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Abstract 

Business environment is full of risks and require a strategic approach for survival. Some businesses fail 

while others thrive in the same environment due to the type of culture that a business adopts or its 

market field. Strategy has proved to be the key way forward in business hence the need to have a sure 

means of implementing it.  Various culture models have been tested across businesses with different 

experiences prompting the current study to explore market culture and how it influences strategy 

implementation. Specifically, the study contextualizes professional bodies within Kenya as some of the 

prominent organizations where strategic planning is key according to their annual reports. 

Professional bodies in Kenya present themselves as the most well-informed groups in terms of technical 

and commercial capability. The market culture is therefore tested to prove the view that strategy 

implementation is related to effective market culture in the professional bodies of Kenya, specifically 

those registered under the Association of Professional Societies of East Africa (APSEA). This study 

takes a descriptive approach with a target of 168 managers in the professional bodies registered with 

APSEA of Kenya. The study set up a null hypothesis to be tested using a linear regression model to 

relate the market culture and strategy implementation in the professional bodies of Kenya, those 

registered with APSEA.  Field results have been used to make conclusions and recommendations that 

benefit professionals through adaptation of specific cultural dimension suitable for each profession 

policy makers by targeting correctional measures to streamline professional bodiesstakeholders by 

informing on what appropriate cultural dimension befittingly works in their associated professional 

bodies and academia for further research. 
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Introduction 

Organizational culture is the shared beliefs, espoused values, artefacts (behaviours) and basic 

assumptions that organizations learn while dealing with the surroundings (Cameron & Quinn 

2011). This is besides solving external adaptation difficulties and internal integration problems 

that new employees train on as the ideal approach to problem-solving in an organization 

(Tasgit, Şentürk, &Ergün, 2017).  Specifically, the culture of a company lies on the basic 

principles in which its people interact and work. However, culture is a complex entity that 

thrives and gradually evolves through shifts in strategy, leadership and other circumstances. 

Essentially, culture is a pattern of self-sustained behaviour that controls how things are done 

(Taylor, 2014). Organizational culture, therefore, translates to the behaviours, values and 

shared vision that form the environment of an organization.  

Cite: Njagi, A. W., Kamau, J. N., & Muraguri, C. W. (2021). Has Market Culture Flown 

Out of the Window in Strategy Implementation within Professional Bodies in Kenya? 
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In many circles of business environment, organizational culture is viewed as an important 

means of implementation the corporate strategy.  There is evidence that a successful business 

enterprise should set goals and achieve them. Goals have to be supported by strategies, which 

must be implemented. It is critical that entities develop an exceptional organization culture 

since it sets the foundation for the formulation of corporate strategy that makes it successful 

(Turlais & Dubkevics, 2017). Organization culture is effective because it highlights the 

characteristics of the enterprise, formation of the common values of the corporate members 

and has a distinct personality that helps the company develop different strategies that can defeat 

their rivals. All organizational staff must be unified to effectively implement the corporate 

strategy (Oyemomi, Liu, Neaga, Chen, &Nakpodia, 2019).   

Market culture in business is a form of environment in which competitiveness and market share 

play a big role with performance and productivity used as key measures of existence on the 

market. In other words, such an environment calls for careful analysis of consumer as well as 

buyer power (Tasgit et al., 2017).  These include power of consumers on demand, power of 

suppliers, the strength of substitutes, the threat of new entrants and the jostling for positions by 

the participants on the market. The factors that influence these forces could be natural or 

artificial.  For instance, when there is a glut of food supplies on the common market, prices 

would go down while a shortage of the same sends prices skyrocketing (Lynch & Mors, 2019). 

As pointed out by Porter (1985), the 5 forces play an important role in market environment in 

organizations on any given economic sector. Organizations experience the same forces like 

business entities at all levels, both private and public making it necessary for leaders of the 

organizations to study these market forces.   

Regardless of whether an organization is big or small, there is always a likelihood of market 

forces affecting it. Professional bodies for example have clients and themselves acting as 

suppliers of professional services and could therefore be involved directly or indirectly in 

determining the price and cost in their area of operations (Oyemomi et al., 2019).  Resource 

allocation determines how quickly an organization can react to the market forces and this brings 

into focus the strategic plan of the organization since resources cannot be acquired or activated 

without some planning. The care of market forces requires a well-adopted culture to prepare 

the organization to deal or cope with the forces. 

