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Despite implementing strategic management practices, the Kenya Revenue Authority (KRA) consistently experiences revenue shortfalls, highlighting potential gaps in strategy execution. Grounded in the Resource-Based View (RBV) theory and the Technology Acceptance Model (TAM), this study investigated the effects of strategic responses on organizational performance at KRA’s Nairobi headquarters, focusing on customer-centric approaches, brand positioning, technological integration, and data-driven decision-making. A descriptive research design utilized a census approach targeting 180 employees, sampling 50% from middle-level (n=116) and senior (n=64) cadres across three primary departments. Data reliability was verified using Cronbach’s alpha (alpha 0.7), and analyzed via descriptive and inferential statistics. Regression analysis revealed that data-driven decision-making exerted the strongest positive impact on performance (B= 1.399, p = 0.008), significantly improving compliance and forecasting. Strategic brand positioning also highly influenced performance (B = 1.240, p = 0.000) by fostering stakeholder trust and institutional legitimacy. Customer-centric approaches significantly driven efficiency (\beta = 0.662, p = 0.002), though outcomes depended heavily on implementation quality. Conversely, technological integration yielded a negative, statistically non-significant effect (B = -0.312, p = 0.535). The study concludes that customer-focused initiatives, taxpayer education, and robust brand management are critical for voluntary compliance. Furthermore, investments in technology and analytics yield optimal performance benefits only when paired with comprehensive staff training, system integration, and strong data governance. These insights offer actionable strategies for policymakers seeking to optimize tax administration and revenue mobilization.
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1.0 INTRODUCTION
In contemporary business environments, strategy is viewed as a long-term roadmap that guides organizations in achieving their performance objectives through coordinated actions, resource allocation, and informed decision-making (Braun et al., 2017). A strategy reflects an organization’s understanding of its operating environment, competitive dynamics, and the actions required to sustain competitiveness and improve performance (Munyao, 2021). Strategic management therefore involves the formulation, implementation, and evaluation of decisions aimed at achieving organizational objectives. It incorporates corporate, business-level, and operational strategies, where corporate strategy provides overall direction in line with organizational vision and mission (Kheyley & Ragui, 2018; Nyong’a & Maina, 2019).
Strategic responses represent organizational adjustments to changes within the external and internal operating environment. These responses enable organizations to leverage their competencies, enhance value creation, and improve performance outcomes (Tarus & Ndeto, 2021). Organizations that effectively adopt strategic responses are more likely to achieve improved performance compared to those that fail to adapt to environmental changes. In public institutions, strategic responses are particularly important because they enhance efficiency, improve service delivery, and support achievement of institutional mandates. For revenue-collecting agencies such as the Kenya Revenue Authority (KRA), strategic responses are essential in strengthening revenue mobilization and improving taxpayer engagement.
The Kenya Revenue Authority (KRA) was established under Chapter 469 of the Laws of Kenya and became operational on 1 July 1995. Its mandate is to assess, collect, and account for government revenue while providing guidance on matters related to revenue administration (Kenya Revenue Authority, 2022). The authority’s primary objective is to achieve government revenue targets while developing a sustainable tax base. To achieve this mandate, KRA has continuously implemented strategic initiatives aimed at improving taxpayer services, reducing the cost of revenue collection, and enhancing compliance. Consequently, its performance is largely assessed through revenue collection efficiency, taxpayer compliance, service delivery effectiveness, and achievement of annual collection targets (Tarus & Ndeto, 2021).
