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Strategic management practices are important for enhancing organisational competitiveness, particularly for supermarkets operating in a highly competitive retail environment characterised by thin profit margins, changing customer preferences, supply chain complexities, and intense market rivalry. This study investigated the influence of strategic management practices on the competitiveness of selected supermarkets in Nairobi City County, Kenya. Specifically, the study examined the effects of strategic planning, strategic leadership, resource allocation, and positioning strategies on supermarket competitiveness. The study focused on Naivas, Quickmart, and Carrefour supermarkets and was anchored on Strategic Leadership Theory, Strategic Fit Theory, Dynamic Capabilities Theory, and Strategic Agility Theory. A descriptive research design was adopted, targeting 150 employees. Using Yamane’s formula and purposive sampling, 109 respondents were selected. Primary data were collected through structured questionnaires containing items measured on a five-point Likert scale. This approach enabled the systematic collection of quantitative data on employees’ perceptions and experiences relevant to the study objectives. A pilot study involving 11 respondents was conducted, while validity and reliability were assessed through expert judgment and Cronbach’s alpha, respectively. Data were analysed and presented using tables, figures, and bar charts. The findings established that strategic planning positively influenced competitiveness through environmental scanning, goal formulation, and effective implementation of strategic plans. Strategic leadership enhanced competitiveness through effective decision-making, employee motivation, and goal-oriented leadership. Efficient resource allocation, particularly in financial planning, budgeting, and human resource deployment, improved operational efficiency and market responsiveness. Positioning strategies, including product differentiation, pricing, and brand positioning, enhanced customer loyalty and market share. Regression results indicated that all independent variables had positive and statistically significant effects on competitiveness. The study concluded that strategic management practices are critical determinants of supermarket competitiveness and recommended strengthening strategic planning, adaptive leadership, strategic resource allocation, and differentiated market positioning.
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1.0 INTRODUCTION
In today’s competitive business environment, organisations must respond to changing markets and maintain distinctive capabilities (Fuertes et al., 2020; Chikán et al., 2022). Technological developments, evolving consumer behaviour, and economic disruptions make strategic adaptation increasingly important (Bogers et al., 2019; Druhova et al., 2024). Strategic management provides processes for defining priorities, coordinating action, and responding to uncertainty (Henry, 2021).
Retailers face changing patterns of consumer demand and market competition. Comparative research on AEON and Coop Mart in Vietnam illustrates how supermarket chains use different brand-management approaches (Tien et al., 2019). Nairobi supermarkets also operate in a competitive environment in which strategic alliances can affect firm competitiveness (Cheboi et al., 2022). Formal strategy formulation, implementation, and evaluation have been associated with supermarket performance in Nakuru County (Kanano & Wanjira, 2021). Strategic planning links organisational objectives to action and resource commitments (Ferlie & Ongaro, 2022).
Evidence from U.S. grocery markets indicates that the entry of hard-discount retailers can reduce incumbent retailers’ markups, illustrating the pressure that price-based competition can place on supermarket operations (Chenarides et al., 2024).
