2% of respondents are aware of their business strengths and weaknesses, 

98.3% of respondents are aware of prevailing market opportunities and threats to their businesses, 97.5% of respondents 

are aware of availability of human resources for their businesses, 89.8% of responses are aware of the financing options 

available to their businesses, 60.2% of respondents are aware of business development services offered by the government 

and other development partners, 93.2% of respondents are aware of state of infrastructure in the business environment, 

55.1% of respondents are aware of the various institutions supporting Micro and Small Enterprises in Kenya, and 83.9% 

of respondents are aware of the regulatory environment prevailing in Kenya. This position supports the empirical findings 

of Nuwagaba & Nzewi (2013), from a survey of MSE‟s in Mbarara Municipality in Uganda, that revealed that 

environmental constraints such as high taxes, limited access to market, costly and erratic electricity supply, lack of 

cohesion, high taxes and lack of skilled and competent human resources hinder the growth potential and performance of 

MSE‟s. Furthermore, when MSE‟s experience limited access to market, their growth potential is likely to decrease. Thus, 

access to market according to the findings is an important factor for MSE‟s to perform better and to grow. Managers in 

MSE‟s may need to position their firms by producing relatively high quality products and undertaking joint marketing 

strategies in order to penetrate differentiated market segments. 

Table 4.14: Strategy Option 

Statement  D N A 

My business has implemented a strategy that seeks to provide to the market products/services 

with relatively lower prices than competition 

30.5% 5.1% 64.4% 

My business has implemented a strategy that seeks to provide to the market products/services 

that are unique to those of competition 

5.1% 13.6% 81.4% 

My business has implemented a strategy that seeks to sell products/services to a specific 

group (segment) of customers 

13.6% 2.5% 83.9% 

My business has implemented a strategy that uses new knowledge/ideas to produce customer 

oriented products/services 

22.2% 5.1% 72.6% 

D= Decreased;    N= Neutral;    A= Agree 

From table 4.14, 64.4% of respondents agreed that their businesses has implemented a strategy of cost leadership, 81.4% 

of respondents implemented a strategy of differentiation, 83.9% of respondents implemented Niche strategy, while 72.6% 

of respondents implemented innovation strategies.  This findings supports the works of Durand & Coeurderoy, (2001) that 

used the Miller (1985) typology, which focused on the strategies of differentiation in innovation and differentiation in 

marketing.  

Table 4.15: Strategy Planning Instruments 

Statement  D N A 

My business has a written business plan 83.1% 0.8% 16.1% 

My business uses the business plan for loan purposes 85.6% 0.8% 13.6% 

My business uses business plan to operationalise its strategy 83.9% 0.8% 15.3% 

My business uses business plan for other reasons 85.6% 0.8% 13.6% 

My business has a marketing plan 75.4% 0% 24.6% 

My business has cashflow projections 53.4% 0% 46.6% 

My business has a financial plan 61.9% 0% 38.1% 

D= Decreased    N= Neutral    A= Agree 
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From table 4.15, 83.1% of respondents confirmed lack of written business plan for their businesses, 85.6% do not use 

business plans for loan purposes, 83.9% of respondents do not use business plans to operationalize their businesses, 

85.6% of respondents do not use business plans even for other reasons, 75.4% of respondents lack marketing plan for 

their businesses, 53.4% of respondents has no cash flow projections for their businesses, and 61.9% of respondents has no 

financial plan for their businesses. These finding confirms the unstructured and uncoordinated manner in which MSE‟s 

are managed. The findings also lack the support of scholars that concluded that business planning helped entrepreneurial 

managers to deal with larger amounts of information and to stretch their cognitive limitations (Gruber, 2007), allowed 

entrepreneurs to set specific milestones and specific action steps on the way to their business vision, impacted 

entrepreneurial persistence in building a business, securing access to necessary resources or help reduce the liability of 

newness (Liao & Gartner, 2006; Perry, 2001). Although there is some evidence that preparing business plans could 

primarily be a ceremonial issue (Honig, 2004), and that actual organizational behaviors could become loosely coupled 

from those stated in the plan (Karlsson & Honig, 2009), failing to prepare a business plan may erode an organization‟s 

legitimacy in the eyes of its initial resource providers, potentially strangling performance or even threatening its very 

existence. 