Strategic responses require organizations to modify their practices, processes, and approaches in response to environmental demands and emerging challenges (Akhter & Barcellos, 2021). Organizations develop different strategic responses depending on their resources, capabilities, and competitive environments. Such responses provide organizations with competitive advantages by enabling them to anticipate changes and effectively address market or operational challenges (Snow & Hambrick, 2018). In this study, strategic responses are conceptualized through customer-centric strategies and business process revitalization, which represent approaches adopted by KRA to enhance revenue mobilization.
Customer-centric strategies focus on creating positive customer experiences, strengthening relationships, and improving customer satisfaction to enhance organizational outcomes (Mohktar et al., 2021). Karaenke (2021) describes customer-centricity as an approach that not only improves customer experience but also contributes to organizational profitability and growth, while Ndunda (2021) emphasizes meeting customer needs and expectations as a central component of such strategies. Studies on public service delivery, including Huduma Centres and electronic government services in Kenya, demonstrate that addressing customer needs at every stage of service delivery improves adoption, satisfaction, and efficiency (Manyu, 2018; Mwangi, 2021).
For KRA, customer-centric approaches are important because they encourage voluntary compliance, increase taxpayer retention, broaden the tax base, and reduce costs associated with taxpayer acquisition and administration (Karaenke, 2021). These approaches include tax simplification, service excellence, brand awareness, and improved trade facilitation. This study specifically focuses on tax simplification and brand awareness because of their direct influence on taxpayer experience and engagement.
Business process strategies involve initiatives aimed at improving organizational processes, operational efficiency, and service outcomes through restructuring and innovation (Goel et al., 2021). According to Lagula and Marklund (2018), business process strategies are closely linked to operational management practices where organizations transform competencies into efficient processes that meet customer requirements while controlling costs. Rane et al. (2019) further highlight the importance of business intelligence and data utilization in strengthening business processes. Similarly, Akumu and Nzulwa (2018) and Noah (2019) emphasize that effective business process strategies enhance efficiency by ensuring that organizational activities operate effectively.
Within KRA, business process strategies include adoption of modern technologies, strengthening of big data analytics, and development of reliable information technology infrastructure. These initiatives are expected to improve compliance monitoring, enhance decision-making, and increase efficiency in revenue administration. Given the increasing role of digital transformation in public sector operations, technological advancement remains a critical component of KRA’s strategic response framework.
Organizational performance refers to an institution’s ability to effectively implement strategies and achieve predetermined objectives (Kaplan & Norton, 1996). Neely, Adams, and Kennerley (2002) define performance in terms of the effectiveness and efficiency of activities undertaken to achieve organizational goals. Richard et al. (2009) argue that organizational performance includes both financial and non-financial outcomes, such as profitability, market share, and customer satisfaction. Similarly, Lebas (1995) views performance as an organization’s ability to generate outcomes aligned with its strategic objectives, while Armstrong and Baron (2005) emphasize continuous improvement of organizational activities to satisfy stakeholder expectations.
Various frameworks have been developed to measure organizational performance. The Balanced Scorecard framework by Kaplan and Norton (1992) evaluates performance through financial, customer, internal process, and learning perspectives. Bourne et al. (2003) advocate for integrating both financial and non-financial measures, while Otley (1999) emphasizes efficiency, effectiveness, and flexibility as key performance dimensions. In public institutions, performance is commonly evaluated through revenue generation, operational efficiency, compliance levels, and quality of service delivery (OECD, 2017). Bititci et al. (2012) further argue that performance measurement should align with strategic objectives and incorporate both qualitative and quantitative indicators.