Porter (1985) argue that managers in the workplace today are challenged by the nature of 

organizational culture and how it relates to the key factors that affect the success of strategic 

actions for competitive advantage. The scholar points to research evidence indicating that many 

organizations fail to implement their strategy effectively or experience various challenges 

when implementing their strategy. Market culture is one of the commonly practiced culture 

dimensions and from the many studies carried over it, there is need to explore more on the link 

between this dimension of culture and strategy employment (Kimeto&K’Aol, 2018). This 

paper has used professional bodies in Kenya as a field practicing strategy planning to determine 

how market culture and strategy implementation relate. 

Strategy Implementation 

In strategy implementation, the allocation of resources to different production processes and 

organizational projects is determined by the goals set by the internal stakeholders (Thompson, 

Strickland & Gamble, 2015). This implies that the leaders have to strategize and forward the 

plans to the management for implementation. Similarly, the implementation of strategy is quite 

important because it is through this process that organizations achieve their objectives. 
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Strategies normally entail the development of plans to cope with future issues such as the 

scarcity of specific resources, or a change in policies that may affect various business 

processes.  There is further proposition that organizations always have to adapt to changes and 

this is the root of all strategies.  Pressure from competitors is a particularly major motivator for 

strategy development in companies. The strategizing process is normally influenced by the 

challenges facing an organization; hence, leaders and managers need to brainstorm to develop 

viable solutions (Mauborgne & Kim, 2015). Strategies require changes in the allocation of 

resources to various areas of production; hence, the need to involve the workforce when 

making changes that may affect them negatively. Ostensibly, when companies are pressured 

into downsizing, it is prudent to have employees engaged in the process. Therefore, companies 

must also ensure that relevant motivational steps are taken for the remaining workforce. Most 

strategies are associated with the presence of dire consequences if the implementation is not 

effective. 

From experience, the main factor considered in the development of strategy in an organization 

is the long-term goal, which is defined by the vision of the organization (Knights & Willmott, 

2016). All strategies must drive the company towards achieving its vision. The mission of the 

organization is helpful in developing short-term strategies that respond to pressure from 

competition and internal issues. There is need for the strategy to align properly with other 

elements of the framework. For instance, the strategy must align with the systems in the 

organization, as well as its structure, skills, and style of management (Greer, Lusch, &Hitt, 

2017). Staff members also need to access information about the strategy through a 

communication platform that makes it easy to implement the required processes. Change 

management is a vital process in the implementation of strategy in organizations. As the 

strategy is being deployed, leaders and managers must be vigilant to identify gaps in skills and 

risks linked to resource scarcity in order that they can apply and implement contingency plans 

(Thompson et al., 2015). Suggestively, managers are key players in the role of proper 

organization and strategy implementation. Furthermore, where strategy implementation is 

concerned, an organization’s management takes more significant actions that are incomparable 

to their capabilities thus suggesting a form of market culture to help implement the strategy.  

Market Culture 

The term market is synonymous with the organization itself working as a market even though 

from experience market culture is skewed in the direction of external environment as opposed 

to internal stakeholders (Guenzi & Storbacka, 2015). The main concern in this approach 

emphasizes supplier-customer transactions as well as regulator-contractor links in external 

transactions. This form of organization is different from the hierarchy system in that its internal 

affairs are not controlled by rules, centralized decisions or specialized jobs but are controlled 

by economic dynamics or market mechanisms especially the monetary exchange. That means 

it focuses on conducting transactions such as sales, exchanges or contracts with other 

businesses to achieve a competitive advantage (Hamilton, 2018).  

In many organizations, the major objective of an organization adopting market culture is 

profitability, strength in the marketplace, realizing concrete results, stretch target and securing 

client base (Klimas, 2016). Competitiveness and high productivity to beat their rivals and 

acquiring large market share is the dominant feature of a market type organization. The leaders 

of market type organizations are goal-oriented, result oriented, ambitious competitors and 

expect the staff in their jurisdiction to achieve high performance. Furthermore, leaders of 

market type of culture are tough, demanding and hard-driving producers (Davis & Cates, 
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2018). The organization’s motive in this type of culture is to ensure staff members meet goals 

and targets that are measurable. The victory of the organization employees integrates the 

enterprise. Success in these organizations is defined by the ability to penetrate the market, 

overtake competitors and achieve market leadership.  