Supermarket competitiveness can be assessed through market outcomes such as customer retention, sales, and market share as well as organisational responses to competition (Nyary & Wainaina, 2025; Mutisya, 2025). Research in grocery retailing shows that discount-store entry can place pressure on incumbent retailers’ markups (Chenarides et al., 2024). Competitive responses may include clearer market positioning, digital investment, and operational adaptation (Iyer et al., 2019; Vhatkar et al., 2024).
Manjunath et al. (2024) found that digital orientation was positively associated with brand competitiveness, with stronger associations where firms emphasised value creation.
Competitive pressures and changes in customer preferences affect retailers across emerging markets. Research on listed Vietnamese companies found that greater market competition was associated with stronger emphasis on differentiation strategies (Le et al., 2024). In Nairobi County, marketing strategies and technological advancement have been studied as strategic drivers of supermarket sustainability (Masika et al., 2025). These studies underscore the importance of context-sensitive planning and positioning in retail organisations.
Kenyan supermarket chains, including Naivas, Quickmart, and Carrefour, form the setting for the present study. Evidence from Nairobi supermarkets links strategic alliances with competitiveness (Cheboi et al., 2022). A study of supermarkets in Nakuru County reported positive relationships between strategy formulation, implementation, evaluation, and performance (Kanano & Wanjira, 2021). More recent evidence from Nairobi found a significant positive relationship between strategy implementation and operational performance (Nyary & Wainaina, 2025).
In Nairobi County, Masika et al. (2025) identified a positive relationship between marketing strategies and supermarket sustainability, an outcome related to but distinct from the competitiveness indicators examined in the present study.
Competitiveness refers to an organisation’s ability to sustain or improve its position relative to rivals (Chikán et al., 2022). Relevant indicators include market performance, innovation, and the capacity to respond to changing customer needs (Manjunath et al., 2024; Nyary & Wainaina, 2025). For supermarkets, these dimensions can be examined alongside measures of revenue and market presence (Mutisya, 2025).
Market share captures a firm's relative market position, while sales and revenue provide financial indicators of performance (Mutisya, 2025). Pricing, differentiation, and brand positioning may shape consumer responses and competitive outcomes (Iyer et al., 2019; Chenarides et al., 2024). Digital orientation can strengthen brand competitiveness, especially when it is paired with a strategic emphasis on value creation (Manjunath et al., 2024). Omnichannel adoption and digital technology have also been associated with sustainable retail performance (Vhatkar et al., 2024). Thus, this study measures competitiveness using market share growth and sales and revenue performance.
Evidence from the Indian retail sector suggests that digital technology can reinforce the contribution of omnichannel adoption to sustainable retail performance (Vhatkar et al., 2024).
Strategic management involves setting direction, formulating and implementing strategies, and evaluating outcomes (Henry, 2021; Fuertes et al., 2020). In a Kenyan supermarket context, Kanano and Wanjira (2021) examined how strategy formulation, implementation, and evaluation related to performance. Strategic alliances are another potential route to competitiveness, including innovation, financing, and distribution partnerships (Cheboi et al., 2022). Strategic leadership and strategic planning can support coordination and organisational adaptation (Ali & Anwar, 2021; Tarifi, 2021).