Tax administration performance is critical in promoting economic stability and financing public services. KRA, as the principal revenue collection agency in Kenya, continues to face challenges related to tax fraud, service inefficiencies, and technological limitations (KRA, 2023). Although digital solutions such as iTax and data analytics have improved compliance and operational efficiency, challenges associated with revenue shortfalls and taxpayer dissatisfaction remain. Previous studies have examined KRA performance through revenue targets, compliance levels, customer satisfaction, and service efficiency (Mutua, 2016; Njiru, 2018; Wanjohi, 2020; Mwangi & Wekesa, 2022). Therefore, this study measures organizational performance using taxpayer compliance rate, revenue collection efficiency, customer satisfaction, service delivery effectiveness, and technological adoption.
KRA operates within an environment characterized by increasing demands for efficient revenue administration and improved public service delivery. Since its establishment in 1995, the authority has implemented reforms aimed at enhancing revenue mobilization, improving taxpayer services, and strengthening compliance mechanisms (Mutuku, 2013). Its strategic capabilities include technical expertise, automation, independent management of the iTax system, and improved system reliability (KRA, 2020).
KRA’s operating environment has been influenced by emerging opportunities and challenges, including digital transformation, growth of the informal sector, cybersecurity concerns, increased technological adoption, and reforms in tax legislation. These factors have informed the authority’s strategic plans for improving revenue administration and achieving international standards of practice.
Despite these initiatives, KRA has historically experienced difficulties in meeting revenue collection targets. Before 2020, the authority recorded persistent revenue collection deficits, a situation worsened by the economic effects of the COVID-19 pandemic, which resulted in a significant revenue shortfall of approximately KSh 350 billion (Omondi, 2020). Such deficits increase pressure on government financing and contribute to national debt challenges. Consequently, understanding how strategic responses influence KRA’s performance remains essential in enhancing revenue mobilization and strengthening public sector effectiveness.
1.1 Research Problem
Strategic plan implementation remains a critical yet challenging phase of strategic management in public organizations, with many parastatals experiencing difficulties in translating strategies into improved performance outcomes. Despite continuous efforts to enhance organizational effectiveness, the Kenya Revenue Authority (KRA) previously failed to achieve its revenue targets, raising concerns regarding the effectiveness of strategic implementation practices (Muiruri, 2021). Although KRA exceeded its revenue collection target in 2022, this deviation from previous trends presents an opportunity to examine the strategic factors contributing to improved performance. Munyao (2019) noted that many parastatals lose implementation momentum before realizing anticipated benefits. While Oluoch (2014) established a relationship between strategic responses, employee engagement, and organizational performance in public organizations, further investigation is needed on how strategic management of responses influences performance. This study therefore examined how strategic responses targeting customer satisfaction and internal business processes enhance revenue mobilization and support KRA’s strategic objectives. 
1.2 Research Objective
This study was guided by the following general objective to: To establish the effects of strategic response on performance of Kenya Revenue Authority in Nairobi Headquarters.
Specific Objectives were to; 
i. To examine the effect of strategic customer engagement on the performance of the KRA in Nairobi County.
ii. To assess the influence of strategic brand positioning on the performance of the KRA in Nairobi County
iii. To evaluate the effect of technological integration as a strategic response on the performance of the KRA in Nairobi County.
iv. To analyze the effect of data-driven decision-making on the performance of the KRA in Nairobi County