In assumption, the external environment of market culture is hostile, while the consumers of a 

company’s products are choosy, and only interested in value (De Mooij, 2018). However, Gao 

(2017) points out that the company must increase its competitive position, be highly productive 

and make profits. Presumably, the approach of mixing aggressiveness and clarity for 

purposeful organization drive yields predictable profitability with high returns. The market 

organization is not interested in holding one position for long but to always keep advancing 

and defeating their rivals all the time while achieving their goal. Given the competing 

orientation of market organization and its external focus market type company, the emphasis 

is on out-pacing their competitors and increasing their market share.  

Some scholars including Goromonzi (2016) point to the assumption that after attaining 

competitiveness and external satisfaction, business entities would increase shareholder value. 

This implies that a clear target and rewarding employees continuously after high performance 

would motivate them to work aggressively and meet the company’s objectives. It can be 

summed up that a winning mentality arises from an organization treating winning as its glue 

(Hamilton, 2018). Some of the espoused values held by market organizations are 

communication, competence, achievement and competition, while the behavior associated with 

market culture is gathering the information of competitors and customers, planning on task, 

while focusing on aggressiveness and competitiveness. The approach of market culture is that, 

at the end, the organization beats their competitors, thus increasing their market share and 

profitability (Cameron & Quinn, 2011). This is relevant to this study in that professional bodies 

have entrenched specific culture to gain relevance to their members and to reach out to more 

members.  

Problem Statement  

The high competition in market environments has led to dictation of the kind of culture 

organizations require to adopt in order to survive the tough environment. Pressure to 

strategically maintain a market share while keeping customers and suppliers in harmony, calls 

for adoption of a culture that keeps an organization in existence. Studies pointing to failed 

markets in some global markets suggest that the type of organization culture played a key role 

either in the failure or total ability to predict such failure on time (Thompson et al., 2015).  Fast 

developments in technology and the linkage across various organizations imply that a specific 

culture has to be adopted in order to survive the competition.  Professional bodies are some of 

the leading organizations that have practiced various cultures for their strategy implementation 

in different levels (Kimeto&K’Aol, 2018). Success across market players is dependent on 

many factors yet experience has shown that whereas some cultures work well, others fail to 

produce good outputs on the competition regardless of how appropriate they appear to be.  

Specifically, it has been suggested that leaders of organizations have an impact on the success 

of that organization as observed in the Asian family markets (Gao, 2017). The strategy 

implementation as experienced in the African continent calls for concerted effort in identifying 

the most appropriate culture for success. In trying to make sure success is assured, 

organizations have tried to settle on organization culture that drives towards positive outputs.  

Even though organizations could have adequate resources, the path picked is highly dependent 

on the type of culture adopted. It is from this exploration that there arises the need to further 
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establish the link between market culture and the implementation of strategy in these Kenyan 

professional bodies.  The study, thus, sought to answer the key question, “does market culture 

relate to strategy implementation in professional bodies in Kenya?” Subsequently a null 

hypothesis was derived as H0: Market culture and strategy implementation do no relate 

according to registered professional bodies of Kenya. 

Literature Review 

Theoretical and Empirical Foundation 

Through intense globalization process, strategy implementation has facilitated the success and 

failure of organizations depending on the environmental changes. In most organizations 

adoption to changes is the root of all strategies and their implementation (Anderson, 2015). 

The socio-cultural context of the international environment has dictated the terms of market 

engagement on literally all market fronts (Wales, Gupta, Marino &Shirokova, 2019). Pressure 

from competitors is a particularly major motivator for strategy development in companies. The 

strategizing process is normally influenced by the challenges facing an organization; hence, 

leaders and managers need to brainstorm to develop viable solutions. Strategies require 

changes in the allocation of resources to various areas of production; therefore, the need to 

involve the workforce when making changes that may affect them negatively. For instance, 

when companies are pressured into downsizing, it is realistic to have personnel involved in the 

course of action that companies employ and ensure relevance motivational steps are taken for 

the remaining workforce. Most strategies are associated with the presence of dire consequences 

if the implementation is not effective. 

As pointed out by Lim (2020), the fast growth of global business requires understanding of the 

various fragmented cultures across the globe.  More so, most of the cultures are disparate 

meaning that a marketer is expected to move from one culture to another sharply without room 

for adjustment.  The key theory in such an economy has to seek the establishment of sharing 

opportunities and approaching challenges in a multicultural move that gives room for future 

continuity.  This sharing of market tenets is only possible through a culture that supports a total 

market culture for implementation of desired strategies.  This clearly calls for a market theory 

that encompasses the various cultures in the fragmented societal mapping both on national and 

international fronts (Shenkar, Tallman, Wang & Wu, 2020). 

