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The study focused on effects of market leader defense strategies on protecting market share of Nakumatt shopping malls as the 
main objective and Flanking defense, Position defense, Mobile defense, Counter defense and Pre-emptive defense strategies as the 
Independent variables. The Descriptive survey was used in the research design. The target population of the study consisted of 
eleven Nakumatt outlets in selected shopping malls in Nairobi.The main research instrument used in the study was questionnaires 
comprising of both structured and unstructured questions to collect qualitative and quantitative primary data developed in 
accordance with the research objectives and questions.Data capturing was done using Excel software.  Descriptive statistics were 
computed for presenting the data. The inferential statistics was used to come up with the forecasting model and validation of the 
same model. The study found out that through Flanking defense Nakumatt shopping mall have strong human resource capacity, 
the financial status reflects there is high performance and Nakumatt shopping malls have experienced and skilled employees. The 
study revealed that through position defense; Nakumatt branded products had  positive impact on sales as compared to other 
products in that; customers feel associated with the supermarket, it acts as a competitive advantage, it advertises the super market, 
viewed as more genuine products. Nakumatt shopping malls use Marketing based approaches which demonstrate better than the 
competition how the product or service meets the customer’s needs, Nakumatt shopping malls use Uniqueness or improvements in 
products: for example, by building on innovatory capabilities in the organization and Nakumatt shopping malls tries to build 
competitive advantage through the robustness of their resources and competencies as position defense strategy. Respondents 
further indicated that in mobile defense strategy; Nakumatt shopping malls tries to have demand development as the natural 
strategy to expand total demand by looking for new users, new uses and more usage of its products and the shopping malls strive 
to be market leader to hold a dominant position and be acknowledged as such by its rivals as a mobile defense strategy.  Pre-
emptive defense indicated that Nakumatt outlet; uses advertising as a mode of promoting its sales, use public relations/publicity as 
a strategy to promote its sales, use inside sales promotion activities like window displays, product promotional programs such as 
premium awards and contests  and finally in terms of counter offensive defense, Nakumatt shopping malls counterbalances the 
action taken by competitors that is; direct competing through price wars or advertising campaigns, Nakumatt shopping malls use 
defensive strategies and adapt innovation and technological advance which discourages competitors and Nakumatt shopping 
malls use Imitation strategy to protects its markets by moving with competitors, it counterbalances the action taken by competition. 

The study also found out that independent variables significantly influences Protection of Market Share at Nakumatt shopping 
malls (r

2
= 72.9%). In conclusion, the study concludes that the proposed framework of the study was able to demonstrate good 

explanatory power and therefore Protection of Market Share at Nakumatt shopping malls could be forecasted through Pre-emptive, 
flanking, position, counter and mobile defenses respectively so as to protect their Market Share. 
 
Key words: Position defense strategies, Flanking defense strategies, Pre-emptive defense strategies, Counter offensive defense strategies, 

Mobile defense diversification strategies, Market share. 

 
 
INTRODUCTION 
 
Background and Research Gap 
Johnson and Scholes (2003) define strategy as the 
direction and scope of an organization over the long term, 
which achieves advantage for the organization through its 
configuration of resources within a changing environment 
and to fulfill stakeholder expectations. Pearson (1999) 
states that strategy has to do with long term prosperity of 

an organization. Strategy is concerned with long term 
business plans for the effective management of 
environmental opportunities and threats, in light of a 
firm’s strengths and weaknesses.  

Strategy clearly means different things to different 
people in different situations. There appears to be few 
truths about strategy, but the notion remains that it is  
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about the most important of management responsibilities, 
capable of the most profound impacts on corporate 
development and success. Strategy has to do with long 
term prosperity; it is to ensure that the business is still 
around in ten or twenty years. It is concerned with long 
term asset growth, not short term profit. Defensive 
marketing strategies are the actions of a market leader to 
protect its market share, profitability, product positioning, 
and mind share against an emerging competitor. If not 
undertaken, some amount of customers will leave the 
established business in favor of the competitor who can 
even displace the market leader and rise to the top 
(Carson,2001). 