2.0 LITERATURE REVIEW  
Theoretical Literature
The theoretical review examines established theories that provide explanations and conceptual understanding of phenomena under investigation. This study is anchored on the Resource-Based View Theory and Davis’s Technology Acceptance Theory, which provide insights into organizational resources, technological adoption, and strategic performance.
The Resource-Based View (RBV) Theory, developed by Wernefelt (1984), argues that sustainable competitive advantage is achieved through possession of resources that are valuable, rare, difficult to imitate, and non-substitutable. Edwards (2014) emphasizes that organizational resources are essential determinants of superior performance. The theory views resources as inputs that support production activities, including human, physical, organizational, and capital resources. It further highlights that firms must align their resource capabilities with environmental demands and strategic objectives to enhance competitiveness.
The theory is relevant to this study because it demonstrates how resource availability influences the adoption of strategic responses and implementation of policies aimed at improving service delivery (Pfeffer & Salancik, 2003). Organizations achieve competitive development by strengthening competencies derived from their resource base, with firms possessing stronger resources being more likely to attain superior performance levels (Koumaditis et al., 2013). However, the theory has been criticized for limited managerial guidance and its assumption that organizational resources alone determine sustained competitiveness. Chambers (2015) notes that these limitations affect its applicability across diverse organizational contexts.
Davis’s Technology Acceptance Theory (1989) explains how individuals’ perceptions influence their acceptance and use of technology. The theory proposes that perceived usefulness and ease of use are key determinants of technology adoption. Bilgihan (2011) further notes that individuals adjust their beliefs and practices when faced with technological changes.
The theory supports this study by explaining how technological usefulness influences organizational change and information system adoption. Wekesa (2020) observes that perceived utility remains a critical factor affecting technology acceptance and change management. However, the theory has limitations in measuring user behavior, particularly due to variations in personal attitudes, social influence, and subjective perceptions (Shan & King, 2015).
2.1 Empirical Review
Previous empirical studies have established the relevance of customer-centric approaches in enhancing organizational performance across different sectors. Al Abdul Razzaq, Rafiki, and Hidayat (2019) examined customer relationship management (CRM) dimensions, including customer support, training orientation, customer orientation, and customer data management, among 167 employees in Kuwaiti telecommunications companies. Using correlation and regression analyses, the study established that management support, customer data, and information processing positively influenced organizational performance, while training orientation, customer orientation, and CRM integration had insignificant effects. However, the study was limited to telecommunications firms in Kuwait, creating a contextual gap that requires investigation within public institutions.
Similarly, Lebdaoui and Chetioui (2020) investigated the relationship between CRM, service quality, and organizational performance in conventional and Islamic banks in Morocco. Using data collected from 388 bank managers and analysed through Partial Least Squares Structural Equation Modelling (PLS-SEM), the study revealed that service quality mediates the relationship between CRM practices and organizational performance. Although the findings confirmed the positive contribution of CRM practices, the study identified the need for further examination of contextual factors influencing CRM effectiveness in different institutional environments.
Ullah, Iqbal, and Shams (2020) explored the influence of CRM adoption on organizational performance and the moderating role of technological turbulence. Based on data from 277 employees, correlation and regression analyses showed that CRM adoption improves customer satisfaction, which subsequently enhances organizational performance. However, technological instability negatively influenced this relationship, highlighting the importance of examining moderating factors when evaluating customer-centric strategies.
Lovemore et al. (2023) assessed the role of customer retention strategies and ICT in improving service quality and performance among Zimbabwean retail firms. Findings from 280 employees indicated that ICT partially strengthens the relationship between customer retention strategies, service quality, and organizational performance. Nevertheless, the study focused on private retail organizations, leaving a gap regarding customer-centric approaches within public sector institutions.
Dah et al. (2023) examined customer orientation, CRM organization, customer satisfaction, and hotel financial performance in Ghana. Using a cross-sectional survey among hotels, the study established a positive relationship between customer orientation and customer satisfaction but found that CRM organization and customer satisfaction did not significantly influence financial performance. This suggests the need for further research on customer-centric strategies within other institutional contexts.
Jagdish et al. (2020) proposed customer service repositioning as a strategy for transforming customer support functions from cost centres into value-generating units. The study emphasized customer loyalty, customer-centric culture, and employee capability development as critical elements for improving competitiveness. However, limited empirical validation of the proposed framework remains a major gap. Christian Nedu (2020) further demonstrated that customer-centricity enhances innovation and organizational performance, although the study focused on Nigerian firms and did not sufficiently explore internal organizational factors influencing customer-centric practices. The current study addresses these gaps by examining customer-centric approaches within a public institutional setting.
Research demonstrates that strategic brand positioning contributes significantly to organizational performance by enhancing customer recognition, loyalty, and competitive advantage. Streimikien and Ahmed (2021) established that strong brand reputation improves global business performance by creating consistent brand identity and strengthening customer perceptions. Wesley (2014) similarly found that corporate brand management practices, expertise, and market orientation positively influence brand performance among SMEs operating in business-to-business environments.