However, many scholars indicate that there is no single theory that enhances market culture 

since the dynamic nature of innovations means that no single theory can rule or last for long in 

predicting the nature of a given market environment (Lounsbury, Cornelissen, 

Granqvist&Grodal, 2019).  Instead, it is observed that some cultures have been known to even 

constrain or hinder the implementation of some market objectives.  Similarly, culture when 

viewed in the narrow market approach limits expansion and innovativeness to some extent 

forcing unconventional environmental processes in order to survive the market forces 

(Sigauke&Swansi, 2018).  This also poses the question as to whether market culture require a 

market theory to thrive or a market environment for its success.  Strategic marketing theory 

suggests that culture alone can drive firms to success if well entrenched in the company 

processes.  However, there is still room for scholars to nurture market culture to support 

theories of market expansion in implementing strategy (Kim, Rundle-Thiele, Knox & Dietrich, 

2021)     

Evidence by Burgelman (2020), suggests that the main factor considered in the development 

of strategy in an organization is the long-term goal, which is defined by the vision of the 



 

 

~ 6 ~ 

 

Njagi et al.                                                        Has Market Culture Flown Out of the Window in … 

organization. All strategies must drive the company towards achieving its vision. The mission 

of the organization is helpful in developing short-term strategies that respond to pressure from 

competition and internal issues. There is need for the strategy to align properly with other 

elements of the framework. For instance, the strategy must align with the systems in the 

organization, as well as its structure, skills, and style of management. Staff members also need 

to access information about the strategy through a communication platform that makes it easy 

to implement the required processes. Change management is a vital process in the 

implementation of strategy in organizations. As the strategy is being deployed, leaders and 

managers must be vigilant to identify gaps in skills and risks linked to resource scarcity in order 

that they can apply and implement contingency plans.  

Similarly, from studies conducted by El-Nahas, Eman and Ayman (2012) on an Egyptian firm 

in Cairo, findings indicated that 18.9 percent of change in an employee’s job satisfaction is 

defined by the governance style and the type of corporate culture. Results also revealed a 

negative but not a significant influence between market culture and employees’ job 

satisfaction. This influence originates from managers finding pride on employees relying on 

them, their effectiveness and efficient coordination as well as being organizers who expedite 

uninhibited production processes. The criteria for decision making in market culture 

organizations is long term so as to increase long term profitability. The Chief Executive Officer 

(CEO) leadership is needed in market culture organizations since the CEO is ultimate in the 

development of a common vision that consequently shapes the culture of a firm.  

Later on, Acar and Acar (2014) conducted a survey of 512 employees in 99 hospitals of major 

cities in Turkey in 2014. The study aimed at identifying the dominant culture and explaining 

connections amongst corporate culture types and industry performance in hospitals as well as 

health care institutions. Findings indicated that the market culture is second to hierarchy culture 

in dominance. Every hospital’s case differs from that of the other and emphasizes on different 

stable, predictable and mechanistic processes. Acar and Acar further note evidence on 

internally oriented cultures to endorse claims of a relationship between cultural intensity and 

execution. The scholars add that an organization culture is unique to an organization and is 

characterized by beliefs and values held by the employees. Further, an organization culture 

develops based on the kind of interactions that the organization has with the surrounding. These 

cultures have latent capabilities of influencing the enactment of strategies within organizations. 

It is, thus; imperative to have a favourable strategy cultural link in organizations. 

In addition, Acar and Acar (2014) in their findings observed that private hospitals in Turkey 

lack a transformed innovative and competitive structure that can keep pace with dynamic 

market conditions. The scholars also noted that significant differences between the effects of 

corporate culture on company performance would not be determined. They further added that 

apparent variances were not witnessed between private and public hospitals coupled with the 

influence of market culture in public hospitals on business performance.  However, they have 

a significant and positive relationship. 