Table 4.16: Growth of Micro and Small Enterprises 

Statement  I D RC 

My business has experienced a change in employee numbers 26.3% 9.3% 64.4% 

My business has experienced a change in sales volume 62.7% 17.8% 19.5% 

My business has experienced a change in the value of Non-current Assets 24.8% 5.1% 70.1% 

I= Increased;   D= Decreased;   RC= Remained Constant 

From table 4.16, considering the period the enterprises have been in operation, 64.4% of respondents has not experienced 

a change in employee numbers within their businesses, 62.7% of respondents have experienced a change in sales volume, 

while 70.1% of respondents have not experienced a change in the value of Non-current assets. On average therefore, these 

Enterprises have remained largely stagnant, an indication that some internal strategic management is welcome. 

4.6 Regression Analysis 

Objective One: To determine the influence of Organizational Envisioning on growth of Women owned Micro and Small 

Enterprises at Kibuye market kisumu county, Kenya.  

Table 4.17: Goodness of Fit Model Summary-Organizational Envisioning on Growth of MSE 

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

1 .244
a
 .059 .050 1.69064 

a. Predictors: (Constant), EN  

The goodness of fit model presented in table 4.17 involves Organizational Envisioning (X1) as the only independent 

variable. The coefficient of determination (R square) of 0.059 indicated that the model explained only 5.9% of the 

variation or change in the dependent variable, with the remainder of 94.1% being explained by other factors other than 

Organizational Envisioning. Adjustment of the R square did not change the results substantially, having reduced the 

explanatory behaviour of the predictor to 5%.  

Table 4.18: Coefficients-Organizational Envisioning and Growth of MSE 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 10.073 1.323  7.615 .000 

EN -.438 .173 -.244 -2.527 .013 

a. Dependent Variable: GMSE     

Table 4.18 presents the regression results of Organizational Envisioning on Growth of MSE‟s. With a constant (p-value = 

0.000)  of 10.073, the study concluded that even without Organizational Envisioning, MSE‟s seemed to display some 

form of Growth. The gradient coefficient of -0.43 indicated the extent to which a unit change in Organizational 

Envisioning cause a change in Growth. In this case, a unit change in Organizational Envisioning leads to 0.43 units of 

negative change in Growth of MSE‟s. This means that Organizational Envisioning was significant (p-value = 0.000) in 

influencing the Growth of Women owned MSE‟s at Kibuye Market. 
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Therefore, the Organizational Envisioning and Growth model can now be presented as follows: 

Y = 10.073 -0.43X1 + ε. 

Table 4.19: ANOVA Analysis- Organizational Envisioning and Growth of MSE’s 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 18.247 1 18.247 6.384 .013
a
 

Residual 288.685 101 2.858   

Total 306.932 102    

a. Predictors: (Constant), EN     

b. Dependent Variable: GMSE     

The Analysis of Variance (ANOVA) of the relationship between Organizational Envisioning and Growth of MSE‟s is 

presented in table 4.19. The results with a p-value of 0.013 being less than 0.05 for the model  indicates that the model is 

statistically significant in explaining the relationship between Organizational Envisioning  and Growth of MSE‟s. In this 

regard, we reject the null hypothesis (H0) that Organizational Envisioning has no significant influence on Growth of 

women owned MSE‟s at Kibuye Market, Kisumu county-Kenya. Therefore, we conclude that there is significant positive 

influence of Organizational Envisioning on Growth of women owned MSE‟s at Kibuye Market, Kisumu county-Kenya. 

 Objective Two: To examine the influence of Environmental Awareness on growth of Women owned Micro and 

Small Enterprises at Kibuye market kisumu county, Kenya. 

Table 4.20: Goodness of Fit Model Summary- Environmental Awareness and Growth of MSE’s 

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

1 .043
a
 .002 -.007 1.93300 

a. Predictors: (Constant), EA  

The goodness of fit model presented in table 4.20 involves Environmental Awareness (X2) as the only independent 

variable. The coefficient of determination (R square) of 0.002 indicated that the model explained only 2% of the variation 

or change in the dependent variable, with the remainder of 98% being explained by other factors other than 

Environmental Awareness. Adjustment of the R square did not change the results substantially, having reduced the 

explanatory behaviour of the predictor to -7%.  