Strategic leadership influences organisational direction, decisions, and the ability to adapt (Ali & Anwar, 2021; Cortes & Herrmann, 2021). Effective leadership practices have been examined in Kenyan organisations, including the Kenya Ports Authority (Kiptoo & Jeptoo Sawe, 2022). Resource decisions and strategic alliances help determine how firms pursue opportunities and competitiveness (Achieng et al., 2020; Cheboi et al., 2022). Brand positioning, product differentiation, and customer-oriented strategies are additional aspects of market competition (Iyer et al., 2019; Keller & Swaminathan, 2020).
Significance of the Study
The study provided insights into how strategic management practices influence competitiveness in the supermarket industry amid intensifying competition and changing consumer behaviour. The findings benefited supermarket managers by informing decisions aimed at improving operational efficiency, customer satisfaction, supplier relationships, and market positioning. Retail investors also gained insights into critical success factors and strategic challenges, supporting assessment of supermarket performance and strategy alignment. Additionally, the study generated evidence useful to regulators, including the Competition Authority of Kenya, in developing policies that promote fair competition and sustainable performance within the retail sector.

Research Problem
Strategic management practices can enhance decision-making, resource alignment, and organisational performance (Fuertes et al., 2020; Ghonim et al., 2022). Supermarkets in Nairobi operate in a competitive environment in which marketing strategy and technological innovation are relevant to sustainability (Masika et al., 2025). Nevertheless, relationships among the different components of strategic management and supermarket competitiveness require closer examination.
The present study focuses on Naivas, Quickmart, and Carrefour supermarkets in Nairobi City County. Previous Kenyan research has examined strategy formulation, implementation, and evaluation among supermarkets in Nakuru County (Kanano & Wanjira, 2021). Evidence from Nairobi links strategy implementation with operational performance (Nyary & Wainaina, 2025), while research on Quickmart supermarkets relates strategic objectives to organisational performance (Mutisya, 2025). These studies support further investigation of the combined influence of planning, leadership, resource allocation, and positioning.
In a study of selected supermarkets in Nairobi City County, Nyary and Wainaina (2025) reported a statistically significant positive association between strategy implementation and operational performance, while the associations for strategy formulation and evaluation were not statistically significant.
Mutisya (2025) established a positive relationship between strategic objectives and organisational performance, using market share and revenue as measures of supermarket performance. However, the study did not sufficiently examine other strategic management practices across multiple supermarket outlets. Similarly, Mutisya and Maende (2025) examined strategic partnerships and supermarket performance but focused narrowly on partnerships rather than strategic management as a multidimensional practice. This leaves a gap in the understanding of how strategic planning, strategic leadership, resource allocation, and market positioning collectively influence competitiveness. Therefore, this study examined their influence on the competitiveness of selected supermarkets in Nairobi City County, Kenya.
Research Objective
This study was guided by the following general objective to: examine the effects of strategic management practices on competitiveness of selected supermarkets in Nairobi City County, Kenya.
The specific objectives were to: 
1. To assess the influence of strategic planning on the competitiveness of selected supermarkets in Nairobi City County, Kenya.
2. To assess the influence of strategic leadership on the competitiveness of selected supermarkets in Nairobi City County, Kenya.
3. To assess the influence of resource allocation on the competitiveness of selected supermarkets in Nairobi City County, Kenya.
4. To assess the influence of positioning strategies on the competitiveness of selected supermarkets in Nairobi City County, Kenya.
2.0 LITERATURE REVIEW  
Theoretical Review
Strategic Leadership Theory
Strategic leadership research considers how organisational leaders shape direction, learning, strategic decisions, and change (Boal & Hooijberg, 2000; Finkelstein et al., 2009). Strategic leaders can facilitate innovation and align organisational effort with strategic priorities (Cortes & Herrmann, 2021; Kurzhals et al., 2020). Research on Kenyan organisational leadership also identifies strategic direction, communication, and human capital development as relevant to performance (Kiptoo & Jeptoo Sawe, 2022). However, the influence of strategic leadership may depend on organisational structures and context. This perspective informs the assessment of strategic decision-making and competitiveness in Nairobi supermarkets.

Strategic Fit Theory

Strategic fit concerns the alignment of organisational objectives, capabilities, and activities with strategic priorities and environmental demands. Venkatraman et al. (1993) examined continuous strategic alignment through information-technology capabilities, while Ghonim et al. (2022) demonstrated links between dimensions of strategic alignment and decision effectiveness in an Egyptian public-sector setting. Apaydin et al. (2021) further showed that fit between corporate social-responsibility activities and industry value chains can matter for performance outcomes. These findings suggest that strategic fit is context-dependent rather than a single static condition. In the present study, this perspective informs the analysis of planning, leadership, resource allocation, and positioning.

Dynamic Capabilities Theory

The dynamic capabilities perspective explains how firms sense changing conditions, mobilise resources, and reconfigure competences to sustain performance (Teece, 2023; Bogers et al., 2019). Research connects dynamic capabilities and market orientation with firm performance (Chiarelli, 2021; Correia et al., 2021). Schilke et al. (2018) noted important challenges in the conceptualisation and measurement of dynamic capabilities. Sustainability-oriented innovation and technological transformation also illustrate ways firms may develop and adapt capabilities (Gohr & Rodrigues, 2025; Das et al., 2025). This perspective informs the analysis of how supermarkets adapt their planning and resource allocation to changing customer preferences and technology.