Wang, Kandampully, and Shi (2006) revealed that brand repositioning may negatively influence consumer perceptions of loyalty when changes conflict with established brand identity. Hassain (2007) further demonstrated that brand identification, product quality, and price significantly influence consumer purchasing decisions. These findings emphasize the importance of maintaining a clear and consistent brand position.
Kim and Kim (2022) found that customer-based brand equity dimensions, including perceived quality, brand loyalty, and brand image, positively influence financial performance in hospitality organizations. Similarly, Grashuis (2018), using data from 707 marketing cooperatives in the United States, confirmed that brand equity contributes positively to financial outcomes through improved sales performance.
Agostini et al. (2015) examined 133 Italian SMEs and established a positive relationship between corporate trademarks, marketing investment, and sales performance. In Kenya, Mandila (2018) found that brand equity significantly influences sales performance among red meat processing companies, particularly through brand name, symbols, slogans, and corporate colours. Ali (2019) further confirmed that effective brand management enhances product differentiation and organizational performance among pharmaceutical firms in Kenya. Wambua (2021) also established that brand awareness, perceived quality, brand associations, and loyalty significantly influence financial performance among Kenyan banks. However, limited research has examined strategic brand positioning within public institutions, creating a contextual gap.
Empirical evidence indicates that technological integration enhances productivity, efficiency, and organizational performance. Basant et al. (2018) found that ICT adoption positively influences business growth among manufacturing firms in Brazil and India, with benefits increasing when supported by effective management practices. Kwon and Stoneman (2019) similarly established that IT integration improves firm output, although technological benefits may decline when issues such as employee skills and education are overlooked.
Abri and Mahmoudzadeh (2015) and Ghorbanzad and Beig (2012) demonstrated that IT significantly improves productivity and business growth among Iranian firms, although their foreign contexts limit applicability to Kenyan organizations. Rezaei et al. (2014) established that IT improves human resource efficiency through enhanced motivation, creativity, innovation, and service quality.
Appiahene, Missah, and Najim (2019) found that IT positively influences banking efficiency in Ghana, while Niri (2017) highlighted that inadequate technological systems and insufficient employee training negatively affect productivity. In Kenya, Gakuubi (2018) established that IT infrastructure, enterprise resource planning, and tracking technologies enhance logistics efficiency. Zehir, Muceldili, and Akyuz (2020) further confirmed that effective IT investment management improves organizational effectiveness. Palvalin, Lönnqvist, and Vuolle (2023) demonstrated that ICT reduces non-value-adding activities and improves employee productivity. Mutuku and Nyaribo (2021) similarly found that IT influences employee development in Kenyan banks. However, further research is required to establish how technological integration affects performance in public sector organizations.
Data-driven decision-making has increasingly been recognized as a strategic capability for improving organizational performance. Gunasekaran et al. (2017) examined Big Data Analytics (BDA) adoption among Indian firms and established that connectivity, information sharing, and top management commitment enhance BDA integration, which positively influences organizational performance.
Seetha et al. (2018) found that analytics, data science, Internet of Things (IoT), supplier evaluation, and demand management improve supply chain efficiency. Mugane (2019) investigated BDA adoption among Kenyan banks and fintech firms and established that analytics supports operational management, evidence-based decision-making, and customer service improvement. However, challenges such as poor data quality and legacy system integration limit effective adoption.
Karuga (2019) revealed that organizational size, management support, competitiveness, compatibility with existing systems, and data availability influence BDA adoption among Kenyan telecommunications firms. Similarly, Kibe et al. (2020) found a positive relationship between BDA adoption and organizational performance in Kenyan universities, particularly regarding productivity, innovation, and efficiency. These studies demonstrate the importance of data-driven capabilities, although limited evidence exists regarding their contribution to performance within public institutions.
3.0 RESEARCH METHODOLOGY
According to Muathe (2010), a research design provides a clear and comprehensive description of the characteristics and behaviours of a particular subject or population. Descriptive research is primarily concerned with measuring data trends, comparing variables, verifying existing conditions, conducting studies at different points in time, and identifying respondent characteristics (Kothari, 2004). This approach enabled the researcher to observe and collect data without interfering with cause-and-effect relationships. As a result, the study produced an accurate and objective representation of the prevailing conditions at the Kenya Revenue Authority (KRA).
A population refers to a group of individuals or objects that share at least one common characteristic (Kothari, 2004). Muathe (2010) defines a target population as the entire group of individuals with specific characteristics from which researchers draw conclusions and generalisations. The study was conducted at the Kenya Revenue Authority Headquarters located on Haile Selassie Avenue in Nairobi, Kenya.
The study population comprised approximately 4,633 KRA employees across various departments based on the 2023 report. The target population, however, consisted of 180 departmental employees, including 64 top-level staff and 116 middle-level staff drawn from three key departments. These respondents were selected due to their decision-making roles and operational responsibilities, which made them suitable for providing relevant and reliable data. Senior managers are responsible for organisational direction and decision-making, while middle-level managers oversee implementation and operational execution, making them appropriate respondents for this study (KRA, 2023).
Table 1: Distribution of Target Population
	Category
	Number
	%