Table 4.21: Coefficients- Environmental Awareness and Growth of MSE’s 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 5.312 2.427  2.189 .031 

EA .040 .088 .043 .457 .648 

a. Dependent Variable: GMSE     

Table 4.21 presents the regression results of Environmental Awareness on Growth of MSE‟s. With a constant (p-value = 

0.000)  of 5.312, the study concluded that even without Environmental Awareness, MSE‟s seemed to display some form 

of Growth. The gradient coefficient of 0.40 indicated the extent to which a unit change in Environmental Awareness 

cause a change in Growth. In this case, a unit change in Environmental Awareness leads to 0.40 units of positive change 

in Growth of MSE‟s. This means that Environmental Awareness was significant (p-value = 0.000) in positively 

influencing the Growth of Women owned MSE‟s at Kibuye Market. 

Therefore, the Environmental Awareness on Growth model can now be presented as follows: Y = 5.312 + 0.40X2 + ε. 

Table 4.22: ANOVA Analysis- Environmental Awareness and Growth of MSE’s 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .781 1 .781 .209 .648
a
 

Residual 429.698 115 3.737   

 Total 430.479 116    

a. Predictors: (Constant), EA     

b. Dependent Variable: GMSE     
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The Analysis of Variance (ANOVA) of the relationship between Environmental Awareness and Growth of MSE‟s is 

presented in table 4.22. The results with a p-value of 0.648 being greater than 0.05 for the model  indicates that the model 

is statistically insignificant in explaining the relationship between Environmental Awareness  and Growth of MSE‟s. In 

this regard, we accept the null hypothesis (H0) that Environmental Awareness has no significant influence on Growth of 

women owned MSE‟s at Kibuye Market, Kisumu county-Kenya. Therefore, we conclude that there is no significant 

influence of Environmental Awareness on Growth of women owned MSE‟s at Kibuye Market, Kisumu county-Kenya.  

Objective Three: To establish the influence of Strategy Options on growth of Women Owned Micro and Small 

Enterprises at Kibuye market kisumu county, Kenya. 

Table 4.23: Goodness of Fit Model Summary- Strategy Option and Growth of MSE’s 

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

1 .213
a
 .045 .036 1.94400 

a. Predictors: (Constant), SO  

The goodness of fit model presented in table 4.23 involves Strategic Options (X3) as the only independent variable. The 

coefficient of determination (R square) of 0.045 indicated that the model explained only 4.5% of the variation or change 

in the dependent variable, with the remainder of 95.5% being explained by other factors other than Strategic Options. 

Adjustment of the R square did not change the results substantially, having reduced the explanatory behaviour of the 

predictor to 3.6%.  

Table 4.24: Coefficients- Strategy Option and Growth of MSE’s 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 3.457 1.330  2.599 .011 

SO .276 .123 .213 2.237 .027 

a. Dependent Variable: GMSE     

Table 4.24 presents the regression results of Strategic Option on Growth of MSE‟s. With a constant (p-value = 0.000)  of 

3.457, the study concluded that even without Strategic Options, MSE‟s seemed to display some form of Growth. The 

gradient coefficient of 0.276 indicated the extent to which a unit change in Strategic Option cause a change in Growth. In 

this case, a unit change in Strategic Option leads to 0.276 units of positive change in Growth of MSE‟s. This means that 

Strategic Options was significant (p-value = 0.000) in positively influencing the Growth of Women owned MSE‟s at 

Kibuye Market. 

Therefore, the Strategic Options and Growth model can now be presented as follows: 

 Y = 3.457 + 0.276X3 + ε. 