Elsewhere in Europe, a Polish study was carried out by Kraśnicka, Głód and Wronka-Pośpiech 

(2018).  The main aim was to establish how enterprise performance is affected by the alignment 

of organization culture to the firm innovation strategy. The study specifically sought to link the 

pro-innovation culture to implementation of strategy in the industry. In this research, 

organization culture was consequently used as the mediating variable.  Kraśnicka et al., (2018) 

surveyed 301 companies in Polish cities using hypothesized questionnaires.  Results from the 
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Polish survey showed a robust link in organization culture and innovativeness in the industrial 

sector of Poland. It was therefore possible to support the important role played by 

organizational culture as a mediator in pro-innovation firms showing strong performance and 

with alignment to their strategic implementation plans.   

Regionally in Africa, Anim, Agbemabiese, Acheampong, Adams and Boakye (2018) explored 

a study on the link relating innovation, market orientation, and enterprise performance of 

women-preneurs in the fashion business in Ghana. The study assumed a positivist 

philosophical approach with a quantitative data analysis technique. The study sampled a total 

of 385 women concerned with fashion and with one workshop at the minimum within a section 

of 15 districts of the city of Accra. 

The study applied an Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis (CFA) 

and Structural Equation Modeling (SEM) to evaluate and validate the projected scale’s 

authenticity and the links of the study model. The research revealed that, an entity’s degree of 

market orientation had a considerable effect on a firm’s performance. Animet al., (2018) 

observe that, in addition, innovation potential partly mediated the association between 

organizational performance and market positioning of women-preneurs within the fashion 

industry in Ghana. 

Conceptual Framework 

Based on the theoretical and empirical review, market culture and strategy implementation 

relate on variables identified as organizational leadership, entrepreneurship and innovation as 

independent variables relating to implementing strategy implementation as the dependent 

variable.  The diagrammatic mapping is shown in Figure 1. 

Independent Variables     Dependent Variable 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Framework 
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APSEA of Kenya aimed at 168 managers where the main instrument of data collection was 

astructured questionnaire. Using a drop and pick approach, 132 respondents from the field of 

managers well versed in strategy implementation participated in the survey. 

The survey was preceded by a pilot study testing validity and reliability of the study instrument 

in which a Cronbach alpha coefficient of more than 0.7 was realised for all the items of the 

instrument. Similarly, construct validity was procured by creating a set of elements that 

complemented the theoretical latency of the concepts built on modified editions of earlier 

researches and devices for the survey variables. A deliberate effort to ensure that these were in 

line with the theoretical framework as derived from the literature review was made. 

Professionally, this method has the possibility of improving all the processes that are 

undertaken by validity methods as the field results are ready for presentation (Garson, 2012). 

Analyses and Data Interpretation 

In this study, the factor structure was determined by utilizing the exploratory factor analysis, 

which is broadly applied in the scale development surveys. This specifically was applied for 

the confirmation of the factor structure of the scale. The principal component matrix achieved 

after the explanatory factor evaluation was subjected to varimax rotation (Saunders, Lewis & 

Thornhill, 2016).  

Results and Findings  

Findings of the study were based on measurements of the independent and dependent variables 

including leadership, entrepreneurship and innovation against strategy implementation using 

policy implementation, resource allocation and motivation.  A scale of 1 to 5 with 1 as strongly 

disagreed, 2 as disagree, 3 as neutral, 4 as agree, and 5 as strongly agree was applied. The 

statistical tests conducted were descriptive statistics and inferential statistics to establish 

hypothesis testing using a regression model. 

Demographic and Descriptive of the Study Constructs 

The first results as indicated in Table 1, indicate the gender, age group, level of education and 

professionalism among key statistics. These results are important in getting a view of the 

staffing composition within the professional bodies of Kenya.  

Table 1: Demographic Data of Respondents 

Demographic Characteristics  Demographic Category Male Percentage Female Percentage 

Age Group Below 30 4 2 

31-40 23 20 

41-60 30 19 

Over 60 1 1 

Total 58 42 

Level of Education  Non-Degree holder 2 1 

Bachelors 20 19 

Masters 35 16 

PhD 5 2 

Total 58 42 

Professionalism HRM and Procurement 14 11 

Marketing 6 6 

Finance and Planning 14 6 

ICT and Support 24 19 

Total 58 42 
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Data analysis findings are shown in Table 2. It indicates that market culture with a mean of 

3.89 and standard deviation of 0.840 was the highest construct “Leadership in organization 

generally considers exemplifying coordination, smooth running and organized efficiency”.    