	Top departmental staff
	64
	35%

	Middle-level departmental staff
	116
	65%

	Total
	180
	100%


Source: KRA (2023)
Sampling refers to the process of selecting a subset of a population to represent the entire group in a study (Andrew et al., 2019). It enables researchers to draw manageable samples that allow for generalisation of findings to the wider population (Leedy & Ormrod, 2015).
This study adopted a census approach, whereby all 180 targeted employees were included in the study. A census involves collecting data from every unit in the target population rather than selecting a sample (Kothari, 2004). This approach was appropriate due to the relatively small population size and the need for comprehensive and accurate data. It also eliminated sampling bias and ensured that all relevant perspectives from the three main departments—Strategy, Innovation, and Risk Management (DTD & CBCD), and Corporate Support Services Division (CSSD)—were captured.
Table 2: Distribution of Sample Size
	Category
	Population
	Sample size
	%

	Top departmental staff
	64
	32
	35.5%

	Middle-level departmental staff
	116
	58
	64.4%

	Total
	180
	90
	100%


Source: Author (2024)
Data collection instruments are selected based on the nature of the data and research design, with emphasis on accuracy and reliability (Muathe, 2010). Proper selection of instruments helps reduce errors and ensures alignment with research objectives (Mugenda & Mugenda, 2003). This study used structured questionnaires to collect primary data. The questionnaires included both open-ended and closed-ended questions, with closed-ended items providing measurable data for quantitative analysis.
The questionnaire was developed after reviewing relevant literature to identify key constructs related to strategic responses and organisational performance. Krosnick (2018) emphasises that well-structured questionnaires enhance validity and reliability by ensuring alignment with research objectives. The questionnaire was divided into six sections: general information; customer-centric strategies; brand awareness; adoption of modern technology; big data analytics; and organisational performance.
Pilot testing was conducted before the main study to improve the reliability and effectiveness of the research instrument (Kothari, 2004). According to Mugenda and Mugenda (2003), 10% of the target population was used, resulting in 18 respondents for the pilot study. The pilot test helped identify potential errors and improve clarity in the research instrument. Respondents involved in the pilot study were excluded from the final analysis to avoid bias.
Validity refers to the extent to which a research instrument measures what it is intended to measure (Muathe, 2019). Construct validity was ensured by aligning questionnaire items with theoretical constructs. Content validity was assessed through expert review by the supervisor and industry specialists. Feedback from the pilot study was used to refine the instrument, ensuring clarity, accuracy, and generalisability of results.
Reliability refers to the consistency of a research instrument in producing stable results under similar conditions. Internal consistency was assessed using Cronbach’s Alpha, where a coefficient of 0.7 or above was considered acceptable for reliability.
Before data collection, approval letters were obtained from Kenyatta University, NACOSTI, and KRA. Respondents were provided with questionnaires containing clear instructions for both closed and open-ended questions. The procedure ensured higher response rates and improved data quality.
Data analysis involves interpreting collected data to identify patterns and trends (Muathe, 2010). After data collection, responses were edited, coded, classified, and analysed. Quantitative data were analysed using means, frequencies, and standard deviations, while qualitative data were described using thematic narrative analysis.
Descriptive statistics were used to summarise relationships between strategic responses and organisational performance, while inferential statistics, including correlation and multiple regression analysis, were applied to test relationships among variables. The model used was:
Y = β0 + β1X1 + β2X2 + β3X3 + β4X4 + ε
Where:
Y = Organisational performance
X1 = Customer-Centric Approaches
X2 = Brand Awareness Efforts
X3 = Adoption of Modern Technology
X4 = Big Data Analytics
β = Coefficients
ε = Error term
Ethical considerations guided the entire research process. Necessary approvals were obtained from Kenyatta University, NACOSTI, and KRA before data collection. Participation was voluntary, and respondents were not required to disclose their names, ensuring confidentiality and anonymity throughout the study.

4.0 RESULTS AND DISCUSSION
Response Rate 
A total of 90 questionnaires were distributed to respondents at the Kenya Revenue Authority headquarters in Nairobi. Of these, 77 were fully completed and returned, representing a response rate of 86%, while 13 (14%) were not returned. This response rate was considered adequate for analysis and reporting. According to Mugenda and Mugenda (2003), response rates of 50% are adequate, 60% good, and 70% and above excellent in social science research. Therefore, the 86% rate was sufficiently high to support valid conclusions on the impact of strategic response on Kenya Revenue Authority performance.
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Source: Researcher (2025)

Inferential Analysis
Inferential analysis is used to draw conclusions about a population based on sample data, establish relationships among variables, and test hypotheses. It enhances the credibility of research findings by minimizing bias and estimating the probability that observed outcomes occurred by chance. In this study, inferential analysis was applied to examine the relationship between customer-centric approaches, strategic brand positioning, technological integration, data-driven decision-making, and organizational performance at the Kenya Revenue Authority (KRA). The analysis includes correlation and regression results, which are interpreted in relation to organizational performance.
Correlation Analysis
Correlation analysis was conducted to determine the strength and direction of the relationships between the study variables: customer-centric approaches, strategic brand positioning, technological integration, data-driven decision-making, and organizational performance at KRA.
Table 3: Correlations
	