Table 4.25: ANOVA Analysis- Strategic Options and Growth of MSE’s 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 18.911 1 18.911 5.004 .027
a
 

Residual 396.809 105 3.779   

 Total 415.720 106    

a. Predictors: (Constant), SO     

b. Dependent Variable: GMSE     

The Analysis of Variance (ANOVA) of the relationship between Strategic Options and Growth of MSE‟s is presented in 

table 4.25. The results with a p-value of 0.027 being less than 0.05 for the model  indicates that the model is statistically 

significant in explaining the relationship between Strategic Options and Growth of MSE‟s. In this regard, we reject the 

null hypothesis (H0) that Strategic Options has no significant influence on Growth of women owned MSE‟s at Kibuye 

Market, Kisumu county-Kenya. Therefore, we conclude that there is significant positive influence of Strategic Options on 

Growth of women owned MSE‟s at Kibuye Market, Kisumu county-Kenya.  
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Objective Four: To determine the influence of Planning Instruments on growth of Women Owned Micro and 

Small Enterprises at kibuye market kisumu county, Kenya. 

Table 4.26: Goodness of Fit Model Summary- Planning Instruments and Growth of MSE’s 

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

1 .422
a
 .178 .171 1.75415 

a. Predictors: (Constant), PI  

The goodness of fit model presented in table 4.26 involves Planning Instruments (X4) as the only independent variable. 

The coefficient of determination (R square) of 0.178 indicated that the model explained only 17.8% of the variation or 

change in the dependent variable, with the remainder of 82.2% being explained by other factors other than Planning 

Instruments. Adjustment of the R square did not change the results substantially, having reduced the explanatory 

behaviour of the predictor to 17.1%.  

Table 4.27: Coefficients-Planning Instruments and Growth of MSE’s 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

1 (Constant) 8.299 .410  20.230 .000 

PI -.183 .037 -.422 -4.990 .000 

a. Dependent Variable: GMSE     

Table 4.27 presents the regression results of Planning Instruments on Growth of MSE‟s. With a constant (p-value = 

0.000)  of 8.299, the study concluded that even without Planning Instruments, MSE‟s seemed to display some form of 

Growth. The gradient coefficient of -1.83 indicated the extent to which a unit change in Planning Instruments cause a 

change in Growth. In this case, a unit change in Planning Instruments leads to 1.83 units of negative change in Growth of 

MSE‟s. This means that Planning Instruments was significant (p-value = 0.000) in negatively influencing the Growth of 

Women owned MSE‟s at Kibuye Market. 

Therefore, the Planning Instruments and Growth model can now be presented as follows: Y = 8.299 -1.83X4 + ε. 

Table 4.28: ANOVA Analysis- Planning Instruments and Growth of MSE’s 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 76.620 1 76.620 24.901 .000
a
 

Residual 353.859 115 3.077   

 Total 430.479 116    

       

a. Predictors: (Constant), PI     

b. Dependent Variable: GMSE     

The Analysis of Variance (ANOVA) of the relationship between Planning Instruments and Growth of MSE‟s is presented 

in table 4.28. The results with a p-value of 0.000 being less than 0.05 for the model  indicates that the model is 

statistically significant in explaining the relationship between Planning Instruments  and Growth of MSE‟s. In this regard, 

we reject the null hypothesis (H0) that Planning Instruments has no significant influence on Growth of women owned 

MSE‟s at Kibuye Market, Kisumu county-Kenya. Therefore, we conclude that there is significant positive influence of 

Planning Instruments on Growth of women owned MSE‟s at Kibuye Market, Kisumu county-Kenya.  

Regression Analysis of the overall Model  

The regression analysis of the overall model determined the influence of the independent variable-Strategic Planning on 

the dependent variable- Growth. 

Table 4.29: Goodness of Fit Model Summary- Strategic Planning and Growth of MSE’s 

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

1 .452
a
 .204 .169 1.62493 

a. Predictors: (Constant), PI, EN, EA, SO  
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The significance of the model was reaffirmed by the goodness of fit tests in table 4.29 whereby the coefficient of 

determination (R square) of 0.204 confirmed that the model explained 20.4% of the variation or change in the dependent 

variable. The adjusted R square did not make any difference either, since the model now explained 16.9% of the 

variations. 