Similarly, market culture construct of “Leadership in organization has general consideration 

for exemplifying a focus based on no-nonsense, results oriented and aggressive approach” 

which had a mean of 3.52 and a standard deviation of 0.961.   

Table 2: Mean and Standard Deviation for Market Culture 

  N Mean SD 

OL1 Leadership mentors, facilitates, or nurtures. 132 3.86 .875 

OL2 

Leadership exemplifies entrepreneurship, innovation, or 

risk taking. 

132 3.81 .901 

OL3 

Entrepreneurship takes a no-nonsense, aggressive, results-

oriented focus. 

132 3.52 .961 

OL4 

Innovation exemplifies coordinating, organizing, or 

smooth-running efficiency. 

132 3.89 .840 

Reliability Test for Market Culture 

The test of reliability was assessed using the Construct Reliability (CR). Composite reliability 

values that are greater than or equal to 0.7 show that the instrument used in data collection is 

reliable while values less than 0.7 indicate that the instrument used in data collection is 

unreliable. As indicated on Table 3, the value of the composite reliability for market culture 

was .760 which was greater than threshold of 0.7. This shows the data for market culture was 

reliable for analysis. 

Table 3: Reliability Test for Market Culture 

 Variable Composite Reliability (CR)  Number of items  

Market Culture 0.760 3 

Validity Test for Market Culture 

Table 4 shows validity test result using the Average Variance Extracted (AVE) for Market 

Culture was 0.514 which was above the 0.5 threshold indicating that market culture as 

independent variable accounted for more than 50% of the variance. For discriminant validity, 

the bold value of the market culture was .514 which was higher than the correlation coefficient 

loadings of other variables. This concludes the discriminant validity and convergent validity 

were positive, and hence confirming the validity test for the market culture construct.  

Table 4: Average Variance Extracted Matrix for Market Culture 

Variable AVE Criteria of success 

Market culture 0.514 .106** 

Key: * p < 0.050, ** p < 0.010, *** p < 0.001 

Regression ANOVA for Market Culture 

The regression ANOVA indicated that market culture had a considerable influence on strategy 

implementation F(1, 131) = 1.479, p<.05) as shownin Table 5. This means that the regression 

model was appropriate for predicting the outcome variable on how market culture affected 

strategy implementation in professional bodies in Kenya. However, as can be seen from Table 

5, the level of significance was too low with p= 0.226 and well beyond the standard of p=0.05. 
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Table 5: Regression ANOVA of Market Culture on Strategy Implementation 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression .501 1 .501 1.479 .226b 

Residual 44.050 130 .339   

Total 44.551 131    

a. Dependent Variable: Strategy implementation  

b. Predictors: (Constant), Market culture 

Regression Coefficient on Market Culture   

The results of the regression coefficient are as shown in Table 6. In the regression coefficients 

model, the assessment concluded that market culture does not statistically predict strategy 

implementation. For the market culture, betaof .106 was not statistically significant at p>.05. 

From Table 6 results, this significance value is 0.226 and this is also way above the standard 

threshold of p≤0.05. This means, a unit increment of market culture does not influence strategy 

implementation. 

Table 6: Coefficients of Market Culture on Strategy Implementation 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 3.223 .394  8.178 .000 

Market culture .127 .104 .106 1.216 .226 

a. Dependent Variable: Strategy implementation  

The bivariate linear regression analysis was applied to assess if market culture considerably 

predicted strategy implementation amongst personnel in professional bodies in Kenya. From 

the findings, the study accepted the null hypothesis H0: There is no relationship between 

market culture and strategy implementation in professional bodies in Kenya. 

Discussion 

Within the strategy field, many authors including Klimas (2016), Anim et al. (2018) and 

Krasnicka et al. (2018) argue that market culture is too competitive and hence does not provide 

an easily implementable plan by most organizations, more so professional bodies. Similarly, 

Wroblewski (2017) contend that the market culture exhibited on most regions incline towards 

the disruption of the competitor and competitor goods thus making it hard to be the lead in 

strategy implementation.  Other scholars to observe negativity against the market culture 

include Acar and Acar (2014) who point to the fact that only good leadership and efficient 

coordination will be an assurance of operative strategy implementation. This is in line with 

Finestone and Snyman (2005) whose studies in South Africa concluded that only management, 

knowledge workers and knowledge sharing was paramount in the implementation of strategy 

as opposed to solely market culture.  