	Customer-Centric Approaches
	Strategic Brand Positioning
	Technological Integration
	Data-driven Decision-Making
	Organizational Performance

	Customer-Centric Approaches
	Pearson Correlation 1
	
	
	
	

	
	Sig. (2-tailed)
	
	
	
	

	Strategic Brand Positioning
	Pearson Correlation .251*
	1
	
	
	

	
	Sig. (2-tailed) .128
	
	
	
	

	Technological Integration
	Pearson Correlation .345**
	-.026
	1
	
	

	
	Sig. (2-tailed) .302
	.820
	
	
	

	Data-driven Decision-Making
	Pearson Correlation .297**
	-.063
	.981**
	1
	

	
	Sig. (2-tailed) .109
	.589
	.200
	
	

	Organizational Performance
	Pearson Correlation .507**
	.525**
	.664**
	.654**
	1

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


Source: Researcher (2025)
The findings indicate that all four independent variables are positively associated with organizational performance at KRA. Customer-centric approaches show a strong positive relationship with performance (r = 0.507, p = 0.000), implying that responsiveness to taxpayer needs significantly enhances service quality and institutional effectiveness.
Strategic brand positioning also demonstrates a strong positive relationship with performance (r = 0.525, p = 0.000), suggesting that a well-established institutional image improves stakeholder trust and operational outcomes.
Technological integration exhibits the strongest correlation with performance (r = 0.664, p = 0.000), highlighting the importance of digital systems and automation in improving efficiency, compliance, and service delivery.
Similarly, data-driven decision-making shows a strong positive correlation with performance (r = 0.654, p = 0.000), indicating that evidence-based management and analytics significantly contribute to improved organizational outcomes.
Additionally, inter-variable relationships indicate a particularly strong correlation between technological integration and data-driven decision-making (r = 0.981), suggesting that the two constructs are highly interdependent in influencing performance outcomes. However, weaker correlations among some variables, such as customer-centric approaches and technological integration, suggest that certain strategies may operate independently rather than synergistically.
Overall, the results confirm that all four constructs positively influence organizational performance, with technology and data use emerging as the most influential drivers.
Regression Analysis
Regression analysis was conducted to determine the predictive power of customer-centric approaches, strategic brand positioning, technological integration, and data-driven decision-making on organizational performance at KRA. This analysis also identifies the relative contribution of each predictor to overall performance outcomes.

Table 4 Model Summary
	Model
	R
	R²
	Adjusted R²
	Std. Error of the Estimate

	1
	.884a
	.781
	.769
	1.60515


Predictors: (Constant), Customer-Centric Approaches, Strategic Brand Positioning, Technological Integration, Data-Driven Decision-Making
Source: Researcher (2025)
The model summary indicates a strong predictive relationship between the independent variables and organizational performance. The R value of 0.884 suggests a strong combined correlation between predictors and the dependent variable. The R² value of 0.781 implies that 78.1% of the variation in organizational performance at KRA is explained by the four predictors.
The adjusted R² value of 0.769 confirms the robustness of the model after accounting for the number of predictors. This implies that the selected variables provide a strong explanatory framework for understanding performance variation within KRA. The remaining 21.9% of variation may be attributed to other external factors such as government policy, economic conditions, or workforce capacity.
Table 5 ANOVA
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	661.296
	4
	165.324
	64.166
	.000b

	Residual
	185.509
	72
	2.577
	
	

	Total
	846.805
	76
	
	
	


Dependent Variable: Organizational Performance
Predictors: Customer-Centric Approaches, Strategic Brand Positioning, Technological Integration, Data-Driven Decision-Making
Source: Researcher (2025)
The ANOVA results show that the regression model is statistically significant (F = 64.166, p = 0.000). This confirms that the independent variables, when combined, significantly influence organizational performance at KRA. The model is therefore a good fit for explaining variations in performance, and the predictors are jointly important determinants of institutional effectiveness.
Table 6 Coefficients
	Model
	Unstandardized Coefficients (B)
	Std. Error
	Standardized Coefficients (Beta)
	t
	Sig.