Table 4.30: Coefficients- Strategic Planning and Growth of MSE’s 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 5.417 2.774  1.953 .054 

EN -.300 .181 -.162 -1.659 .101 

EA .065 .095 .075 .679 .499 

SO .318 .127 .280 2.513 .014 

PI -.163 .051 -.320 -3.196 .002 

a. Dependent Variable: GMSE     

The linear regression analysis presented in table 4.30 indicated that regression coefficients were significant in explaining 

the relationship between each of the four independent variables. It also confirmed the significant roles of the four 

variables in the growth of women owned Micro and Small Enterprises at Kibuye Market, Kisumu county-Kenya.  

The interpretation of these results was that the contributions of the variables were two variables positive and two variables 

negative. That is, there was a significant relationship between Strategic planning and Growth of MSE‟s.  

The model can be represented as follows: 

Y = 5.417 – 0.300X1 +0.065X2 + 0.318X3 – 0.163X4 

Where X1 = Organizational Envisioning 

 X2 = Environmental Awareness 

 X3 = Strategy Options  

 X4 = Planning Instruments 

Table 4.31: ANOVA Analysis- Strategic Planning and Growth of MSE’s 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 60.377 4 15.094 5.717 .000
a
 

Residual 234.996 89 2.640   

 Total 295.372 93    

a. Predictors: (Constant), PI, EN, EA, SO    

b. Dependent Variable: GMSE     

The ANOVA analysis in table 4.31 presents the influence of all the independent variables on Growth of MSE‟s at Kibuye 

Market. The results with a p-value of 0.000, which is less than 0.05, indicated that the model was statistically significant 

in explaining the influence of strategic Planning on Growth of Women owned MSE‟s at Kibuye market, Kisumu county.  

It was, therefore, concluded that Strategic Planning had a significant combined influence on Growth of Women owned 

MSE‟s at Kibuye market, Kisumu county.   

5.   SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Summary of Findings 

The study employed a descriptive survey research design. The target population was women owned MSE‟s at Daraja 

Mbili market who stood at 450 in number. A stratified random sampling was adopted where the enterprises were 

categorized in four strata: textile, metal fabrication, woodwork and other trades. A structured questionnaire was used to 

collecting data. Out of 167 respondents given the questionnaire 118 respondents accounting for 71% completed and 

returned the questionnaire. This was considered adequate response, as espoused by Mugenda and mugenda (2003). Pilot 

testing was done using a sample of 18 questionnaires where reliability and validity was performed. This helped improve 

the research instrument greatly.  
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5.1.1 Organizational Envisioning and Growth of SME’s 

From the results of the descriptive analysis most respondents (83.8%) agreed that their enterprises have not laid done and 

effective communicated organizational direction (vision, mission, goals and objectives and value), even though 98.3% 

claim unwritten vision for their enterprise future. Moreover from the analysis of variance carried out, it was clear that 

there was a significant relationship between Organizational Envisioning and Growth with p-value = 0.013 < 0.05, hence 

the null hypothesis was rejected. This implies the more owners/managers of MSE‟s got involved with organizational 

envisioning the higher the possibility of creating and sustaining growth in their markets. Moreover the findings of the 

regression models showed a positive influence between the variables of study (Y = 10.073 -0.43X1).   

5.1.2 Environmental Awareness and Growth of SME’s 

From the results of the descriptive analysis most respondents (87%) agreed that their enterprises are aware of the 

prevailing business environment. Moreover from the Analysis of Variance (ANOVA) of the relationship between 

Environmental Awareness and Growth of MSE‟s carried out at p-value = 0.648 which is greater than 0.005, it was clear 

that there is no significant influence of Environmental Awareness on Growth of women owned MSE‟s at Kibuye Market, 

Kisumu county-Kenya. The study thus failed to reject the null hypothesis. This implies that although environmental 

awareness is an important activity in strategic planning, reconciling environmental variables/information to strategic 

orientation of a firm would be much more valuable to the owners/managers of MSE. Moreover the findings of the 

regression model showed a positive influence between environmental awareness and growth (Y = 5.312 + 0.40X2).   