The adoption of market culture does not imply success in implementation of strategy but lends 

credence to the observation that globalization is sustained through some tenets of market 

culture (Shenkar et al., 2020).  The theory of market will be in support of diversification for 

survival but this does not imply it directly provides room for implementation of specific 

strategies both locally and internationally, since this is only possible through strong penetration 

activities that might require breaking of cultural barriers (Wales et al., 2019).   
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Earlier on Morrison, Smit and Brown (2006) concluded that the complex and multifaceted 

nature of market culture cannot be the drive of the effective strategy implementation. Mutai 

(2015) also pointed out that the market forces that make competition not totally free dictate the 

manner in which strategy is implemented concluding that market culture alone cannot be 

responsible for good strategic implementation. As pointed out by Ferreira (2014), there is a 

tendency by market culture to point to the external environment hence failing to clearly get the 

internal requirements of the organization which leads to difficulties in strategy implementation.  

Similarly, market culture has been criticized by Genc (2017) as geared towards profit 

maximization and hence will not be very supportive of any strategy implementation if 

profitability will be negatively affected, thus, lending credence to the findings of this study that 

market culture lacks a strong link to strategy implementation.  

Anning-Dorson (2017) has pointed to the difficulty in gathering market data by an organization 

hence making it very difficult to adopt market culture in strategy implementation. Again, there 

is a high cost in adopting market culture as observed by M’Zunguet al., (2017) leading to 

difficulty in convincing organizational leaders to adopt the culture. Acar and Acar (2014) 

studies link up to the outcomes of the present research in which the scholars contend that 

market culture cannot be the lead culture in the implementation of strategy. Similarly, the 

scholars indicate that the implemented strategies have not proven to be market oriented or 

market-based stating that most organizations derive their implementation from internal cultures 

and not specifically market culture.  

On the other hand, Anning-Dorson (2017) strongly supports the findings that market culture 

has a strong relationship with strategy implementation contending that product innovation can 

lead to strong demand for organization goods and services. This implies that an organization 

needs to reinforce its market culture in order to have a strong basis for its strategic plan leading 

to effective implementation of the same. With market culture, a firm has to press for 

diminishing returns which in turn could prompt innovations in order to survive on the 

competitive market front.   

Anning-Dorson (2017), therefore, is of the view that market culture should be well studied in 

organizations in order to ensure the strategic orientation for the organization is well aligned to 

the market sector where it is operating. Mwaura (2017) also contends that the commitment to 

corporate affairs and to the organization mission, is a clear sign that market culture is positively 

related to the strategic plan implementation of an organization.  Cameron and Quinn (2011) 

have supported market culture as a positive ground for cultivating strategic plan 

implementation since it promotes the rewarding system which is a strong ingredient in strategy 

implementation. The scholars lay emphasis on the communication and competence drive which 

make market culture a true channel of implementing strategy. 

It is also possible to achieve strategy implementation through market culture since according 

to theoretical works of Greer et al., (2017) the various inter-disciplinary requirements of 

strategy implementation are well suited to the market culture which comprise various resources 

and activities. Market culture is also very adaptive in strategy implementation since the changes 

to be implemented by the organization are normally demand driven. This clearly implies that 

adoption of market culture could be a pointer to the organization understanding the demands 

of its stakeholders.   
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This variable on market culture is a challenge both for this study and in previous studies since 

majority observations note that most organizations are not strongly following the market 

culture. In other words, most are not operating strictly on demand and supply basis leading to 

always distorted pricing of their products and services.  

Conclusion and Recommendations 

From the regression output it was observed that market culture lacks significant influence on 

the strategy implementation. Specifically, all values in regression (β = .106, t = 1.216, p>.05) 

were below the threshold of acceptance hence the null hypothesis was accepted. The study 

concluded that there is lack of a substantial association between market culture and strategy 

implementation in professional bodies in Kenya. 

Even though it was found that there is a negative link between market culture and strategy 

implementation in professional bodies in Kenya, it is prudent to recommend that organizations 

should have an exhaustive knowledge of internal features of a firm or organization without 

necessarily focusing too much on the market culture. Similarly, professional bodies should 

always strike a balance between strategic plan implementation and market culture instead of 

paying too much attention on the market culture. However, there is need to establish through 

further studies why market culture remains unpopular within the professional bodies. One 

would ask if indeed there is fear of competition in the professional bodies and if this might be 

a factor in the failures thereof. 
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