	(Constant)
	13.003
	3.437
	
	3.783
	.000

	Customer-Centric Approaches
	.662
	.206
	.200
	3.218
	.002

	Strategic Brand Positioning
	1.240
	.138
	.520
	8.977
	.000

	Technological Integration
	-.312
	.500
	-.187
	-.623
	.535

	Data-Driven Decision-Making
	1.399
	.511
	.811
	2.738
	.008


Dependent Variable: Organizational Performance
Source: Researcher (2025)
The regression coefficients reveal varying effects of the predictors on organizational performance.
Customer-centric approaches have a positive and statistically significant effect on performance (B = 0.662, p = 0.002). This indicates that improvements in customer-focused strategies enhance organizational outcomes. These findings align with Ullah, Iqbal, and Shams (2020), who established that customer relationship management improves organizational performance, although its effectiveness depends on implementation quality and contextual factors.
Strategic brand positioning has a strong positive and significant effect (B = 1.240, p = 0.000). This implies that effective branding enhances institutional credibility, stakeholder trust, and compliance levels. This supports findings by Kim and Kim (2022) and Mandila (2018), who established that strong brand equity improves organizational performance and market outcomes.
Technological integration, however, shows a negative and statistically insignificant effect (B = -0.312, p = 0.535). This suggests that although technology adoption exists, it does not significantly improve performance at KRA. This contradicts studies such as Abri and Mahmoudzadeh (2015) and Gakuubi (2018), which found positive impacts of technology on productivity. The result may indicate challenges such as system inefficiencies, inadequate training, or poor integration with legacy systems.
Data-driven decision-making has a strong positive and significant effect (B = 1.399, p = 0.008), indicating that analytics and evidence-based decision-making significantly enhance performance. This aligns with Gunasekaran et al. (2017) and Kibe et al. (2020), who emphasized that data analytics improves productivity, competitiveness, and organizational efficiency. At KRA, this enhances tax compliance monitoring, fraud detection, and policy formulation.
However, challenges such as data quality issues and limited technical capacity may constrain full benefits, as noted by Karuga (2019). Despite these limitations, evidence strongly supports the importance of data-driven practices in improving performance in public sector institutions.

5.0 CONCLUSIONS 
The study concludes that customer-centric strategies have a positive and significant effect on organizational performance. Increased focus on customer interaction, feedback mechanisms, and responsive service delivery enhances compliance, trust, and operational efficiency within the Kenya Revenue Authority (KRA). However, the long-term effectiveness of customer-centricity depends on the quality of implementation and the broader organizational environment in which it is applied.
Strategic brand positioning emerged as the most influential factor, showing a strong positive and statistically significant relationship with performance. Effective branding enhances institutional credibility, legitimacy, and taxpayer trust, thereby promoting voluntary compliance. This indicates that brand positioning functions not only as a communication tool but also as a strategic driver of organizational effectiveness and stakeholder confidence.
In contrast, technological integration showed a negative but statistically insignificant effect on performance. Despite investments in systems such as iTax, automation, and fraud detection tools, expected performance gains were not fully realized. This suggests that technology alone is insufficient and its impact depends on organizational readiness, human capacity, and supporting infrastructure.
Finally, data analytics integration demonstrated a positive and significant effect on performance. It improves compliance monitoring, revenue forecasting, and evidence-based decision-making, although its effectiveness may be limited by data quality and system integration challenges. 
6.0 RECOMMENDATIONS
The study recommends that the Kenya Revenue Authority (KRA) should strengthen customer-focused practices by institutionalizing feedback systems, enhancing taxpayer education, and improving customer care services to boost satisfaction, voluntary compliance, and trust in revenue collection processes. In addition, KRA should adopt a proactive customer relationship management approach that continuously monitors and improves service delivery in line with evolving taxpayer needs.

On strategic brand positioning, KRA is advised to invest in building a strong and consistent brand identity that reflects integrity, fairness, and reliability. Public confidence can be enhanced through targeted awareness campaigns emphasizing transparency and accountability in tax administration. Collaboration with stakeholders such as professional bodies, business associations, and civil society is also recommended to strengthen institutional credibility and brand equity.

Regarding technological integration, KRA should upgrade systems to address downtime, usability challenges, and capacity gaps through infrastructure investment, staff training, and adaptive technologies. A phased implementation approach with continuous user support is necessary. For data-driven decision-making, the Authority should enhance analytics capacity, improve data quality, train staff, and establish centralized data governance to improve consistency, efficiency, and accuracy in decision-making processes.
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