Strategic Agility Theory

Strategic agility describes the capacity to sense change, make coordinated decisions, and redeploy resources quickly (Doz & Kosonen, 2008). Its frequently discussed dimensions include strategic sensitivity, leadership unity, and resource fluidity (Mueller-Saegebrecht & Walter, 2025). Reed (2021) examined strategic agility among SMEs and found that its relationship with performance varied with environmental turbulence, indicating that agility can also involve costs. This highlights the need to consider the conditions under which faster decision-making and resource reconfiguration are beneficial. These concepts provide a basis for examining responses to changing market conditions among Nairobi supermarkets.
Empirical Review 
Strategic planning can provide organisational direction and strengthen coordination among strategic priorities, resources, and performance goals (Fuertes et al., 2020; Tarifi, 2021). Soomro et al. (2021) examined strategic factors, organisational innovation, learning, and performance and reported positive relationships among several of these constructs. In Kenya, Kanano and Wanjira (2021) found that strategy formulation, implementation, and evaluation were positively associated with supermarket performance in Nakuru County. Evidence from Nairobi City County further indicates that implementation, rather than formulation or evaluation alone, was significantly associated with operational performance (Nyary & Wainaina, 2025). This study examines strategic planning specifically in relation to competitiveness among selected Nairobi supermarkets.
Tarifi (2021) reviewed the theoretical links between strategic planning and firm performance, including the role of clear strategic direction, goal alignment, and environmental scanning. Kanano and Wanjira (2021) provide supermarket-specific evidence from Kenya, while Nyary and Wainaina (2025) distinguish the effects of strategy formulation, implementation, and evaluation on operational performance. Together, these studies justify treating strategic planning as a separate dimension of strategic management in the present analysis.
Strategic leadership can shape organisational direction, decisions, and the implementation of strategic initiatives (Ali & Anwar, 2021; Cortes & Herrmann, 2021). Kiptoo and Jeptoo Sawe (2022) reported that strategic direction, core competence, human capital development, and organisational culture were important in their study of the Kenya Ports Authority. Kurzhals et al. (2020) reviewed links between strategic leadership and technological innovation. Lai et al. (2020) also found that work engagement mediated the relationship between transformational leadership and job performance. The present study therefore examines goal-oriented leadership, decision-making capacity, and employee motivation as strategic leadership practices.
Strategic leadership can assist firms in setting priorities, communicating direction, and mobilising employees (Ali & Anwar, 2021; Kiptoo & Jeptoo Sawe, 2022). This study assesses decision-making capacity through indicators such as approval speed and the use of sales and inventory information. Resource allocation concerns how financial, human, technological, and physical resources are prioritised and deployed. Achieng et al. (2020) examined the roles of organisational resources and advanced manufacturing technology in organisational performance, providing a basis for considering resource alignment across sectors.
Strategic investments in digital capabilities and operational systems can contribute to competitiveness when they reflect organisational priorities. Research on technology adoption in retail indicates that digital technology can strengthen the relationship between omnichannel practices and sustainable retail performance (Vhatkar et al., 2024). Similarly, digital orientation and value-creation emphasis have been linked with brand competitiveness (Manjunath et al., 2024). Zhang and Zhu (2021) examined relationships among social-media strategic capability, organisational unlearning, and disruptive innovation in SMEs. The present study applies this broader resource-capability perspective to financial planning, technology investment, and workforce deployment in supermarkets.
Organisational resources and partnerships provide mechanisms through which firms can implement competitive strategies (Achieng et al., 2020; Cheboi et al., 2022). Supermarket sustainability research in Nairobi also points to the relevance of marketing strategies and technology adoption (Masika et al., 2025). Positioning strategies enable firms to differentiate their offerings and establish distinctive value in customers’ minds. Iyer et al. (2019) analysed market orientation, positioning strategy, and brand performance, while Keller and Swaminathan (2020) explain how customer-based brand equity is built and managed. Kotabe and Helsen (2020) likewise discuss how international marketing decisions must respond to differences in consumers and competitive conditions.
In a study of five-star hotels in Nairobi, Miano and Wamalwa (2021) examined differentiation through service, pricing, brand image, and personnel as potential sources of sustainable competitive advantage. Although hospitality differs from supermarket retailing, this provides a contextually relevant basis for examining product and service differentiation.
Iyer et al. (2019) examined links between market orientation, positioning strategy, and brand performance. Manjunath et al. (2024) found that digital orientation was associated with brand competitiveness, particularly where firms emphasised value creation. Using listed Vietnamese firms, Le et al. (2024) reported that stronger competition was associated with greater adoption of differentiation strategies. Evidence from Nairobi hospitality also points to service and brand-image differentiation as dimensions of competitive advantage (Miano & Wamalwa, 2021). The present study considers how comparable dimensions of positioning relate to supermarket competitiveness, while recognising the contextual differences among studies.
3.0 RESEARCH METHODOLOGY
Research design specifies the overall approach used to obtain and analyse evidence (Creswell & Creswell, 2018). The study adopted a descriptive design to collect information about respondents’ perceptions without manipulating the independent variables. Mugenda and Mugenda (2019) discuss the use of quantitative, qualitative, and mixed-methods approaches in social-science research. The approach was suitable for systematically describing variables relevant to the study objectives.