A market leader often dominates its competitors in 
customer loyalty, distributioncoverage, image, perceived 
value, price, profit, and promotional spending. Strategy 
implementation is a vital component of the strategic 
management process. Lee and Kotler (2011)states that 
implementation involves putting into action the logically 
developed strategies. It is the summation of activities in 
which people use various resources to accomplish 
objectives of the strategy. The ability to implement 
strategies successfully is important to any organization. 
Despite the importance of the implementation process - 
this is an area of study often overshadowed by a focus on 
formulation process. 

Shopping Mall provides a distinct focus in the 
consumer sector particularly to different target group. 
Shopping malls require heavy investment and at some 
point can be a risky venture. The hyper malls in the 
global market mostly use the self-selection style rather 
than cash and carry or order and take method. Self-
selection requires more space, investment and variety of 
products and services(Johnson and Scholes, 2003).  
Shopping malls experience huge losses from shop lifters, 
theft burglary and terrorism, fire out-break among others.  
This has cost many merchant to close down their malls 
and divest to other types of business. This study 
concentrates on the effects of market leader defense 
strategies that Nakumatt shopping malls has been 
implementing to protect their market share.  
 
Problem statement 
Business firms in Kenya are at the heart of the world’s 
recent financial crisis. The deterioration of their asset 
portfolios, largely due to competition, was one of the main 
structural sources of the crisis Steven. Damien and Paul 
(2002). The fast-changing competitive environment, 
globalization, economic changes, regulation, privatization 
and the like demands that companies are run efficiently 
and effectively by continuously engaging in defensive 
strategies to retain their market share. In Kenya, 
emergence of new technologies, products, processes, 
markets and competitor firms, places demand on any 
company to apply any skills and strategy necessary to 
remain competitive and achieve competitive advantage. 
The supermarkets industry has already been depicted  

 
 
 
 
(Parasuman, 2001) as exhibiting little market orientation 
and fulfilling services with little regard to customer needs 
as well as including branches dissimilar in efficiency 
which have contributed to low market share. This highly 
lower customer’s perception on the quality of service 
offered reduces the companies’ credibility hence 
profitability (Joseph et al., 2003). The questions relates to 
which defensive market strategies can be used to 
safeguard the market share in a competitive industry. As 
the importance of having high market share in developing 
countries including Kenya increases, so does the need 
for research on the subject (Joseph et al, 2003). Despite 
the recognized importance of defensive market strategies 
and an extensive descriptive literature, there have been 
surprisingly few empirical studies. This situation has 
denied the various firms, the much needed information 
regarding this important area of defensive marketing 
strategies. 

Mugambi (2006) attest that researches have been done 
on areas of service excellence and customer satisfaction 
in the industry. However, there was no study in Kenya 
that had looked at the impact of defensive strategies with 
reference to safeguarding the market share. This study 
therefore, sought to find out the effects of market leader 
defense strategies on protecting market share of 
shopping malls in Nairobi. 
 
Research Objectives 
1. To find out the effects of position defense strategies 

on protecting the market share of Nakumatt shopping 
malls in Nairobi. 

2. To determine the effects of flanking defense 
strategies on protecting the market share of 
Nakumatt shopping malls in Nairobi. 

3. To establish the effects of pre-emptive defense 
strategies on protecting the market share of 
Nakumatt shopping malls in Nairobi. 

4. To determine the effect of counter offensive defense 
strategies on protecting the market share of 
Nakumatt shopping malls in Nairobi. 

5. To determine the effect of mobile defense 
diversification strategies on protecting the market 
share of Nakumatt shopping malls in Nairobi. 

 
RESEARCH METHODOLOGY 
The study adopted adescriptive surveyresearch design to 
assess the effects of market leader defense strategies on 
protecting market share of shopping malls in Nairobi. The 
target population of this study consisted of all the eleven 
Nakumatt outlets in selected shopping malls in Nairobi.A 
census study was conducted on all the eleven 
outlets.Data was collected using structured and semi-
structured closed ended questionnaires.Univariate, 
bivariate and multivariate analyses was performed on the 
data. These methods incorporated the use of frequency 
distributions, percentage tables and measures of central 
tendency. They also incorporated the use of measures of  
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Table 1: Response Rate 
 

Response  Frequency Percentage 

Participating malls  11 100.0 

Total     33 100.0 

 
 
 

Table 2: Gender Distribution 
 

 Frequency Percentage 

Male 7     63.6 

Female 4     36.4 

Total 11        100.0 
 

 
 

variation such as: ranges, percentiles and standard 
deviations for univariate analysis. Data was presented in 
the form of frequency distribution tables that would 
facilitate description and explanation of the study 
findings.In addition, a multiple regression was used to 
come up with the forecasting model. 