5.1.3 Strategy Option and Growth of SME’s 

From the results of the descriptive analysis most respondents (75.6%) implemented business strategies of cost leadership, 

differentiation, niche and innovation. Moreover from the analysis of variance carried out, it was clear that there was a 

significant relationship between strategy options and Growth with p-value = 0.027 < 0.05, hence the null hypothesis was 

rejected. This implies the more owners/managers of MSE‟s focused on either of the business strategies or a combination 

of all, the higher the possibility of creating and sustaining growth in their markets. Each business strategy is capable of 

delivering the market to an enterprise when carefully executed. The findings of the regression model showed a positive 

influence between strategy option and growth of MSE‟s (Y = 3.457 + 0.276X3). 

5.1.4 Planning Instruments and Growth of SME’s 

From the results of the descriptive analysis most respondents (76%) do not have strategic planning instruments (business 

plan, marketing plan and financial plan).  

However, from the analysis of variance carried out, it was clear that there was a significant relationship between planning 

instruments and Growth with p-value = 0.000 < 0.05, hence the null hypothesis was rejected. This implies the 

owner‟s/manager‟s of MSE‟s should develop and make use of the planning instruments so as to create and sustain growth 

in their markets. The findings of the regression model showed a negative influence between planning instruments and 

growth of MSE‟s (Y = 8.299 -1.83X4). 

5.2 Conclusion 

This study provides evidence that strategic planning does matter in MSE growth. Vision is an important element of 

strategic management, and as shown in this study, exact formulation of the vision statement and strategy formulation can 

be beneficial for small firm growth. Interestingly, our findings indicate that MSE owners have a vision in their minds but 

not shared amongst organizational members. This is reflected in their lack of a well stated and communicated vision, 

mission and value statements. 

In addition to vision, environmental awareness, strategic options and planning instruments have also been shown to be 

crucial strategy planning drivers of small firm‟s growth. We obtained also one puzzling result: about three quarter of 

entrepreneurs reported to not having any planning instrument. This could be linked to their educational and professional 

skill levels that were secondary and others respectively. It may mean that entrepreneurs recognize the importance of 

education for the development of their enterprises, but that the efficiency of management and entrepreneurship education 

may be very low. 
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Finally, the study provided some empirical evidence that the extent of use of strategic planning practices (such as 

knowledge about opportunities and threats in the market, Knowledge about own strengths and weaknesses, knowledge 

about institutional and regulatory environment and the orientation of all employees towards the common goal) and 

generic strategies (differentiation, cost leadership, and focus/niche strategy) can be predictive of small firm growth. Our 

findings which are that small firms tend to rely on differentiation and focus/niche business strategy more than on cost 

leadership strategy and innovation seem to be the result of a common characteristic of small firms, which in comparison 

to large firms have lesser resources and lesser opportunity and capability to compete on the basis of economies of scale. 

The study has practical implications. Entrepreneurs need to be aware that strategic planning practices, processes and 

techniques can be beneficial for growth of the firm. In order to enable their firms to grow, entrepreneurs may like to 

consider exactly formulating vision and strategy, focus on growth, profit, and market; among strategic analysis techniques 

pay special attention to analysis of market and competition, and exactly formulate generic business strategies. All these 

strategic planning efforts need to be reinforced by practices that follow the key growth and market orientations, and have 

enterprise wide support. 

5.3 Recommendations 

In view of the findings as well as the conclusion deduced from the study some recommendations were made.Firstly, the 

study suggests that institutional support should be extended to the MSE sector to help build capacity of the 

owners/Managers as far as strategic planning is concerned. The recently created MSE Authority in Kenya should urgently 

provide this support as stipulated in the MSE Act of 2012. Secondly, the MSE owners/managers through their 

associations should encourage networking amongst its members in order to learn best practices which include developing 

strategic plans.The development partners in their efforts to spur entrepreneurship in Kenya should support programs that 

will create awareness and attitude change among entrepreneurs as to the benefits of strategic planning in business.  

5.4 Areas of further research 

The generalizability of the findings may be limited because data collection was conducted within only one market in the 

Kenyan economy. Therefore, cross cultural comparisons can reinforce current findings and bring new insights to future 

research. The focus of the study was predominantly on strategic planning, and did not include other strategic management 

elements, such as implementation and control issues, which would be of interest for future research.Data was collected 

from women owned enterprises only. Using both genders may increase reliability in future research. 
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