The target population comprised employees of Naivas, Quickmart, and Carrefour supermarkets. Respondents were drawn from top-, middle-, and lower-level management to ensure representation across organisational levels. Each supermarket contributed 50 respondents, resulting in a total target population of 150 employees.

Cluster sampling was used to divide the population into groups based on management levels, after which simple random sampling was employed to select participants. The intended aim was to secure representation across management levels (Creswell & Creswell, 2018). Using the formula of Yamane (1967), with a population of 150 and a 5% sampling error, the study obtained a sample size of 109 respondents:

n = N/[1 + N(e)²] = 150/[1 + 150(0.05)²] = 109.

The sample comprised 37 respondents from Naivas, 36 from Quickmart, and 36 from Carrefour.

Primary data were collected using a structured questionnaire, a common approach to the systematic collection of respondent perceptions (Creswell & Creswell, 2018; Mugenda & Mugenda, 2019). The instrument contained closed- and open-ended questions and employed a five-point Likert scale. It consisted of five sections covering background information and the four study objectives. A pilot study involving 11 respondents, representing approximately 10% of the sample, was conducted, and the participants were excluded from the main study.

Validity was established through expert judgement and pre-testing during the pilot study. Ambiguous items were revised to enhance clarity, relevance, and accuracy (Creswell & Creswell, 2018). Reliability was assessed using Cronbach’s alpha coefficient, with a minimum threshold of 0.70 considered acceptable for the instrument (Mugenda & Mugenda, 2019).

Following approval from the graduate school and the acquisition of a NACOSTI permit, questionnaires were administered using a drop-and-pick-later approach. Data were coded and analysed using SPSS version 21 and presented through tables, figures, and bar charts. Inferential analysis employed multiple regression to examine the relationship between strategic planning, strategic leadership, resource allocation, positioning strategies, and supermarket competitiveness. Ethical considerations included informed consent, confidentiality, anonymity, privacy, intellectual property, legal compliance, and voluntary participation.



4.0 RESULTS AND DISCUSSION
Response Rate
The study distributed 109 questionnaires across Naivas, Quickmart, and Carrefour supermarkets using cluster sampling stratified by management level. Of these, 100 questionnaires were returned, yielding an overall response rate of 92%. Naivas recorded the highest response rate (97%), followed by Quickmart (92%) and Carrefour (86%). The relatively lower response rate at Carrefour was attributed to stricter access controls and demanding management shift schedules during data collection. All supermarkets achieved response rates above the 70% minimum recommended for social science research by Mugenda and Mugenda (2019), confirming the adequacy of the responses for analysis.
Table 1: Response Rate
	Supermarket
	Distributed
	Returned
	Not Returned
	%

	Naivas
	37
	36
	1
	97

	Quickmart
	36
	33
	3
	92

	Carrefour
	36
	31
	5
	86

	Total
	109
	100
	9
	92


Source: Survey Data (2026)
Reliability Analysis
A pilot test involving 11 respondents, representing 10% of the sample, was conducted before the main study. These respondents were excluded from the main study to assess the reliability of the research instrument. Cronbach's alpha coefficient was used, with a threshold of 0.7 or above considered acceptable (Mugenda & Mugenda, 2019), as shown in Table 2.
[bookmark: _Toc230361170]Table 2: Cronbach's Alpha Reliability Coefficients
	Variable
	No. of Items
	Cronbach's Alpha