In addition, a multiple regression was used to come up 
with the forecasting model. Thus regression Analysis of 
the model below:  
Y= β0+ β1X1+β2X2+ β3X3+ β4X4+ β5X5+ε 
Where 
 Y  =  Market share (dependent variable) 
 β0  =        Regression constant,  
β1, β2, β3 and β4       =  beta coefficients of 
independent variables,  
X1 = Position defense, 
X2 = Flanking defense 
X3   = Pre-emptive defense, 
X4 = Counter offensive 
X5  =  Mobile Defense. 
ɛ =  Error Term 
 
FINDINGS AND DISCUSSION 
Response rate 
The study achieved a response rate of 100% as shown in 
table 1. 
 
Demographic Information 
As indicated in table 2, 63.6% of the respondents were 
made up of male while 36.4% were female respondents. 

The findings in table 3 indicate that all the malls had 
employees with secondary education, degree 
qualification and post degree qualification.  

On the length of service with the firms, results 
presented in table 4 shows that the number of years of 
service at Nakumatt Supermarket varies from a period of 
6 year to over 20 years. Specifically 36.4% of the malls 
had employees who had worked for a period of 16-20 
years, 27.3% of the mall had employees who had worked 
for a period of over 20 years, 18.2% of the mall had 
employees who had worked for a period of 11-15years 
and the rest 18.2% of the malls had employees who had 
worked for a period of 6 to 10 years respectively.  
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Table 3: Highest Level of Education in the Malls 
 

 Frequency Percentage 

Secondary 11     100.0 
Degree 11     100.0 
Post Degree 11        100.0 

 

 
 

Table 4: Length of Service with Firm (years) 
 

Years Frequency Percentage 

6    -    10 2 18.2 

11  -    15 2 18.2 

16  -    20 4 36.4 

>20 3 27.3 

Total 11 100.0 

 
 
 

Table 5: Distribution by positions in the malls 

 

Years Frequency Percentage 

Head of department 11 100 

Manager 9 81.8 

Merchandiser 6 22.2 

Marketer 11 100.0 
 

 
 

The results on table 5 indicates that all the head of 
departments and marketers from each mall participated 
in the study, 81.8% of the malls managers took part in the 
study and only 54.5% of the mall merchandisers took part 
in the study. 
 
Multicollinearity test 
As shown in table 6, the correlation coefficients between 
independent variables are all less than 0.5. This confirms 
that there was no problem of multicollinearity thus all the 
five predictor variables could be used in forecasting 
protection of market share at Nakumatt shopping malls. 
 
Regression analysis 
Goodness of fit of the model 
The findings in table 7 indicate a correlation coefficient of 
0.854 and coefficient of determination of 0.729. 
Correlation coefficient approaches positive one hence 
there exist a very strong positive correlation between 
Position defense, Flanking defense, Pre-emptive 
defense, Counter offensive defense, Mobile defense and 
in Protection of Market Share at Nakumatt shopping 
malls. Further a coefficient of determinant of 0.729 (good 
level of prediction) implies that 72.9% of the variations in 
Protection of Market Share at Nakumatt shopping malls  
could be explained by the changes in mobile defense, 
flanking defense, pre-emptive defense, position defense, 
counter offensive defense, leaving 27.1% unexplained 
(error term). The p-value of 0.030 indicates that there 
exists a linear relationship between the dependent and 
independent variables hence a five predictor model could 
be used in forecasting Protection of Market Share at  
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Table 6: Pearson Correlation 
 

 
Position 
defense 

Flanking 
defense 

Pre-emptive 
defense 

Counter offensive 
defense 

Mobile 
defense 

Position defense 1 
    

Flanking defense 0.296 1 
   

Pre-emptive defense 0.420 0.358 1 
  

Counter offensive defense 0.134 0.406 0.275 1 
 

Mobile defense 0.045 0.245 0.317 0.367 1 

 
 
 

Table 7: Goodness of Fit of the Model  
 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Change Statistics 

R Square 
Change 

F Change df1 df2 
Sig. F 

Change 

1 .854
a
 0.729 0.724 0.08609 0.729 2.859 5 5 0.03 

 

 
 
Table 8: ANOVA 
 

Model Sum of Squares df Mean Square F Sig. 