	Strategic Planning
	8
	0.812

	Strategic Leadership
	9
	0.834

	Resource Allocation
	9
	0.798

	Positioning Strategies
	9
	0.821

	Competitiveness
	10
	0.846


Source: Survey Data (2026)

Correlation Analysis
Pearson correlation analysis was conducted to establish the strength and direction of relationships between strategic planning, strategic leadership, resource allocation, positioning strategies, and competitiveness. As shown in Table 3, all four independent variables had positive and statistically significant relationships with competitiveness at the 0.01 level. Positioning strategies recorded the strongest correlation with competitiveness (r = 0.712), followed by strategic planning (r = 0.693), strategic leadership (r = 0.671), and resource allocation (r = 0.648). These findings demonstrate that the strategic management practices were associated with supermarket competitiveness. The planning-related findings are broadly consistent with evidence from Kenyan supermarkets (Kanano & Wanjira, 2021; Nyary & Wainaina, 2025). Such associations should not, however, be interpreted as establishing causality.
Table 3: Pearson Correlation Matrix
	Variable
	1
	2
	3
	4
	5

	Strategic Planning
	1.000
	
	
	
	

	Strategic Leadership
	.614**
	1.000
	
	
	

	Resource Allocation
	.589**
	.571**
	1.000
	
	

	Positioning Strategies
	.627**
	.598**
	.541**
	1.000
	

	Competitiveness
	.693**
	.671**
	.648**
	.712**
	1.000


Note: ** Correlation is significant at the 0.01 level (2-tailed).
Source: Survey Data (2026)
Regression Analysis
Multiple linear regression was subsequently conducted to determine the collective and individual effects of the predictors on competitiveness. The model specified competitiveness as a function of strategic planning, strategic leadership, resource allocation, and positioning strategies. Table 4 indicates an R value of 0.841, demonstrating a strong multiple correlation. The R-squared value of 0.707 shows that the four predictors jointly explained 70.7% of the variance in competitiveness, while the adjusted R-squared of 0.694 confirmed substantial explanatory power after accounting for the number of predictors.
Table 4: Model Summary
	R
	R Square
	Adjusted R Square
	Std. Error of Estimate

	.841
	.707
	.694
	.31242


Source: Survey Data (2026)
The ANOVA results in Table 5 show that the regression model was statistically significant, F(4,95) = 56.012, p < 0.001. Thus, the predictors jointly explained significant variation in supermarket competitiveness, confirming the suitability of the model for statistical inference.
Table 5: ANOVA Results
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	21.847
	4
	5.462
	56.012
	.000

	Residual
	9.074
	95
	.0955
	
	

	Total
	30.921
	99
	
	
	


Predictors: (Constant), Strategic Planning, Strategic Leadership, Resource Allocation, Positioning Strategies.
Dependent Variable: Competitiveness.
Source: Survey Data (2026)
Table 5 shows that all four predictors made statistically significant positive contributions. Positioning strategies had the largest standardised coefficient (β = 0.303, p < 0.001), followed by strategic planning (β = 0.281, p < 0.001), strategic leadership (β = 0.254, p < 0.001), and resource allocation (β = 0.226, p = 0.001). The resulting regression equation was Y = 0.312 + 0.274X1 + 0.248X2 + 0.221X3 + 0.296X4. The unstandardized coefficients indicate positive changes in competitiveness associated with each predictor, holding other variables constant. The positioning finding is consistent with research on positioning strategy and brand performance (Iyer et al., 2019) and digital orientation and brand competitiveness (Manjunath et al., 2024). The planning effect can be considered alongside Kenyan supermarket research on strategy formulation and implementation (Kanano & Wanjira, 2021; Nyary & Wainaina, 2025). Evidence on strategic alliances further suggests that access to resources and partnerships is relevant to supermarket competitiveness (Cheboi et al., 2022).
The findings further indicate that the predictors complemented one another rather than operating independently. Correlation alone did not establish causality; however, regression results demonstrated that each predictor retained a significant positive contribution after controlling for the others. This strengthens the evidence that competitiveness was associated with coordinated strategic practices. The combined explanatory capacity also suggests that competitiveness was influenced by several organisational and market-oriented practices rather than a single strategic factor. The remaining unexplained variance may reflect other organisational and environmental factors. These results provide an integrated basis for understanding supermarket competitiveness within a strategic management perspective .
5.0 CONCLUSIONS 
The study concludes that strategic planning significantly and positively influences the competitiveness of selected supermarkets in Nairobi City County. Supermarkets with documented, actionable and well-communicated strategic plans, measurable targets, and alignment between departmental and corporate objectives demonstrate stronger competitive positions. Continuous environmental analysis enables supermarkets to anticipate competitive pressures, align resources with emerging priorities, and respond effectively to changing consumer preferences.
Strategic leadership also significantly contributes to supermarket competitiveness. Leaders who establish clear customer-oriented goals, empower employees to make timely operational decisions, and invest in human capital development promote organisational agility and responsiveness. However, relatively low ratings for employee recognition and reward systems indicate the need to strengthen performance management practices to maximise the benefits of strategic leadership.
Resource allocation significantly enhances competitiveness when financial, technological, and human resources are aligned with strategic priorities. The use of data systems for operational decision-making and investment in digital technologies contribute to stronger competitive outcomes. Nevertheless, inadequate training and limited investment in human capital remain important concerns requiring sustained attention to maintain competitiveness. 
6.0 RECOMMENDATIONS

Positioning strategies have the strongest influence on supermarket competitiveness. Supermarkets that establish recognisable, consistent, and customer-responsive market positions through competitive pricing, differentiated product assortments, and effective brand communication achieve stronger competitive outcomes. Given the price sensitivity of Nairobi consumers, competitive pricing remains particularly important, while sustained investment in brand identity is necessary for differentiation and customer loyalty.

At the policy level, the Competition Authority of Kenya (CAK) should develop guidelines encouraging formal retail outlets to adopt transparent and documented strategic planning frameworks. The Ministry of Trade should consider developing a Retail Sector Strategic Management Framework that provides benchmarks for strategic planning, leadership, resource management, and market positioning. The Kenya National Qualifications Authority (KNQA), in collaboration with relevant trade bodies, should develop standardised competency frameworks emphasizing digital proficiency and strategic decision-making among retail employees.

In practice, supermarket managers should institutionalize annual strategic planning and quarterly environmental scanning involving middle-level managers. Store and departmental leaders should receive clearer decision-making authority, while recognition and reward systems should be strengthened. Supermarkets should also increase investment in employee training on POS systems, ERP platforms, and data analytics, supported by structured training calendars and planned infrastructure renewal. Regarding positioning, long-term brand communication, loyalty programmes, customer feedback mechanisms, and differentiated product assortments should be strengthened to improve customer retention and brand identity.

Future studies should employ longitudinal designs to examine changes in strategic management practices and competitiveness over time. Research should also extend to supermarkets in counties such as Mombasa, Nakuru, and Kisumu to improve generalisability. Incorporating consumer perspectives, including customer satisfaction measures alongside employee responses, would further provide a comprehensive understanding of how strategic practices translate into competitive outcomes.

Limitations of the Study 
The study was limited to employees of three selected supermarket chains in Nairobi City County. Consequently, its findings may not fully represent other supermarkets or geographical markets. The descriptive survey captured respondents’ perceptions during one period, restricting conclusions about changes over time and causal relationships. Competitiveness was assessed using the specified market share and sales and revenue indicators rather than a broader set of objective performance measures. Future research could include additional locations, longitudinal observations and consumer perspectives to examine the consistency of these associations.
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