Regression 8.284 5 1.657 2.859 .030
a
 

Residual 2.898 5 0.58 
  Total 11.182 10 

   a. Predictors: (Constant), Mobile defense, Flanking defense, Pre-emptive defense, Position defense, Counter offensive defense 
b. Dependent Variable: Protecting market share

 

 
 

 
Table 9: Regression coefficients 
 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

(Constant) .310 .153 
 

2.023 .060 

Position defense .340 .104 .360 3.257 .001 

Flanking defense .450 .194 .462 2.325 .003 

Pre-emptive defense .669 .224 .795 2.987 .033 

Counter offensive defense .289 .126 .315 2.296 .007 

Mobile defense -.407 .149 -.517 -2.738 .006 

 
 
 

Nakumatt shopping malls in Nairobi. 
 
Statistical Significance 
ANOVA looks at the model fit, that is, “did the model 
explain the deviations in the dependent variable?” .The 
linear regression's F-test has the null hypothesis that 
there is no linear relationship between the variables 
(R²=0). The findings in table 8 shows that F-test is highly 
significant [F (5, 5) = 2.859>2.61, p=.030< .05], thus it 
proves that there is a linear relationship between the 
variables in the model. 
 
Estimated model coefficients 
Table 9 indicated findings in terms of coefficients, t-
values and p-values. Unstandardized Coefficients are 
used to write the forecasting model.  Unstandardized 
coefficients indicate how much the dependent variable 
varies with an independent variable, when all other 

independent variables are held constant. Both t-values 
and P-values are used to test the individual significance 
of the independent variables. Using the Unstandardized 
coefficients established regression model was of the 
form. 
Y = 0.310 + 0.340X1 + 0.450 X2 + 0.669X3 + 0. 289X4 - 
0.407X5 
Elasticity of the model parameter (βi) is a measure of the 
effect of one unit increase in the independent variable on 
the dependent variable holding other factors constant. As 
shown in table 9; β1=.340, for every one unit increase in 
Position defense, Protection of Market Share at Nakumatt 
shopping malls  increases by 0.340 units other factors 
held constant. 

β2= .450, for every one unit increase in flanking 
defense, Protection of Market Share at Nakumatt 
shopping malls  increases by 0.450 units other factors 
held constant. β3= .669, for every one unit increase in  



 
 
 
 
pre-emptive defense, Protection of Market Share at 
Nakumatt shopping malls  increases by 0.669 units other 
factors held constant. β4= .289, for every one unit 
increase in counter offense, Protection of Market Share 
at Nakumatt shopping malls  increases by 0.289 units 
other factors held constant. β5= -.407, for every one unit 
increase in mobile defense, Protection of Market Share at 
Nakumatt shopping malls  decreases by 0.407 units other 
factors held constant. 
 
CONCLUSION 
The general objective of the study was to assess the 
effects of market leader defense strategies on protecting 
market share of shopping malls. The study findings 
revealed that Nakumatt supermarket have given 
prominence Pre-emptiverespectively so as toprotect their 
Market Share. The study further concluded that the 
establish regression model was very good for foresting 
and could be used for forecasting Protection of Market 
Share at Nakumatt shopping malls. 
The study makes an important contribution in 
understanding Protection of Market Share. It further 
brings out the factors that influence the relationship 
between market leader defense strategies on protecting 
market share of shopping malls. 
 
Recommendations 
Arising from this study, the researcher makes the 
following recommendations. The study recommends that 
shopping malls should focus on Pre-emptive defense, 
flanking defense and position defense in order to protect 
their market share. Similar studies should to be done in 
other supermarkets in the country and the results be 
compared so as to establish whether the models are 
consistent among the various groups. 
Finally, the use of other data collection methods such as 
interviews would help the researchers get responses that 
are relatively free from bias. This is because interviews 
afford the researcher the opportunity to allay fears, 
anxieties and concerns that the respondents may have. 
The researcher may also offer clarification when needed 
and help respondents to think through difficult issues.  
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